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For every entrepreneur who ever built

something from nothing — who worked late

nights, missed celebrations, and kept going

anyway.

T H I S  B L U E P R I N T  I S  F O R  Y O U .
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Introduction: Why This Blueprint Exists

T H E  I N V I S I B L E  B U S I N E S S  P R O B L E M

Every day, thousands of talented entrepreneurs, skilled contractors, dedicated service providers,

and passionate nonprofit leaders show up and do the work. They serve their customers well. They

deliver real results. They have genuine expertise that could change lives.

And almost nobody knows they exist.

This is the invisible business problem — and it may be the most expensive problem in the small

business world today. Not because these owners lack skill, but because they lack visibility. They

are outstanding at what they do and nearly impossible to find.

**The Invisible Business Problem**

Visibility is not about vanity. It is about opportunity. Every day your business is invisible is

a day a potential customer, partner, or investor chose someone else — simply because they

could find that person.

W H Y  G R E AT  B U S I N E S S E S  O F T E N  S T R U G G L E

Some of the best-kept secrets in business are the businesses themselves. You may know a

contractor who does extraordinary work but has no website and relies entirely on word of mouth.

A nonprofit leader who changes lives in her community but has no digital presence. A consultant

who has helped companies save millions but whose LinkedIn profile has been untouched for four

years.

The world rewards visibility as much as ability — sometimes more. That is not fair. But it is true.

And once you understand that reality, you can stop fighting it and start building the foundation that

puts your ability in front of the right people at the right time.

V I S I B I L I T Y  V S .  A B I L I T Y

Imagine two professionals in the same field with nearly identical skills. One has a professional

website, an active Google Business Profile, positive reviews, consistent social media content, and a

clear message about who they serve. The other relies on business cards and referrals.

Who wins more clients? Who is called first? Who gets the partnership opportunity? Almost

always, it is the one who is easier to find, easier to trust, and easier to contact.
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This blueprint exists to close that gap — to give you the knowledge and the tools to match your

digital presence with your real-world ability.

T H E  D I G I TA L  E C O N O M Y

We are living in a time when a potential customer's first interaction with your business is rarely

in person. It happens online. A Google search. A visit to your website. A scroll through your social

media. A look at your reviews. A check on your business listing.

That first impression happens before they ever speak to you. That means your digital foundation is

not optional — it is the front door of your business. And right now, many businesses have no front

door.

How to Use This Blueprint

This workbook is organized into five core parts — Visibility, Credibility, Marketing, Conversion,

and Growth — followed by a Bonus Assessment and Master Checklists. You can read it from cover

to cover or go directly to the area where you need the most help.

Each chapter includes real-world examples, common mistakes, action steps, reflection questions,

and an implementation checklist. Throughout the workbook, you will find worksheets designed

for you to complete as you go.

This is not a document to file away. It is a tool to use. Write in it. Fill it out. Revisit it regularly.

A Note from the Author

This blueprint reflects lessons learned from working with entrepreneurs across multiple

industries — healthcare, real estate, hospitality, construction, retail, nonprofits, and

professional services.

The patterns are consistent: the businesses that grow are not always the most talented.

They are the most visible, the most credible, and the most consistent.

You can build that. That is what this blueprint is for.

"The goal is not simply to build a website. The goal is to build a foundation."

PART ONE

VISIBILITY
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Being seen is the beginning of everything.

##

Chapter 1: The Invisible Business

###

Chapter Overview

This chapter explores why talented businesses stay invisible, the real cost of being unknown, and

why visibility — not just ability — is the first requirement for sustainable growth.

###

Why It Matters

Visibility is the bridge between what you offer and the people who need it. Without it, your

business exists only in the minds of those who already know you. Every referral, every chance

encounter, and every returning customer represents a fraction of your true potential market. The

rest of the world is choosing someone else — not because you are inferior, but because you are

invisible.

Consider the contractor who has done beautiful renovations for a dozen satisfied homeowners, but

has no website, no Google presence, and no reviews. When a neighbor two streets over searches

for a renovation contractor, she finds five businesses instantly — and none of them are him. He

loses work he never knew existed.

###

Core Concepts

####

The Referral Dependency Trap

Referral-based businesses are not bad businesses. Referrals are powerful. But when referrals are

your only source of new business, you have built a fragile foundation. Referrals slow down. People

move. Industries shift. The moment your referral network goes quiet, so does your revenue.

A visible business does not replace referrals — it amplifies them. When someone receives a

referral and searches for your name online, they either confirm the recommendation or become

uncertain. What they find — or fail to find — determines whether they call you.

####

The Cost of Being Unknown
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The cost of invisibility is not just lost customers. It is lost partnerships. Lost funding. Lost talent. A

business that is hard to find is a business that is hard to trust. Investors, collaborators, vendors,

and employees all want to see who you are before they engage with you.

One healthcare entrepreneur once said: "I had been in practice for nine years before I realized I

had no digital presence. I thought my reputation was enough. It was — for the people who already

knew me. But I had no idea how many people I had never met simply couldn't find me."

####

The Visibility Ladder

Visibility is built in layers. The first layer is simply existing online — a website, a business listing,

a social media profile. The second layer is being findable — optimized for search, consistent, and

active. The third layer is being memorable — differentiated, credible, and trusted. Most

businesses never climb past the first rung.

####

Real-World Example

© ITM Enterprise | ITM Digital Foundation Initiative Page 7

A nonprofit food pantry in South Florida had been serving their community for 12 years. Their

Google Business listing was unclaimed, their website was outdated, and they had no social media

presence.

Within 60 days of claiming their listing, updating their website, and posting three times per week

on Facebook, their volunteer applications tripled and their donor base grew by 40%.

They did not get better at their mission. They got visible.

Common Mistakes

Assuming that quality work speaks for itself without a digital presence

Relying exclusively on word-of-mouth without any online infrastructure

Creating a website but never updating it or promoting it

Having inconsistent information across different online directories

Waiting to "get professional" before showing up online

Action Steps

1. Search your business name on Google right now — what comes up?

2. Search for what you do + your city — where do you rank?
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3. Ask three recent customers if they could easily find you online

4. List every place your business should be visible that it currently is not

5. Set a 30-day goal to close your most critical visibility gaps

Reflection Questions

Take 10 minutes and write honestly:

How are most of your current clients or customers finding you?

What would a stranger discover if they searched your business name right now?

What opportunities might you have missed because someone couldn't find you?

On a scale of 1–10, how visible is your business to people who don't already know you?

✏  V I S I B I L I T Y  A S S E S S M E N T  W O R K S H E E T

How does your ideal customer currently find businesses like yours?

