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Clarify and Activate Your Product Marketing Funnel 
 
The purpose of this document is to help you clarify and then activate (make active) your 
marketing funnel. 
 
After sampling the various possible marketing tactics over the past week, it’s time to define a 
marketing system that will work for you.   
 
To do this, let’s follow this process: 
 

1. Stand in the space of service 
2. Decide on your funnel 
3. Set goals for your funnel  
4. Activate your funnel 

 

Stand In the Space of Service 
 
While one intention of your Product Marketing Funnel is to receive prospects and clients, the key 
to a successful funnel is to focus on giving, rather than receiving.  As you allow yourself to see 
your funnel as a way to serve (community, customers, prospects, your gifts, and your life 
purpose), you will shift the energy of your funnel from one of lack to one of abundance. 
 
The energy you bring to your funnel will determine your results.    
 
As you embark on the process of clarifying and activating your Product Marketing Funnel, sit with 
your Higher Self at your right and your Authentic Customer at your left.  Invite them to be your 
source of guidance, and they will gladly light the way. 
 
Know that your Higher Self and your Authentic Customer are ALWAYS in alignment.  There do 
not have competing needs.  Their needs, wishes, and wisdom are always in perfect harmony. 

Decide On Your Funnel 
 
Today is the day to declare your Product Marketing Funnel.  You will select the marketing tactics 
that enable you to do the following: 

1. Shine light so new prospects can find you 
2. Give a profound experience having them wanting more 
3. Invite them to be your customer 
4. Stay in touch with them 
 

 
 



 

2 
©

 2
00

5-
20

08
 C

oc
o 

F
os

sl
an

d 
In

c.
   

A
ll 

rig
ht

s 
re

se
rv

ed
. 

 

 
S

T
E

P
 O

N
E

 
P

ar
tn

er
in

g 
– 

in
te

rv
ie

w
 o

r 
te

le
se

m
in

ar
 

sw
ap

s 

P
ar

tn
er

in
g 

– 
re

fe
rr

al
 

ge
ne

ra
tio

n 
sw

ap
 

S
pe

ak
in

g 
liv

e 
at

 
as

so
ci

at
io

ns
 a

nd
 

or
ga

ni
za

tio
ns

 

S
tr

at
eg

ic
 s

oc
ia

l 
m

ed
ia

 
S

tr
uc

tu
re

d 
ne

tw
or

ki
ng

 
P

ow
er

fu
l P

ay
-p

er
-

cl
ic

k 
ca

m
pa

ig
n 

S
T

E
P

 T
W

O
 

(S
el

ec
t O

ne
) 

• 
In

te
rv

ie
w

 o
r 

te
le

se
m

in
ar

 
• 

F
re

e 
ca

rr
ot

 o
n 

w
eb

si
te

 
• 

“P
ac

ka
ge

d”
 

co
m

p 
se

ss
io

n 
• 

F
re

e 
te

le
se

m
in

ar
 

• 
S

pe
ak

in
g 

• 
F

re
e 

ca
rr

ot
 

on
 w

eb
si

te
 

• 
“P

ac
ka

ge
d”

 
co

m
p 

se
ss

io
n 

• 
F

re
e 

te
le

se
m

in
ar

 

• 
F

re
e 

ca
rr

ot
 

on
 w

eb
si

te
 

• 
“P

ac
ka

ge
d”

 
co

m
p 

se
ss

io
n 

• 
F

re
e 

te
le

se
m

in
ar

 

• 
F

re
e 

ca
rr

ot
 o

n 
w

eb
si

te
 

• 
“P

ac
ka

ge
d”

 
co

m
p 

se
ss

io
n 

• 
F

re
e 

te
le

se
m

in
ar

 
S

T
E

P
 T

H
R

E
E

 
(S

el
ec

t O
ne

 o
r 

M
or

e)
 

M
us

t H
av

e:
 

• 
In

vi
te

 o
n 

th
e 

ca
ll 

 M
ig

ht
 A

ls
o 

H
av

e:
 

• 
In

vi
te

 in
 a

 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 a
 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 

• 
In

vi
te

 in
 th

e 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 th
e 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 

M
us

t H
av

e:
 

