
Your Dream Client 

When it comes to building your audience, and actually more specifically, an audience of potential 
buyers, we don't just want any old customer. We want your dream customers. People who you love 
working with. People who feel more like friends, more like family. People who actually make it a joy to 
show up and deliver what it is that you do every single day. So the work that we're doing in this particular 
lesson is so so important. So what we've done with this particular module is we've split it into five 
different sections. Sorry this particular lesson, is split into five different sections.  

So we're going to look at goals and aspirations, also some fears, what keeps them up at night. We're going 
to talk about challenges, internal versus external. I'm going to help you to create an empathy map. This 
is a really powerful document that you're going to create that's going to help you speak very specifically 
to where your person is, and how you can help them, at the right time in the right place. We then look 
at the customer profile. And finally, questions and solutions. So I want to share with you a pro tip. So 
we're all about, love to launch, helping you to become a pro, a launch pro. Pro results means behaving 
like a launch pro. And so from launch to launch, you are going to refine this document. This is going to 
become a working document. And maybe the first time you do this, it is version 1.0, and that's totally 
okay. It will probably be, for some of you, your best guess right now. And it's not until you've actually 
launched and delivered upon your service, and have figured out, is this actually my dream person? Was 
this person the right person for me? And then, going back and refining this document, with everything 
that you've learned, all those incredible insights, and you keep refining this over time.  

Eventually, you will know your person inside out. And you'll know that when people start sending you 
messages saying, "That really spoke to me. "I felt like you wrote that just for me." When people join your 
programmes, or they buy your products and services, they'll say things like, "This is what I've been 
waiting for. "This is the thing. "When I saw it, I knew this was made for me." So you know that when your 
marketing is speaking to people in such a powerful way, that you have nailed your customer profile. So 
now is your best guess. And you'll refine it over time and actually throughout many many years actually. 
You will always be refining this. You may also have different profiles for different types of customers. The 
one that I want you to create right now, is the profile for the person that you're doing to be selling to, 
after your launch experience.  

So that is the person who you've been thinking about last week. Okay, when it comes to that offer, the 
offer you want to get in front of them, this is the person that we want to speak to. So my pro tip is a 
working document, version 1.0, start with your best guess, refine it over time with your new insights. 
But I actually also want to add here, it is super important that you do not skip this, this lesson, I'm 
laughing because so many people do. And then they come back and they're like, "Oh I should have done 
this in the first place "because I didn't actually have the clarity that I needed, "to be able to create my 
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content plan." Or, "When it came to crafting my offer, "I wasn't really sure how I could best serve them." 
Or when they're writing a sales page copy or emails, they're not really sure who they're writing to, so 
although there may be resistance, this may feel like, oh I've done this before, we don't do "yeah buts" 
here. Please do this from the lens of how we're teaching this in the programme. Because we want you to 
take this document and use it throughout the whole of your launch, and we will keep referring back to it. 
So let's start looking at these five different segments.  

First, goals and aspirations. What we have created for you is your Dream Customer workbook. So there 
is a workbook you can download, and you can print off, and you can fill out. And you can also fill it out 
digitally. But, if you're going to use it digitally, you need to download it first, save it to your desktop, and 
use it there. It won't actually save when you're using the web browser. Or if it does, it will probably break 
us. So you want to download it and save it first. So we have created as many resources as we can, to help 
you with the programme. And so whenever there is a workbook, it will be below the video. If there isn't a 
workbook there, it means there's not a workbook for that specific one. But where relevant, we have 
included them. And we definitely have one for your Dream Client module, Dream Client lesson. It's not 
a whole module, just one lesson. So when we're thinking about this, we're really thinking about where 
your person is right now, and where they want them to be. Now the truth is, your service may not help 
them get from where they are to where they want to be. You may help them climb a small part of the 
mountain.  

So don't worry that when you're crafting this, that actually what you do and how you help people, is a 
very small piece of this. I still want you to get super clear on that big vision that they've got for 
themselves. Because you're helping that person get to that next level. So an example I always use when 
I'm thinking of this is, if you are a fitness professional, for example, you're a running instructor, what you 
may have been helping people to do is to run 5K. What you may not be doing is helping them to run a 
marathon or do an Iron Man or, you know, whatever it is that their ultimate vision is. So you may be 
helping them to get halfway up the mountain, and that's okay. But I still want you to reflect on, what is 
that ultimate vision that they've got for themselves, 'cause it is going to help you.  

