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Grow your  
business w it h 
The Business 
Guild!

Our  m ot t o is Prom ot e, Connect , Succeed, and all of  our  
program s are designed t o help you do it !
Prom ot e Your  Business

- Ads & content in Flackery magazine 
- Member-to-member ads in our newsletters & email campaigns
- Host classes & share your expertise to other small business owners

Connect  t o People

- Online groups & forums
- Mastermind groups
- Virtual & in-person events

Success St ar t s w it h t he Right  Tools & Resources

- Downloadable planning tools
- Classes & workshops
- Curated partners & resources 

Mem ber  Discount s & More!

Get  t wo m ont hs FREE w it h 
annual m em bership!

Professional 
Mem bership

$25/Mont h 
Join Today!

thebizguild.com
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CAREER & LEADERSHIP
COACH

Are you a leader striving to elevate your career, an 
individual contributor looking to reach the next level or an 
emerging professional navigating the business world? I'll 
help you identify your purpose and design a path to reach 
your goals! 

Discover a new and exciting career path

Reinvent yourself  in your existing role

Enhance your leadership skills and conf idence

Contact  me for a f ree, 100% Conf ident ial coaching session!
603-396-1541 (Text  or Call) JFCareerCoaching.com
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https://thebizguild.net/join-today
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Wonder ing why t he heck  we nam ed 

The Business Guild m agazine 

f lackery?

Here's a quick  video w it h all t he answers...

Welcome to the Winter edition of Flackery. How has your 
2023 been? Will 2024 be off to a good start?

We talk about leadership this quarter, and Patricia 
Hammond has done amazing work with delving deep  
into the biggest challenges for women in leadership; 
describing the why and how behind the customer avatar 
(how well do you know who you are marketing your 
services to?); identifying 10 year-end tasks to complete in 
December, clarifying what makes PR different from 
marketing, and more!

This quarter has been a challenge, but we are committed 
to delivering a quality magazine to help small business 
owners grow by connecting you with the people, resources, and information you 
need to succeed. 

Every quarter we put out the call for professionals willing to share their experiences 
and knowledge for our articles. We encourage you to pitch us an idea and/or submit 
your own articles that share your expertise with others!

I've reviewed Atomic Habits by James Clear and encourage you to read the book if you 
haven't already. I think I bought the book when it came out in 2018 and only read it 
this year after several people at my in-person networking group mentioned it. It 's 
now a top 10 of mine. What book(s) do you recommend to business owners? I'd love 
to know!

We hope you find the articles and resources useful and inspiring. I'd like to challenge 
you to start each day determined to improve something in your life by 1%, add a new 
positive habit, and consider keeping track of your incremental improvements. Review 
those improvements quarterly and see where you are one year from today. You have 
the power to achieve the results you want! 

Lisa J. Jackson

Editor of Flackery

Co-Founder of The Business Guild LLC

Please feel free to share this issue of Flackery with other small business owners!

Edit or 's Not e  There is incredible power  t o 
im proving in 1% increm ent s.
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Check out  our  websit e: f lackerym ag.com

Real world tools & strategies to build a 
strong foundation to help your business stay 
profitable when the economy is slow.

Recession-Proof  Your  Business

p. 54

New Feat ure:
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5 Why We Called the Magazine 
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ARE YOU TIRED OF DOING 
EVERYTHING IN YOUR BUSINESS?

St ar t  Your  
30-Day Tr ial 

Today!

Delegate and forget  about  it ...

www.johnmorganva.com

Grow ing Businesses 
Since 2015

Professional Full-Service VA Suppor t  
for  Solo Ent repreneurs
Accountants / Finance / Tax / Biz-Life-Mindset Coaches / 
Creatives / Photographers / Fitness / Wellness / Yoga / 
Marketing / Branding / PR / Non-Profit Organizations / 
Other Solo Entrepreneurs
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I have had this book in my TBR (to be read) 
pile for a while and I'm glad I finally read it!