• 
In

vi
te

 in
 th

e 
ta

lk
 

 M
ig

ht
 A

ls
o 

H
av

e:
 

• 
In

vi
te

 in
 a

 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 a
 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 

• 
In

vi
te

 in
 th

e 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 th
e 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 

• 
In

vi
te

 in
 th

e 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 th
e 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 

M
us

t H
av

e:
 

• 
In

vi
te

 in
 th

e 
co

m
p 

se
ss

io
n 

 M
ig

ht
 A

ls
o 

H
av

e:
 

• 
In

vi
te

 in
 a

 
ca

rr
ot

 
• 

In
vi

te
 in

 a
n 

au
to

-
re

sp
on

de
r 

se
rie

s 
• 

In
vi

te
 in

 a
 

co
m

p 
se

ss
io

n 
• 

In
vi

te
 o

n 
a 

sa
le

s 
w

eb
 

pa
ge

 
S

T
E

P
 F

O
U

R
 

(S
el

ec
t O

ne
) 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 

• 
W

ee
kl

y 
ne

w
sl

et
te

r 
• 

F
re

e 
co

m
m

un
ity

 
ca

lls
 

• 
F

re
e 

re
co

rd
in

gs
 

• 
B

lo
g 



 

3 
© 2005-2008 Coco Fossland Inc.   

All rights reserved. 
 

Set Goals For Your Funnel 
 
Set two types of goals:   

• Throughput goals  - These goals measure the abundance of your funnel.  These 
measure the health of Steps 1, 2, and 4. 

• Output goals  - These goals measure the abundance of what comes out of your funnel.  
These measure the health of Step 3.  This measures how many sales you generate. 

 
It’s important to set goals and measure success at all steps along your funnel.  That way you’ll be 
able to detect quickly and easily any issues or problems in your funnel.  If you aren’t receiving the 
total number of new customers you desire each month, you will be able to see which step along 
the path is the bottleneck. This gives you the power to easily and mindfully correct the problem. 
 
In the matrix below, go ahead an start out by setting your output goal (A), and then using the 
calculations provided, determine B, C, and D.   
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  Calculation 

Explanation 
Calculation Your Funnel Goals 

A = The number of 
NEW 
customers 
you’d like to 
generate 
monthly 

Simply input your goal. 
No calculation required 
here. 

 Your Core 
Product is…  

A =  

B =  The number of 
prospects that 
need to 
“Receive An 
Invitation” in 
Step 3 

In order to have your 
desired number of new 
customers each month 
(A), consider what 
percentage of people 
who receive an invitation 
(Step 3) will say yes and 
purchase your product.  
This is the “Success % 
of B.” 

 
 
B = ____A________ 
      “%Success of B” 

Step 3 is…  B =  

C =  The number of 
prospects that 
need to have 
“A Profound 
Experience” in 
Step 2 

In order to have the 
desired number of 
people receive an 
invitation each month(B), 
consider what 
percentage of people 
who receive your 
profound experience 
(Step 2) will stick around 
long enough to consider 
the invitation (B). 

 
c = ____B________ 
      “%Success of C” 

Step 2 is…  C =  

D =  The number of 
NEW 
prospects that 
need to “See 
Your Light So 
They Can Find 
You” in Step 1  

In order to have the 
desired number of 
people choose to 
receive your Profound 
Experience (C), consider 
what percentage of 
people who find you 
through Step 1 will be 
moved to experience 
Step 2 (C) 

 
D = ____C________ 
      “%Success of D” 

Step 3 is…  D = 

 
From the matrix above, you can now list out your fo ur primary goals: 

• The number of NEW people I will reach out to each month using Step 1, [INSERT YOUR 
STEP ONE MARKETING TACTIC] is ______ (D from above). 

• The number of people I will make sure receives Step Two, [INSERT YOUR STEP TWO 
MARKETING TACTIC], every month is ______ (C from above). 

• The number of people I will make sure receives Step Three, [INSERT YOUR STEP 
THREE MARKETING TACTIC], every month is ______ (B from above). 

