THINK + CREATE + PROFIT

PRODUCT WORKBOOK

It’s no secret that I’m known as the product maven ‘round
here. With a number of profitable products under my belt,
you can be sure I know my stuff. I’ve boiled the productcreation process down to three bite-sized steps (yummy…).
But first, as all the cool kids say: let’s start with the why.
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Why

Create a
Product

I’ve identified two main benefits of product creation that I’ve experienced in my business, and that
my clients have experienced in their businesses as a result of my product-creation expertise.

So, here are the main benefits of product creation:
1. Creating a product makes you money;
2. If you do it right, creating a product makes you a lot of money.

You might be doubtful of the ability of one product to generate such significant revenue. If you
are, then you’re likely not looking at the big picture. So, let’s take a step back and soak it all in. Big
pictures are always better than little pictures.
When I launched Small Business Bodyguard (SBB), I experienced first-hand how creating a product
can significantly transform a business. It’s not just about selling some stuff. Creating a winning product
totally changes your business. I’m talking post-K-Fed Britney-level transformation.
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Specifically, creating a product:

+ Introduces you to untapped segments of your market, including people who can’t afford your
one-on-one services. Through SBB I was able to reach people who maybe weren’t quite ready to
hire me as a lawyer (my former gig), but they still had legal needs that needed to be addressed.

+ Becomes your calling card. Having a sample of your best work out there in polished product
form brings opportunities that you might never have received if your reach was limited to the
customers you were able to serve directly. I’m talking speaking gigs, book deals, and invitations
to other platforms that will put you in front of a much broader audience than your service
business ever could. So dust off your Sunday shoes, kid...

+ Increases the lifetime value of your clients. With a product, clients can work with you in new
and different ways and it allows them to work with you before they’re ready to spend thousands
of dollars on your individual services. This way you still create a connection with that customer,
solve their acute problem, generate revenue from that customer, and set them up to become
a great client of your larger service packages later.

+ Allows you to change the world for the better. By creating a product that solves a problem that
was previously unsolvable without hiring an expensive professional, you have changed the
market and leveled the playing field for customers who may not have the resources required to
hire a professional. Making the formerly-impossible a reality, will delight your customers. They
will forever be grateful (and loyal) to your company because you had the ovaries to do the work
that no one else had the vision to do.
Another great benefit of a great product is that it’s also an asset that can be licensed, transferred,
and/or sold. SBB has brought along some great affiliate and licensing opportunities. I’ve even
repackaged and licensed some of the content from SBB in different forms to generate additional
revenue beyond just the product itself. Genius? I like to think so.

So how can you make your product dreams a reality?
By simply following my 3-step framework. Now: get to steppin.’
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STEP

ONE

Date + Medicate + Ideate
1. DATE
In this first step, put in the time to really hone in on your ideal client. This is the person for whom your
product is made. This is the person you will target with all of your marketing and positioning. So, it’s
critical that you really get to know them well. A great way to do this is to take your ideal client on a
(make believe) coffee date! The ideal client coffee shop exercise is a great way for you to identify and
articulate exactly who it is that you are serving.
Here’s how the exercise goes: imagine you’re meeting your client at a coffee shop. As your client
arrives, answer the following questions:

By what means of transportation does your client arrive?

Your client is on the phone when he or she walks in—what is your client having a stressed
conversation about right now?
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What was your client up Googling last night?

What is your client wearing?

Now you and your client are chatting, what does he or she tell you do they do for fun?
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What does your client read? What does your client watch?
What websites does he or she frequent?

What causes pull at your client’s heartstrings?
Where does he or she donate time or money?

Lastly, give your ideal client a name.
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2. MEDICATE
Now that you know who your customer is, identify the pain that he/she is experiencing right now.
Then, pass her a painkiller, not a vitamin (and definitely not an Ambien cuz that’ll just make her sleepeat for two days. Or at least that’s what I’ve heard...).
Here’s what I mean: position your product as a painkiller—something that wipes out the pain your
customer is experiencing. This is way more effective than a vitamin because pain calls for immediate
relief, while vitamins have to build up in your system for a long time—I don’t see their benefit right
away and so I often aren’t really sure if they’re working. If you have a headache, you purchase and
pop an ibuprofen right away. But if you’ve got vague intentions of improving your overall health, you’ll
likely put off buying those vitamins because you know don’t have an acute need and you know you
won’t experience any immediate relief. You want your product to serve as a painkiller to your client’s
problem, something that will motivate them to purchase the solution you are offering right away.

NOTES
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3. IDEATE
Now that you know who your customer is and the kind of pain she’s experiencing, brainstorm exactly
what your painkiller looks like. This will be your product. Jot down your product idea in outline format.
Create a simple list of the features and benefits that your product will have. Here’s a tip, if you have a
list of services that you provide that can be a great first place to look for inspiration for your outline.

NOTES
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STEP
TWO

Build an engine and watch it grow.
Here’s the part where we build a platform for your product so that it can grow, grow, grow! And, yes,
we are building your customer base before you will even start to create the product ‘cause that’s
what smart bosses do.

