
CLARITY 
BLUEPRINT
MAKE YOUR MESSAGE HARD TO IGNORE!



https://www.baldwinberges.com/


WHAT IS THE CLARITY 
BLUEPRINT?

Combine simple 
technology with the 
essentials of human 
nature to make 
powerful connections 
with your target 
audience



CLARIFY YOUR MESSAGE
Tell stories that connect with the 
right audience for your business.

BUILD RELATIONSHIPS OF 
TRUST
Become a part of your 
prospect’s thinking process by 
earning their ongoing attention.

WIN MORE BUSINESS
Develop simple systems and 
methods to stay on top of your 
network and earn authority



FOCUS
Identify the ideal target audience and clearly 
understand it’s needs and challenges.

ATTENTION
Earn the ongoing attention of the 
right prospects.

LEADERSHIP
Create content to earn trust with 
thought leadership.

QUALIFICATION
Build systems to identify of 
leads and opportunities.

CONVERSION
Always be in a position to 
convert opportunities into 
business

REFERRALS
Build and maintain a valuable 
network around the business.

OVERVIEW OF THE FRAMEWORK



FOCUS
Get clarity about your 
target audience



IT’S CROWDED AND NOISY OUT THERE!



WHAT YOUR AUDIENCE SEES...



TALK TO EVERYBODY, SPEAK WITH NOBODY
Why do most businesses work so hard to blend in with their competitors?



THE ‘SAFETY’ OF 
THE STATUS QUO



A DISTRACTION 
EPIDEMIC



THIS IS AN OPPORTUNITY!
When everybody is distracted, there is value in making 

our message easy to understand.



FINDING YOUR IDEAL 
AUDIENCE

What is your niche?

Who is in it?

Where are they?

How can you find them?

What will they listen to?



GATEKEEPERS & 
STAKEHOLDERS

How do you get on top of 
the pile?

It matters to provide 
clarity because we rely on 
gatekeepers to convince 
stakeholders about us.



THE DOG WHISTLE

What is the right message for 
the right kind of investor?

What is the message that the 
right investor simply can’t 
ignore?

It means we first need clarity 
about who our ideal investor 
is….



THE IDEAL AUDIENCE

Before we can craft a message that will 
resonate deeply with our ideal audience, 
we first need to know exactly who they 
are.

In marketing we call this creating 
‘personas’ or ‘avatars’.

At first it may seen abstract, but there is 
an easy method to get clarity about who 
these people exactly are...



WHO IS THE IDEAL 
CLIENT?

The ideal client is someone you love working with 
and is great for your business.

Think of 2 or 3 of your favourite client and model 
them in detail.

This matters because it helps us get clarity about 
where to find them and how to speak with them.

What do they really want?

Financial safety? Time/efficiency? Social status? A 
promotion? More resources? Generosity? Search 
for meaning?



WHO IS THE IDEAL 
INVESTOR?
INVESTORS

● Who are your best investors?
● How and why did they choose you?
● What do they have in common?
● Which competitors are they working with?
● Why did they hire them?
● Challenges? Beliefs? Regulatory 

requirements?
● What are the FAQs?

STAKEHOLDERS

● Who are the stakeholders?
● What doe they want?
● Are they sophisticated investors? 

Institutional? Private?



OUR CLIENTS ARE REAL 
HUMANS WITH DREAMS 
AND FEARS!

To find the right tune for our ‘dog whistle’, we need to 
join the conversation that our ideal prospect is having in 
her head.

Really want their attention? Avoid the stating the 
obvious, rational  message that all our competitors are 
using (noise)…

Our message needs to put in words an inner problem 
and/or desire the our ideal AUDIENCE is struggling 
with…

It needs to express exactly what our prospects feel and 
find difficult to put into words!



THE PROBLEM OF 
SOLVING THE PROBLEM

What is going on in the head of prospects is not only 
about how to solve the problem but more about the 
problem of solving the problem!

Most business only talk about the rationality of the 
solution, but they ignore the struggle that may keep our 
prospect from buying our solution.

They may need to convince others…  what if they make a 
mistake with you… what would that do to their 
reputation...?

By tuning into that internal dialogue, your message will 
be hard to ignore.



