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Getting to the heart 
of your business 

and what it really 
means to you

Pat h

5

Business
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Let’s 
recap

next

In Path 1
•  You focused on gaining  

valuable awareness around 

what truly makes you happy. 

•  You allowed some new space 
to review your life from a  
different perspective and 
began to tune into what you 
really love, what brings you 
the greatest joy.  

•  You began to craft a vision 
board that brings your ideas 
to life

In Path 2...
•  You explored what you really 

care about to ensure you cre-
ate a joyful business path. 

•  You began to eliminate your 
‘shoulds’ and  looked at what 
is really meaningful to YOU! 

•  You wrote down your dreams 
and goals and looked at what 
lights your spark. 

•  You examined your stories 
and defined your strengths. 

•  And then you looked at some 
specific business goals and be-
gan to craft a business vision.

Path 3...
•  You were introduced to the 

basics of branding and how to 
build a brand

•  You explored your own Brand 
Values 

•  You began to define your 
Brand Personality

•   You looked at identifying 
your ideal customers

•  You started to craft a Brand 
Vision, where you want your 
brand to take you

You’ve gained some valuable clarity
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Let’s 
recap

next

In Path 4
You learned how to...

•  Make healthy choices  
that support you

•  Build a personal foundation  
that’s strong enough to carry  
you forward

•  Listen to your higher self and  
find your personal flow.

• What it means to be ‘whole’

•  Take care of your complete  
self - mind, body & soul.

•  Choose an ideal lifestyle that  
aligns with your personal,  
business and brand vision.

You’ve started to regain consciousness
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•  Personal  
Vision Board

 

•  Defined  
Business Goals

•  Clear & Compelling 
Business Vision

 
•  Brand Personality 
• Brand Values
• Ideal customers

•  Personal  
Wellness Plan

•  Lifestyle  
Checklist

• Ideal Offerings

•  Ideal Customers

 
•  Business Position
•  Brand Promise
•  Brand Voice & Tone
•  Unique Brand Essence
•  Brand Platform

•  Creative  
Expression

•  Creativity  
Plan

•  Guilty pleasure  
Cheat Sheet

•  Creative  
Capture plan

• Brand Creative Plan
•  Brand Mood Boards
• Brand Style Sheet

•  Personal  
Growth Plan

•  New-found  
Confidence 

•  Communication  
Plan

 
•   Growth Plan
 

• Brand Asset List
•  Brand  Touch Points
•  Key Brand Messages 
•  Brand Team Wish list
•  Creative Brief  

Templates

•  Commitment  
Sheet

•  ‘Get Yourself Out  
There’ plan

•  Abundance Plan

• Elevator Pitch

 
• Brand imagery guide
• A marketing plan outline
• A online plan outline 

• A Lifestyle Plan

•  Business &  
Brand Toolkit

•  Brand Guideline  
Template

BRAND (how you tell people what you do - getting yourself out there)

BUSINESS (what you do)

 PERSONAL (what drives you - your personal lifestyle and motivation)
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You will learn how to...

next

•  Work with what is. Build a business around the constraints and 
practicalities of your personal position.

•  How to choose what to focus on in your business, what ticks all the boxes

•  The power of knowing your audience

•  How to get to the heart of your  ideal customer, what they really want

•  How to turn your business into a ‘force for good’ in the world to make 
significant impact and lasting change.

•  Select your Ideal Customer and really get to know them

• An offering selection checklist

• An ideal customer description

In this 
path

Pat h

5

You’ll 
get

Business
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Going into business with your eyes open

next

p at h 5 INTRO Business

If you’re passionate about what you do but you’re 
not 100% clear about what it will take and how 
it will reward you this path with help you get 
serious and get aware on...

1. WHAT you are going to offer

2.  WHAT it’s going to take to 
deliver it 

Now that you’ve begun to become more aware 
of how you want to live - with more balance and 
making positive choices for yourself, you can 
move forward into developing a business that  
fits into your desired lifestyle. 

