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hey there fellow biz owner, 
Yay! So you've got big ideas for this new year... but where in the heck do you start and how
can you make sure you stay committed?  

Not exciting, and not always pleasant or fun, but you're about to take the most important
step in experiencing the life and business you want by planning for it. 

Following these 6 steps will help you create an actionable blueprint that results in rewards,
BIG rewards. Like beyond your wildest dreams kind of rewards. Because when you plan, you
give yourself a roadmap and set yourself up to succeed! 

But I need you to know something before we dive in. This will not be quick or easy. In fact,
most business owners skip planning even though they know having a plan is crucial to
making the money and living the life they want. Because it takes time, effort and creative
energy. 

What I know for sure is that doing these 6 steps is worth it! By evaluating your current
situation,  getting 100% clear about your vision, and mapping out a totally doable action
plan, you'll stay committed to reaching (and even exceeding) your biggest goals. 

Because each step requires one to two hours of focused time to complete, I recommend you
work on just one step per week.  Block out two hours every week and don't let anything or
anyone get in the way of  doing the work.  This work is important, and results in you having
an actionable blueprint that brings your vision to life. 

If you get stuck or have questions, message me. I love learning more about business owners
like you and offer help along the way. 

You're heading for great things my fellow business owner. Here's to you for having the
courage to dream big and the discipline  to follow through in this new year! 

Your biggest fan,

Kelly

K S B  O n l i n e  M a r k e t i n g

https://www.facebook.com/KSBonlinemarketing


Buisness Planning Overview 

step 1
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step 3

step 4

step 5

step 6

EVALUATE  YOUR CURRENT SITUTATION 

REFLECT ON  YOUR SUCCESS

CLARIFY  YOUR VISION FOR THE FUTURE 

 MAP OUT A NEW CREATIVE OFFER

PROJECT YOUR FUTURE SUCCESS

CREATE YOUR KICKASS ACTION PLAN
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Evaluate Your Current Situationstep#1:
Are you making the money you need or want? Are you reaching the
clients you want to work with? Are you developing systems and
processes to streamline your time and effort? Are your services in
demand with a specific target audience?

These are just a few of the questions to ask yourself as you evaluate
your current situation. Getting clear about where you are can better
help you understand what you'll want to include in your vision for
the future.

Use the following pages to get clear about where you are right now.
Try not to judge yourself. Simply answer the prompts and be open
to where the answers lead you. 

This can be a very difficult step for business owners who aren't
making the money they need or want to or aren't getting the flow of
clients they'd like. This step may make you uncomfortable because
you have to "see" what's really going on. If this is you, I encourage
you to work through this step slowly. Think of yourself as an
objective observer who wants to understand the bigger picture. 

As you work through this step, you may discover a new idea for  a
new product or service. Take note of it and give yourself permission
to pursue it after you complete these steps 1-3. As creators, it's
common to use our new ideas to distract us from dealing with the
practical side of business.  
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BUSINESSOverview
B R I E F  D E S C R I P T I O N :

P H Y S I C A L  P R O D U C T

P H Y S I C A L  S E R V I C E D I G I T A L  S E R V I C E

D I G I T A L  P R O D U C T

A N  E N D  C O N S U M E R A N O T H E R  B U S I N E S S

M O S T L Y  I N T E R N A T I O N A LP R I M A R I L Y  L O C A L

W E B S I T ES T O R E F R O N T

H O M E

B U S I N E S S  N A M E :

M Y  B U S I N E S S  C U R R E N T L Y  S E L L S :

M Y  B U S I N E S S  S E L L S  T O :

T H E  S C O P E  O F  M Y  B U S I N E S S  I S :

W H E R E  M Y  B U S I N E S S  I S  L O C A T E D :
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CURRENTSituation

W H E R E  A N D  H O W  A M  I  R E A C H I N G  M Y  C U R R E N T  C L I E N T S ?

D E C R I B E  M Y  C U R R E N T  C L I E N T S ?

W H A T  P R O D U C T S  O R  S E R V I C E S  A M  I  C U R R E N T L Y  O F F E R I N G ?