Atomic Habits is a nice kick in the pants to 
creating new positive habits. The short 
chapters are full of reasons, resources, 
real-life case studies, and easy to 
implement explanations for improving our 
habits - personally and professionally. 

My big takeaway is that achievement is 
more about our processes rather than our 
specific goals; that without processes to 
achieve goals, the goals may not be 
achieved at all. Wow.  

Clear talks about how small habit changes 
over time make big differences. If you can 
do something to improve 1% each day, 
you'll see ~37% improvement in a year; 
where a 1% negative daily change will find 
you in the same, or worse, situation a year 
from now. 

"True behavior change is identity change," 
Clear says. Improvements (i.e, a new diet) 
will be short-term unless they become part 
of who we are. Think about the difference 
in this rephrasing: "I want to read 12 books 

a year." 
(behavior) 
versus "I 
want to 
become a 
reader." 
(identity) Or 
"I want to learn an instrument." (behavior) 
versus "I want to become a musician." 
(identity) A slight mindset shift and focus 
can lead to significant results.

A good way to start is to "stack" good 
habits. Look at what you already do each 
day (brush your teeth, make coffee/tea, 
etc.) then 'stack' a new habit to one of 
those activities -be specific. The formula is 
"After I [current habit], I will [new habit]." 
One thing I've done is "As I head off to bed, 
I will put a glass of water on the counter." 
Another is, "As I finish up my morning 
Sudoku puzzle, I will review my daily ToDo 
items."

I'm already reading this book for a 3rd time. 
There is so much in it! Highly 
recommended.

Author: James Clear

ASIN: B01N5AX61W

ISBN: 978-0735211292

Price: $27.00

Where to by: Online and in bookstores

Note: Several downloadable bonuses and templates

Book ReviewAt om ic Habit s: An Easy & Proven 
Way t o Build Good Habit s & Break  
Bad Ones
By LISA J. JACKSON, The Business Guild

Flackery - Wint er  2023Back  t o Cont ent s 8
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PR vs. Market ing: How to 

Know Which is Right  for 

You and Your Business

By Pat  Hammond, The Business Guild

What  is t he f ir st  t h ing 

t hat  com es t o m ind 

when you t h ink  about  

public relat ions (PR)?

Polit icians? 

Celebr it ies? Dam age 

cont rol?

TV shows like Scandal, 

Flack, and Ray Donovan tell 

us that PR professionals 

focus on fixing bad press 

and covering up bad 

behavior, but we all know 

what you see on TV isn?t 

real. (Even reality TV, but 

that?s another 

conversation.) The truth is, 

public relations is an 

essential component of 

brand management.

Yes, I said essential.

I know it will surprise many 

people, but small business 

owners can find substantial 

benefits from hiring a PR 

consultant.

- Brand Messaging
- Public Visibility
- Brand Management
- Media Relations
- Reputation 

Management

And yes, it sounds an awful 

lot like marketing, but it?s 

not.

How is public relat ions 

different  from 

market ing?

At its core, public relations 

is all about creating 

visibility and 

managing how 

people perceive 

your brand.

Public relations 

communications 

specialist Elaina 

Bedio, principal consultant 

at Purpose Public Af fairs, 

explains that a PR 

consultant focuses on 

elevating the public 

perception of an 

organization, or a business, 

or a person. 

?They focus on consistent 

strategic messaging, and 

putting your best foot 

forward. It?s more to do 

with communication in a 

broader sense than 

marketing."

On the flip side, marketing 

is all about generating 

interest in specific products 

and services.

Charlotte Silverstein, 

founder of Lena Rose PR, 

says, ?Marketing is more 

directly related to sales, 

numbers, newsletters, 

promotions, and funnels,? 

and public relations is 

11

Tired of marketing campaigns 
with more fizzle than sizzle? 
Maybe it 's time to consider a 
public relations strategy.
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Public relat ions is 
essent ial t o building 
consum er  t rust  and 
awareness

https://www.purposepublicaffairs.com/
https://www.purposepublicaffairs.com/
https://www.purposepublicaffairs.com/
https://www.lenarosepr.com/
https://www.lenarosepr.com/
https://www.lenarosepr.com/
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about ?establishing trust and credibility 

with your core audience, raising 

awareness, and opening doors to new 

customers and opportunities.?