To do that, you’ll need to look at the more 
tangible side of business and open your eyes to 
what you’re creating, why and what it means for 
you moving forward.

Over my 30 years in business, I’ve seen many 
business owners that have become a ‘slave’ to 
their business. Their business dictates where they 
live, the hours they work, when they can go away 
- and often not for the kind of rewards that it 
initially promised.

Many suffer from burn out, mostly due to 
imbalance and letting other areas of their lives 
slip. And many lose interest in their business and 
just don’t enjoy it any more! 

I’ve seen many business owners struggle and 
strive down paths that are not aligned with their 
skills and talents and ultimately this leads to a 
life that is unfulfilled and out of balance.

My husband and I have learned that lesson 
and we’ve completely re-designed the way we 
live and work. It took many years of sourcing, 
trialling and failing... learning and unlearning 
but now have a lifestyle and are happily building 
a business that gives us great rewards and an 
inspiring future. We live where we want to,  
work with like-minded people and have plenty  
of time to enjoy it all. 

I really encourage you to take the time to think 
carefully about some key decisions you’re about 
to make around your business so you can avoid 
making the same mistakes yourself.
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Creating a business around your lifestyle

next

p at h 5 INTRO Business

I chose my business path because of these 
reasons: I wanted to be enjoying...

1.  Flexibility. Be wherever I want,  
whenever I want. My business is 
predominantly online, so pretty much 
can be wherever I want, whenever I want.

2.  Leverage. Harness my talents towards 
being smarter, working less, earning 
more. Developing a program like this, that 
reaches more people more easily.

3.  Self Expression. Be seen, be heard, 
enjoy my creative expression. By 
integrating and sharing my own personal 
stories, experience and creativity.

4.  Using my skills, knowledge, 
talents towards something useful and 
create an impact in the world - make my 
mark. As a designer, artist, consultant 
and coach - I utilise all my skills whilst 
stretching and learning every day.

5.  Sharing the journey with like-
minded, creative people that are great 
at what they do and have a sense of 
purpose. I’m creating and collaborating 
with creative, inspired people regularly, 
learning and sharing our talents to help 
others build their businesses and brands.

6.  EVERY DAY, not just some days, 
holidays...and every day (well nearly every 
day) I love what I do. I get up with a sense 
of purpose and go to bed with a sense of 
satisfaction - looking forward to the next 
one...

How can you create a platform to live a courageous,  
amazing and exciting life, not just existing day to day?
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Getting to the heart means getting real about what 
you offer and why. Making clear and conscious 
decisions around where you’re focusing your time and 
why. 

What’s your dream?

Change the world... ?

Deliver your creativity  
into the world?

To make an impact and  
be seen and heard...

Live a lifestyle of freedom,  
fun and flexibility....
It’s great to dream, but my job is to help you to make 
it real. It’s possible to get caught up in a day dream, 
wishing for more growth, more success, more of 
whatever it is you want - but not actually putting one 
step in front of the other consciously taking action. 
Sure, you might be taking steps, but where are your 
steps taking you?

Let’s ‘Start smart’. 
Learn how to become aware of what you’re working 
with... and work with what is while moving 
towards how you want it to be.

What are you offering?
I’ve worked with many businesses and it’s still 
surprising to see so many people doing a lot of 
stuff without knowing why they do it or how 
much money it’s making them. 

Doing a lot of things that don’t bring rewards 
financially or enjoyably.

If you’re not sure what you’re offering, to whom 
and how to deliver it clearly, you run the risk of 
one of two things...

1.  Doing a lot of work with little to show 
for it. Chasing your tail and getting 
burnt out and frustrated.

2.  Not taking the leap or moving 
forward through lack of clarity or 
fear of failure. Getting stuck and 
going nowhere. 

Making clear decisions will help you learn how to 
choose what to focus on in your business.