W H A T  M A R K E T I N G  C H A N N E L S  W O R K  B E S T  I N  C O N V E R T I N G  ( P A I D  A D S ,  F R E E  C O N T E N T .  R E F E R R A L ,  E T C ) ?
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WHAT  PRODUC T S / S ERV I C E S  ARE  S E L L I NG  WEL L  AND  WH I CH  ONES  AREN ' T  WORK ING ?
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CURRENTExpenses
N A M E  O F  E X P E N S E C O S T K E E P  O R  C U T
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TOTAL: 
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CURRENTOfferings
N A M E  O F  P R O D U C T / S E R V I C E ; P R I C E : O T H E R  N O T E S :

WEBS I T E  DE S I GN $2900 BA S I C  PACKAGE
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Product/ServiceEvaluation

D O  M Y  C U R R E N T  C L I E N T S

F I N D  V A L U E  I N  T H I S  O F F E R ?

A M  I  C O L L E C T I N G  A N D  U S I N G

C O M P E L L I N G  T E S T I M O N I A L S ?  

W H E R E  A M  I  A D V E R T I S I N G  T H I S

P R O D U C T / S E R V I C E ?  

I S  T H I S  P R O D U C T / S E R V I C E  I N

D E M A N D ?  

A R E  T H E R E  W A Y S  I  C A N  A D D

M O R E  V A L U E ?

P R O D U C T / S E R V I C E :

I S  T H E R E  A  M E A S U R A B L E  R O I ?
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Product/ServiceEvaluation

D O  M Y  C U R R E N T  C L I E N T S

F I N D  V A L U E  I N  T H I S  O F F E R ?

A M  I  C O L L E C T I N G  A N D  U S I N G

C O M P E L L I N G  T E S T I M O N I A L S ?  

W H E R E  A M  I  A D V E R T I S I N G  T H I S

P R O D U C T / S E R V I C E ?  

I S  T H I S  P R O D U C T / S E R V I C E  I N

D E M A N D ?  

A R E  T H E R E  W A Y S  I  C A N  A D D

M O R E  V A L U E ?

P R O D U C T / S E R V I C E :

I S  T H E R E  A  M E A S U R A B L E  R O I ?
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Reflect on Your Big  Winsstep#2: 
Did you make more or serve more clients this past year? Did you
develop new partnerships that helped drive your business? Did you
learn something new that shifted how you do business? 

It may seem counterintuitive to reflect on the past to plan your future.
But, if you don't take time to reflect on what worked in the past, you
may be led down a path of reinventing the wheel instead of building
on what already works. 

As business owners, we tend to forget to notice our wins and celebrate
what went right in our lives and businesses.

Take just a few minutes to reflect on this past year. 
What worked really well? What did you love doing? What did you
learn or accomplish this past year that surprised you?

You may find that you enjoyed doing something that fell outside of
your typical "scope of work." Or, you may have discovered that you
honed a new skill or talent. Or, you may just be proud of yourself for
making it through an incredibly challenging year. Whatever it was
that worked well for you, take note of it and celebrate those wins. 

Use the following pages to revisit what went well and what you're most
proud of.
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WHAT WENTRight

W H A T  V A L U A B L E  L E S S O N  D I D  I  L E A R N  T H A T  W I L L  H E L P  M E  B E

M O R E  S U C C E S S F U L  I N  T H E  N E W  Y E A R ?  

W H A T  D I D  I  G E T  B E T T E R  A T  T H A T  S U R P R I S E D  M E ?  

W H A T  S U C C E S S  D I D  I  S E E  T H I S  P A S T  Y E A R ?  
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CELEBRATE  Wins

W H A T  G A V E  M E  M O R E  C O N F I D E N C E  I N  L I F E  O R  I N  B U S I N E S S ?  

W H A T  D I D  I  R E A L L Y  E N J O Y  D O I N G  T H I S  P A S T  Y E A R ?  

W H A T  A M  I  M O S T  P R O U D  O F ?  
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Clarify Your Future Visionstep#3: 
What do you really want to experience by the end of this new year?  
What are you doing at the end of this new year that was just a dream or
an idea at the start of the year?

In this step, you'll clarify your vision for your life and your business.
You'll notice some questions regarding your brand voice and your
business persona. The answers all work together to support you in
taking action once you clearly define your vision.  

You'll want to work through this step when you can really dive deep,
without distractions, and let yourself be carried away by possibilities.
Allow yourself to dream big and explore what's really meaningful to
you. 

If you get stuck or find you're not really sure what you want to
experience by the end of this new year, ask yourself the following
questions to help you get clear and concise about what you really want:
What would you like to be doing by the end of this new year that you
aren't able to do right now? 
What does a perfect day look like to you? 
How are you spending your time? 
Who are you spending your time with?   