• The number of new customers buying my core product, [INSERT YOUR CORE 
PRODUCT], each month is ______ (A from above). 
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Below is an example of the matrix above completed…  
 

  Calculation 
Explanation 

Calculation Your Funnel Goals 

A =  The number 
of NEW 
customers 
you’d like to 
generate 
monthly 

Simply input your goal. 
No calculation required 
here. 

 Core Product 
is… 
 
Find Your 
Soulmate 
Coaching 

A = 8 

B =  The number 
of prospects 
that need to 
“Receive An 
Invitation” in 
Step 3 

In order to have your 
desired number of new 
customers each month 
(A), consider what 
percentage of people 
who receive an 
invitation (Step 3) will 
say yes and purchase 
your product.  This is 
the “Success % of B.” 

 
 
B = ___A________ 
      “%Success of B” 
 
B = ___8__ = 27 
           .3 

Step 3 is…  
 
A verbal 
invitation at 
the end of th 1-
1 Session 

B = 27 

C =  The number 
of prospects 
that need to 
receive the 
Profound 
Experience in 
Step 2 

In order to have the 
desired number of 
people receive an 
invitation each 
month(B), consider 
what percentage of 
people who receive 
your profound 
experience (Step 2) will 
stick around long 
enough to consider the 
invitation (B). 

 
c = ____B________ 
      “%Success of C” 
 
c = __27___ = 30 
         .9 

Step 2 is…  
 
The 
Complimentary 
Soul-Blocker 
Assessment  - 
valued at $399 
– includes a 
written 
assessment 
and 60 minute 
1-1 session 

C = 30 

D =  The number 
of NEW 
prospects 
that need to 
“See Your 
Light So They 
Can Find 
You” in Step 1  

In order to have the 
desired number of 
people choose to 
receive your Profound 
Experience (C), 
consider what 
percentage of people 
who find you through 
Step 1 will be moved to 
experience Step 2 (C) 

 
D = ___C________ 
      “%Success of D” 
 
D = __30__ = 1000 
          .03 

Step 1 is…  
 
Teleseminar 
Swaps with 
Partners 

D = 
1000 

 
Thus, here are my goals: 

• The number of NEW people I will reach out to each month using Step 1, Teleseminar 
Swaps, with Partners, is 1000 . 

• The number of people I will make sure receives Step Two, ”The Complimentary Soul-
Blocker Assessment,” every month is 30 . 

• The number of people I will make sure receives Step Three, a verbal invitation during 
the 1-1 session, every month is 27 . 

• The number of new customers buying my core product, “Finding Your Soulmate 
Coaching”, each month is 8 . 



 

6 
©

 2
00

5-
20

08
 C

oc
o 

F
os

sl
an

d 
In

c.
   

A
ll 

rig
ht

s 
re

se
rv

ed
. 

 A
ct

iv
at

e 
Y

ou
r 

F
un

ne
l 

 N
ow

 it
’s

 ti
m

e 
to

 d
et

er
m

in
e 

yo
ur

 m
on

th
ly

 a
ct

io
ns

 to
 ta

ke
 fo

r 
ea

ch
 ta

ct
ic

 th
at

 w
ill

 r
en

de
r 

th
e 

go
al

s 
yo

u 
de

si
re

. 
  

T
ac

tic
 

G
oa

l 
P

re
pa

ra
to

ry
 

A
ct

io
ns

 
O

ng
oi

ng
 A

ct
io

ns
 

T
ra

ck
 Y

ou
r 

R
es

ul
ts

 
S

te
p 

1 
   

 
• 

 
• 

 
• 

  
 

S
te

p 
2 

   

 
• 

 
• 

 
• 

 
  

 
S

te
p 

3 
   

 
• 

 
• 

 
• 

 
   

C
or

e 
P

ro
du

ct
 

   

 
• 

 
• 

 
• 

 
  

S
te

p 
4 

 
N

um
be

r 
of

 p
eo

pl
e 

yo
u’

d 
lik

e 
to

 a
dd

 to
 

yo
ur

 m
ai

lin
g 

lis
t 

m
on

th
ly

:  
  

• 
 

• 
 

• 
 

  



 

7 
©

 2
00

5-
20

08
 C

oc
o 

F
os

sl
an

d 
In

c.
   

A
ll 

rig
ht

s 
re

se
rv

ed
. 