What would someone find if they Googled your business name today?

What three visibility gaps are most urgent for your business right now?

Who in your industry is highly visible? What are they doing that you are not?

What would it mean for your business if 10 new prospects found you this week?

V I S I B I L I T Y  Q U I C K  A U D I T  C H E C K L I S T

My business appears on the first page when I search my business name

My business appears in local search results for my main service + city

I have an active, claimed Google Business Profile with accurate hours

My business is listed on Yelp, Bing Places, and at least 3 other directories

My NAP (Name, Address, Phone) is consistent across all online listings

I have a professional website that works on mobile devices

My social media profiles include a clear description of what I do and who I serve

There are at least 5 positive reviews visible when someone searches my name
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My website has been updated within the last 6 months

A first-time visitor to my website can understand what I do in under 10 seconds

Key Takeaways

Visibility is not vanity — it is opportunity infrastructure

Referral dependence creates fragility; visibility creates stability

The cost of being invisible includes lost opportunities you will never know about

Visibility is a ladder — build it one layer at a time

The first step is knowing where you currently stand

Chapter 2: Your Digital Storefront

C H A P T E R  O V E R V I E W

Your digital presence is your storefront — and in many cases it is the first impression you make.

This chapter covers the essential components of a complete digital storefront, including your

website, Google Business Profile, social media, business listings, and contact consistency.

W H Y  I T  M AT T E R S

When a potential customer hears about your business — from a friend, an ad, or a search — they

do not call you first. They look you up. What they find determines whether they take the next step.

A polished, consistent digital storefront says: this business is real, professional, and trustworthy. A

missing or inconsistent one says the opposite.

C O R E  C O N C E P T S

The Five Pillars of Your Digital Storefront

A complete digital storefront includes five core components that work together:

Your Website — the hub of your digital presence

Google Business Profile — your storefront on the world's largest search engine
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Social Media Presence — where you build relationship and community

Business Directory Listings — where searchers find you across the web

Contact Consistency — ensuring every platform shows the same information

Your Website

A professional website does not need to be complex. It does need to be clear, fast, mobile-friendly,

and credible. The most important questions your website must answer within the first ten

seconds: What do you do? Who do you serve? How do they contact you?

A slow website loses visitors. A website that does not work on a phone loses customers. A website

without a clear call-to-action loses opportunities. These are not design problems — they are

business problems.

Website Essentials at a Glance

Google Business Profile

Your Google Business Profile (GBP) is one of the highest-impact and lowest-cost digital assets you

can own. When someone searches for your type of business in your city, your GBP can appear in

the local pack at the top of search results — above all organic websites.

An unclaimed or incomplete profile is a missed opportunity every single day. A fully optimized

profile with photos, hours, services, and regular updates generates significantly more engagement

than an empty listing. Best of all, it is completely free.

Social Media Presence

Clear headline that states who you serve and what you do✓

Mobile-responsive design (tested on iPhone AND Android)✓

Page load time under 3 seconds✓

Easy-to-find phone number and contact form✓

Professional photos (avoid stock photos where possible)✓

Testimonials or social proof visible above the fold✓

Clear next step / call to action on every page✓
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You do not need to be on every platform. You need to be consistently present on the platforms

where your target customers spend time. For most local service businesses, Facebook and

Instagram cover the majority. For B2B businesses, LinkedIn is essential. For younger

demographics, TikTok has become increasingly important.

The goal is not to go viral. The goal is to show up consistently, build trust over time, and give

people a reason to follow and eventually engage.

Business Directory Listings

Beyond Google, there are dozens of directories where people search for businesses — Yelp, Bing

Places, Apple Maps, Yellow Pages, Angi, and industry-specific directories. Each listing is an

additional opportunity to be found. Consistency across these listings also improves your search

engine ranking.

Contact Consistency

Nothing undermines credibility faster than inconsistent contact information. If your phone number

is different on Google than on your website, or your address is formatted differently across

platforms, search engines penalize you and customers lose confidence. Audit every listing at least

twice per year.

R E A L - W O R L D  E X A M P L E

A licensed electrician had been in business for 11 years with no website and an unclaimed Google

Business Profile. After claiming his profile, uploading 12 photos, and adding his services and

hours, he received 23 new calls in the first 30 days — without spending a dollar on advertising.

Common Mistakes

Building a website and never updating it

Using different phone numbers or addresses on different platforms

Having a social media page but never posting

Not claiming your Google Business Profile

Using a personal Facebook profile instead of a Business Page

Building a desktop-only website in a mobile-first world
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Action Steps

Audit your website today — does it pass the 10-second clarity test?

Claim and complete your Google Business Profile if you have not already

Ensure your NAP (Name, Address, Phone) is identical across all platforms

Choose one social media platform to be consistently present on this month

Search for your business on Yelp, Bing, and Apple Maps — claim each listing

✏ Digital Presence Audit Worksheet

List every place your business currently appears online (websites, directories, social media):

Where is your contact information inconsistent or missing?

What is the current condition of your Google Business Profile (0–10)?

What are the top 3 improvements your website needs immediately?

Which social media platform will you commit to posting on consistently?

☑ Digital Presence Audit Checklist

Website is live, mobile-responsive, and loads in under 3 seconds

Website clearly states what I do and who I serve within 10 seconds of landing

Google Business Profile is claimed, verified, and 100% complete

Google Business Profile has at least 10 photos including team and workspace

Business is listed on Yelp, Bing Places, Apple Maps, and Yellow Pages

All listings show the same business name, address, phone, and website URL

At least one active social media business page is maintained with regular posts

Contact form, phone number, and email are easy to find on website

Website has an SSL certificate (https:// not http://)

Social media bio/description clearly states what the business does
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Key Takeaways

Your digital storefront is often your first impression — make it count

Google Business Profile is free, powerful, and frequently ignored

Consistency across all platforms builds trust and improves search rankings

You do not need every platform — you need the right platforms, consistently

Mobile is not optional — over 60% of searches happen on smartphones



P A R T  T W O

CREDIBILITY
People do business with people they trust. Trust must

be built before the transaction begins.
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Chapter 3: Trust Before Transactions

C H A P T E R  O V E R V I E W

Before anyone becomes a customer, they need to trust you. This chapter covers the core trust

signals that establish credibility online and offline — and how to communicate professional value

before a prospect ever speaks to you.

W H Y  I T  M AT T E R S

In every transaction, there is a moment where a prospect makes a decision: do I trust this person

enough to give them my money, my time, or my information? That decision is made largely before

the first conversation. Your digital footprint, your branding, your social proof, and your

communications all send signals — either building confidence or raising doubt.