Now what I don't want you to worry about too much is like, oh this big huge vision that people have for 
themselves. Like I see this with business owners, they start reflecting on, sometimes the wealth that 
people want for example, and whilst, yes, there will be lots of your market who want like the ultimate 
freedom and ultimate wealth. I don't want you to discount some of those smaller milestones that people 
want. You know, when people say they want financial freedom, that doesn't necessarily mean a super 
yacht. It means they've got enough money in the bank so if something happens to their spouse, to their 
parents, to their kid, instead of them having to choose where they spend their time, they can be there 
for the people that need them. They no longer have those worries. So although a super yacht would be 
nice, for many people, it's really not on such a grandiose level.  
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So I want you to consider all of these. And the first thing you're going to do is consider their goals and 
aspirations. Now, when it comes to these, there will be lots of these that aren't necessarily relevant to 
you. We've included as many of these as we can think of, that will be useful, but it may be that some of 
you are in a transformation market. Some of you are in a hobby market. Some of you aren't necessarily 
helping people with challenges, you're helping people with goals and aspirations. So what I want you to 
do is to go through this, with no judgement . If a question isn't relevant to you, then try and come up 
with a different question. So if you're not helping people professionally, you're helping them with a 
hobby, come up with a different question that's going to help you get clear on their goals and aspirations. 
Maybe, like what would be the ultimate place where they want to get their art installed? That's a really 
bad example, but, I want you to consider questions that are really suitable for your market and for your 
perfect person. So some example of questions here. What do they want to achieve professionally? 
Maybe it's their career. What do they want for their loved ones? I think that's such a beautiful question.  

Then when you're crafting your content, and you're speaking to the things that people really truly want, 
instead of like, oh people want yachts, most people actually just want more security for their loved ones. 
So I want you to consider these questions. Where do they want to experience? What do they want to 
experience, I should say, it's a typo, my apologies. What do they want to experience in their life? It could 
be ease, it could be more fun, it could be travel.  

But I want you to really get into the mind of what your person truly truly wants. I love this question. 
What is the ultimate vision they have for their life? Remember I said, you may be helping people to 
ascend just half of the mountain with what you do. But they do have this vision of where they want to 
go, so you can speak to, "My job is to help you get here, "so you can do that next piece." And your 
marketing is going to be so much more dialled in, when you're not only thinking about where they are at 
right now, but ultimately, where they want to be. How do they want to look? Maybe you help people on 
a, kind of a physical level. What do they want to remove? This could be things like, debts, pain, poor 
health, bad relationships, things that they want to eradicate. And on the flip side, let's think about some 
of the fears, the things that actually keep them awake at night. What are their worries? What negative 
self-talk crops up during the day from my folks? They will start saying things themselves when they start 
putting out content.  

So I know, my people, imposter syndrome is a big thing. They'll start putting out content. Who are you 
to do this? You shouldn't be doing this. Or they'll put some content out and instantly, their head goes, 
oh no delete it. People are going to think you're stupid. You should not be putting out this kind of 
content. Delete it. So negative self-talk for me is like, it's fears manifesting in self-criticism. So we want 
to address those and we want to think about those. Secret worries that people hide from others. With 
launches, what if this doesn't work? What if people see me fail publicly? I hope I can speak to that one. 
I've definitely had those fears. But I want you to step into the shoes, what are the things that they worry 
about that they don't want anyone else to know? And if they had to name one thing that holds them 
back, what is it? That's a tough one, it's a really tough one. You may only get it down to three. But, one 
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thing that really holds them back, if I had to distil it down in my market, it will be fear, fear of failure, 
fear of judgement . Which are completely different things but this kind of word of fear for me, I think 
it's actually a word that affects a lot of people in a lot of different markets. But spend some time crafting 
these answers. Don't judge yourself. Just get them all done. Okay, so moving forward to internal versus 
external challenges. This is one that I have personally struggled with. So one of the mistakes I actually 
made in my early marketing products was not considering that what my audience really needed help 
with, was not actually marketing. Now considering it was actually marketing products that I created, this 
was a revelation to me. 