 B
el

ow
 A

re
 T

hr
ee

 E
xa

m
pl

es
 

 E
xa

m
pl

e 
1

 
  

T
ac

tic
 

G
oa

l 
P

re
pa

ra
to

ry
 

A
ct

io
ns

 
O

ng
oi

ng
 A

ct
io

ns
 

T
ra

ck
 Y

ou
r 

R
es

ul
ts

 
S

te
p 

1 
T

el
es

em
in

ar
 S

w
ap

s 
w

ith
 P

ar
tn

er
s 

  

E
ve

ry
 m

on
th

, 1
2,

50
0 

ne
w

 p
eo

pl
e 

w
ill

 le
ar

n 
ab

ou
t m

e 
vi

a 
a 

pa
rt

ne
r 

em
ai

l i
nv

iti
ng

 
th

em
 to

 th
e 

fr
ee

 
te

le
se

m
in

ar
 

• 
C

re
at

e 
pa

rt
ne

r 
of

fe
r 

• 
W

rit
e 

in
tr

od
uc

to
ry

 
em

ai
l t

o 
pa

rt
ne

r 
• 

W
rit

e 
th

e 
em

ai
l 

yo
u 

w
ill

 g
iv

e 
to

 
yo

ur
 p

ar
tn

er
s 

to
 

in
vi

te
 th

ei
r 

co
m

m
un

iti
es

 to
 

co
m

e 
to

 y
ou

r f
re

e 
ca

ll 
• 

1-
pa

ge
 b

io
 w

ith
 

yo
ur

 p
ic

tu
re

 
• 

1-
pa

ge
 fl

ye
r 

fo
r 

th
e 

ca
ll 

• 
R

ea
ch

 o
ut

 to
 1

0 
pa

rt
ne

rs
 p

er
 

w
ee

k 
w

ith
 m

ai
lin

g 
lis

ts
 >

 3
,0

00
 

• 
S

pe
ak

 to
 >

3 
pa

rt
ne

rs
 o

ve
r 

th
e 

ph
on

e 
w

ee
kl

y 
 

• 
 

S
te

p 
2 

F
re

e 
In

tr
od

uc
to

ry
 T

el
es

em
in

ar
 

en
tit

le
d,

 “
B

e 
D

eb
t F

re
e 

in
 1

2-
M

on
th

s”
, t

ha
t i

nc
lu

de
s 

a 
10

 p
ag

e 
fo

llo
w

-a
lo

ng
 w

or
kb

oo
k 

w
ith

 3
 fo

llo
w

 
up

 e
xe

rc
is

es
 (

di
gi

ta
l d

ow
nl

oa
d)

 

E
ve

ry
 m

on
th

, 6
25

 
pe

op
le

 w
ill

 c
al

l i
nt

o 
m

y 
fr

ee
 in

tr
od

uc
to

ry
 

te
le

se
m

in
ar

 

• 
P

re
pa

re
 y

ou
r 

ca
ll 

• 
G

iv
e 

at
 le

as
t 1

 
fr

ee
 te

le
se

m
in

ar
 

to
 a

 c
om

m
un

ity
 o

f 
>

30
00

 

• 
 

S
te

p 
3 

V
er

ba
l i

nv
ita

tio
n 

at
 th

e 
en

d 
of

 th
e 

F
re

e 
In

tr
od

uc
to

ry
 T

el
es

em
in

ar
 

E
ve

ry
 m

on
th

, 5
00

 
pe

op
le

 w
ill

 e
xp

er
ie

nc
e 

th
e 

fr
ee

 te
le

se
m

in
ar

 
an

d 
st

ay
 o

n 
th

e 
lin

e 
lo

ng
 e

no
ug

h 
to

 h
ea

r 
m

y 
ve

rb
al

 in
vi

ta
tio

n 
to

 
si

gn
 u

p 
fo

r 
th

e 
“B

e 
D

eb
t F

re
e”

 

• 
P

re
pa

re
 th

e 
sc

rip
t 

fo
r i

nv
iti

ng
 th

em
 

• 
M

ak
e 

su
re

 to
 g

iv
e 

th
e 

ve
rb

al
 

in
tr

od
uc

tio
n 

at
 a

ll 
fr

ee
 In

tr
od

uc
to

ry
 

T
el

es
em

in
ar

s 
   

• 
 



 

8 
©

 2
00

5-
20

08
 C

oc
o 

F
os

sl
an

d 
In

c.
   