Credibility is not something you announce. It is something people conclude based on evidence.

Your job is to make sure the evidence is compelling.

C O R E  C O N C E P T S

Professional Branding

Consistent, professional branding signals that you take your business seriously. This does not

require a large budget. It requires intentionality. A consistent logo, a defined color palette,

professional photos, and a clear brand voice create a perception of stability and trustworthiness.

A landscaping company with professional photos, a consistent logo, and a clean website will be

chosen over a competitor with blurry photos and inconsistent materials — even if the second

company does better work. Perception precedes opportunity.

Trust Signals

Trust signals are any elements that help a prospect feel safe choosing you. Common trust signals

include:

Professional website with SSL security

Verified Google Business Profile with photos

Customer testimonials and case studies

Industry certifications and licenses displayed clearly

Media mentions, awards, or community recognition
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Social media presence with real, consistent engagement

A professional email address (not gmail or yahoo)

Social Proof

Social proof is the principle that people trust what other people have validated. Reviews,

testimonials, before-and-after photos, client logos, and case studies all function as social proof.

They answer the question every prospect silently asks: "Has this worked for people like me?"

One of the most underused forms of social proof for small businesses is the simple testimonial. A

two-sentence statement from a satisfied customer, placed prominently on your website or Google

profile, can do more for conversions than any advertisement.

Real-World Example

A physical therapy practice added 12 patient testimonials (with permission) to their website and

asked patients to share their experience on Google. Within 90 days, their new patient inquiries

doubled — not because their therapy improved, but because their credibility became visible.

C U S T O M E R  C O N F I D E N C E

Confidence is built through consistency. When your website, your emails, your social media, and

your in-person experience all feel aligned and professional, customers feel confident. When there

are inconsistencies — a professional website but a personal email address, great reviews but

unanswered calls — confidence erodes.

C O M M O N  M I S TA K E S

Using a personal Gmail or Yahoo email for business communications

Having no testimonials or reviews visible anywhere online

Inconsistent branding across platforms and materials

Outdated photos, especially if team or location has changed

Missing or expired licenses and certifications that should be displayed

A C T I O N  S T E P S

1. Set up a professional email address using your domain name

2. Identify and contact three recent satisfied customers to request a testimonial

3. Audit your branding — are your logo, colors, and voice consistent?

4. Display your licenses, certifications, and memberships on your website

5. Add a Reviews or Testimonials section to your website homepage
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T R U S T  B U I L D I N G  C H E C K L I S T

Professional domain-based email address (yourname@yourbusiness.com)

Logo is consistent across website, social media, email, and printed materials

At least 3 written testimonials displayed on website or Google profile

Business license, certifications, or professional memberships are displayed

Team photos are professional and current (within last 2 years)

Website uses HTTPS (secure connection)

About page tells the story of the business and introduces the team

Response time to inquiries is under 24 hours

Social media content is consistent and professional in tone

Client logos or partnership logos are displayed if applicable

Key Takeaways

Trust is built before the first conversation — through evidence

Professional branding signals competence and stability

Social proof answers the question every prospect silently asks

Consistency across all touchpoints creates customer confidence

A professional email address is a minimum standard, not a luxury

Chapter 4: The Power of Reputation

C H A P T E R  O V E R V I E W

Your reputation is your most durable business asset. This chapter explores how online reviews,

customer experiences, and community presence shape the story the world tells about your

business — and how to actively manage it.

W H Y  I T  M AT T E R S
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Your reputation lives online whether you manage it or not. Every review, every social media

mention, and every customer experience contributes to a narrative that potential customers read

before deciding whether to contact you. Managing your reputation is not optional — it is a core

business activity.

C O R E  C O N C E P T S

Online Reviews

Reviews are the digital equivalent of word-of-mouth. A business with 50 five-star reviews and an

engaged owner who responds to feedback is perceived as trustworthy, responsive, and

community-focused. A business with no reviews is perceived as unproven.

The biggest mistake businesses make with reviews is passivity. They wait and hope customers

leave reviews on their own. The research is consistent: satisfied customers rarely leave reviews

without being asked. Dissatisfied customers almost always do. The result, without intervention, is

a review profile that underrepresents your actual customer satisfaction.

Review Generation Framework

An active review generation strategy turns satisfied customers into advocates. The most effective

approach is simple:

1. Deliver an excellent experience

2. At the right moment (post-service, at checkout, in a follow-up), ask directly

3. Make it easy — provide a direct link to your Google review page

4. Respond to every review, positive or negative, promptly and professionally

5. Share positive reviews on your website and social media

Responding to Negative Reviews

A business that never has a negative review is either very new or not very busy. What matters is

not the presence of negative reviews — it is how you respond to them. A professional, empathetic

response to a complaint demonstrates character and often impresses potential customers more

than a string of perfect reviews.

<mark>How to Respond to a Negative Review</mark>

1. Thank the reviewer for their feedback

2. Acknowledge their experience without being defensive

3. Take responsibility for what you can

4. Offer to make it right offline (provide a phone number or email)
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5. Keep it brief and professional — you are writing for future readers, not just the reviewer

Community Reputation

For businesses rooted in a specific community — whether geographic, cultural, or professional —

community reputation is a powerful asset. Sponsoring local events, participating in community

organizations, and showing up consistently as a contributor builds trust that no advertisement can

buy.

Community reputation is particularly powerful in ethnic business communities, where trust

networks run deep and word travels fast. Being known as a committed community member is a

competitive advantage that compounds over time.

Common Mistakes

Never asking satisfied customers to leave a review

Ignoring or arguing with negative reviews publicly

Responding to reviews inconsistently or not at all

Purchasing fake reviews — this violates platform policies and destroys credibility

Treating reputation management as a one-time project rather than an ongoing practice

Action Steps

1. Create a direct link to your Google review page and save it

1. Contact your 10 most recent satisfied customers and ask for a review

1. Set a reminder to respond to all new reviews within 24 hours

1. Create a simple script for asking for reviews (in person, by email, by text)

1. Add a testimonial submission form or review request to your follow-up process

pencil icon Review Generation Framework

What is the best moment in my customer experience to ask for a review?

What is my current Google review count and average rating?

How will I ask customers for reviews? (In person? By text? By email?)
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What is my system for responding to reviews within 24 hours?

What is my target review count and rating 90 days from today?

Key Takeaways

Your reputation exists online whether you manage it or not

Satisfied customers rarely leave reviews without being asked

Professional responses to negative reviews build credibility

Community reputation is a long-term competitive advantage

Consistency in reputation management creates compounding trust



P A R T  T H R E E

MARKETING
Marketing does not create demand. It creates

awareness of solutions to demand that already exists.
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Chapter 5: Marketing Creates
Opportunities

C H A P T E R  O V E R V I E W

Marketing is not an expense — it is an investment in your visibility, your credibility, and your

opportunity pipeline. This chapter dismantles common marketing myths and builds a practical

framework for consistent, strategic marketing without a large budget.