This distinction is important because 

developing your 

brand is the 

cornerstone of 

building an overall 

marketing strategy.

What  does a public 

relat ions specialist  

do?

While marketing is a 

blanket term that 

covers all business 

promotion, public 

relations is a subset 

of marketing that targets your brand.

- Press Releases & Corporate 
Communications

- Media Relations & Training
- Manage Brand Channels
- Thought Leadership
- Event Marketing
- Community Relations

PR professionals do everything from 

helping you craft your brand message to 

developing media connections and getting 

you in front of your target audience. ?  All 

the things you wish you had the time and 

expertise to do.

How do you choose between PR and 

market ing?

It?s really a matter of 

identifying your goal. 

Do you want to 

promote your brand 

or make sales?

In a perfect world, 

your marketing and 

public relations 

strategies would go 

hand-in-hand.

Silverstein says the 

ideal scenario is that 

a business has the 

budget for both PR and marketing, 

however, if that is not the case, PR should 

be your priority.

Bedio says while both are important, start 

by speaking with a PR person before or 

shortly after starting a business.

Your brand is the public face and the heart 

at the core of your business. It can be the 

key driver for everything, from products 

and market development to employee 

12

It 's t he dif ference bet ween big pict ure 
and sales...

Back t o Cont ent s

recruitment and 

community relations. With 

so much at stake, it?s 

important to work with a 

professional to clarify and 

develop your brand?s 

identity.

Another important 

consideration is visibility.

How much time and money 

do small business owners 

spend on marketing 

campaigns that fizzle 

because nobody knows 

who they are?

It?s not an issue for 

companies that can afford 

massive blitz campaigns, 

but that doesn?t describe 

most solopreneurs or 

microbusiness owners.

As Silverstein says, ?If your 

audience is not aware of 

your business or brand in 

the first place, then they 

cannot make the 

commitment or investment 

you might be looking for.?

Wrap Up

Self-promotion is hard.

Hiring a PR consultant can 

be a game changer for 

people who have a hard 

time tooting their own 

horn.

- Improve your 
reputation

- Connect with your 
target audience

- Build credibility

In addition to helping to 

clarify your brand and your 

messaging, a PR firm can 

help you find opportunities 

to establish your expertise 

and connect with your 

customers.

If these are things you 

struggle with, think about 

hiring a PR firm.

Many PR consultants offer 

project and hourly rates, 

which makes it an 

affordable choice for 

business owners to build 

authority and brand 

awareness.

Even if you?re on a tight 

budget, it will be well worth 

the expense. ?

13 Flackery - Wint er  2023
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Can you pick your ideal client  out  of 

a crowd?

Is she the middle-aged blonde with 

three cats and a mortgage, or the 

twenty-something brunet te with a 

roommate in her f irst  apartment?

It?s not enough to say your ideal customers 

are ?marketing managers? or ?women over 

twenty-five.? If you want to build an 

effective marketing strategy, get to know 

your customer by developing a customer 

persona.

If you?ve never used one, a customer 

persona, also known as an avatar, is a 

character sketch of your ideal customer.

A good persona will break down everything 

from basic demographics to motivations, 

influences, and buying processes. It will 

help you identify your customer?s goals, 

what challenges them, and how to 

overcome objections.

All of this information makes it much 

easier to craft a marketing campaign that 

will attract and connect with your desired 

customer.

The Persona Advant age: How t o Gain a 
Com pet it ive Edge in Business

Back t o Cont ent s 14

By Pat Hammond, The Business Guild

How do I m ake a 

cust om er  persona?