Earning the

ATTENTION
of the right audience



Earning and keeping 
the attention of the 
RIGHT  audience is 
probably the most 
important challenge 
we all face in 
business and in life!



The human attention 
span now only runs in 
the seconds…

Earning the ongoing 
attention of your target 
audience is the most 
important thing you need 
to do for your business!
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The good news is that 
there is a way to get and 
KEEP people’s attention!

The even better news is 
that it is much easier 
than you may believe...

But you are going to 
have to ‘open your mind’ 
a bit :-)
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“Attention span is 
short!”

...is that really true?



Why do you spend 
hours binge-watching 
Netflix?



What about 
those books 
that you just 

can’t put 
down? 



All this is happening 
despite the fact that 
we are so busy and 
we already struggle 
to find enough time 
to focus on the 
things that matter...



We are willing to spend 
hours on things that don’t 
really give us any real 
value in return apart from 
the entertainment we get.

How is this possible?!



MY BIG EPIPHANY

One night, I had a big idea...
 
I thought: 

What if I could figure out how 
these people get us to pay so 
much attention despite all the 
distractions and apply this to 
my business?



The answer is actually 
quite simple:

Writers and editors have 
a secret that allows them 
to keep our attention for 
as long as they like…

It almost seems like they 
have a spell over us!



That secret formula is 
STORYTELLING



There’s a good 
reason why we 
can’t resist a 
good story...



WHY IS STORYTELLING SO 
POWERFUL?
● Stories were essentially designed to 

make it easy for information to 
spread.

● We are wired to pay attention to 
stories because it gives us clarity (why 
do we watch Netflix or read books?) 

● Story formulas have been perfected 
over thousands of years. 

Storytelling is not an art…. 
IT IS A SCIENCE!



When our brain 
detects a story, it 
instinctively pays 

attention



Ancient hardware with 
outdated software

Mainly built to 

•Keep us safe 
•Save energy 

Our brain isn’t really made 
for ongoing attention…



Stories help us 
make sense out of 
all the confusion 
around us.



Stories organize 
information so 
the brain doesn’t 
have to



The story process is 
thousands of years 
old.
It has been perfected 
over time.

and…it works for 
business!



STORYTELLING:
THE PASSWORD 

TO ANYONE’S 
ATTENTION!



STORIES 
PROVIDE
CLARITY



FACTS SOUND 
LIKE NOISE…

...STORIES 
SOUND LIKE 

MUSIC



What 
happens in 
the absence 
of clarity ?



THE CURSE OF KNOWLEDGE

We forgot what it takes to know what we 
know



If you can’t explain it to 
a 7-year old, you don’t 
understand it yourself!



This is what 
many 
businesses do 
when they get 
the chance to 
tell their 
story…



Experts also need to 
explain (justify) 
opportunities and 
ideas to others…

Can you make that 
easier to do for them?

BUT WHAT IF MY 
CLIENTS ARE 

ALSO EXPERTS?



People don’t buy the best 
product, THEY BUY THE 
ONE THAT IS EASIEST TO 
UNDERSTAND! 

This matters because 
THEY NEED TO BE ABLE 
TO JUSTIFY THEIR 
DECISION TO OTHER 
STAKEHOLDERS.



Why do we 
make things so 
complicated?



EGO
“It took us time and effort to 

learn what we know! Why should 
we depreciate this knowledge by 

making it sound simple...”



Peer Pressure
“What will my peers think if I sound simplistic? I need to keep up appearances as 

an expert..!”



A great story lets our business stand out from the crowd.

The most successful businesses understand this very well, 
especially those that tell us stories that connect with us at 
an emotional level. 

Let’s look at a few examples of companies that you may 
know very well...



THE REUNION

You may not consider Google to be 
much of an emotional brand, but 
this message is very hard to forget.

I think it might actually might be one 
of my favorite story examples

It’s a story about long lost friendship 
and how technology can make that 
a thing from the past…

http://www.youtube.com/watch?v=gHGDN9-oFJE


NEVER FORGET HOW 
INCREDIBLE YOU ARE!

Weight watchers does an amazing job at 
making emotional connections with their 
message. 