W H Y  I T  M AT T E R S

Many small business owners avoid marketing because they believe it is too expensive, too

complicated, or too far outside their expertise. The result is a business that exists in a perpetual

feast-or-famine cycle — busy when word-of-mouth is flowing, slow when it is not.

Marketing, at its core, is simply communication. It is telling the right people what you do, who you

serve, and why it matters. Done consistently, it creates a steady stream of awareness that

translates to opportunity over time.

C O R E  C O N C E P T S

The Marketing Myths That Hold Businesses Back

Myth 1: Marketing is only for big companies with big budgets. The reality is that consistency

outperforms budget. A small business that shows up every week with valuable content or

community engagement will outperform a larger competitor that spends money sporadically.

Myth 2: Marketing is about selling. Effective marketing is about serving. When you share useful

information, answer common questions, and solve problems for your audience, you build trust.

Trust drives sales.

Myth 3: You need to see immediate results. Marketing is a long game. Most businesses give up on

a strategy in 30 days that would have produced results in 90.

The Awareness-to-Opportunity Pipeline

Every customer you have ever had went through a pipeline, even if you did not design one. They

became aware of you, developed some level of trust, reached a moment of need, and chose you.

Marketing is the systematic effort to put more people into the top of that pipeline while nurturing

them along the way.
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The Opportunity Creation Formula

More Awareness × More Credibility × More Consistency = More Opportunity

You do not need a miracle. You need a system.

Consistency Is the Competitive Advantage

The businesses that win in local and community markets are rarely the most talented or the best-

funded. They are the most consistently present. When your audience sees your content, your

name, or your face regularly, familiarity builds. Familiarity builds trust. Trust becomes the first

call when a need arises.

Common Mistakes

Stopping marketing when business is busy — creating a boom-and-bust cycle

Trying every platform and channel simultaneously without focus

Confusing activity with strategy — posting without a clear purpose

Not defining who the ideal customer is before marketing

Abandoning a strategy after 30 days without giving it time to work

Action Steps

1. Define your ideal customer in one specific sentence

2. Choose one primary marketing channel to commit to for 90 days

3. Create a monthly content or activity calendar for that channel

4. Identify one marketing habit you will do every single week

5. Track your marketing activity and results weekly in a simple spreadsheet

Simple Marketing Planning Worksheet

Who is your ideal customer? (Be specific: not 'small businesses' — 'Black-owned restaurants in

Miami with under 10 employees'):

What problem do you solve for them better than anyone else?

Which ONE marketing channel will you focus on for the next 90 days?
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What will you do consistently every week on that channel?

What does success look like after 90 days? (Specific and measurable)

Marketing is communication, not manipulation — serve your audience

Consistency outperforms budget in local and community markets

Every customer went through a pipeline — design yours intentionally

The businesses that give up in 30 days miss results that come in 90

Define your ideal customer first — then market to them specifically

Chapter 6: Content Is Modern
Networking

C H A P T E R  O V E R V I E W

Content — video, written posts, educational guides, behind-the-scenes moments — is the modern

equivalent of the networking event. It extends your reach, builds your authority, and creates

relationships at scale.

W H Y  I T  M AT T E R S

A generation ago, building a reputation required in-person events, physical advertising, and

personal introductions. Today, a single valuable piece of content can reach hundreds or thousands

of your ideal customers — at no cost — and continue working for you long after it is published.

Content marketing is not about going viral. It is about showing up consistently with something

valuable enough that your ideal customer begins to know, like, and trust you before they ever

contact you.

C O R E  C O N C E P T S

Video Content: The Highest-Impact Format

Video is the dominant content format of our time. It builds personal connection faster than any

other medium. A 60-second video of you explaining a common problem your customers face —

and how to solve it — does more for your authority than a year of text posts.

The barrier to entry for video has never been lower. A smartphone and good lighting are all you

need to start. The most common objection — "I am not comfortable on camera" — is resolved only

by doing it. Comfort comes with repetition.
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Educational Content Builds Authority

The business that teaches is the business that leads. When you share genuine expertise —

answering questions, explaining processes, breaking down concepts — you position yourself as

the authority in your field. Prospects who learn from you trust you. And they are far more likely to

hire you.

For a home services contractor: "5 things to look for before hiring a plumber." For a financial

consultant: "3 mistakes small business owners make with taxes." For a nonprofit: "How our

community food distribution program works." Each piece creates trust before the conversation

starts.

Content Ideas for Any Business

Behind-the-scenes of how you do your work

Answer the question you get asked most often

Share a client success story (with permission)

Explain a common mistake in your industry

Show your process from start to finish

Introduce a team member

Share a community involvement or service moment

React to industry news relevant to your customers

Personal Branding and Authority

People buy from people. Your personal brand — your story, your values, your expertise, your

perspective — is a competitive advantage no competitor can replicate. The business owner who is

known and trusted personally has a moat that money cannot buy.

Personal branding does not require being famous. It requires being known — specifically, by the

people most likely to do business with you or refer others to you.

Common Mistakes

Waiting until the content is perfect before publishing

Creating content with no specific audience in mind

Posting once and abandoning when results are not immediate

Talking only about your products and services instead of serving your audience

Underestimating the trust-building power of consistency over time
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Action Steps

1. Film one 60-second video answering the question your customers ask most often

2. Commit to one content type (video, written, or both) for the next 30 days

3. Create a list of 20 content topics your ideal customer would find genuinely helpful

4. Post at minimum twice per week on your chosen platform for 60 days

5. Track what content generates the most engagement and double down on it

✏  3 0 - D AY  C O N T E N T  P L A N N E R

WEEK TOPIC 1 TOPIC 2

**Week 1** [___] [___]

**Week 2** [___] [___]

**Week 3** [___] [___]

**Week 4** [___] [___]

My content format (video / written / both) and platform:

My metric for success at the end of 30 days:

Key Takeaways

Content is networking at scale — reach thousands where in-person reaches dozens

Video builds personal connection faster than any other content format

Teaching is the fastest path to authority and trust

Personal branding is a moat no competitor can replicate

Consistency over time builds what budget alone cannot buy

Chapter 7: Networking Still Wins

C H A P T E R  O V E R V I E W
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Despite the rise of digital marketing, human relationships remain the most powerful business

development tool in existence. This chapter covers strategic networking, connector relationships,

referral ecosystems, and how to map your relationship capital.