Getting to the heart of your business

next

p at h 5 INTRO Business
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What they really want

A FORCE FOR GOOD

WORKING 
WITH WHAT IS THE HEART OF  

THE BUSINESS

CUSTOMERS -  
WHO ARE THEY?

CUSTOMERS - 
DIGGING DEEPER

What we do
My Time What I’d LIKE to do

My Plans

Who are they?
Pick One...

21STEP

STEP

STEP

STEP

STEP

A bigger reason why

Getting to the heart of your business

This path is about getting real and digging deeper. 
Making some real decisions that will carry you 
forward towards your ideal lifestyle.

To do that we’re going to explore a few questions:

• The impact of your business in your life. 

•  What it’s going to take to get your  
business to achieve your goals. 

•  Will your business give you what do  
you really want? 

p at h 5 Business

22

23

24

25

PATH GUIDE
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Where you’re at right now in your business.

The table on the awareness sheet will 
give you an opportunity to look at your 
individual offerings whilst comparing their 
value to you. 

Write your product or offering, review 
their profit and then look at what else they 
bring in terms of enjoyment and personal 
reward.

You can give it a score from 1-10 in each 
category. Does it align with your values? 
Does it have a bigger purpose - maybe 
you’re doing it as a means to an end...

Look back at your Brand Values - does it 
align? Look at your personal and business 
vision, is it helping you move closer 
towards your goals?

We all have the same amount of time in 
our day and it’s up to us how we choose to 
spend it. Becoming acutely aware of where 
your time is going is a great way to start 
looking at your life in a completely open 
and conscious way.

Keeping a timesheet is a great way to 
monitor your day. You might be surprised 
at how many hours are not really accounted 
for...

Use the timetable to make notes of where 
your time is going. Slot in your ‘must’ 
do’s - maybe personal commitments or 
pre-booked events. Then review it and see 
where you’ve got time that could be better 
spent...

Working with what is
Here’s what you can do...

21

MY TIME

STEP SHEET

STEP

p at h 5

go t o your awareness she et s

WHAT WE DO

Being conscious is all about 
becoming aware of how things 
are, right now. 

Every moment is lived right 
here, right now  and learning to 
accept things the way they are 
is the key to living a peaceful 
and happy life. Worrying about 
what’s not, what’s been or what 
might be - is only going to cause 
stress... So in this step we’re 
beginning to step back and allow 
things to simply be as they are. 

Look at what is real for you in 
your business, in terms of what 
you’re offering, what you’d 
doing, the successes you’re 
having, the challenges you’re 
facing. This will help you become 
clear about your next steps.

We talked about acknowledging, 
acceptance and allowance in 
path 4. Maybe you noticed 
some things about how you’re 
spending your time, or what 
you’re saying yes or now to, that 
you’d like to think about a little 
more, in terms of how it applies 
to your business.
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Products & Services

Enjoyment

Leverage / Scaleable

Cost of Sales

Profit

Income

Values Alignment

Profits

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10

Bigger Reason Why

Keep it / Drop it?

What does your heart say?

What do you or what does your business/es do? 
How profitable is it? How much do you enjoy it?STEP 21 AWARENESS SHEETp at h 5

WHAT WE DO

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10
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STEP 21 AWARENESS SHEETp at h 5

MY TIME

MON TUE WED THUR FRI SAT SUN

5
6
7
8
9

10
11
12

1
2
3
4
5
6
7
8
9

10
11
12
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Now you can go back to your 
wish list. Maybe what you’re 
currently offering is not in 
complete alignment with where 
you want to go... So let’s explore 
some new ideas here.

Go back and re-visit the 
following awareness sheets:

Path 2 Business Clarity

You spent time getting clear 
on what you wanted to do - so 
now’s your chance to get real 
and review what you are actually 
doing V. what you’d LIKE to be 
doing...

