Limitless Advisor

SUMMIT ACTION PLAN

Use this form to set your priorities and actions for the quarter

This Quarter’s Priorities

BIG Priority:

Building Your Marketing Funnel

ACTION T2 Map Marketing Funnel: top, midde, botom -
ACTION 2: - cet people IN (attention) - tailored content
ACTION 3: create a great, free lead magnet (convery)
ACTION 4:  Getin the right mental model
ACTION 5: Review the data

Progress Priority:

Create your Lead Magnet

ACTION 1:
ACTION 2:
ACTION 3:
ACTION 4:
ACTION 6&:

Refine Ideal Client Avatar

Progress Priority:

Websites that Work

ACTION T:  Get clear about Ideal Client profile
ACTION 2:  clarify your Brand Messaging

ACTION 3: Define your Unique Discovery Process
ACTION 4: Develop your website sales funnel
ACTION 5: Update your website to reflect best practices
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NAME:
YEAR:
QUARTER:

Big Why & Desired Outcomes

Clarify the outcome you want to create, the benefits of
achieving it and why it's important to you.

Generate attention and create awareness that leads to conversion.

NOTES
Reference Mktg Funnel wksht

NOTES
See Ideal Client Worksheet

NOTES

See Ideal Client worksheet
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