W H Y  I T  M AT T E R S

Technology extends reach. Relationships create trust. The businesses that grow fastest almost

always have a person — or a small group of people — who champion them in the right rooms.

Strategic networking is not about collecting business cards. It is about building relationships that

create mutual opportunity over time.

C O R E  C O N C E P T S

The Connector Advantage

In every community and every industry, there are connectors — individuals who know everyone,

trust is their currency, and introductions are their gift. Identifying and building genuine

relationships with the right connectors can transform a business more rapidly than any marketing

campaign.

The key word is genuine. Connectors can sense when someone is building a relationship for

extraction rather than contribution. The entrepreneurs who benefit most from connector networks

are those who show up with value first — who ask "What can I do for you?" before "Can you send

me referrals?"

Strategic Partnerships

Strategic partnerships are relationships with complementary businesses that serve the same

customer without competing with you. A mortgage broker and a real estate agent. A wedding

photographer and a catering company. A business consultant and a bookkeeper.

A well-designed partnership creates a referral ecosystem where each party benefits from the

other's relationships. The most durable partnerships are built on genuine trust, consistent follow-

through, and mutual commitment to each other's success.

Building Your Referral Ecosystem

Step 1: Identify 10 businesses that serve your ideal customer without competing

Step 2: Reach out with genuine interest in their work, not an immediate ask

Step 3: Send them a referral first — prove you are a reliable partner

Step 4: Stay in regular contact and look for ways to support their growth

Step 5: Formalize the relationship with a simple referral agreement if appropriate
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Community Engagement

For businesses serving specific communities — geographic, cultural, or professional — active

engagement in community life creates a presence that no digital strategy can replicate. Chamber

of commerce membership, community board participation, event sponsorship, and volunteer

leadership all create visibility and credibility in the rooms that matter most.

Common Mistakes

• Networking only when business is slow, rather than maintaining relationships consistently

• Attending events to collect contacts rather than to build genuine connections

• Failing to follow up after introductions

• Treating networking as transactional rather than relational

• Underestimating the power of your existing network

Action Steps

1. List the 10 people in your network who are most connected in your target market

1. Identify 5 complementary businesses for potential referral partnerships

1. Attend one networking event or community gathering this month

1. Send a referral to a partner or potential partner this week

1. Schedule a 30-minute coffee conversation with one key connector this month

✏ Relationship Mapping Exercise

Name your top 5 current connectors and how you will deepen those relationships:

List 5 complementary businesses you could partner with for mutual referrals:

What community organizations or events should you be present in?

What value can you offer your network before asking for anything in return?

What referral did you send this week? To whom? For what service?

Technology extends reach — relationships create trust

Connectors are multipliers — build genuine relationships with the right people

Referral ecosystems are built on mutual value, not extraction
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Community engagement creates credibility that no ad can buy

The most powerful question in networking: "What can I do for you?"

PART FOUR

CONVERSION

Attention without action is just noise. Conversion turns interest into relationship.

Chapter 8: Turning Attention Into
Opportunity

C H A P T E R  O V E R V I E W

Getting attention is only the beginning. This chapter covers the systems that convert attention into

action — calls to action, lead capture, scheduling, and the infrastructure that transforms visitors

into prospects and prospects into customers.

W H Y  I T  M AT T E R S

Thousands of businesses invest heavily in visibility and marketing — then fail at the most critical

moment: the conversion. Someone visits your website, reads your content, and is interested. And

then they leave. Not because they were not interested, but because there was no clear, easy next

step.

Conversion systems are the bridge between attention and opportunity. They are not complicated.

They are not expensive. But they require intentional design.

C O R E  C O N C E P T S

The Call to Action

A call to action (CTA) is a clear, specific instruction for what you want a visitor to do next.

"Schedule a Free Consultation." "Download Our Guide." "Call Us Now." "Get a Free Quote." Without

a CTA, visitors are left to make their own decisions — and most will decide to leave.

Every page of your website, every social media post, and every email should have one clear next

step. Not five options. One. The more choices you give people, the less likely they are to choose any

of them.
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Lead Capture Systems

Not every visitor is ready to buy. A lead capture system gives them a reason to leave their contact

information — a free guide, a consultation, a newsletter, a checklist. This turns anonymous visitors

into identifiable prospects you can follow up with over time.

A simple lead capture tool — a form embedded on your website with a compelling offer — can

become one of your most productive sales assets. The key is offering something genuinely

valuable in exchange for the contact information.

Scheduling Systems

Friction kills conversions. If a prospect has to send an email, wait for a response, go back and forth

on availability, and then confirm — some of them will give up. A simple online scheduling link

(Calendly, Acuity, or a similar tool) eliminates this friction entirely.

When someone goes from interested to scheduled in under 60 seconds, your conversion rate

climbs. When it takes 72 hours of email back-and-forth, it drops.

Conversion System Quick Wins

Add a scheduling link to your email signature

Common Mistakes

Having no CTA on the homepage — or having too many

Making contact information hard to find

Requiring long or complicated forms for initial contact

Not offering an alternative for people not ready to buy (no lead magnet)

Missing lead notifications — finding out about inquiries days later

Action Steps

1. Add a single, clear CTA button to the top of your website homepage

2. Create a simple contact form and test it from a mobile device

Embed a contact form on every page of your website✓

Create one free downloadable resource as a lead magnet✓

Add a clear CTA button above the fold on your website homepage✓

Set up text and email notifications for every new lead form submission✓
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3. Set up an online scheduling tool and add the link to your email signature

4. Create one free lead magnet relevant to your ideal customer

5. Test your entire inquiry process as if you were a new customer

L E A D  C A P T U R E  A U D I T  C H E C K L I S T

Every page of my website has a clear, visible call to action

My phone number is visible without scrolling on mobile

I have a contact form that takes under 60 seconds to complete

I have an online scheduling link for consultations or discovery calls

I offer at least one free resource in exchange for a prospect's email address

I receive instant notifications when someone submits a form or inquiry

My CTA language is specific and benefit-oriented (not just 'Contact Us')

I have tested my contact form on a mobile device within the last 30 days

New leads are captured in a system (CRM, spreadsheet, or similar)

I have a defined response time standard (e.g., within 1 hour during business hours)

Attention without a conversion system is wasted opportunity

Every page needs one clear call to action — not five options

Friction kills conversions — remove every unnecessary step

Lead capture turns anonymous visitors into trackable prospects

Speed and simplicity are your biggest conversion advantages
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THE F I V E- STEP  F O L L O W - UP  SYSTEM

Chapter 9: The Follow-Up Advantage

C H A P T E R  O V E R V I E W

Most businesses do not have a lead problem. They have a follow-up problem. This chapter covers

the systems, habits, and automation that convert inquiries into clients — and why speed and

consistency are the decisive factors.