Have fun and let yourself go wild as you clarify your vision.  This is your
life. You get to call the shots. And you have the power and the ability to
experience exactly what you want. 
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YOURVision

W H A T  D O E S  R E A C H I N G  T H E S E  G O A L S  L O O K  L I K E ?  P A I N T  A

P I C T U R E  O F  S U C C E S S .  

W H Y  A R E  T H E S E  G O A L S  I M P O R T A N T  T O  M E ?

W H A T  W I L L  I  A C H I E V E  I N  T H E  N E X T  3 - 5  Y E A R S ?
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YOURVision

P A I N T  A  D E T A I L E D  P I C T U R E  O F  W H A T  M Y  L I F E  A N D  B U S I N E S S

L O O K  L I K E  O N E  Y E A R  F R O M  N O W .  

W H O  A M  I  S P E N D I N G  T I M E  W I T H  A N D  W H A T  A M  I  D O I N G ?  

I N  O N E  Y E A R  F R O M  N O W ,  W H A T  W I L L  M Y  L I F E / B I Z  L O O K  L I K E ?  

K S B  O n l i n e  M a r k e t i n g

FOCUS  ON  THE  F E E L I NG S  AND  EXPER I ENCE S  I  WANT  I N  2 0 2 1  
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YOURPersona

W H A T  A R E  M Y  T H R E E  C O R E  V A L U E S ?

H O W  W O U L D  I  D E S C R I B E  M Y S E L F ?  W H A T  P E R S O N A L I T Y  T R A I T S

D O  F A M I L Y  O R  F R I E N D S  P R A I S E  M E  F O R ?

H O W  D O  M Y  C L I E N T S  D E S C R I B E  M E ?  W H A T  W O R D S  D O  T H E Y  U S E ?  

WHO  DO  I  WANT  TO  BECOME  AND  WHY ?  

K S B  O n l i n e  M a r k e t i n g

WHAT  K I ND  OF  PER SON  DO  I  WANT  TO  BECOME ?  
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YOURPositioning

W H A T  S P E C I F I C  R E S U L T S  H A V E  I  H E L P E D  M Y  C L I E N T S  A C H I E V E ?  

W H A T  D O  M Y  C L I E N T S  S A Y  A B O U T  W O R K I N G  W I T H  M E ?  

W H A T  M A K E S  M E  U N I Q U E ?

K S B  O n l i n e  M a r k e t i n g

I F  I  DON ' T  KNOW  THE  ANSWER ,  I  CAN  ASK  MY  F R I ENDS  AND  CO L L EAGUE S  

I F  I  DON ' T  KNOW  THE  ANSWER ,  I  CAN  ASK  MY  C L I EN T S .  

I F  I  DON ' T  HAVE  TH I S  I N FORMAT I ON ,  I  CAN  ASK  MY  C L I EN T S .  
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YOUR BIZPersona

W H A T  W O R D S  O R  P H R A S E S  D O  I  W A N T  P E O P L E  T O  A S S O C I A T E  W I T H  M Y

B U S I N E S S  B R A N D ?  

W H A T  T O N E  O F  V O I C E  D O E S  M Y  B U S I N E S S  H A V E  O R  W O U L D  I  L I K E  I T

H A V E ?  

H O W  W O U L D  I  D E S C R I B E  M Y  B U S I N E S S  P E R S O N A ?  

HOW  DO  MY  I D EA L  C L I EN T S  S E E  THEMSE L V E S  OR  HOW  DO  THE Y  WANT  TO  S E E

THEMSE L V E S ) ?  

K S B  O n l i n e  M a r k e t i n g

USE  TH I S  RESOURCE  FOR  CREAT I NG  YOUR  BRAND  ARCHE TYPE :  

HT TP S : / / I C ON I C FOX . COM . AU / BRAND - ARCHE TYPE S / # HERO

CONS I D ER  MY  I D EA L  C L I EN T  AND  WHAT ' S  I M POR TANT  TO  THEM  
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VALUE Proposition

M Y  M O S T  C O M P E L L I N G  S E L L I N G  P O I N T S :

1 - 3  S E N T E N C E S / H E A D L I N E S  I  W O U L D  U S E  I N  A  F A C E B O O K  A D  T H A T  S P E A K  T O  T H E  P A I N  P O I N T S  O F  M Y

C L I E N T S  A N D  H O W  M Y  O F F E R  P R O V I D E S  T H E  S O L U T I O N

W H A T  M A I N  P A I N  P O I N T S  A M  I  S O L V I N G ?