Take a moment to watch the video 
embedded in the button below because 
it is a perfect example of how Weight 
Watchers taps into the real reason why 
people want to diet: to be that real 
version of themselves that they 
somehow lost along the way. 

http://www.youtube.com/watch?v=KkuEA95rFOs


THINK DIFFERENT

Apple’s message isn’t really about 
technology nor is it about features. 

Instead, it appeals to those who aspire to 
be special. 

This message was so simple and 
powerful that Apple eventually became 
the world’s largest company without ever 
offering a discount on their high prices.

All it took to evoke that emotion with 
their target audience was 2 words: “Think 
Different”.



What do all these messages have in common?

They are simple and intuitive.

They tap into a specific emotion that comes from an internal 
question or desire that is always on the mind of a specific 
audience.

They are about real people with real dreams and challenges, 
just like you and I. 

The product or service stays behind the scenes, even though it 
enables the desired transformation.

The essence of providing clarity is to express an emotion 
that our audience finds difficult to express by 
themselves!



USING THE ESSENTIAL STORY STRUCTURE TO CRAFT POWERFUL MESSAGES 

RESOLUTIONCONFLICTOPENING

What our prospect 
really wants

What is keeping 
them from getting it

The solution that 
lets them have it

TRUMP

I am 
special!

It used to be great!

Think different

What happened 
to America!?

“Everybody uses 
the same tools!”

Make America great 
again!

“I need 
financial 
security!”

“Investing is difficult 
and markets are 

crazy!!” 

“Live the life you want. 
We’ve got your back” 



Imagine providing 
people with that 
kind of clarity...

Can you see how 
powerful this is?



THE OBVIOUS BENEFITS 

➔ Attract more business…
➔ Make deeper 

connections with 
people…

➔ Be more persuasive…
➔ Make more convincing 

presentations…
➔ Earn more leadership…



● How we speak about our 
business to others (elevator 
pitch)...

● What our presentations say...
● The homepage of our 

website…
● The stories we tell on social 

media... 

ONE ‘DOG WHISTLE 
MESSAGE’ FOR ALL 

PLATFORMS



How business storytelling works



THE SCIENCE OF 
STORY

How stories work and how 
to use them for business



There are 
ancient and 
proven 
storytelling 
formats



Only 7 stories have 
ever been told…

Try anything else 
and it probably 
won’t work



The Essential 3-Act Story Structure

HERO

Is a real 
character 

with needs 
and desires

CONFLICT

Who or what 
is opposing 
the hero?

OUTCOME

Transformation 
towards failure 

or success 



What does all this have to 
do with business?



Great business stories are NOT about us… 

OUR STORIES ARE ALL 
ABOUT OUR CLIENTS!



Joseph Campbell 
spent his entire life 
figuring out what 
makes myths and 
ancient stories so 
memorable.



The Hero’s Journey



Hero’s journey = client’s journey



How can we apply this format for 
our business messages?



Hero

ConflictOutcome



Hero

Conflict

GuideAction

Outcome



The Clarity Formula

HERO

The hero 
(CLIENT) 
wants to 

achieve an 
outcome

CONFLICT

Who or what 
is standing in 

the way of 
achieving the 

outcome?

GUIDE

A figure (Us) 
appears who 

can help & has 
a plan

ACTION

The hero 
(CLIENT) is 

challenged to 
take action 

and calls the 
guide

OUTCOME

Transformation 
towards failure 

or success 



Hero

What does the 
hero want?
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________
__________________

Conflict
Villain
___________________
___________________

Internal
___________________
___________________

External
___________________
___________________

Philiosophical
___________________
___________________

THE CLARITY FORMULA

Guide
Authority
___________________
___________________
___________________

Proof
___________________
___________________
___________________

Plan
___________________
___________________
___________________

Action
Direct
___________________
___________________
___________________
___________________
___________________
___________________
___________________
Indirect
___________________
___________________
___________________
___________________
___________________
___________________

Outcome
Success obtained
___________________
___________________
___________________
___________________
___________________
___________________
___________________
Failure avoided
___________________
___________________
___________________
___________________
___________________
___________________
___________________



Our prospect is the hero of our story!

First we focus on creating resonance with the 
prospect by tapping deeper into their world by 
defining their goals and aspirations.

Important: 

We focus on the personal identity of our 
prospect or gatekeeper. 