W H Y  I T  M AT T E R S
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Studies consistently show that the business that responds first wins the majority of the time. A

prospect who submits an inquiry at 2:00pm and hears back within 10 minutes is 21 times more

likely to become a customer than one who waits 24 hours. The race to follow up is often the most

important competitive race a small business runs — and most do not know they are in it.

The Follow-Up Reality

bar_chart 48% of salespeople never follow up with a prospect after the first contact bar_chart 80%

of sales require at least 5 follow-up contacts to close bar_chart Only 8% of salespeople make more

than 5 contacts

The follow-up gap is the most underutilized competitive advantage in small business. Most of your

competitors are not following up. Be the one who does.

C O R E  C O N C E P T S

Speed to Lead

Speed to lead is the interval between when a prospect first reaches out and when you respond.

The shorter this interval, the higher your conversion rate. The goal is to respond to every inquiry

within minutes during business hours — and to have an automated acknowledgment for after-

hours inquiries.

An automated text or email that says "I received your inquiry and will contact you within the hour"

does two things: it sets an expectation, and it tells the prospect they have not fallen into a black

hole. That reassurance alone increases the likelihood they wait for you rather than calling your

competitor.

CRM Systems

A Customer Relationship Management (CRM) system is simply an organized way to track who

your prospects are, what they need, where they are in your sales process, and when to follow up.

It does not need to be expensive. For many small businesses, a well-organized spreadsheet is a

better CRM than an unused enterprise platform.

The purpose of a CRM is to ensure that no prospect falls through the cracks. Every inquiry

deserves a response. Every proposal deserves a follow-up. Every customer deserves a check-in. A

CRM makes these follow-ups automatic rather than accidental.

Automation for Follow-Up

Modern tools allow you to automate the first several steps in your follow-up sequence without

losing the personal touch. An automatic confirmation text when someone submits a form. An
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automated email sequence that sends helpful content over 5–7 days. A reminder to call when a

proposal has been open for 48 hours.

Automation is not about replacing the human connection — it is about ensuring that every

prospect receives consistent, timely communication while you focus on doing the work.

Common Mistakes

Responding to leads days after they submitted an inquiry

Following up once and giving up when there is no immediate response

Having no system for tracking where prospects are in the process

Treating automation as a replacement for personal follow-up rather than a supplement

Not following up after sending a proposal or quote

Action Steps

1. Set a response time standard: what is your commitment for every new inquiry?

2. Set up an automated acknowledgment message for new form submissions

3. Create a simple 5-step follow-up sequence for new prospects

4. Choose a CRM tool — even a simple spreadsheet — and begin using it today

5. Review every proposal or quote sent in the last 30 days — have you followed up?

✏  F O L L O W - U P  P R O C E S S  W O R K S H E E T

What is your current average response time to new inquiries? [___]

What is your follow-up sequence after the first contact? (List each step and timing): [___]

What CRM tool or system will you use to track your prospects? [___]

What automated follow-up will you set up in the next 7 days? [___]

How many prospects have you failed to follow up with in the last 30 days?

Key Takeaways

Most businesses have a follow-up problem, not a lead problem

Speed to lead is a decisive competitive advantage
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80% of sales require at least 5 follow-up contacts — most businesses do 1

A CRM ensures no prospect falls through the cracks

Automation maintains consistency without replacing personal connection

PART FIVE

GROWTH

Systems create freedom. Processes create scale. Documentation creates legacy.

Chapter 10: Building a Growth Engine

C H A P T E R  O V E R V I E W

A business that depends entirely on the owner is not a business — it is a job. This chapter covers

the systems, processes, and documentation that transform a self-employed operation into a

scalable business that can grow without the owner doing everything.

W H Y  I T  M AT T E R S

The most common ceiling in small business growth is the owner. When the owner is the only

person who knows how to do everything — how to deliver the service, run the sales call, write the

proposal, manage the books — the business can only grow as fast as the owner's capacity allows.

Systems break that ceiling. When your processes are documented, teachable, and repeatable, you

can hire people to run them. When you can hire people to run them, you can focus on the activities

that require your uniqueness — strategy, relationships, innovation, and leadership.

C O R E  C O N C E P T S

The System vs. the Talent Trap

Many businesses are built entirely on the talent of one person. When that person is having a bad

week, the business has a bad week. When that person gets sick, the business gets sick. The goal is

to build systems that deliver consistent results regardless of who is executing them.

This does not mean removing the human element. It means capturing the best of what you do in a

form that others can follow. The best restaurants do not deliver great food because a great chef is
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always in the kitchen — they deliver it because great chefs build great systems.

Documenting Your Processes

Process documentation begins with one simple exercise: describe exactly what you do, step by

step, to deliver your service or product from the moment a prospect contacts you to the moment a

satisfied customer refers you to someone else.

Every step that involves a decision, a communication, or a task is a candidate for documentation.

Start with the most frequently repeated processes — the ones that happen for every customer,

every time. These are where inconsistency is most costly and documentation is most valuable.

> The 5 Processes Every Business Should Document First >

1. Lead intake and response (What happens when someone contacts you?)

2. Client onboarding (What happens when someone says yes?)

3. Service delivery (How do you deliver your service consistently?)

4. Client communication (How and when do you update clients?)

5. Follow-up and referral request (What happens after the work is done?)

Delegation and Scalability

The ability to delegate effectively is one of the most valuable skills a business owner can develop.

Effective delegation requires clarity — a documented process, a clear outcome, and a defined

standard for success. Without these, delegation becomes frustration for both the owner and the

person delegated to.

Scalability is the product of systems plus delegation. When your processes are documented and

your team can execute them, growth becomes possible without personal sacrifice.

Common Mistakes

"It's faster if I just do it myself" — the delegation trap

Building systems only in your head, never on paper

Hiring people without defined roles and documented processes

Treating every situation as unique rather than building repeatable processes

Waiting until the business is bigger to start building systems

Action Steps
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1. List your top 5 most frequent business processes

2. Choose one and write a step-by-step description of how it works today

3. Identify one task you can delegate within the next 30 days

4. Create a simple onboarding document for a new team member or contractor

5. Set a 90-day goal to document three of your most critical processes

☑  B U S I N E S S  S Y S T E M S  C H E C K L I S T

I have a documented lead intake and response process

I have a documented client onboarding process

I have a documented service delivery process

I have a documented invoicing and payment collection process

I have a documented follow-up and referral request process

My most critical processes are written down and accessible to my team

I use a project management or task management tool for team coordination

New team members can be onboarded using documentation rather than memory

I have identified at least 3 tasks I can delegate in the next 90 days

My business systems are reviewed and updated at least once per year

A business dependent entirely on one person is not scalable

Systems deliver consistent results regardless of who is executing them

Documentation turns your best habits into teachable processes

Delegation requires clarity — process, outcome, and standard

Start building systems now — the business does not need to be big first

Chapter 11: Funding Readiness

C H A P T E R  O V E R V I E W

Capital is the fuel that allows great businesses to grow. This chapter is an educational overview of

the key financial foundations that position a business to access funding when the opportunity
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arises — including personal credit, business credit, banking relationships, and capital readiness

fundamentals.