D O  I  H E L P  M Y  C L I E N T S  S A V E  T I M E  O R  M O N E Y ?  D O  I  H E L P  T H E M  B E  M O R E  E F F I C I E N T  O R  

R E A C H  B I G G E R  G O A L S ?  D O  I  H E L P  T H E M  O V E R C O M E  A  M A J O R  C H A L L E N G E  O R  I S S U E ?  

H O W  I S  M Y  P R O D U C T / S E R V I C E  B E T T E R  T H A N  C O M P E T I T O R S ?

W H Y  W I L L  C U S T O M E R S  B U Y  F R O M  M E ?
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Map Out Your New  Offerstep#4: 
Inevitably, once you set a clear vision for your future, a wave of new
ideas come rushing in! 

With that unexpected wave, you may have felt a rush of excitement or
you may have experienced a bit of anxiety or overwhelm. Either is
perfectly natural and to be expected when something new begins
developing and taking shape in your mind.

This next step will help you map out your new idea, determine if it's
needed and/or wanted by a specific audience and what you'll need to
make it work.

Take your time and explore this new idea before you spend time or
money. The best way to predict the success of a new product or service
is to validate need or want by asking a specific audience, evaluate the
costs to create it, and having a clear picture of what it will take to
create and sell it. So although you'll be tempted, don't skip these
important steps in this section. 

If a new idea didn't take shape for you, don't worry. As a creative and
business owner,  you can use this pages when a new idea strikes you in
the future. Cuz we both know that happens all throughout the year!
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NEW OFFERConcept

W H A T  R E A L  P R O B L E M  D O E S  T H I S  S O L V E  F O R  I D E A L  C L I E N T ?

W H O  I S  T H E  I D E A L  C L I E N T  F O R  T H I S  O F F E R ?

W H A T  P R O D U C T  O R  S E R V I C E  D O  I  W A N T  T O  O F F E R ?

W H O  I S  A L R E A D Y  D E L I V E R I N G   A  S O L U T I O N  T O  M Y  I D E A L  C L I E N T  A N D  H O W  A R E  T H E Y  D O I N G  T H I S ?  

W H O  C A N  I  R E A C H  O U T  T O  A N D  A S K  A B O U T  T H I S  N E W  O F F E R  F R O M  P E O P L E  W H O  W O U L D  B U Y  I T ?  

K S B  O n l i n e  M a r k e t i n g

H O W  D O E S  T H E  O F F E R  H E L P  T H E M  A V O I D  P A I N  O R  E X P E R I E N C E  P L E A S U R E ?  

H O W  W I L L  G E T T I N G  W H A T  T H E Y  W A N T  M A K E  T H E M  F E E L ?

H O W  W I L L  T H I S  O F F E R  M A K E  T H E M  S E E  T H E M S E L V E S  I N  A  N E W  L I G H T ?  
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COMPETITORResearch

W H A T  I S  M Y  C O M P E T I T O R  C H A R G I N G ?

H O W  A R E  T H E Y  R E A C H I N G  T H E I R  C U S T O M E R ?

W H A T  A R E  T H E I R  S T R E N G T H S  A N D  W E A K N E S S E S ?

W H O  A R E  M Y  

T O P  ( 3 )  C O M P E T I T O T S ?

W H A T  A R E

T H E Y  O F F E R I N G ?

T H I S  G I V E S  M E  A N  I D E A  H O W  M U C H  Y O U  C A N / S H O U L D  C H A R G E .

A R E  T H E Y  R E A C H I N G  N E W  C U S T O M E R S  T H R O U G H  A D S ,  Y O U T U B E  C O N T E N T ,  B L O G  P O S T S  E T C .

H O W  D I D  I  F I N D  O U T  A B O U T  T H E M ?

S T R E N G T H S W E A K N E S S E S
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New Product/ServiceResearch

L I S T  O F  F E A T U R E S  F O R

M Y  P R O D U C T / S E R V I C E :

O T H E R  N O T E S

&  I D E A S :

B R A N D  N E W

F E A T U R E  I D E A S :

F E A T U R E S  C O M P E T I T O R S

A R E  L A C K I N G :

L I S T  O F  F E A T U R E S

C U S T O M E R S  W A N T :

L I S T  O F  F E A T U R E S

C O M P E T I T O R S  H A V E :

P R O D U C T / S E R V I C E  N A M E :
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New Product/ServiceValidation

O T H E R  N O T E S

&  I D E A S

W H A T  G R O U P S  C A N  I  T A P  I N T O

T O  T E S T  A S S U M P T I O N S ?