In Step 6. What did your magic 
wand say? How do you want to 
spend your time?

You’ve probably seen by looking 
at your offerings and reviewing 
your time sheet, that offering 
anything takes time. Time that 
should be spent doing what you 
love and value and care about. If 
there’s anything on your list of 
offerings, or in your time sheet 
that you’d rather was not there... 
flag it now!

In Step 7 you explored your 
shoulds.  Is there anything on 
your list that you do because you 
feel you should?

And in Step 8. You thought about 
how you want to be remembered. 
Is that how your offerings are 
being reflected? Are you proud 
of them? Do they reflect the real 
you? Do they ignite your spark, 
use your strengths?

Take a closer look at your offerings - what’s not 
on there that you’d like to add? 

What are some ideas that you’ve got for the 
future that you’d like to make time and space 
for?

Which ones light you up?

Which ones weigh you down?

What’s it going to take?

Now you’ve got an idea of what you’d like to 
have on your offerings list - you can begin to 
take a closer look at what it’s going to take to 
get them out there successfully.

Where you’re spending your time and resources 
well and where you need to make some 
changes.

You only have so much time - somewhere down 
the track, it’s likely you’re going to have let 
something go. What’s it gonna be?

The heart of the business - what you’d like to do
Here’s what you can do...

22

WHAT I’D LIKE TO DO

STEP SHEET

STEP

go t o your awareness she et s

p at h 5

MY PLANS
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STEP 22 AWARENESS SHEETp at h 5

WHAT I’D LIKE TO DO

1     2     3     4     5     6     7     8     9     10 1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10 1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10 1     2     3     4     5     6     7     8     9     10

1     2     3     4     5     6     7     8     9     10 1     2     3     4     5     6     7     8     9     10

What are some ideas that you’ve got for the future that you’d like to make time and space for?

Which ones light you up? Which ones weigh you down?

Products & Services

Enjoyment

Leverage / Scalable

Cost of Sales

Profit

Income

Values Alignment

Profits

Bigger Reason Why

Keep it / Drop it?

What does your heart say?
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STEP 22 AWARENESS SHEETp at h 5 Select your top 3 goals from Step 10 and write them here

1 YEAR FROM NOW

WHAT I NEED TO DO THAT I’M NOT DOING OR I HAVEN’T DONE - YET!

2 YEARS FROM NOW 5 YEARS FROM NOW

MY PLANS
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When you truly understand 
your customer, you can begin 
to really connect on a deeper 
level and deliver products and 
services that they are willing 
to pay for because they truly 
get massive value from them 
and are willing to seek you 
out.

Think about some of your 
favourite brands again... 
chances are you might pay 
more for some of them 
because you believe in them. 
You get massive value by 
using them, enjoying them or 
owning them. 

And sometimes you come 
across a service or a product 
that you believe is created 
just for you. It’s so perfect you 
can’t imagine it wasn’t made 
for you. 

That’s what it’s like when you 
step into the shoes of your 
customer so much that you 
understand their problems 
and their pains, their wishes 
and their desires and know 
that you what you offer can 
and will change their world.

Take a moment to review  
Path 2, Step 12. 

Now we’re going to learn how to group 
your customers into market segments 
so you can better understand what they 
really want. Whilst it is not practical to 
have a large number of segments, it is 
likely that you will have a few different 
types of customers that you serve. As 
a small business, it is practical to keep 
your segments to 2 or 3. These 2-3 
segments represent your core, ideal 
customers that you would like to attract. 
These are the groups of people that you 
wish to market to. 

How much do you really know about 
them? What do they really want?

Let’s explore them a little more and see 
what makes them an ideal customer... or 
not!

You’ve likely got a few offerings - maybe 
some products and some services - or 
maybe different services... maybe they’re 
suited for different people. This path 
will help you segment your audience 
and select the best offerings for each 
segment. That way you can spend your 
valuable time and resources delivering 
the right messages to the right audience.