 So the real challenge for me in helping people to get results in their business, was helping them to 
believe in themselves more, to shut out self-doubt, to overcome their fears. Now this might feel totally 
obvious to you now. But what you can find is that once you start creating content for your products, for 
any part of your market, actually, at your launch, sometimes you start to forget about the overall 
transformation, and you start focusing on tactics. Like the external challenges. I was very pragmatic, as 
an emotionally tough business owner, I had to learn to be a lot better at supporting my customers 
through the internal challenges, and crafting content to help them. And as my products evolved, as my 
marketing evolved, I started to preempt those needs. So we sometimes call these internal and external 
challenges. Or, the head and the heart. And you need to have a balanced approach to this. Some of you 
will be far more focused on the heart piece. Some of you will be far more focused on the head. But we 
need to cover both. So what does that mean? External or head, that's what we're going to call this. 
Often, for my market, we can use my market as an example, 'cause many of you will be able to relate to 
this, it's going to give you context. These are the problems that present themselves externally. These are 
the things that people can really see and understand. So some typical head problems or external 
problems. They don't understand the tech. Their launch flopped. Their launches are small. Stuck in 
launch feast or famine. They're overwhelmed. They're stuck trading time for money. Now when it comes 
to the internal challenges, the things, the heart piece, the stuff that's inside. Worry, constantly worried 
about money. This is something my market often struggle with. Putting their dreams on hold, feeling 
like they're not living the life that they want. Frustrated they're not having the impact they want, 'cause 
they're stuck working with a small number of clients. Worried how they're going to retire from their 
business, because they're trading their time for money all the time. And also, I think, a massive internal 
problem is, people start to doubt that they're actually even any good at what they do. Because people 
aren't buying from them, it's not because of that. It's because they haven't found a way of selling that 
feels really great.  

So for my market, these are a small number of the external versus internal challenges. Head versus 
heart. And I'm sure you can identify with some of those. So another way of explaining this. So you can 
start really thinking about how to put this into your customer profile. And maybe you're like me, and 
how I used to be. You find it a lot easier to focus on the external problems, but I think that's the case for 
most people. We can really focus on what we can see. So what is currently happening in their life, or 
what they can see going on for them? That is the external, that's the head piece. And then how does 
this 
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make them feel or respond? So the internal ones are usually a reaction. So response is a feeling around 
the external pieces. So it could also be the other way around. So someone's lack of confidence, 
someone's lack of self-belief, could be manifesting in external results.  

For example, perfect example of this, the fitness space. Usually it's not that you can't do the exercise. 
You can do it. It's just that you've got so much of a lack of self-belief, that you then don't exercise. So 
they start with the mindset first, the place that you should start. So this can be either way round. If 
you're struggling, I would focus on the other one, and then flip it around. But for me personally, I always 
find it a lot easier, to focus on what I could see, and then, how does that make that person feel? So that 
is the second section. Internal versus external challenges.  

Okay, next up, empathy map. I love this one actually. So the reaction that you want to get from people 
who see your product is, "I just felt like this was made for me." You don't just want that reaction with 
your product, your offer. You want it with your launch, with your content, with your emails. Everything 
really needs to speak to people. So when they're reading it, they felt like you were writing or speaking 
directly to that person. And you only get that kind of reaction if you understand your customer on a 
much deeper level. When you truly empathise with your ideal person, and you speak to them in a way 
that they want to be spoken to, marketing becomes a breeze. And so that's what we use the empathy 
map for. This is not my strategy. I learned this a long time ago, I don't know whose original content this 
is, but it's a kind of like a timeless marketing principle, something that I've used probably for about 10 
years now. It is incredibly powerful. Again, you have a sheet for this. So this is an empathy map in front 
of you. There are two ways of doing this. It's either this kind of crosshatch, is it a crosshatch or a cross? I 
don't know-- We'll call it a cross grid. And there's also like a common based one. I don't care how it gets 
done, as long as it gets done. So the way that I personally like to fill this out, is I start off thinking about 
the external challenges. And I work in this order that I'm sharing because it's about the perspective of a 
typical day. Maybe about what happens when they wake up. How they start their day. How they go to 
work. How they then have their lunch break or their evening. And so I find that by moving through the 
day, from morning till evening, I'm getting absolutely everything down.  