Important Note

This chapter is educational in nature and is not intended as financial or legal advice. Consult a

qualified financial professional before making decisions about credit, loans, or capital strategy for

your business.

W H Y  I T  M AT T E R S

Most businesses eventually reach a moment where growth requires capital — to hire, to expand,

to purchase equipment, to fund a contract. The businesses that access capital successfully are not

just the most talented or the most profitable. They are the most prepared. Preparation begins long

before the funding conversation.

C O R E  C O N C E P T S

Personal Credit as a Business Foundation

For early-stage businesses and sole proprietors, personal credit is often the foundation of business

creditworthiness. A personal credit score below 650 will close doors that a score above 720 opens

— not just for personal finances, but for business loans, vendor credit, and leasing.

Understanding the five factors of credit score — payment history, utilization, length of credit

history, credit mix, and new inquiries — is the starting point for any credit improvement strategy.

Most businesses can meaningfully improve their personal credit within 12–18 months with

consistent effort.

Business Credit: A Separate Foundation

Business credit is a distinct credit profile built in the name of your business entity — not your

personal name. It begins with establishing your business correctly: an EIN (Employer

Identification Number), a registered business entity, a dedicated business bank account, and a

business address.

Vendors who report to business credit bureaus — Dun & Bradstreet, Experian Business, and

Equifax Business — are the building blocks of a business credit profile. Starting with net-30

accounts (vendors who give you 30 days to pay), paying early, and graduating to revolving business

credit is the systematic path to a fundable business.

Banking Relationships
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A strong banking relationship is a business asset that is frequently undervalued. A business

banker who knows you, understands your business, and has seen your account grow over time is

an advocate when you need a line of credit, a small business loan, or access to SBA programs.

The foundation of a banking relationship is simple: open a dedicated business checking account,

maintain a positive balance, avoid overdrafts, and make a point to meet your business banker —

not just transact with an app.

Financial Preparation

Lenders evaluate creditworthiness based on the Five Cs: Character (credit history), Capacity (cash

flow), Capital (assets), Collateral (security), and Conditions (business environment). Preparing for

a funding conversation means having current financial statements, a clear business plan or use of

funds, and documentation of revenue and expenses.

Many business owners lose funding opportunities not because they are bad credit risks, but

because they are unprepared. Tax returns filed on time, clean bookkeeping, and a clear business

story are the difference between funded and declined.

5  S I G N S  Y O U R  B U S I N E S S  I S  F U N D I N G - R E A D Y

✓ You have a registered business entity (LLC, Corp, etc.)

✓ You have a dedicated business bank account in use for 12+ months

✓ Your personal credit score is 680 or above

✓ You have at least 2 years of tax returns available

✓ You can clearly explain what you need capital for and how it will be repaid

Common Mistakes

Mixing personal and business finances in a single bank account

Not filing taxes on time — this is a disqualifier for most funding sources

Applying for business funding before building credit infrastructure

Not understanding the terms of financing before signing

Waiting until there is an emergency to think about capital access

Action Steps

1. Check your personal credit report at AnnualCreditReport.com (free, official)

2. If you don't have an EIN, apply for one at IRS.gov (free)
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3. Open a dedicated business bank account if you do not already have one

4. Ensure your business taxes are current and organized

5. Complete the Funding Readiness Scorecard below

✏ Funding Readiness Scorecard

Business Entity Status: (None / Sole Prop / LLC / S-Corp / C-Corp):

EIN: (Yes / No) Business Bank Account: (Yes / No / Months Active: [___]):

Personal Credit Score (estimated): [___] Business Credit Profile: (Yes / No):

Tax Returns Filed: (Last 1 yr / 2 yrs / 3+ yrs / Not current):

Current Bookkeeping: (None / Spreadsheet / QuickBooks / Accountant):

Could you clearly explain a use of funds and repayment plan today? (Yes / No):

Key Takeaways

Funding readiness begins long before the funding conversation

Personal and business credit are separate and both matter

Banking relationships are assets — invest in them early

Financial preparation — clean books, filed taxes, clear story — is the difference

Never mix personal and business finances
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THE 90- DAY DI GI TAL  F O UN DATI O N  R O ADMAP

Chapter 12: Your Digital Foundation
Roadmap

C H A P T E R  O V E R V I E W

Knowledge without action is incomplete. This chapter provides a structured 30-Day, 90-Day, and

12-Month roadmap to implement the principles of this blueprint in a realistic, prioritized

sequence.
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T H E  I M P L E M E N TAT I O N  M I N D S E T

Reading this blueprint is the beginning, not the destination. The businesses that transform their

visibility, credibility, and growth capacity are the ones that take imperfect action consistently. You

do not need everything perfect before you start. You need to start.

This roadmap is organized around the principle of building in layers — foundational work first,

then optimization, then scale. Attempting to skip layers is the most common implementation

mistake.

30-DAY FOUNDATION PLAN

Week 1 — Digital Presence Audit

Claim Google Business Profile, audit website, check NAP consistency across all directories

Week 2 — Credibility Foundation

Set up professional email, collect 5 testimonials, display trust signals on website

Week 3 — Conversion Infrastructure

Add clear CTA to website, set up contact form, create scheduling link

Week 4 — Follow-Up System

Set up simple CRM, create 5-step follow-up sequence, define response time standard

90-DAY GROWTH PLAN

Days 31–45 — Reputation Building

Launch review generation campaign, respond to all existing reviews, add testimonials to website

Days 46–60 — Content Launch

Choose content platform, create 30-day content calendar, publish 3+ times per week

Days 61–75 — Networking Activation

Identify 10 connectors, initiate 5 partnership conversations, attend 2 community events

Days 76–90 — Systems Review

Document 3 core processes, audit lead capture, review CRM, assess results and adjust

12-MONTH SCALE PLAN
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Months 1–3 (Foundation) Complete 30/90-Day plans. Achieve full digital presence with consistent

content and review generation.