A
ll 

rig
ht

s 
re

se
rv

ed
. 

 

m
em

be
rs

hi
p 

pr
og

ra
m

 
C

or
e 

P
ro

du
ct

 
T

he
 “

B
e 

D
eb

t F
re

e 
in

 1
2-

M
on

th
s”

 
P

ro
gr

am
 –

 m
em

be
rs

hi
p 

pr
og

ra
m

 
w

ith
 2

 g
ro

up
 te

le
se

m
in

ar
s 

m
on

th
ly

 
fo

r 
$5

9/
m

on
th

 
  

E
ve

ry
 m

on
th

, 2
5 

ne
w

 
m

em
be

rs
 w

ill
 s

ig
n 

up
 

fo
r 

th
e 

“B
e 

D
eb

t F
re

e”
 

m
em

be
rs

hi
p 

pr
og

ra
m

 
fo

r 
$5

9/
m

on
th

 

 
• 

G
iv

e 
th

e 
tw

o 
m

em
be

rs
hi

p 
ca

lls
 

m
on

th
ly

 
• 

P
os

t t
he

 
re

co
rd

in
gs

 o
nl

in
e 

  

• 
 

S
te

p 
4 

F
re

e 
“B

e 
D

eb
t F

re
e”

 C
he

ck
lis

t a
nd

  
C

om
m

un
ity

 w
ith

 w
ee

kl
y 

fr
ee

 
te

le
se

m
in

ar
 c

al
ls

 fe
at

ur
in

g 
a 

gu
es

t 
ex

pe
rt

 a
dd

re
ss

in
g 

th
e 

to
pi

c 
of

 
m

on
ey

 

E
ve

ry
 m

on
th

, 1
00

 
pe

op
le

 s
ig

n 
up

 fo
r 

m
y 

fr
ee

 c
om

m
un

ity
 

• 
C

re
at

e/
up

da
te

 
on

lin
e 

op
t-

in
 to

 
re

fle
ct

 th
is

 

• 
D

el
iv

er
 w

ee
kl

y 
fr

ee
 c

al
ls

 w
ith

 
pa

rt
ne

rs
 

• 
D

is
tr

ib
ut

e 
w

ee
kl

y 
em

ai
l t

o 
yo

ur
 

m
ai

lin
g 

lis
t t

el
lin

g 
th

em
 a

bo
ut

 th
e 

up
co

m
in

g 
fr

ee
 

ca
lls

 

• 
 

 



 

9 
©

 2
00

5-
20

08
 C

oc
o 

F
os

sl
an

d 
In

c.
   

A
ll 

rig
ht

s 
re

se
rv

ed
. 

 E
xa

m
pl

e 
2

 
  

T
ac

tic
 

G
oa

l 
P

re
pa

ra
to

ry
 

A
ct

io
ns

 
O

ng
oi

ng
 A

ct
io

ns
 

T
ra

ck
 Y

ou
r 

R
es

ul
ts

 
S

te
p 

1 
S

tr
uc

tu
re

d 
N

et
w

or
ki

ng
 fo

r 
R

ef
er

ra
ls

  
E

ve
ry

 m
on

th
, 6

00
 

pe
op

le
 r

ec
ei

ve
 a

 
“F

re
e 

T
hr

iv
in

g 
G

od
de

ss
 H

om
e 

A
ss

es
sm

en
t”

 c
ar

d 
fr

om
 o

ne
 o

f m
y 

re
fe

rr
al

 p
ar

tn
er

s 
ge

ne
ra

te
d 

th
ro

ug
h 

ne
tw

or
ki

ng
. 