We’re going to pick one person that 
in a perfect world would be your ideal 
customer for each of those products or 
services.

Customers... who are they? what they really want
Here’s what you can do...

23

STEP SHEET

STEP

p at h 5

go t o your awareness she et s

WHO ARE THEY? PICK ONE
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Who are they?    What do they do?    How old are they?    Where do they live?

What do they enjoy? What is their outlook on life?

When and where do they need you?

What do they dream of becoming? What do they desire most?

STEP 23 AWARENESS SHEETp at h 5
Identify 3 customers that are very different from each other. Rather than generic terms that 
include many people, we’re looking for a simple but specific term that describes them so that 
you (and they) can immediately identify and associate with that category. EG. Baby boomers, 
Passionate professionals, Single mums, Working mums, Corporate Executives. Write them 1 to 3. 

WHO ARE THEY?

1 2 3
Then answer the questions in the table to really get to know them better.
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STEP 23 AWARENESS SHEETp at h 5

PICK ONE

Ideal Offerings Ideal Cust omers

Now look back at Step 21 - get your list of ideal offerings - the ones you want to focus on

And Step 22 - your ideal customers 1 to 3. Write down all of your ideal offerings on the 
left. You’re going to select an ideal customer for each offering and write it next to it in the 
column on the right.

Now, the hardest part... PICK ONE customer that aligns with one or more of your ideal 
offerings. That’s the one you’re going to start working with first for an example...

Of course you can do this exercise for each offering, but it’s best to focus 
on just one to start with until you get a hang of it! 

And you might find that you’ve got more than one ideal customer for each 
offering, that’s fine too - but again just pick one for now.
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When you’ve got a clear list of 
offerings and you’ve selected one 
ideal customer, you can start to 
paint a picture of that person so 
clearly you’d recognise them if they 
walked through the door.

This ideal customer should reflect 
your brand and be aligned to your 
values and they most likely will be 
attracted to your brand personality.

You may have a cross section of 
offerings that are ideally suited to 
different audiences, but try and pick 
one that might be attracted to more 
than one of your products.

This will become your ‘Ideal Brand 
Customer’ and whatever you create 
will suit this person.

Now I’d like to show you a really 
great exercise that will help you 
pinpoint with super clarity your 
ideal customer.

Why do you want just ONE 
PERSON?

•  Because when you’ve got one 
person, you can spend all your 
time and effort directing at that 
person and not try to be all things 
to all people.

•  You can find them more easily  
and spend less time and money  
not promoting to the ones you 
don’t want.

•  They will instantly recognise that 
you are the one for them, they will 
feel wanted, needed, cared for, 
appreciated and understood.

•  They will spend more money, more 
easily knowing and trusting that 
they have found the solution to 
their problem, or the path to fulfil 
their dreams.

First let’s dig just a little bit deeper and get  
into the heart of what drives them.

People are driven by:

Solutions to problems
or

Paths to dreams & desires.
What can you offer and what do they want?

Finding their pain points, their pleasure zones 
will help you craft the right product and deliver 
it in the right places...

This is the person that you’re going to craft 
your offering for, that you’re going to be 
speaking to and the one that you want to put 
their hands up say - that is amazing - it’s made 
for me.

They will be the person by which you gauge 
your future products and services and they will 
be your brand ambassadors - the ones who sing 
your praises and the ones who are queueing up 
at the door waiting for your next offering!

My ideal Brand Customer
Here’s what you can do...

24

STEP SHEET

STEP

p at h 5

go t o your awareness she et s

WHAT THEY 
REALLY WANT

MY IDEAL CUSTOMER
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STEP 24 AWARENESS SHEETp at h 5

WHAT THEY 
REALLY WANT

AWARENESS SHEETp at h 5
Answer the following questions about your selected audience. Try and get into their shoes. 
Talk to them, if they’re your customers you will have some understanding about them based 
on your dealings with them. Really feel like they do, take the time to think about their life, 
their problems and their desires...