Months 4–6 (Optimization) Analyze content performance, double down on what works.

Formalize 3+ referral partnerships. Expand email list.

Months 7–9 (Amplification) Launch email marketing sequence. Test paid advertising on top-

performing organic content. Expand team if applicable.

Months 10–12 (Scale) Document all major processes. Evaluate funding readiness. Set next-year

growth goals. Celebrate and assess.

Your Single Most Important Action

Of everything in this blueprint, the most important principle is this: the business that starts

imperfectly and improves continuously will always outperform the business that waits for perfect

conditions before beginning.

Start today. Start where you are. Use what you have. Improve as you go. The foundation is built one

action at a time.

BONUS SECTION

ITM Digital Foundation Assessment™

Complete this assessment to receive your Digital Foundation Score. Answer each question honestly

— the goal is an accurate snapshot, not a flattering one. Your score will identify where you are

strongest and where the greatest opportunities for improvement exist.

Score each item 0–2 points: 0 = Not in place 1 = Partially in place 2 = Fully in place

1. MY BUSINESS APPEARS ON THE FIRST PAGE OF GOOGLE WHEN SOMEONE SEARCHES

MY BUSINESS NAME
0 1 2

2. I have a claimed, verified, and complete Google Business Profile 0 1 2

3. My business is listed on at least 5 online directories with consistent information 0 1 2

4. I have a professional, mobile-responsive website that clearly explains what I do 0 1 2

5. My social media presence accurately represents my business and is regularly updated 0 1 2

6. My NAP (Name, Address, Phone) is identical across all online platforms 0 1 2
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7. My website appears in local search results for my primary service + city 0 1 2

8. I receive regular inquiries from people who found me through an online search 0 1 2

9. My website has been updated or reviewed within the last 6 months 0 1 2

10. A first-time visitor can understand what I do in under 10 seconds 0 1 2

Section Score: _______ / 20 points

SECTION 2: CREDIBILITY (0–20 points)

1. I use a professional, domain-based email address for business communications 0 1 2

2. My branding (logo, colors, fonts, voice) is consistent across all platforms 0 1 2

3. I have at least 5 visible reviews or testimonials on Google or my website 0 1 2

4. My licenses, certifications, or professional memberships are displayed publicly 0 1 2

5. My team photos are professional and current 0 1 2

6. I respond to all reviews — positive and negative — within 48 hours 0 1 2

7. My website's About page tells a compelling story about who I am and why I do this work 0 1 2

8. I actively request reviews from satisfied customers 0 1 2

9. MY BUSINESS HAS A CLEAR VALUE PROPOSITION THAT DIFFERENTIATES IT FROM

COMPETITORS
0 1 2

10. I have at least one case study or before-and-after story on my website 0 1 2

Section Score: _______ / 20 points

SECTION 3: MARKETING (0–20 points)

1. I HAVE A DEFINED IDEAL CUSTOMER PROFILE I ACTIVELY MARKET TO 0 1 2

2. I am consistently present on at least one social media platform 0 1 2

3. I publish content (video, written, or both) at least twice per week 0 1 2

4. My content provides genuine value to my audience, not just promotional material 0 1 2
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5. I have a clear, consistent message about what I do and who I serve 0 1 2

6. I have a marketing calendar or plan I follow, even if simple 0 1 2

7. I actively build and maintain relationships with strategic referral partners 0 1 2

8. I track which marketing activities generate the most business for me 0 1 2

9. I maintain marketing activity even when business is busy 0 1 2

10. I have a defined personal or business brand voice 0 1 2

Section Score: _______ / 20 points

Section Score: _______ / 20 points

1. EVERY PAGE OF MY WEBSITE HAS A CLEAR, SPECIFIC CALL TO ACTION 0 1 2

2. My phone number and contact information are easy to find on mobile 0 1 2

3. I have a contact form that takes under 60 seconds to complete 0 1 2

4. I offer an online scheduling option for consultations 0 1 2

5. I have at least one lead magnet (free resource) to capture prospect contact info 0 1 2

6. I receive instant notifications when someone submits an inquiry 0 1 2

7. I have a defined process for how I respond to every new inquiry 0 1 2

8. My CTA language is specific and benefit-focused 0 1 2

9. I test my contact forms and conversion paths regularly 0 1 2

10. New leads are captured in a system (CRM, spreadsheet, or similar) 0 1 2

2. I HAVE AN AUTOMATED ACKNOWLEDGMENT FOR AFTER-HOURS INQUIRIES 0 1 2

3. I follow up at least 5 times before marking a prospect as inactive 0 1 2

4. I use a CRM or organized system to track all prospects and leads 0 1 2

5. I have a documented follow-up sequence for new inquiries 0 1 2

6. I follow up on every proposal or quote I send within 48 hours 0 1 2

7. I track my conversion rate from inquiry to client 0 1 2
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8. I use automation to maintain consistent communication without additional effort 0 1 2

9. No prospect falls through the cracks in my follow-up system 0 1 2

10. I have a re-engagement strategy for past prospects who did not convert 0 1 2

Section Score: _______ / 20 points

SECTION 6: SYSTEMS : SYSTEMS & GROWTH (0–10 points)

1. MY 3 MOST CRITICAL BUSINESS PROCESSES ARE DOCUMENTED IN WRITING 0 1 2

2. I have a defined onboarding process for new clients 0 1 2

3. I have delegated at least one repeatable task to a team member or tool 0 1 2

4. I use a project management or task management system 0 1 2

5. My business can function for at least 5 days without my direct involvement 0 1 2

Section Score: _______ / 10 points

SECTION 7: FUNDING READINESS (0–10 points)

1. MY BUSINESS IS  A REGISTERED LEGAL ENTITY (LLC, CORP, ETC.) 0 1 2

2. I have a dedicated business bank account in active use 0 1 2

3. My personal credit score is 680 or above 0 1 2

4. My business taxes are current and organized 0 1 2

5. I have a clear narrative for what I would do with business capital 0 1 2

Section Score: _______ / 10 points

SECTION MAX POINTS YOUR SCORE

Visibility 20 ___

Credibility 20 ___

Marketing 20 ___

E X T R A C T E D  I M A G E S  ( 9 3 ) :
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I T M  D I G I T A L  F O U N D A T I O N  I N I T I A T I V E ™

Stronger Businesses.

Stronger Families. Stronger

Communities.
This blueprint is part of the ITM Digital Foundation Initiative — a

national effort to equip entrepreneurs, contractors, nonprofits, and

small business leaders with the visibility, credibility, and digital

infrastructure needed to grow.

A Publication of ITM Enterprise
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