W H O  I S  T H E  P E R F E C T

C L I E N T / C O N S U M E R ?

W H A T  A R E  M Y  A S S U M P T I O N S

R E G A R D I N G  N E E D / W A N T :

I S  S O M E O N E  E L S E  O F F E R I N G
T H I S  P R O D U C T / S E R V I C E ?

P R O D U C T / S E R V I C E  N A M E :

W H A T  Q U E S T I O N S  C A N  I  A S K  M Y

I D E A L  C U S T O M E R S ?  
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N O T E S :

MAY  CRAFTS  CO .

N OY E S

N OY E S

N OY E S

N OY E S

N OY E S

N OY E S

N OY E S

N OY E S

N OY E S

NAME  I D EA
I S  THE  URL

AVA I LABLE ?

HOW  MEMORABLE ?

(SCALE  OF  1 - 1 0 )

NEW OFFERName

K S B  O n l i n e  M a r k e t i n g 26



NEW OFFERCosts
T O  I M P L E M E N T ,  I ' L L  N E E D ; C O S T
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NEW PRODUCTPricing
P R O D U C T  P R I C I N G  C A L C U L A T O R

HOURLY  PRODUCTION  WAGE *

UNITS  PRODUCED  PER  HOUR / IN  TOTAL * *

MATERIALS  &  PACKAGING  COST  PER  UNIT

SH IPP ING  COST  PER  UNIT

OTHER  COST  PER  UNIT  

PRODUCT  MARKUP  (FOR  30%  PUT  1 .3  ETC )

P A Y P A L

S T R I P E

C H E C K

TOTAL  PRODUCT  PR ICE

(TOTAL  UNIT  COST  X  MARKUP )

TOTAL  UNIT  COST

(ALL  OF  THE  ABOVE  COMBINED )

TOTAL  LABOR  COST  PER  UNIT  

(HOURLY  WAGE  X  UNITS  PRODUCED )

M E T H O D S  O F  G E T T I N G  P A I D :

N O T E S :

* The wage you will pay a contractor/employee or yourself

** Either items produced per hour or how many hours it will take to finish one product 
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NEW SERVICE Pricing
S E R V I C E  P R I C I N G  C A L C U L A T O R

HOURLY  RATE *

NUMBER  OF  HOURS  TO  COMPLETE  PROJECT * *

MATERIALS  COST  PER  PROJECT  

EXPENSES  (SUBSCR IPT IONS  TO  COMPLETE  SERV ICE )

OTHER  COSTS

VALUE  MARKUP  (FOR  30%  PUT  1 .3  ETC )

P A Y P A L

S T R I P E

C H E C K

TOTAL  SERV ICE  PR ICE

(TOTAL  COST  X  MARKUP )

TOTAL  UNIT  COST

(ALL  OF  THE  ABOVE  COMBINED )

TOTAL  LABOR  COST  PER  UNIT  

(HOURLY  WAGE  X  NUMBER  OF  CL IENTS )

M E T H O D S  O F  G E T T I N G  P A I D :

O T H E R  N O T E S :

* The rate you will pay a contractor/employee or yourself

** Total number of hours it will take to complete project 
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WHAT ISRequired
N E E D S NICE  OR  NECESSARY? O T H E R  N O T E S :

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

Y E S N O

N O

N O

N O

Y E S N O

Y E S

Y E S

Y E S

Y E S

Y E S

Y E S

Y E S N O

N O

N O

N O
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NEW OFFERChecklist

F I NANC I A L SA L E S  &  MARKE T I NG

PRODUC T  DEV .GENERA L

K S B  O n l i n e  M a r k e t i n g

VA L I DA T E  PRODUCT / S ERV I C E  OF F ER
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Project Your Future  Successstep#5: 

If you've made it this far and worked through the four previous steps...
CONGRATULATIONS!!
 
Here's some GREAT news  -  you've done the heavy lifting and hardest
parts of  business planning!

Now it's all about creating a plan so you can bring your vision to life by
the end of this new year. 

After you complete this step, you'll have a realistic picture of  how
you'll make the revenue you want by the end of the year. 

