
Make your message hard to ignore!

CLARITY
Blueprint
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WHY ARE WE HERE?
It's noisy and distracting out there!
 
That’s why it matters more than ever 
before to provide clarity to earn the 
ongoing attention and the business of 
your target audience. 

The Clarity Blueprint will help you find 
your unique message that sticks with 
your prospects and a repeatable 
framework to convert them into 
clients.
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PLEASE ALLOW ME TO 
INTRODUCE MYSELF

My name is Baldwin Berges. 
I am a Business Development Innovation Strategist

My job is to help you make your products and services 
easier to understand…

My specialties:

● Turn complex value propositions into more intuitive 
messages that your clients, stakeholders and 
colleagues will listen to.

● Build systems and strategies to turn prospects into 
clients and business-referring strategic partners

More information on www.BaldwinBerges.com
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OVERVIEW

1 - FINDING CLARITY
2 - PROSPECT
3 - CLIENT
4 - FAN
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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!

SURVIVING THE 
DISTRACTION 

EPIDEMIC
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There’s a good reason why people 
binge-watch TV series and read certain 
books from cover to cover.

It is created with a powerful formula: 
STORYTELLING

We will learn how to put the ancient and 
proven formula to work for our business!

THE SECRET 
PASSWORD TO 

ANYONE’S 
ATTENTION.
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PROSPECT CLIENT FAN

Attention Education Ready Conversion Relationship Referrals

THE CLARITY BLUEPRINT
A framework to turn prospects into clients and clients into fans
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Part 1

Finding Clarity
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How can we  stand out in 
crowded, noisy, competitive and 
distracting world?

How can we get the attention of 
the right audience?

RISING ABOVE THE 
DISTRACTION
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A powerful, well targeted message is very 
much like the sound of a dog whistle.

Our message may not get heard by the 
wider audience, but comes through loud 
and clear to our ideal prospects.

Many businesses try to communicate in 
such a way that anyone will listen... 

The problem with this is that much of the 
essential message gets watered down by 
compromise and it just blends with the 
noise in the background.

THE DOG WHISTLE



11

Before we can craft a message that will 
resonate deeply with our ideal client, 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...

THE IDEAL CLIENT
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The ideal client is someone you love working with 
and 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.

What do they really want?

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

WHO IS OUR IDEAL 
CLIENT?
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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 client is struggling with…

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

OUR CLIENTS ARE 
REAL HUMANS WITH 
DREAMS AND FEARS!
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Imagine you need to make a short movie about your 
favorite client.

The story is about your client wanting to work with you…

But your client’s boss doesn’t care and is focused on other 
things...

Now, step into the character of your client... 

She needs to find a reason to work with you…

What would she say about you to convince her boss that 
you should get the business?

What is she feeling?
What is she thinking?
What is going on inside her head?

A SIMPLE 
‘EMPATHY HACK’
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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
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Your message is NOT about you but all 
about your client.

It will be easier to keep the attention of your 
target audience if you tell them a story they 
can truly identify with.

Our role in the story is to be the guide who 
provides the solution to the prospect’s 
challenge (conflict)!

YOU ARE NOT THE 
HERO OF YOUR 

STORY!
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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” 
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It’s how we’ve always shared information, long  
before we could read and write.

The story format has been perfected over 
thousands of years to make information easier to 
remember and share.

That is why, as soon as we recognise a story, we 
instinctively know we need to pay attention.

Stories provide us with clarity, that is why we 
can’t resist them!

!

WHY CAN’T WE 
IGNORE GOOD 

STORIES?



19

● 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
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PROSPECT Client Fan

Attention Education Ready Conversion Relationship Referrals

Part 2
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Earning the attention of the 
right prospects

Become a part of the 
prospect’s thinking process
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Now that we have a clear message, we need to 
position it in front of the right audience. 

The focus is on people. We don’t do business 
with companies but with the people in those 
companies!

Because we now know who our ideal clients 
are…
We know what they want... 
We even know what the conversation in their 
heads is about…

We now need to get their attention...

EARNING THE 
ATTENTION OF 

THE RIGHT 
PROSPECTS



23

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 
clients challenge and how to solve it

LEAD MAGNETS
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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

STAYING TOP 
OF MIND
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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 clients 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
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PROSPECT CLIENT Fan

Attention Education Ready Conversion Relationship Referrals

Part 3



27

Always be ready in the right 
place at the right time

Client conversion is only the 
beginning...
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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...
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With an email list, we can prompt individual interactions with 
a large number of prospects. 

If done right, automation can provide a human touch to the 
follow up process. Here are 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 Calendly and ScheduleOnce.

HUMAN 
AUTOMATION 
EXPERIENCES
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Most businesses focus mostly on the 
‘pipeline’ and see the conversion from 
prospect to client as the end of the sales 
process. 

With the Clarity Blueprint, it is only the 
beginning…

The goal is to ‘recruit’ our clients as 
business-referring advocates for our 
business.

CONVERSION 
= 

RECRUITMENT
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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 Client vs Customer 
from Webster’s:

● CLIENT: 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 
clients 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 ‘clients’ or ‘customers’?

THE CLIENT 
PRIVILEGE
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PROSPECT CLIENT FAN

Attention Education Ready Conversion Relationship Referrals

Part 4
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Create meaningful and 
valuable client experiences

Building an army of 
business-referring fans
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What if we could make our best clients 
become an active and visible part of our 
identity?

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

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

1000 
TRUE FANS
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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 clients? 

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

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

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

REFERRAL
PLAYBOOK

SUBJECT: 

Question about a specific 
problem in the mind of 
prospect

CONTENT:  

Provide perspective about 
the problem and from 
your personal experience
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GOOGLE ALERTS
A simple way to get email notifications about your 
clients.  

REFERRAL
PLAYBOOK
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LINKEDIN
Obvious engagement opportunitiesREFERRAL

PLAYBOOK
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LINKEDIN
Find referrals for your clients in your networkREFERRAL

PLAYBOOK

With the right strategy and methods, LinkedIn is a 
treasure trove for new business opportunities!
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ASKING FOR REFERRALS

This is probably the simplest and 
most efficient method.

It works because people usually 
don’t take action until they are 
prompted.

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

REFERRAL
PLAYBOOK
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Part 5

CONCLUSION
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OUR ‘DOG WHISTLE’ MESSAGE ATTRACTS IDEAL CLIENTS 

EARNS THEIR ONGOING ATTENTION

BECOME PART OF THE PROSPECT’S  THINKING PROCESS

ALWAYS BE TOP OF MIND

CONVERSION = RECRUITMENT

ARMY OF FANS

REFERRAL MACHINE
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Website / Content

Lead magnet

CRM platform

Email system with analytics

Referral magnet

SYSTEMS
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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 clients.

Increase lifetime value of clients by upgrading them to 
strategic partners.
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JOIN ME FOR 
ONE OF MY 
UPCOMING 
TRAINING 
SESSIONS

MORE INFORMATION ON 
WWW.BALDWINBERGES.COM
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Thank You!
More questions? 
Drop me a line: 
Baldwin@BaldwinBerges.com