The easiest way to do this 

is to take a page out of 

your favorite author?s book. 

You sit down and create a 

biography describing who 

your ideal client is.

It doesn?t have to be 

anything fancy, but it needs 

to include common core 

elements that differentiate 

one person from another.

- What do they look 
like?

- How old are they?
- Where do they live?
- What?s their job?
- Do they have hobbies?

The Business Guild created 

a detailed cust om er  

persona t em plat e with 

key questions to help you 

understand your ideal 

customer.

It will take you about 30 

minutes to complete, but 

it?s worth the effort 

because a good customer 

persona gives your 

customer a unique identity. 

It makes them real.

Rather than ?men between 

the ages of 30 and 55,? 

your target customer 

becomes 47-year-old Jake 

Connor from Kansas City. 

He?s a self-employed 

carpenter who earns 

between $150,000 and 

$225,000 a year. Jake has 

two teenage sons, an 

ex-wife, and a live-in 

girlfriend. He doesn?t use 

social media, but is an 

active member of the local 

chamber of commerce, 

officiates high school 

basketball games, and 

bowls in a league. 

Jake doesn?t 

have a lot of 

extra money, 

but he values 

reliability and 

tries to buy the 

best tool for the 

job, even if it?s 

more expensive.

The difference 

is night and day.

Instead of trying to connect 

with a general audience, 

your customer persona 

gives you important 

information about how that 

customer thinks and feels, 

what they want and need, 

and how and where to 

reach them.

This is how you build an 

enticing campaign that 

results in getting their 

attention and making the 

sale.

Don?t  over look  det ails

The key to a winning 

persona is to pay attention 

to the details.
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A good cust om er  persona gives your  
cust om er  an ident it y and m akes t hem  real.
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Knowledge is power. When you 
take the time to build customer 
personas, to identify your target 
audience's goals, challenges, and 
buying processes, you will create 
a distinct advantage over your 
competitors.

https://flackerymag.com/29302/files/657630c82c37d_1702244552_customer-persona.pdf
https://flackerymag.com/29302/files/657630c82c37d_1702244552_customer-persona.pdf
https://flackerymag.com/29302/files/657630c82c37d_1702244552_customer-persona.pdf
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Northern New England - NH, VT, ME, Northern MA

www.LeddyGroup.com

Real people helping real people 
f ind m eaningful work  since 1994

- Account ing & Finance
- Administ rat ive & Customer Service
- Engineering
- Human Resources
- Indust r ial and Skilled Manufactur ing

Call Today!
877-202-7005
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You can?t make 

assumptions based on your 

personal beliefs or 

experiences.

Do the research.

If you?re struggling to find 

information beyond the 

basics of age and 

profession, try the U.S. 

Census Bureau . ?  This is 

especially true for business 

customers.

They have an incredible 

number of reports about 

businesses and business 

owners.

- Type of business
- Annual revenue
- Ethnicity of owners
- Location
- Number of employees

Trade groups and 

associations are other 

excellent resources.

Many publish 

reports about 

industry trends, 

including sales, 

markets, and 

challenges. You 

can also 

purchase reports 

from sources like 

St at ist a and 

Gar t ner .

These are invaluable tools 

for mining data about your 

customer?s industry.

How m any cust om er  

personas can I have?

Customer personas 

represent one person in 

your target audience, not 

the entire market.

You can have as many 

personas as you need. But 

you need to start with one.

The first avatar you create 

should be your ideal 

customer. The person who 

comes to mind when you 

imagine pitching a client or 

making a sale.

Once you identify the first 

one, you can create 

additional personas 

whenever you need them 

for new campaigns, 

products, or markets.

Which brings up another 

point. Customer personas 

aren?t just for marketing.

They?re an important 

component of your overall 

business planning as well.

- Product Development
- Sales Processes
- Brand Awareness

All these areas benefit from 

having a clear idea of who 

your customers are.

No matter how you use it, a 

quality customer persona 

can give you the 

information and insight you 

need to gain a notable 

competitive advantage. ?