A few words of caution: Don't project the future based on your past
experiences. In other words, don't limit yourself when it comes to
projecting the revenue you want to make by the end of this new year.  

Dream big. Be bold. You totally got this! 
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FINE TUNINGOffers

W H O  C A N  I  P A R T N E R  W I T H  W H O  I S  A L R E A D Y  W O R K I N G  W I T H

M Y  I D E A L  C L I E N T S ?

W H E R E  A N D  H O W  C A N  I  S H O W  U P  A S  A N  A U T H O R I T Y ?  

W H A T  P R O D U C T S  O R  S E R V I C E S  B R I N G  T H E  H I G H E S T  R E T U R N

O N  D O L L A R S  A N D  J O Y ?

A R E  T H E R E  P E O P L E  W H O  A L R E A D Y  S E R V E  M Y  I D E A L  C L I E N T S  T H A T  W O U L D  B E N E F I T  B Y  A L I G N I N G  W I T H  M E  O R  M Y

S E R V I C E S ?   

K S B  O n l i n e  M a r k e t i n g

W H E R E  C A N  I  S E R V E  M Y  I D E A L  C L I E N T S ?

H O W  C A N  I  G I V E  T H E M  A  T A S T E  O F  W H A T  I  O F F E R ?   
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HIGH VALUE Offerings
N A M E  O F  P R O D U C T / S E R V I C E ; P R I C E : O T H E R  N O T E S :

E XAMP L E :  WEBS I T E  DE S I GN $2900 BA S I C  PACKAGE
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Projected BusinessExpenses
N A M E  O F  E X P E N S E C O S T M O N T H L Y  O R  A N N U A L

K S B  O n l i n e  M a r k e t i n g

TOTAL: 
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Where & How toSell

 

A F F I L I A T E  P R O G R A MD I R E C T  T O  C U S T O M E R

P A R T N E R  W I T H  D I S T R I B U T O R

P A R T N E R  W I T H  A  S T O R E

P A R T N E R  W I T H  A  N O N

C O M P E T I T O R

R E T A I L  S T O R E

P O P - U P  S T O R E

S E L L  O U T  O F  H O M E / C A R

P A R T N E R  W I T H  A  S T O R E

C R A F T  F A I R S  &  M A R K E T S

E B A Y

A M A Z O N

E T S Y O N L I N E  R E T A I L E R S

S O C I A L  M E D I A

W E B S I T E

P R O D U C T  S E L L I N G  M E T H O D S :

P H Y S I C A L  P L A C E S  T O  S E L L  P R O D U C T :

W H E R E  T O  S E L L  P R O D U C T  O N L I N E :

O T H E R  N O T E S :

S T R A T E G I C  P A R T N E R S

RE F ERRA L  PROGRAM
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Where & How toSell

 A F F I L I A T E  P R O G R A M

D I R E C T  T O  C L I E N T S

F R E E  O F F E R  

S T R A T E G I C  P A R T N E R S  

S P E A K I N G  E V E N T S

C O M M U N I T Y  E V E N T S

S O C I A L  M E D I A

W E B S I T E

S E R V I C E  S E L L I N G  M E T H O D S :

P H Y S I C A L  P L A C E S  T O  S E L L  S E R V I C E :

W H E R E  T O  S E L L  S E R V I C E  O N L I N E :

N O T E S :

L I N K E D I N

S O C I A L  M E D I A  G R O U P S

V I R TUA L  EV EN T S

GUE S T  B LOG  OR  PODCAS T

COMP L IMEN TARY  CONSU L T S

R E F ERRA L  PAR TNER S

D I G I T A L  ADVER T I S I NG
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REVENUEProjections
MONTH E S T .  REVENUE EXPENS E S PRO F I T

J ANUARY

F EBRUARY

MARCH

APR I L

MAY

JUNE

JU L Y

AUGUS T

S E P T EMBER

OC TOBER

NOVEMBER

DECEMBER

TO TA L :
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BUSINESSBudget
MONTH E S T .  REVENUE EXPENS E S PRO F I T

J ANUARY

F EBRUARY

MARCH

APR I L

MAY

JUNE

JU L Y

AUGUS T

S E P T EMBER

OC TOBER

NOVEMBER

DECEMBER

TO TA L :
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Your Kickass ActionPlanstep#6: 

K S B  O n l i n e  M a r k e t i n g

So now that you've mapped out your offerings, revenue and business
budget, it's time to create a kickass action plan so you stay committed
and on track!  