After all, business decisions are mostly 
influenced by personal relationships



Why focus on the individual person 
rather than their organization!?

Because we need to make personal 
connection so our prospect can adopt our 
story and carry it to other stakeholders.

This can only happen if they feel safe to do 
so because they feel personally connected 
to it!



Who is our client?

The ideal client is someone
● you love working with
● is great for your business

Think of 2 or 3 of your favourite clients 
and model them in detail.

This matters because it helps us get clarity 
about where to find them and how to 
speak with them.



The Dog Whistle

By putting into words what our client really 
wants, we will get their full attention.

Just like with dog whistles, our message 
comes to them at a specific frequency that 
only they can hear loud and clear. 

The more specific we can be, the more 
attention we will get.



What does the client really want?

What do they believe in that others may 
not understand?

What does success look like to them?

How are they rewarded (money, esteem, 
or both)?

What do they need to survive in their 
position?



What are typical desires?

Financial safety
Time/efficiency
Social
Status
More resources
Generosity
Search for meaning



The Clarity Formula

HERO

What the 
client wants

CONFLICT

Who or what 
is opposing 
the hero?

GUIDE

A figure 
appears who 

can help & has 
a plan

ACTION

The hero is 
challenged to 

take action

OUTCOME

Transformation 
towards failure 

or success 



The essential ingredient for a great 
story is CONFLICT

No conflict = Boring story

This is when the audience wonders ‘what 
happens next’ and will keep paying 
attention until the conflict is resolved



Great stories have 4 emotional layers 
of a conflict

1. Villain
2. External problem
3. Internal problem
4. Philosophical problem

Most businesses sell solutions to 
external problems, but people buy 
solution to internal problems!



The Villain

Every great story has a character that stands in the way 
of the hero achieving the goal.

To get the prospect on our side, we must cast a villain 
they can point a finger at:

The characteristics of a villain:

● Tangible: not the frustration, but what is causing it.
● Singular: too many villains cause confusion. 
● Real: It is immediately recogniseable by the client



The External Problem

This is the rational dimension of the problem. 

It matter to feature this because this way the audience 
can understand what kind of a business we are

It is what most businesses focus their message on in the 
belief that their prospects are rational humans.

However, business decisions are hardly ever taken for 
rational reasons!



The Internal Problem

The internal challenges are the most 
powerful elements of our story because 
they make the emotional connection to 
the audience (our prospect)

The challenges usually take on the form of 
fears and risks. We must talk about these 
head-on!



The Internal Problem

What is the prospect really struggling with 
on the inside?

● What is the risk?
● How will it affect his/her reputation?
● What would it take to find the courage 

for making the change?



The Philosophical Problem

The big picture - eg. good vs evil, improve 
the world, etc

It is about the ‘Why’.

● What is our prospect’s business trying 
to achieve?

● Why are they in business?
● Who do they serve?
● What problem are they trying to fix?



Pro-tip:

To improve our character /challenge 
positioning, we must make a habit of 
asking these questions when we speak to 
our clients and prospects.

This also makes for quality networking 
conversation!



Putting Clarity to work across your business



LEADERSHIP
Become a part of the 
prospect’s thinking process



THE PRIVILEGE OF PERMISSION

When prospects give us the permission to 
communicate with them, we take this privilege to help 
them become better at what they do. 

In other words, it is all about ‘Their Success Agenda”

It’s about creating a value delivery system!



To find the right tune for our ‘dog whistle’, we need to 
join the conversation that our ideal prospect is having in 
her head.

Really want their attention? Avoid the stating the 
obvious, rational  message that all our competitors are 
using (noise)…

Our message needs to put in words an inner problem 
and/or desire the our ideal AUDIENCE is struggling 
with…

It needs to express exactly what our prospects feel and 
find difficult to put into words!

OUR audienceS ARE 
REAL HUMANS WITH 
DREAMS AND FEARS!



What is going on in the head of prospects is not only 
about how to solve the problem but more about the 
problem of solving the problem!

Most business only talk about the rationality of the 
solution, but they ignore the struggle that may keep 
our prospect from buying our solution.

They may need to convince others…  what if they make 
a mistake with you… what would that do to their 
reputation...?