Back t o Cont ent s 16 Flackery - Wint er  2023

Need help building a 
customer persona? 

Check out  Craft  
Targeted Market ing 

Campaigns with Our 
New Customer 

Persona Worksheet

p. 28

https://leddygroup.com/
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https://data.census.gov/
https://data.census.gov/
https://www.statista.com/
https://www.gartner.com/en
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10 Year -End Tasks t o Com plet e 
Before t he New Year

Choose monthly topics,  
update your posting 
schedule, and create & 
schedule posts.

4. Show m e t he 
m oney!
Review financial 
reports & identify 
outstanding invoices.

6. Updat e 
your  websit e

Freshen up your 
homepage. 

Remove outdated content. 
Check links and update your footers.

8. Set  up next  year 's 
cont ent  calendar

9. Review  & updat e 
your  business plan

Review year-end numbers, 
and update goals, sales 
forecasts, and strategies for 
next year.

2. Inbox zero

Take a moment to 
identify and celebrate 
everything you've 
accomplished this year! 

Identify which campaigns were 
successful, which weren't, & why.

5. Schedule 
m e-t im e 
Block off time on 
next year 's calendar 

for wellness activities, classes, 
hobbies, and days off!

7. Prepare for   
t ax t im e
Gather & organize 
receipts so you're 
not scrambling in 
March.

3. Review  your  
sales & 
m arket ing 
st at s

10. Celebrat e your  
accom plishm ent s!

Delete spam & any 
messages that aren't 
actionable. Create a filing 
system to organize your 
inbox.

1. St at us check
What's in the pipeline? 
Which projects are active? 
How close are you to 

finishing open tasks?

Flackery - Wint er  2023Back  t o Cont ent s 18 19
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Wom en & Leadership: How t o 
Overcom e Challenges & Be a 
Great  Leader  
By Pat Hammond, The Business Guild

20Back t o Cont ent s

e usually start  planning 

Flackery issues about  six 

months before publicat ion 

so we have t ime to f ine-tune a topic 

and f ind resources. 

One of my art icles for this issue was 

about  women?s challenges in 

leadership. ?  How to take a 

leadership role, juggling personal 

commitments, get t ing not iced and 

being taken ser iously in the 

corporate world.

I wanted to interview someone who had 

worked their way through the ranks. A 

woman who didn?t just do a good job, but 

exemplified the role of an outstanding 

leader. Someone who had experienced 

and understood the challenges of being a 

woman in the workplace.

Just when I was about to send out a 

general request for introductions, my 

husband told me that his manager?s boss 

was leaving the company to start an 

executive coaching business.

Serendipity.

Jonna Ferguson was his first manager 

when he made the transition to telecom 

over twenty years ago. I didn?t know her 

well, but she was someone I had heard 

about from my husband and his 

co-workers. She was a well-respected, 

approachable boss who went from an 

early role as a customer service manager 

with a small startup to a senior director at 

Comcast.

I knew she was a person who could, and 

would, give me the honest skinny about 

what it takes to be a good leader.

My husband passed on my request and 

here we are.

Jonna is an experienced, inspiring leader 

who has a clear view of her role as a 

business leader. She wasn?t afraid to lead 

our conversation to focus on how people - 

all people, regardless of their gender - can 

step into leadership. 

Rather than sticking to old tropes, she 

shared specific skills and mindsets that will 

21 Flackery - Wint er  2023
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Jonna Ferguson, Executive Coach

https://jfcareercoaching.com
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https://jfcareercoaching.com
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help anyone step into a leadership role.

Whether you?re new to leadership or just 

want to be better at it, Jonna has the inside 

scoop on how to overcome challenges and 

become an outstanding leader.

PH: What  is the biggest  challenge 

women business leaders face? ?  How 

or why is it  different?

JF: ?I don?t  know that  women have 

different  challenges, they just  m ight  

perceive them different ly.?