I'm going to let you in on a little secret first...
You do NOT have to know all of the steps or do the steps you outline
perfectly. In other words, you can't mess this up :-).

Of course, creating a plan that includes smart action steps makes
taking those actions a lot easier and makes the results come a little
quicker.

But what really matters is that you take action (no matter how small)
every day towards your big goals.

In this step, you'll create a plan by breaking those bigger goals into
doable action steps. You do not have to map out everything, but it sure
helps to define what you want to accomplish each month (bigger
picture) and then break that bigger goal into smaller steps you can
take each week.  

The funny thing about planning is when you do it, you don't get
derailed by drama, doubt and distractions that seem to surface every
damn day. Instead, you'll stay highly focused and engaged in turning
your vision into a tangible reality.  
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ANNUALPlanning
YEAR :

J ANUARY F EBRUARY MARCH

JUNEMAYAPR I L

J U L Y AUGUS T S EP T EMBER

DECEMBERNOVEMBEROCTOBER

K S B  O n l i n e  M a r k e t i n g

B I G  P I C TURE  GOA L S  FOR  EACH  MONTH

BEG I N  WI TH  THE  END  I N  M IND  
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MARKETINGStrategy

T O T A L  C O S T :

C H A N N E L M A R K E T I N G  T A C T I C S O N E  T I M E  C O S T M O N T H L Y  C O S T

S O C I A L

M E D I A

S E O

C O N T E N T

M A R K E T I N G

P A I D  A D S

K S B  O n l i n e  M a r k e t i n g

L I V E  EV EN T S

HOW YOU'LL PROMOTE AND SELL YOUR OFFERS
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 MARKETING Plan
YEAR :

J ANUARY F EBRUARY MARCH

JUNEMAYAPR I L

J U L Y AUGUS T S EP T EMBER

DECEMBERNOVEMBEROCTOBER

K S B  O n l i n e  M a r k e t i n g

B I G  P I C TURE  MARKE T I NG / SA L E S  OB J EC T I V E S  
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MONTHLY BIZ Planning
MONTH :

WEEK  0 1 WEEK  0 2

WEEK  04WEEK  0 3

N O T E S :

K S B  O n l i n e  M a r k e t i n g

BREAK I NG  DOWN  B I G  P I C TURE  MARKE T I NG  T AC T I C S  I N TO  SMA L L ER  AC T I ONAB L E  S T E P S

FOR  EACH  WEEK  OF  THE  MONTH  
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N O T E S :

THURSDAYWEDNESDAY

MONDAY TUESDAY

FR I DAY SATURDAY  &  SUNDAY

WEEKLY BIZPlanning
WEEK  01 :

K S B  O n l i n e  M a r k e t i n g

P LAN  THE  WEEK  AHEAD  PR I OR I T I E S  TO  MAKE  CONS I S T EN T  PROGRE S S  

ON  YOUR  SMA L L ER  WEEK L Y  AC T I ON  S T E P S  
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N O T E S :

THURSDAYWEDNESDAY

MONDAY TUESDAY

FR I DAY SATURDAY  &  SUNDAY

WEEKLY BIZPlanning
WEEK  02 :

K S B  O n l i n e  M a r k e t i n g 46



N O T E S :

THURSDAYWEDNESDAY

MONDAY TUESDAY

FR I DAY SATURDAY  &  SUNDAY

WEEKLY BIZ Planning
WEEK  03 :
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N O T E S :

THURSDAYWEDNESDAY

MONDAY TUESDAY

FR I DAY SATURDAY  &  SUNDAY

WEEKLY BIZ Planning
WEEK  04 :
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NotePaper
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support
Follow @ksbonlinemarketing 

on Facebook & LinkedIn

KSB Online Marketing

GET MORE 

M O R E  T H A N  W O R D S

Yay! You just did what most biz owners never do. 
You got clear on your vision, created a plan and now you're

are on a path to making it happen! 

I celebrate YOU and your courage to do this work, take these
steps and plan for your success!!  

Thank you for allowing me to be a part of your business
planning journey!

Keep me posted on how you're doing. Shoot me a message or
email me at kelly@ksbonlinemarketing.com  

 

https://www.facebook.com/KSBonlinemarketing
https://www.linkedin.com/in/kelly-stokes-brown-528a095a/
https://www.facebook.com/KSBonlinemarketing
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