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Customer
Segment

• Start by identifying your 
ideal client

• Detailed as possible

(I like the Growth Wheel Persona 
worksheet for this)
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Value Proposition

How do you solve the challenges and 
needs that your target audience is:

• Thinking?
• Feeling?
• Doing?
• Where they’re going?
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Channels • How does your ideal client want to be 
reached? (social platform, phone, email, 
face-to-face, etc)

• Where do they hang out?

• How is each channel integrated with the 
sales cycle (awareness, evaluation, 
purchase, delivery, ongoing)

3

Business Model Canvas



Customer
Relationships

How does your ideal client want us to 
fulfill our service to them?

Examples
• Self-serve
• Automated
• Personal assistance
• Dedicated support person
• In a community
• Collaborative

4

Business Model Canvas



Revenue
Streams

• What value are customers willing to pay for?
• What are they currently paying?
• How are they currently paying?
• What percentage of each revenue stream 

contribute to overall revenue?

Some Pricing Model Considerations
• One-time
• Subscription
• Barter
• Volume-dependent
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Key
Resources

What key resources are required?
• Delivering the value proposition
• Channel management
• Customer relationships
• Revenue stream

Types of Resources
• Physical
• Intellectual
• Human
• financial
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Key
Activities

What key activities are required?
• Delivering the value proposition
• Distribution channels
• Customer relationships
• Revenue stream

Types of Activities
• Production/Delivery
• Problem-solving
• System-wide maintenance
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Cost
Structure

• What are your most important, core costs?
• Which key resources are the most expensive?
• Which key activities are the most expensive?

• Fixed costs:
• Variable costs:

• Is there enough revenue to cover the costs?8
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Key
Partners

• Who are your suppliers?
• What activities do they perform?
• Who are your power partners (shared ideal 

client for a different product/service)?

Reasons To Build Partnerships
• Optimization and economy
• Risk management
• Acquisition of key resources and activities
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Test Your Assumptions

Critical

Next

Step #1:

TEST

YOUR

ASSUMPTIONS

Take this immediate action:
• Leave your desk, Go outside, 

and Talk To Humans (86 page 
PDF)

TEST the most critical assumptions 
you’ve made:

• Does your value proposition 
truly address their needs?

• Will they pay for it?
• Can you build & deliver it?
• Are you asking the customer 

to consume your service 
differently than they are 
accustomed to?

https://drive.google.com/file/d/1--NXC8yY1XHv6hbPpU-DnD9R0Ch80oaW/view


Week 1 Goals
• Complete a BMC for your business
• Test your assumptions

Week 2 Goals
• Customer Segment: identify your IDEAL client and 

fully understand them. 
• Value Proposition: document how you address how 

your ideal client thinks, feels, and acts. What are 
their true pain points?  What are your pain relievers?

• Key Resources & Activities: be sure to have all of 
these tools in place and you are clear about how to 
use the tools.  Develop playbooks for each activity.

• Revenue Streams & Cost Structure: build/revisit your 
budget, cashflow projections, P&L.  Get your financial 
house in order.

Critical

Next

Step #2:

SET NEXT

QUARTERLY

GOALS



Week 2 Goals (continued)
• Channels & Relationships: Shure up your marketing 

strategy. 
• Is your website the best it can be?
• Create a content calendar 

• social media (1 post per day)
• Video (first 1000 subscribers, 35 videos)
• Blogs (1 per week; drives traffic to video and lead 

magnets)
• Lead magnets (1 per week; includes creating an 

opt-in landing page)
• Newsletter (1 per week; drives traffic to blog)
• press releases (1 per month; keyword rich)
• Webinars (1-2 per month)

• Define your tracking metrics
• Focus on LEAD ACTIVITIES
• Monitor LAGGING INDICATORS

Critical

Next

Step #2:

SET NEXT

QUARTERLY

GOALS



Weeks 3-12 Goals
• Execute your marketing calendar for 9 solid weeks.
• Use time blocking to take daily action.
• For example:

• Monday: schedule social media posts for 2-3 weeks
• Tuesday: record 2 videos
• Wednesday: create a lead magnet and landing page
• Thursday: write a blog post
• Friday: create a curated newsletter (schedule to send 

early next week ie: Monday morning)
• Highlight the most recent blog post
• highlight a social media post
• one of last week’s videos
• offer the lead magnet (through the landing page)
• Promote a webinar or press release
• Run a contest

• Document your weekly actions (lead activities)
• Track your weekly results metrics (lagging indicators)

Critical

Next

Step #2:

SET NEXT

QUARTERLY

GOALS



Executive Director, North Phoenix Chamber of Commerce
16042 N 32nd St, Suite D-10
Phoenix AZ 85032
602-482-3344
Targiro@NorthPhoenixChamber.com

Owner, HBG Consulting LLC
530-424-8665
Tom@HBGConsulting.com
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