Setting aside situations where there is bias, 

many times, women miss opportunities 

because they hold themselves to much 

higher expectations than men.

She gives the example of a person 

applying for a new job. ?A woman will think 

they need to know 98% of the skills today, 

where a man will go in with half of the 

skills and have the confidence to develop 

the rest they need.?

Other common challenges revolve around 

making proactive connections. 

- How are you building relationships? 

- Who are your advisors?

- Who can be your champion when 

you?re not in the room?

Jonna stresses the importance of finding 

trusted advisors, people who have worked 

in your industry and aren?t afraid to tell 

you the truth. 

PH: Looking beyond 

women-specif ic issues, 

what  is the biggest  

challenge all business 

leaders face r ight  

now?

JF: ?The biggest  

challenge r ight  now is 

constant  change, and 

t rying to keep up with 

22

Vision, t ransparency, and com m unicat ion 
are t he hallm arks of  st rong leadership
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being relevant  and innovat ing or 

maintaining your business.?

Trying to anticipate what those things 

might be in 6 months, 12 months, or even 

5 years down the line takes effort.

?Since COVID, people are being more 

intentional in their planning, knowing 

things will change.?

She?s talking about the big picture.

Jonna doesn?t mention concerns about 

hiring, skills, or artificial intelligence. I 

suspect they?re not such a challenge if you 

plan well.

PH: Why is it  st ill so hard for women to 

r ise into key leadership roles?

JF: ?You have to want  to swing for the 

fences on change, and I think people 

who play it  safe aren?t  going to get  

those roles.?

High-level roles undergo constant change. 

You?re going to have to come up with 

strategic or dramatic methods to manage 

change and explain how you?re going to 

achieve results.

You also need to sway your team ?  both 

your bosses and employees.

If you aren?t able to show how you?ve 

brought about a change in the past and 

brought your people along with you, you?re 

not going to get the job.

PH: Who is more cr it ical of a female 

boss, men or women?

JF: ?I?ve been so fortunate that  I?ve had 

male and female bosses that  were 

support ive.?

She says while most of the bosses she?s 

had were supportive, women leaders can 

be more critical because we think more 

alike.

?We have the same challenges and 

experiences if they?ve come from the same 

industry.?

She?s talking about bosses she?s had, but 

what about employees?

Who is more critical of a female leader, 

men or women?

Jonna says it really comes down to how the 

leader communicates.

?If the leader doesn?t take the time to 

position change well, or doesn?t ask the 

team, or connect with people on an 

individual level, those teams are more 
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3 career  t ips for  leaders:

1. Foster st rong 
relat ionships.

2. Embrace change and be 
willing to take on new 
roles.

3. Don't  be afraid to take 
r isks.
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critical.?

People know when you 

don?t  take ownership.

If you don?t position things 

genuinely, you will have no 

respect from your team.

PH: How can women 

plan their  career so it  

leads to the type of 

leadership posit ions 

that  open the door to 

senior management  and 

C-suite opportunit ies? 

JF: ?The first  thing is to 

think about  your own 

values and what  you 

want .?

A lot of people think they 

want an executive role, only 

to realize it?s not what they 

really wanted.

The C-suite is a 24/7 role.

Go into it knowing that and 

how it will affect your 

family. Are they on board 

with this? Talk to them 

about what their roles will 

be if you?re not available.

Maybe put a time-frame on 

it.

Demonstrate a willingness 

to be mobile in geography 

and accept a variety of 

roles.

Most people in c-positions 

have very diverse 

backgrounds. They?ve 

worked in marketing, sales, 

and finance. Leap into 

different areas of the 

company so you have a full 

picture of the business 

when you move to that 

level.

?Most successful women I 

know have done that. They 

take on different roles and 

change positions every two 

years.?

You also need advisors and 

mentors who?ve done it 

who can point out your 

blind spots and how to 

overcome them.

PH: What  was your 

biggest  win/success as a 

business leader?

