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Introduction

This Discovery Session Workbook is designed to help you map out the vision you have for your
company and to identify what sets you apart in the marketplace. Having a clear understanding of your
customers needs and how you solve their problems is essential to creating an effective and growing
brand. Hopefully this workbook helps you as you build the future of your company!

Vision Vs. Mission Statement

The Difference

Your vision and mission statement work together to display your  overall motivation for your work.
While these two statements may be  different, they complement each other in a way that defines your
goals, purpose, ethics, and ultimate objective. Designing your vision and  mission statement takes
time and intentionality. However, a well-defined statement can transform the way you operate your
business for the better.  Here are the basic building blocks of a vision and mission statement.

The Framework

Vision Statement
Aspiration And Goals
Future
Effect
Something To Be Accomplished
Defines Core Goal
Where You Want Your
Business To Go
Why You Do What You Do
Clear Direction

Mission Statement
Organization Objective
Present
Cause
Something To Be Pursued For That
Accomplishment
Defines Core Purpose
What Does Your Organization  Stand For
What Value Do You Add
Clear Standard
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Finding Your Vision & Mission Statement

What do you do? (List your services)

Who do you do it for?

How do you do it?

How does it help them?

Why did you get started?

What do you want to be known for?

Who are you looking to serve?

How will your work benefit your customers/community?

What core values or beliefs underpin your work?
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How do you measure your success?

List a few key words that describe your organization:

What’s the problem that needs a solution? What are your client’s pain points?

If time and money were not an object, what would the perfect solution be?

Use these questions to help you identify important keywords and phrases that you want to feature in
your mission statement. When you write your mission statement it’s ok to let your personality stand
out - it should speak to who you/your business is and what you stand for. What problems do we solve
and what sets us apart?
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Example Mission Statement:

We are on a mission to make your business stand out like a comet in the night sky; to make your goals
into our goals and your success into a reality. So, come as you are and get ready for take-off.

Mission Statement Template:

The Mission Statement Template below can be used to help you write your mission statement. Make
sure to use those important keywords/phrases that you identified with the questions earlier.

As a [adjective that’s important to your values] [organization name], we [adverb] to [what you do]
through [specific action/service],  [specific action/service], and [specific action/service].

Vision Statement Template:

Vision Statement is used to help guide your organization with a vision of where you are and where you
want to go. What are your goals? What aspirations do you have for your products, customer service,
customer base, or revenue? This is an internal statement and should be accessible by your staff and
any stakeholders.

You can use the template below to help you write out a Vision Statement.

As a [adjective that’s important to your values] [organization name], we will [adverb] work towards
[list future goals] through [specific  action/service], because we [list why you do what you do] and
want  our organization to [where you want your business to go].
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What’s Next?

Now that you’ve identified your Mission Statement and Vision Statement, it’s time to do a S.W.O.T.
Analysis. A S.W.O.T. Analysis helps you identify key Strengths, Weaknesses, Opportunities, and Threats.
This gives your team an holistic picture of the competitive landscape and your current capabilities and
opportunities. Follow along with the S.W.O.T. Analysis guide below.

S.W.O.T Analysis
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Strengths

Here is where you can outline your organization’s strengths. This is where you can identify the things
you know you’re doing right. Maybe it’s a couple things you’ve been complimented on by others or
some advantages you may have that your competitors don’t.

Below are a couple questions to help you figure this out:

What makes your organization different/unique from your competitors?

What do you know you do well?

What gives you an advantage over other competitors?

What resources do you have that they may not?

What are some attributes or words that people use to describe your brand?
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Weaknesses

Everyone’s got them. No one organization is perfect, but outlining the  things that may be holding you
back will help you figure out how to  move past them and fix the issues within your organization.

Here are some questions to help you find some of those pesky weaknesses:

What areas in your organization need improvement?

Have you heard anything negative being said about your  organization? If so, what are they?

What are some issues you always seem to run into?

Where do you feel like you’re being held back or limited? What could  you do better?
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Opportunities

Here we’ll try to figure out what opportunities you may have that you  haven’t considered before. What
things can you do to correct your Weaknesses and maximize your Strengths? Things are changing all
the time and trends are always occurring. Jump on the bandwagon before your competitors and set
yourself apart.