What are they looking for?  What are they experiencing before they find you or your business?

Their three main ‘Top of mind’ problems

What are their deepest fears

What are their greatest desires

My Ideal Cust omer...
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I love t o...

I believe...

What I really want is...

My guilt y pleasuers are...

What I’m looking for is...

My 3 biggest problems are

I’m afraid...

I look forward t o...

Name, descript ion... age, gender, home, family

STEP 24 AWARENESS SHEETp at h 5

MY IDEAL CUSTOMER

Step into the shoes of your ideal customer and BE her. What’s her 
name, where does she live, what does she really want...
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Now for your final step, I’d like you to 
think about how your business impacts 
your Ideal Brand Customer on a bigger, 
deeper level.

•  What do you stand for that’s bigger 
than you?

•  How does you business leave a lasting 
impression?

•  What does it do that changes their life 
on a significant and powerful level?

•  How does that spread out into the 
world and make an even bigger 
impact?

•  What do you do, what could you do 
that really transforms their lives?

This is the really juicy stuff that can 
make you think far bigger than within 
your immediate sphere.

Think about how your customer 
interacts with your business, your 
product, your service.

How can you expand on that and make 
a bigger impact in their life?

A force for good
Here’s what you can do...

25

STEP SHEET

STEP

p at h 5

go t o your awareness she et s

A BIGGER REASON WHY

A bigger reason why
The best thing about branding 
for me is the impact you can 
make through your brand. 

Think of some of the most 
famous brands you can. Nike. 
Apple. Coca Cola. McDonalds. 
Whilst you may not like, agree 
or buy these brands, you have to 
agree, they have a huge impact 
in society and have the capacity 
to shift perceptions and add 
a positive contribution to the 
world at large. 

Here’s some examples of brand 
statements that indicated how 
they are actively aiming at 
making a positive impact in the 
world

Nike is committed to creating 
positive social change around the 
world. We help kids get active, so 
they can have healthier, happier 
and more successful lives.

Nike stands for sport and 
physical activity. We believe in 
the power of sport to unleash 
human potential for all athletes,* 
especially young athletes.*

Can you see how they have 
created VALUES that their 
TARGET AUDIENCE can relate 
to. Who doesn’t want their kids 
to be healthy and happy and  
‘unleash their human potential’

Every brand, small or large 
has the opportunity to make a 
significant and positive impact 
in the world, including yours... 
what will it be?
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•  What do you stand for that’s bigger than you?

•  How does you business leave a lasting impression?

•  What does it do that changes their life on a significant and powerful level?

•  How does that spread out into the world and make an even bigger impact?

•  What do you do, what could you do that really transforms their lives?

STEP 21 AWARENESS SHEETp at h 5

A BIGGER REASON WHY
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CLARITY SHEET

What I’d like to do, change, act on...

What I noticed in Path 5

Do I know what my ideal offerings are?

Do I know who my ideal customer is?

21

22

23

24

25

STEP

STEP

STEP

STEP

STEP

p at h 5
Business
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Use this simple checklist to 
make sure you don’t miss any 
important steps in your journey!

WORKING 
WITH WHAT IS

• What we do

• My Time

THE HEART OF 
THE BUSINESS

•  What I’d  
LIKE to do

• My Plans

A FORCE FOR GOOD

•  A bigger  
reason why

CUSTOMERS - 
DIGGING DEEPER

•  What they  
really want

•  My Ideal 
CustomerCUSTOMERS -  

WHO ARE THEY?

• Who are they?

• Pick One...

CHECKLISTp at h 5
Business

21

22 23

24

25

STEP

STEP
STEP

STEP

STEP
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created by

Path 6 - Brand Conscious
will be available one week 
after you received Path 5.

Finding your 
Unique 

Brand Essence

Pat h

6

Brand

Pat h

6