JF: ?I think it ?s not  one 

thing, but  great  things 

have always happened 

when I?ve been 

courageous and taken a 

r isk.?

Taking risks is scary!

?I tell myself I don?t want to 

do this, but I know I should, 

and will regret it if I don?t 

try. And every single time 

it?s paid off. ?

PH: Who has the hardest  

t ime breaking into 

leadership?

JF: ?People who don?t  

reach out  to peers, or 

those who t ry to work in 

a silo don?t  do well in 

leadership.?

Leaders have to 

understand how things 

affect upstream and 
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Who is your  cham pion when you're not  in 
t he room ?

downstream. They need to 

have the support of their 

team.

Instead of holding 

themselves apart from the 

group, they should think 

more about vision, 

transparency, and 

communication. These are 

hallmarks of strong 

leadership because they 

build trust and cohesive 

teams.

It?s not a weakness to ask 

for help.

People appreciate honesty, 

and feeling valued.

PH: What  skills do good 

leaders need?

JF: ?First  and foremost , 

good leaders need to 

listen more than they 

speak. They need to 

really hear the 

feedback and take 

act ion on things that  

m ight  be challenging or 

diff icult  to take act ion 

on.?

That speaks volumes 

about you as a leader 

when you move to 

right something that?s 

wrong and get involved.

Show you?re embracing 

change and lead by 

example.

People will accept change 

more easily when you can 

get on board, show 

everyone you believe in it.

You also have to be 

resilient.

?For me personally, being a 

strong person ?  active, 

energetic, and healthy ?  

for yourself, so you can be 

there for the people 

around you. I?m better for 

myself when I prioritize 

being healthy.?

PH: What  skills do more 

women need to master 

to be seen as a 

leadership 

candidate/good leader?

JF: ?I would say start  

measuring things. I think 

somet imes women tend 

not  to want  to measure 

achievement  and 

publicize it .?

Learn how to set goals and 

targets.

Sometimes there?s a fear of 

failure. 

It?s okay if the 

measurement falls short. 

It?s a process. If something 

isn?t working, find out why 

and fix it.
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You also need to practice relationship 

building.

Reach out to people and ask how you can 

help, or how they can help you.

You don?t have to do it all by yourself; 

knowing how to reach out to your 

connections is a crucial skill.

PH: What?s the one thing you want  

people to know?

JF: ?It  all comes back to the culture 

the leader creates.?

Invest in your people and you will have a 

stronger, more successful business.

While there?s an incredibly important 

focus in the business world on finances 

and measuring results, you have to 

prioritize people.

- What makes them work at their best?

- How can you leverage their strengths?

- How can you cultivate healthy 

mindsets?

Make people a priority and you will create 

a more powerful, culturally sound, 

influential, and productive business. ?
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It 's not  a weakness 
t o ask  for  help.

I have 28 years of corporate experience leading teams 
through broad change within large corporations, small 
businesses and start-ups, always prioritizing 
development of leaders at all levels.

Whether you're a leader striving to elevate your career, 
an individual contributor who wants to reach the next 
level, or an emerging professional new to navigating the 
business world, I'll help you identify your core values 
and design a path to reach your goals!

603-396-1541 (Text  or Call) JFCareerCoaching.com

Contact  me for a f ree, 100% conf ident ial 
coaching session!

Every business has a voice, let 's 
capt ure yours.

w r it eyourwaynh.org

You want  to tell your story to 
your clients/customers, but  
you st ruggle a bit  with get t ing 
the words writ ten. You?re 
looking for someone to help 
you create the content you 
need using ?your  words, only 
bet t er .?

Write Your Way offers the 
writing and editing experience 
you want with dependability 
you can rely on.
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- Blog/article creation
- Business profiles
- LinkedIn summaries/profiles
- Success stories/case studies
- Website content

Schedule a t im e t o chat

Let 's discuss your writ ing needs 
and opt ions to see how I can help 
you take your content  to the next  
level so you can at t ract  new 
customers.