Below are a couple questions to help you identify these opportunities in  your field:

Where do you think you can find more customers/donors?

Are there any outside trends that you could take advantage of?

What upcoming events could be helpful for your organization?

What Weaknesses could you minimize or turn into Strengths?

What Strengths can you focus on and turn into Opportunities?
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Threats

“Threats” sounds like a scary term, but really, identifying the threats or  competition can help you get
the advantage in your market. As you  grow, there’s always going to be a couple growing pains, but
identifying  these in advance can save you a lot of trouble in the long run.

Below we’ve put together a couple questions to help you identify the  threats your organization may
face:

Who are your current competitors and who could become a competitor?

What trends in the industry/economy could have a negative impact on your organization?

Okay, so you’ve answered all of these questions and have an idea of what  your Strengths,
Weaknesses, Threats and Opportunities are. Now what? Well, now we use that information to analyze
your services and organization  to create a conclusion on what to do moving forward.

Let’s take a look at some of the services you listed above. Where could  some of these threats or
weaknesses come into play? How are these  things you discovered about your organization affecting
its growth?
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Now Let’s Work On Your  “Elevator Pitch”

An official definition of an elevator speech is “a clear, brief message  or “commercial” about you. It
communicates who you are, what you’re  looking for and how you can benefit a company or
organization.  It’s typically about 30 seconds, the time it takes people to ride from the  top to the
bottom of a building in an elevator.” The logic behind it is that  you never know who you may meet and
ask you what you do. You don’t  always have the time to give the long version and frankly people make
their mind up about a person in seconds. They determine whether they  even want to ask for more
information. Below are steps to creating your  elevator pitch.

Step #1 - Who

The first step is to state who you are and what your job title is. It may  sound weird at first to start off
adding your “who,” but if people ask  about what you do, give them the title. First, it establishes
credibility  and it will also help others remember in the future, when they introduce  you to others.

Me: I am Benjamin Maycock and I’m the owner of Comet Agency.

Step #2 – What you do

This step is for you to elaborate on the job title that you provided.  Even though certain titles have a
given implication, such as doctors or  attorneys, there are always more details that can be given. What
does  that title mean in regard to you and what you do? This step introduces  what sets you apart from
others in your industry.

Me: Comet Agency is a design and marketing company that  helps companies grow and thrive
online.

Step #3 - How do you do it

This is where you can elaborate on how you do what you do. Do you work  from home, through
technology or a traveling capacity? This continues to  paint a more elaborate picture of how you go
about your day.

Me: We do this by building fantastic websites, managing ad campaigns,  and helping companies
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build great brands with creative strategies  and tools.

Step #4 – Why you do what you do

This is where you can mention why you do what you do or what sets  you apart from others in your
field. O�en people with a compelling  “why,” will draw you in and make you remember them. Use
some of  those keywords you discovered from the questions above. Be heartfelt  and honest.

Me: We help companies stand out like a comet in the night sky.

Step #5 - Who do you do it for

This is where you talk about your client, the community, and the people  you serve. Not everyone that
you meet and talk to will be your ideal client,  but may be a connector for the future. When people
need references,  they almost always ask those around them that they trust.

Me: Our primary focus is with Law Firms, Medical Companies, Industry, Service and  Trade
Industries, and Nonprofits.

Final Step: The closing

You can close in anyway that fits the situation you are in. You can have  several closings ready to go. If
you are talking to someone that you just  met, you may decide to end with a question. That’s me in a
nutshell,  what about you? If you know of someone who may benefit from my  services, let me know.
Here is my card. Practice what feels natural and think about the different times you’re asked the
question. If you are at a  networking event then you know that is the main purpose for the event.

Me: We are responsive, with a talented creative team, dedicated to  providing you the best
results for your website and brand.