• 
B

ec
om

e 
a 

m
em

be
r 

of
 a

 B
N

I 
or

 L
eT

ip
 c

ha
pt

er
 

• 
C

re
at

e 
an

d 
pr

in
t 

th
e 

ca
rd

s 
(V

is
ta

pr
in

t.c
om

) 

• 
A

tte
nd

 a
 w

ee
kl

y 
st

ru
ct

ur
ed

 
ne

tw
or

ki
ng

 
m

ee
tin

g 
(B

N
I o

r 
Le

T
ip

) 
• 

M
ee

t f
or

 c
of

fe
e 

w
ith

 3
 p

eo
pl

e 
fr

om
 m

y 
st

ru
ct

ur
ed

 
ne

tw
or

ki
ng

 g
ro

up
 

• 
G

iv
e 

3 
F

re
e 

T
hr

iv
in

g 
G

od
de

ss
 

H
om

e 
A

ss
es

sm
en

ts
 to

 
po

te
nt

ia
l r

ef
er

ra
l 

pa
rt

ne
rs

 
 

• 
 

S
te

p 
2 

“T
he

 F
re

e 
T

hr
iv

in
g 

G
od

de
ss

 H
om

e 
A

ss
es

sm
en

t”
 to

 r
ev

ea
l h

er
 s

pe
ci

fic
 

G
od

de
ss

 In
flu

en
ce

 a
nd

 e
xp

lo
re

 th
e 

ty
pe

s 
of

 o
bj

ec
ts

, c
ol

or
s,

 fr
ag

ra
nc

es
, 

an
d 

te
xt

ur
es

 th
ei

r 
go

dd
es

s 
ty

pe
 

ne
ed

s 
to

 th
riv

e.
  T

he
 p

ro
sp

ec
t 

co
m

pl
et

es
 a

 w
rit

te
n 

as
se

ss
m

en
t 

be
fo

re
 h

an
d.

  A
t t

he
 1

-1
 m

ee
tin

g 
to

 
ex

pl
or

e 
th

e 
fin

di
ng

s,
 th

e 
pr

os
pe

ct
 

al
so

 r
ec

ei
ve

s 
a 

sm
al

l g
ift

 –
 a

 
pa

rt
ic

ul
ar

 s
to

ne
 –

 r
ep

re
se

nt
in

g 
th

e 
sp

ec
ifi

c 
go

dd
es

s 
en

er
gy

 n
ee

de
d 

in
 

he
r 

ho
m

e.
 

E
ve

ry
 m

on
th

, 1
2 

pe
op

le
 r

ec
ei

ve
 th

e 
F

re
e 

T
hr

iv
in

g 
G

od
de

ss
 H

om
e 

A
ss

es
sm

en
t 

• 
C

re
at

e 
th

e 
as

se
ss

m
en

t, 
w

hi
ch

 p
ro

sp
ec

ts
 

w
ill

 fi
ll 

ou
t 

• 
C

re
at

e 
a 

pl
an

 fo
r 

yo
ur

 1
-1

 s
es

si
on

, 
in

cl
ud

in
g 

a 
sc

rip
t 

fo
r 

ho
w

 y
ou

 
co

m
pl

et
e 

th
e 

se
ss

io
n 

an
d 

in
vi

te
 

th
em

 to
 r

ec
ei

ve
 

yo
ur

 w
rit

te
n 

pr
op

os
al

 

• 
S

et
 u

p 
12

 
m

ee
tin

gs
 (

3 
pe

r 
w

ee
k)

 a
nd

 f
ol

lo
w

 
up

 w
ith

 a
n 

em
ai

l 
w

ith
 th

e 
as

se
ss

m
en

t 
at

ta
ch

ed
 

• 
C

on
du

ct
 1

2 
1-

1 
m

ee
tin

gs
 (

3 
pe

r 
w

ee
k)

 to
 r

ev
ea

l 
th

e 
re

su
lts

 o
f 

th
ei

r 
as

se
ss

m
en

t 
an

d 
di

sc
ov

er
 

m
or

e 
of

 th
ei

r 
sp

ec
ifi

c 
ne

ed
s 

so
 

• 
 



 

10
 

©
 2

00
5-

20
08

 C
oc

o 
F

os
sl

an
d 

In
c.