So I find this way a lot easier because actually I've already done so much of the leg work, when I crafted 
my customer's external challenges. We go back to those external pieces there. I already know so much 
of what's already going on for them throughout their day. So, say and do. For example, they launch a 
product but it doesn't sell. They're doing a launch but it hasn't worked. What are they hearing? What are 
they hearing throughout their day? So I think this definitely speaks to some of the challenges that 
people face from other people. So, kids complaining about not seeing them. Definitely if you've ever 
worked with mainly people one-on-one, you can get kind of busy, right? So it's definitely something that 
my markets do complain about. Also husbands and wives as well. Thinking and feeling. People hate 
launches. That's a really triggering phrase for so many people. When I ask them, "Do you love launches?" 
They go, "I hate launches." So thinking and feeling. What emotions are coming up for them? "I hate 
launches" is a big thing. You guys are here? They're going to love launches by the time we're done. What 
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are they seeing? Seeing others having success but they can't make it work for themselves. So here's 
some more examples, there's loads. You will come up with loads of these. In fact, you'll probably need 
three or four sheets. So you may want to do it in this kind of column format. You can do it in a 
spreadsheet, you can do Word document, it really doesn't matter. And it doesn't matter if you do it in 
any particular order. I like to work that way because I've already done the external challenges, and I work 
my way around the grid, because it helps me to get more clarity. I'm layering up what they hear, what 
they think and feel, what they see, as a base from their action, what they're doing. Because I find that 
for me, it's just an easy way. But you need to find your way. Maybe you already know very clearly how 
someone feels. Maybe you have got really strong empathy, and so you're able to understand those 
emotions on a really deep level. So you may want to choose to start there. It doesn't matter where you 
start. Just needs to be done.  

So this empathy map is not only going to make your job so much easier, when you are speaking to their 
pain points or their desires, because you're able to say, "I know how it feels to be embarrassed "by your 
launch failing. "I want you to know I've got your back, "and I'm going to give you all the coaching support 
"you could possibly need to overcome those fears." So instead of me saying, "It doesn't matter you've had 
a launch flop." I'm saying, "I know how embarrassing it is, "to have gone through that experience. "I'm by 
your side. "Every step of the way." Like that level of empathy is going to speak to someone, bang! Right 
in their heart. That's what we want. So this is going to make your job easier with your marketing. It's also 
going to help you, if you're not quite sure right now of what your product looks like, than this is 
absolutely going to help you craft that, because you are thinking about all the things that they are 
possibly going to need to help them have success. It may be that you actually go through this and 
realise, my audience actually have a very deep pain point that I'm not currently serving. Who else can I 
bring in who can support that? What other experts can support my particular offer, by sharing their 
unique expertise in that field?  

And a great example of this, is I often bring in my dear friend, Callum Hardingham, into everything that 
I do. He is an NLP master, he's a performance coach. Very dear friend of mine and someone who I've 
worked with. And the reason I bring him in is, because he is a master at what he does. He's a master in 
mindset. So I bring him in because I am not a master in mindset. I'm a master of my own mindset, I'm 
not necessarily a master of your mindset. I may be able to share light bulbs and insights on launch 
mindset, but Callum is able to go deep on mindset overall. And so I bring him in to share that. But unless 
you're really spending the time getting to know your person, their internal and external challenges, what 
they actually need, then you're not going to be able to identify those very specific opportunities, to 
really deliver the most amazing experience for your people.  