By tuning into that internal dialogue, your message will 
be hard to ignore

THE PROBLEM OF 
SOLVING THE PROBLEM



How can we earn 
the trust and 
thought leadership 
with our 
prospects?

BECOME A PART OF THE 
PROSPECT’S THINKING 
PROCESS



Let’s expand a bit more on the topic of relevant content…

If you have a good business it usually means you are 
solving an important problem.

It also means that you probably know more about the 
problem than your AUDIENCEs do.

The things is that prospects don’t always know what 
questions to ask about how to solve the problem

The opportunity is to help them formulate those 
questions because we have been there before!

In other words, our prospects are going through a 
learning journey and we can earn the privilege of 
becoming their guide!

BECOME A PART OF THE 
PROSPECT’S THINKING 
PROCESS



INCEPTION



People ADOPT a story as soon as they ask 
themselves

“So, what happens next?”



Linkedin



VALUABLE CONTENT

What is ‘value’?

All about the audience. 

Useful instalments of information that 
help the audience NOT you.

If your content gives the AUDIENCE 
solutions, they will pay attention.

It will build you a valuable reputation in 
their inbox.



A FEW EXAMPLES
● Curated content

● Introductions 

● Ask for advice

● Audio interviews



QUALIFICATION
Identify and engage the 
right prospects.



Marketing 
automation 
saves time and 
effort to focus 
on only the right 
prospects

(And it will probably get you ahead of 
competitors)



LEAD MAGNETS

Find out what people will trade their email 
for (getting someone’s email is a key 
signal of interest).

EXAMPLES OF LEAD MAGNETS:

● eBook or Guide
● Report or study
● Webinar

...anything that directly speaks to the ideal 
AUDIENCEs challenge and how to solve it



EMAIL 
STILL 
RULES



WAIT A MINUTE! AREN’T 
WE GETTING TOO MUCH 
EMAIL ALREADY!?



GETTING EMAIL RIGHT

Most people get email totally 
wrong

That is why email 
communications have a 
stigma

But this is an opportunity 
to stand out by doing it 
right!



Linkedin



AUTOMATION CAN PROVIDE 
A HUMAN TOUCH TO THE 
FOLLOW UP PROCESS. 



A few examples:

QUESTIONS - the quality of the answers you 
will get, depends on the quality of the 
questions you ask. For example ‘Could I ask 
you for your advice about…..?”

‘ARE YOU IN TOWN?’  - Because CRMs know 
where our prospects are located, we can 
systematically let our prospects know we will 
be in town and ask for a meeting.

‘ONLINE MEETING SCHEDULING’  - 
Automatically schedule regular online 
meetings or phone calls with apps like Doodle.



GETTING 
EMAIL 

WRONG









DO YOUR FRIENDS SEND YOU HTML EMAILS?



ALWAYS INCLUDE 
A CALL TO ACTION

A good email always ends 
on a question.

Tell people what you want 
them to do!



CONVERSION
Always be in the right place at 
the right time



WHY ONLY 10% OF 
SALESPEOPLE GET 80% OF 
THE BUSINESS...

● 48% of salespeople never follow up 
with a prospect

● 12% of salespeople make 3 contacts 
and stop

● Only 10% of sales people make more 
than 3 contacts

● 80% of sales are made after 5 -12 
contacts

Source: McGraw Hill study of 10,000 
business across all industries



YOU NEVER KNOW 
WHEN PROSPECTS 
ARE READY SO YOU 
NEED TO STAY TOP 
OF MIND.



STAYING TOP OF MIND

Now that we have our prospect’s 
attention, how can we keep it? 

A well designed email campaign is still 
the most efficient and scalable way to 
keep a dialogue. 

It is also the easiest way to monitor 
the interaction with our content by 
individual prospects.

SUBJECT: 

Question about a 
specific problem in the 
mind of prospect

CONTENT:  

Provide perspective 
about the problem and 
from your personal 
experience



PERMISSION EMAIL MARKETING

● Trackable

● Smart Universe

● Scalable



EXAMPLE OF AND AUTOMATED 
FOLLOW-UP SEQUENCE 

Valuable 
insight

Valuable 
insight

Schedule
Follow-up 

call

Valuable 
insight

Valuable 
insight

Schedule 
follow-up

call

1 week 1 week 1 week 1 week 1 week



SUPERTOOLS



WEBSITE

CONTENT

CRM

QUALIFIED 
PROSPECTS

Advanced 
targeted search 
& engagement

Organic web 
traffic

Mailing list 
campaigns & 
automation

Data & analytics 
are fed into CRM

Website visitors 
& engagement

MARKETING AUTOMATION



Example of and Automated Follow-Up Sequence 

Automated email sequence... ...qualification of best prospects



Example of and Automated Follow-Up Sequence 

Top engagers 
automatically go into a 
CRM system.