   
A

ll 
rig

ht
s 

re
se

rv
ed

. 
 

a 
w

rit
te

n 
pr

op
os

al
 

ca
n 

be
 p

re
pa

re
d 

S
te

p 
3 

W
rit

te
n 

P
ro

po
sa

l p
re

se
nt

ed
 d

ur
in

g 
a 

fo
llo

w
 u

p 
m

ee
tin

g 
E

ve
ry

 m
on

th
, 8

 n
ew

 
pr

op
os

al
s 

ar
e 

cr
ea

te
d 

an
d 

de
liv

er
ed

 

 
• 

W
rit

e 
an

d 
se

nd
 

ou
t 8

 n
ew

 
pr

op
os

al
s 

pe
r 

m
on

th
 (

2 
pe

r 
w

ee
k)

 

• 
 

C
or

e 
P

ro
du

ct
 

G
od

de
ss

 H
om

e 
D

ec
or

at
in

g 
S

er
vi

ce
 

fo
r 

$2
50

0-
10

,0
00

 
E

ve
ry

 m
on

th
, 4

 n
ew

 
pe

op
le

 w
ill

 s
ig

n 
up

 fo
r 

th
e 

G
od

de
ss

 H
om

e 
D

ec
or

at
in

g 
S

er
vi

ce
 

• 
 

• 
P

ro
vi

de
 s

er
vi

ce
s 

• 
 

S
te

p 
4 

G
od

de
ss

 H
om

e 
R

itu
al

 –
 A

 fr
ee

 5
-

pa
ge

 in
st

ru
ct

io
n 

gu
id

e 
vi

a 
op

t-
in

 o
n 

th
e 

w
eb

si
te

; a
ls

o 
si

gn
s 

th
em

 u
p 

fo
r 

a 
w

ee
kl

y 
eZ

in
e 

gi
vi

ng
 g

od
de

ss
 a

t 
ho

m
e 

tip
s 

 

E
ve

ry
 m

on
th

, 2
0 

ne
w

 
pe

op
le

 s
ig

n 
up

 fo
r 

th
e 

G
od

de
ss

 H
om

e 
R

itu
al

. 

• 
C

re
at

e/
up

da
te

 
on

lin
e 

op
t-

in
 to

 
re

fle
ct

 th
is

 
• 

S
ig

n 
up

 fo
r 

em
ai

l 
br

oa
dc

as
t s

er
vi

ce
 

• 
C

re
at

e/
up

da
te

 
eZ

in
e 

te
m

pl
at

e 

• 
W

rit
e 

an
d 

br
oa

dc
as

t y
ou

r 
em

ai
l n

ew
sl

et
te

r 
w

ee
kl

y 

• 
 

 



 

11
 

©
 2

00
5-

20
08

 C
oc

o 
F

os
sl

an
d 

In
c.

   
A

ll 
rig

ht
s 

re
se

rv
ed

. 
 E

xa
m

pl
e 

3
 

  
T

ac
tic

 
G

oa
l 

P
re

pa
ra

to
ry

 
A

ct
io

ns
 

O
ng

oi
ng

 A
ct

io
ns

 
T

ra
ck

 Y
ou

r 
R

es
ul

ts
 

S
te

p 
1 

S
oc

ia
l M

ed
ia

 
E

ve
ry

 m
on

th
, 1

38
,0

00
 

pe
op

le
 e

ac
h 

m
on

th
 

ne
ed

 to
 b

e 
ex

po
se

d 
to

 y
ou

 th
ro

ug
h 

S
oc

ia
l 

M
ed

ia
 

• 
 

• 
M

ak
e 

8 
th

ou
gh

tf
ul

, 
in

te
lli

ge
nt

 
co

m
m

en
ts

 e
ve

ry
 

da
y 

in
 g

ro
up

s 
w

ith
 >

1,
00

0 
pe

op
le

  
• 

U
pd

at
e 

yo
ur

 
st

at
us

 3
x’

s 
pe

r 
da

y 
• 

In
vi

te
 3

 n
ew

 
fr

ie
nd

s 
pe

r 
da

y 
• 

M
ak

e 
3 

th
ou

gh
tf

ul
 

co
m

m
en

ts
 to

 o
ne

 
of

 y
ou

r 
“C

en
te

rs
 

of
 In

flu
en

ce
” 