So this is powerful, not just for marketing, but for your product too. Okay, so we're on the home straight 
now. And now you've got clear on who you want to service, it's actually time to start filling in some of 
the gaps in what we know about them. And this is all to get data. Data that we need so we can start 
finding where your ideal customers are hanging out online, maybe identify places where you can start 
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creating and sharing content. Maybe also, some of the demographics that you're going to use for your 
Facebook advertising, if you're using that as a platform. This is really going to help you with your 
marketing, and it is especially helpful actually, if you are doing paid ads, because you can start to use the 
things that are in your customer profile, to build up a set of demographics, that you can then use as 
targeting options in your ads. Super powerful stuff if you've not used it before. So the customer profile 
section. These are specific questions to get clear on who you are serving. Again, this probably will be a 
best guess to some of you, and that's totally okay. I want you to imagine who your ideal person is. 
Narrow it down. Because you can't serve everyone, you don't want to serve everyone. So this is going to 
help you narrow some more. If you've already got customers in this particular field that you want to 
serve, ask them, ask them! You know, what kind of brands do they follow? What kind of companies do 
they love? And if you don't have that, do a bit of internet stalking, my friends. I totally approve, an 
advocate of that, that strategy.  

Go find your ideal person on Facebook. Because most people using Facebook will actually have their 
page Likes open. Or maybe they'll have public posts where they've shared from a Facebook page to their 
own profile open. So go and do a bit of Facebook stalking, it's totally okay. We love internet stalking. 
Instagram is super easy as well. Go and have a look the brands that they follow. It's going to help you 
build up an incredible picture. And so finally, moving onto the questions and solutions section. My 
lovelies, in the final part of this module, Google is your best friend. Google will really be your best friend. 
It's going to give you so much insights. So when we're talking about-- Actually, the typical questions that 
people will type into Google, if they've got a particular pain point, what we want to establish in this 
section, is actually what questions are they asking, and what questions are they typing into Google. The 
reason why I want you to reflect on this specifically, is because if your person, if your dream customer is 
sat there, and they are googling, they are actively seeking help and support with that thing. But instead 
of them putting the pain points, you know we talked about those external challenges, maybe their 
business isn't growing, what they'll actually be typing into Google, is something very different. Their 
business isn't growing, actually we know that means they need more customers. How to win more 
customers.  

What I love about Google, is when you start typing it in, the auto search will add in some extra bits on 
the end. So it gives you even more ideas to think of. So here's another example. Instead of poor posture, 
what are they actually looking for? Back pain relief, back pain exercises. Doesn't this give you so many 
ideas and different pieces of content? Instead of their overweight as a pain point, they're going to be 
typing in these things. It is such an incredible source of information. When you think about it, Google is 
telling you all the things that people are actually searching for. So when you go and start looking for 
content, content ideas, you're already creating content that your market are specifically looking for. 
And so, some other questions that I want you to think about. 

 Two here, what products or services might they have already tried? I want you to consider solutions 
here. Maybe books, trainings, consultants, free content, courses and workshops. Maybe they go to 
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events. Maybe they've bought resources or template packs, whatever. Maybe they've tried coaches, 
masterminds, professional training. And then I want you to consider the marketplaces, or maybe places 
they've bought it. And these could be from anywhere. These could be from communities, websites, 
networking groups, work places, health organisations. Maybe from friends, contacts, family, bricks and 
mortar stores. And what I'm trying to get you to think of here, is what they've tried, and where they've 
bought it from. These demographic-based questions, and answers that you can actually come up with, 
are going to help you get a very very clear picture of where they're buying things currently. It means 
that when you're maybe showing your ads, you now know and you've discovered that your people have 
been buying courses off maybe Skillshare. But these courses aren't working. So your marketing then can 
be around, "I know you've tried all the courses. "But this isn't working for you and I know why. "Here's a 
different solution." By understanding where they're at, what they're struggling with, what they've already 
tried, and then where they have been buying these things from, you are building up the most incredible 
picture of places where you could, A, put your products, and B, where you can start targeting those 
places with advertising later on down the line. So all these questions together, are going to help you 
build up the most incredible profile for your dream customer. It's going to take you some time, it's going 
to take you a few hours. This is one of the most important pieces of work that you will do. Because what 
I want for you, I want you to get those dream customers. But also, I want you to have speed. I want you 
to have the confidence and clarity of moving forward, because you've done the correct groundwork. So 
now my lovely, it's time for you to #DoTheWork. And I'll see you in the next lesson. 
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