Systems like Pipedrive 
or Nimble help to 
never fail a follow-up



SALES NAVIGATOR



The main advantage of building automated email sequences is the 
ability to identify the right prospects.

Any decent CRM platform will provide you with the advantage of 
monitoring how your prospects interact with your content.

Our prospect’s interaction with our 
email content is probably one of the 
best signals of interest we can get!

ALWAYS BE 
READY IN THE 

RIGHT PLACE AT 
THE RIGHT TIME

It also provides us with more control to prompt the prospect into 
taking action.

Let’s look at a few concrete examples...



REFERRALS
Build an army of fans



Have you noticed I hardly ever use the word ‘customer’?

It may just be semantics, but there is a slight difference 
in connotation. Here’s the definition of a AUDIENCE vs 
Customer from Webster’s:

● audience: A person who engages the professional 
advice or services of another

● CUSTOMER: One that purchases a commodity or 
service

How can we upgrade the experience of prospects 
becoming AUDIENCEs rather than just customers?

● An onboarding experience as a welcome ritual to 
a select club?

● Make them part of our advisory board?
● Call them ‘partners’  instead of ‘AUDIENCEs’ or 

‘customers’?

CUSTOMER

audience



What if we could make our best 
AUDIENCEs become an active and 
visible part of our identity?

If we can make sure our key 
AUDIENCEs will never ‘cheat on us’, 
we can build a solid foundation.

When we focus more on what 
comes after the conversion from 
prospect to AUDIENCE, we  can 
build an army of fans that will attract 
more prospects just like them

1000 TRUE 
FANS



How can we set up a process to 
keep an ongoing valuable dialogue?

How can we keep creating value for 
our best AUDIENCEs? 

How can we create opportunities for 
people to easily refer others to us?

1000 TRUE 
FANS



Nobody is referring you as a favor to you.

The real reason why people refer you is 
really all about feeling  good about doing 
so themselves.

If you really add value to someone, it is 
human nature for them to want to 
reciprocate. 

Orchestrating referrals is about tilting the 
value balance in favor of reciprocity.

Let’s look at a few simple ways to make 
this happen...

BUILDING AN 
ARMY OF FANS



RELEVANT CONTENT

Great content gets shared! Especially when it addresses 
specific challenges that your AUDIENCEs have.

Great content is probably the easiest way to let your 
AUDIENCEs refer others to you

REFERRAL 
PLAYBOOK



GOOGLE ALERTS

A simple way to get email notifications about your 
AUDIENCEs.  

REFERRAL 
PLAYBOOK



REFERRAL 
PLAYBOOK

LINKEDIN
Obvious engagement opportunities



REFERRAL 
PLAYBOOK

LINKEDIN
Find referrals for your AUDIENCEs in your 
network

Most people 
don’t spend 
much time or 
effort on 
Linkedin…

This creates an 
opportunity to 
add value to 
AUDIENCEs by 
finding referrals 
for them within 
your network...



REFERRAL 
PLAYBOOK

ASKING FOR REFERRALS

This is probably the simplest and most 
efficient method.

People usually don’t take action until 
prompted.

If you are adding value, your 
AUDIENCEs will be delighted to have 
the opportunity to reciprocate!



CONCLUSION



THE ESSENCE OF CLARITY

Providing focus and clarity is the ultimate way to 
stand out in an increasingly crowded, noisy, 
distracting and confusing world.

Finding the right message for the right audience 
also provides powerful clarity about the true 
purpose of your entire business.

Apply simple and powerful technology to build 
stronger human relationships with prospects and 
AUDIENCEs.

Increase lifetime value of AUDIENCEs by upgrading 
them to strategic partners.



Much more on www.clarity-blueprint.com