1. Build a landing page for your new product that includes:

+ the working title of the product, and a few sentences about its planned contents
+ estimated delivery date
+ a way for people to opt-in
+ a few testimonials or media mentions (if you have them)
That’s it! Don’t fuss over making this super fancy or super comprehensive. You can always polish the
landing page as you continue to hone your product.

NOTES
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2. Create demand for your new product. Here’s the part where you don’t sit around twiddling your
thumbs, waiting for someone to show up on your landing page. Instead, you are going to create
demand. Again, boss status.
Here’s some ways to do that:

+B
 egin to drive traffic to this new landing page from your existing channels. Existing channels
include any mailing list subscribers, newsletters, social media posts, blog posts, presentations,
networking events, etc.

+C
 onsider running Facebook ads to your landing page to reach new audiences. You don’t have
to spend a ton of money here. Start with $5.00 a day and tweak until you have a successful ad
converting new leads at less than $3 per lead. Then, consider increasing the budget as much
as you’re comfortable with to keep new leads pouring into and ready for your product to be
built.

+C
 onsider other paid advertising sources like Instagram, LinkedIn, Twitter, or Google Adwords.
+ Consider hosting webinars on topics relating to your product.

NOTES
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2. Develop an email sequence to regularly communicate with your new audience. Simply follow
the outline you created for your product to create your email topics (for example, create an email for
each chapter or section of your product). Then, select the medium in which you want to deliver the
content--a short video, an audio clip, or just a good old fashioned email. You can even get fancy and
include downloadable worksheets or cheat sheets as well.
Here are some tips on how to execute this step:

+S
 tart with a welcome e-mail introducing your ideal customer to the overall topic that your
product addresses.

+D
 on’t be afraid to share your personality. Be true to yourself—let your readers in on your personal
story in the emails. It will endear them to you and keep them reading.

+F
 ollow-up with a series of about 5 emails that focus on the major pain point your ideal client
has. Draw from content you already have when you’re drafting these emails. These emails
should be like one milligram shots of your painkiller product. They won’t be enough to fully
solve your customer’s problems but they will ease their pain a bit.

+C
 lose out the sequence with a reminder that the product will be launching soon and you can’t
wait to share it with them.

+K
 eep communicating with the folks on this list by sending them your weekly newsletter or other
fresh content you’re producing and updates on how the product creation process is going.
Shoot for touching base with them once per week but, if that’s not doable, choose a frequency
you know you can stick with and be consistent.

NOTES
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STEP
THREE

Let’s do PRE-launch
That’s right hotshot, we’re going to sell the product before you’ve created one single piece of it. (This
is what I mean when I say the motivation is built in to the process…). Also: I’m a rebel.
You’ll pre-launch via email to your interest list. Begin your email by including the features and benefits
of the product itself, plus any pre-sale additions. Make this an exclusive offer just for this list. Things
that portray exclusivity include: offering them an opportunity to provide input on the product itself,
behind the scenes details, or a special price. Be sure to make it a limited time offer to create a sense
of urgency.
Some things to keep in mind:

+ L et these folks know that you’re grateful that they trust you enough to sign up for more
information on a product that doesn’t even exist yet

+B
 e enthusiastic! Selling is just the process of transferring enthusiasm, so you should be super
enthusiastic and excited about the product you’re creating.

BOSS TIP:
If you’ve gotten to this point and you don’t already feel like this product is going to be amazing
and solve the problem that your customers have, then go back to the drawing board. Create
something that does solve that problem. Really go there. You can do it. (I believe in you already—
and I barely know you!)
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Once you’ve drafted your pre-launch text, it’s time to deliver! You can deliver the pre-launch
offer in a variety of ways:

1. S
 end an email to your pre-launch list with the exclusive offer and be sure to send follow-up
reminders to them throughout the launch period.

2. S
 pearfish other prospects. If there are people on that pre-launch list or somebody that you
know who is perfect for this product then reach out to them personally to tell them about this
product and encourage them to buy.

3. S
 end an email to your entire list letting them know about the special offer.
4. R
 each out to prior leads that never converted, especially if cost was their main objection (your
product is the low-cost alternative to hiring you).

5. T
 alk about it on social media and ask people in your network to share if they think it will be a
good fit for their audience.

6. C
 arrier pigeons are also an option but I find them to be unreliable and a bit messy.

NOTES
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After your pre-launch, you’ll have some funds to invest in the creation of the product as well as an
audience of raving fans who are dying to get a glimpse of what you’ve created. Depending on the
nature of your product, you can decide to share the content a section at a time or simply release
it when it’s all finished. Just be sure that your paying customers know exactly what to expect and
communicate with them regularly as you create. They will love providing feedback and seeing the
behind-the-scenes.
And there you have it, friends. My three-step framework for getting your product started. Let your
wildly profitable creations begin!

xo,

Rachel

THE RODGERS COLLECTIVE TEAM
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