(H
av

e 
20

 C
en

te
rs

 
of

 In
flu

en
ce

 to
 

ch
oo

se
 f

ro
m

) 
• 

R
S

S
 fe

ed
 y

ou
r 

bl
og

 3
x 

w
ee

kl
y 

in
to

 n
ot

es
 

• 
A

dd
 n

ew
 p

ic
tu

re
s 

w
ee

kl
y 

• 
A

dd
 1

 v
id

eo
 p

er
 

m
on

th
 

• 
 

S
te

p 
2 

O
nl

in
e 

F
re

e 
C

ar
ro

t –
 “

T
op

 1
0 

M
is

ta
ke

s 
P

eo
pl

e 
M

ak
e 

W
he

n 
S

el
ec

tin
g 

A
 N

ic
he

” 
th

at
 -

 it
 c

on
ta

in
s 

3-
4 

lin
ks

 to
 th

e 
sa

le
s 

pa
ge

 

E
ve

ry
 m

on
th

, 2
77

7 
pe

op
le

 r
ec

ei
ve

 th
e 

fr
ee

 o
nl

in
e 

ca
rr

ot
 

 
 

 

S
te

p 
3 

S
al

es
 p

ag
e 

w
he

re
 s

om
eo

ne
 c

an
 

E
ve

ry
 m

on
th

, 1
66

6 
• 

S
et

 u
p 

sh
op

pi
ng

 
 

 



 

12
 

©
 2

00
5-

20
08

 C
oc

o 
F

os
sl

an
d 

In
c.

   
A

ll 
rig

ht
s 

re
se

rv
ed

. 
 

bu
y 

pe
op

le
 c

om
e 

to
 th

e 
sa

le
s 

pa
ge

 
ca

rt
 s

er
vi

ce
 

• 
C

re
at

e/
up

da
te

 a
 

sa
le

s 
pa

ge
 w

he
re

 
pe

op
le

 c
an

 b
uy

 
C

or
e 

P
ro

du
ct

 
“N

ic
he

 A
nd

 P
ro

sp
er

:  
5 

S
te

ps
 T

o 
D

is
co

ve
rin

g 
Y

ou
r 

N
ic

he
 a

nd
 

A
ttr

ac
tin

g 
10

 N
ew

 C
us

to
m

er
s 

in
 6

0 
D

ay
s”

 3
-C

D
 A

ud
io

 P
ro

gr
am

- 
$8

9 

E
ve

ry
 m

on
th

, 5
0 

ne
w

 
pe

op
le

 p
ur

ch
as

e 
th

e 
“N

ic
he

 A
nd

 P
ro

sp
er

” 
A

ud
io

 P
ro

gr
am

 

 
 

 

S
te

p 
4 

B
lo

g 
co

nn
ec

te
d 

to
 R

S
S

 fe
ed

s 
th

at
 

go
 in

to
 F

ac
eb

oo
k,

 e
tc

. 
 

• 
S

et
 u

p 
bl

og
 a

nd
 

R
S

S
 fe

ed
 

ca
pa

bi
lit

ie
s 

• 
B

lo
g 

3 
tim

es
 p

er
 

w
ee

k 
 

• 
 

 Tr
ac

k 
an

d 
H

on
e 

 O
nc

e 
yo

u 
ha

ve
 s

et
 y

ou
r 

sy
st

em
 u

p 
an

d 
ru

nn
in

g,
 it

’s
 im

po
rt

an
t t

o 
tr

ac
k 

bo
th

 y
ou

r 
ac

tiv
iti

es
 a

nd
 y

ou
r 

re
su

lts
 in

 th
e 

fa
r 

rig
ht

 c
ol

um
n 

of
 th

e 
m

at
rix

.  
 B

y 
do

in
g 

th
is

, y
ou

 w
ill

 b
e 

ab
le

 to
 p

ut
 r

ea
l n

um
be

rs
, i

ns
te

ad
 o

f e
st

im
at

es
, i

nt
o 

yo
ur

 c
al

cu
la

tio
ns

 o
f 

go
al

s 
fo

r 
ea

ch
 s

te
p 

in
 th

e 
fu

nn
el

.  
Y

ou
 w

ill
 s

ee
 th

e 
st

re
ng

th
s 

an
d 

w
ea

kn
es

se
s 

of
 y

ou
r 

fu
nn

el
. 

  