Then put it all together:

“I am Benjamin Maycock and I’m the owner of Comet Agency.  Comet Agency is a design and
marketing company that helps  companies grow and thrive online. We do this by building fantastic
websites, managing ad campaigns, and helping companies build  great brands with creative strategies
and tools. We help companies stand out like a comet in the night sky. Our primary focus is with  Law
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Firms, Medical Companies, Industry, Service and Trade Industries,  and Nonprofits. We are responsive,
with a talented creative team,  dedicated to providing you the best results for your website and brand.”

An elevator pitch should be around thirty seconds and when you say it,  be sure to include pauses,
breaks and say it naturally so it comes off  like conversation. Eventually your elevator pitch will roll off
with ease.  Also, practice, practice, practice!

Finding Your Target

In this section, you’ll get to use a little bit of your imagination. It’s so  important to know your target
audience like the back of your hand. Who are  you selling to? Who are you trying to get donations
from? Who is going to  be responsive to your brand messaging? Let’s figure it out.

“A client persona (a.k.a. “customer avatar”) is a fictional person who  represents a particular
company’s ideal customer.”

It may feel silly, but creating your ideal target client persona is a great  tool to help you identify your
ideal target audience. I know we use a lot of  verbiage for businesses, but if you’re a non-profit
organization, this can  be a helpful tool for you as well. Just change the word “client” to “donor”
and you’ll benefit from this exercise just like any other organization.

So, where do you start?

The first thing you need to do is a little research. Calling some of the  clients you already have is a great
place to start. Ask them some  questions about why they’re a loyal client and why they choose to use
your organization. Even try and ask them about what they think you  could improve on. Anything you
can find out will help. It’s important as  an organization to grow to serve the types of clients you need
and want. Think about not just the clients you serve now, but the clients you would  love to serve in a
perfect world. For example, clients you can both help, pay you well, and appreciate your services. This
will help you identify  your ideal clients and help create the Perfect Client Persona!

Next, do a little sleuthing.

It’s important to get a real sense for who these people are. Look them up on Facebook, LinkedIn, and
any other  online publications or websites they may be featured on. What are their  interests? Who are
they? Get to know them.
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Finally, write down your findings.

This is where creating the ideal client persona comes in. Answer the  questions below to create your
Perfect Client Persona:

Name: (This could be something like Agency Joe, just give them a name, make them feel real.)

Age: (This can also be a range if you can’t pinpoint a single age, but try to be specific)

Gender Identity:

Family:

Occupation:

Salary:

Education level:

What are their hobbies?

What books/publications do they read?

How do they like to receive information? (Digitally, printed, mailers, etc.)

What events do they partake in?
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What motivates them? (Is it fear, growth, power, achievement,  incentive, etc.)

What’s their personality like? (Are they an introvert or outgoing? Conservative or liberal? Be specific.)

If you approached them, what kind of questions would they ask you?

Perfect Client Persona Pain Points

So now that you have an idea of your Perfect Client Persona, let’s identify  some of the pain points that
your product or service solves.

What are some of their challenges or pain points? Be as specific as you  can with the pain points
your prospects experience.

What frustrates them?

What services do you provide that solves these problems?

These are just a few examples, but you can get even more detailed if  you’d like with this. It can be as
customized or as simple as you’d like, however the more specific you are, the more effective this will
be.

Using Your Perfect Client Persona

Once you have your questions answered, you can create a mini bio for  this person, and use them as
the basis for every decision you make. What would Agency Joe think about this offering? Would
Agency Joe be  interested in this event? If the answer is yes, then you’re headed in the  right direction
and can be confident in your decision!
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Summary

Through this workbook you’ve created a Mission Statement, Vision Statement, identified your
Strengths, Weaknesses, Opportunities, and Threats, and created a compelling Elevator Pitch.

The next step is to apply all this to your website and marketing. Everything you do should reflect the
goals you’ve put forward and the vision you have for the company. So, have fun and grow your
business!
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Contact Us

For any follow-up questions or more information, please contact:
Ramsie Day at ramsie@cometagency.com or (864) 207-4193

For sales please contact:
Ben Maycock at ben@cometagency.com or (864) 516-5617

Instagram @redrazormarketinggvl
Facebook @redrazormarketing
Linkedin Red Razor Marketing
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