Schedule Today!
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Jonna Ferguson, Executive Coach

https://jfcareercoaching.com
http://www.linkedin.com/in/jonna-ferguson/
mailto:JFCareerCoaching@gmail.com
https://www.lisajjackson.com/
https://www.linkedin.com/in/lisajjackson
https://www.lisajjackson.com/
https://calendly.com/lisajjackson/initial-writing-editing-consult
https://calendly.com/lisajjackson/initial-writing-editing-consult
https://calendly.com/lisajjackson/initial-writing-editing-consult
https://jfcareercoaching.com
https://jfcareercoaching.com
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https://jfcareercoaching.com


28

Craf t  Target ed Market ing 
Cam paigns w it h Our  New 
Cust om er  Persona Worksheet
By Pat Hammond, The Business Guild

28Back t o Cont ent s 29

You already have a rough idea ?  a 

general group of people or 

businesses within a range of 

var iables ?  but  have you ident if ied 

any individual buyers in the group?

The Business Guild?s Cust om er  Persona 

Worksheet  is a thorough tool for creating 

a detailed profile of your ideal customers.

This three-page worksheet breaks down 

everything from who your client is to what 

motivates them and how they make 

decisions.

Like our other planning tools, the 

Customer Persona Worksheet is easy to 

use.

All you need to do is open the document 

in a web browser and tab through each 

box until you have a complete picture of 

your customer.

Page One -  

Biography

The first page covers 

general information about 

your customer.

The administrative section 

is where you note which 

product, service, or 

campaign you?re 

developing this persona.

Don?t skip the prepared for, prepared by, 

date, and version boxes.

These boxes will give you a historical 

perspective about how your customer has 

changed, and which products or 

campaigns you marketed to them.

The biography questions will help you 

build a picture of who your customer is.

Be sure to pay close attention to the 

You put  a lot  of t ime and effort  
(not  to ment ion money) into 
market ing, but  how much thought  
have you given to who your 
customers are?

Note: If you want to add a 

picture of your customer, 

you will need to open the 

PDF in a free pdf editing 

program like OpenPDF.com  

or SmallPDF.com. 
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questions about their 

environment and 

relationships.

Also, keep in mind that 

gender is no longer a 

matter of male or female. It 

can distinguish between 

birth-assigned gender, 

gender identity, sexual 

orientation, and pronouns.

You may not think it?s 

relevant for your products 

and services, but it can 

have a tremendous impact 

on the success or failure of 

your marketing. (If you 

have any doubts, just ask 

Anheuser-Busch about Bud 

Light.)

You'll also want to consider 

if this person is religious. 

This information will help 

you avoid offending 

potential customers.

Locat ion

Where your customer lives 

is important for both 

developing a profile and 

managing specific 

campaigns.

Do they live in the city, 

suburbs, or country?

Does this person own their 

own home, rent, or live 

with someone else?

These things make a 

difference in the availability 

of resources, disposable 

income, and the 

customer?s mindset.

Page Two - Work  

and Mot ivat ions

This page takes a deeper 

look at your customer?s 

income and what 

influences their decisions.

Identify what this person 

does for a living and how 

much money they make.

You also need to consider 

what industry they?re in.

For example, an accountant 

for a medical office is going 

to have a different 

perspective than someone 

who does accounting for 

non-profits.

What  m ot ivat es 

t hem ?

Are they aspirational? Are 

they afraid of missing out? 

Maybe they?re motivated by 

emotions, personality, or 

their environment.

Likes and dislikes add 

depth to the profile.

Ident ifying your 

customer?s hobbies can 

reveal a lot  about  their  
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interests and mot ivat ions. It 

might even help you tap into 

other markets and provide a 

new way to connect.

Once you know that, think 

about where this person 

spends their time.

Are they active on social 

media? If yes, which 

platform(s)?

Where can you find them in 

the real world?

This is important because 

there is no point in building a Facebook 

marketing campaign if your ideal customer 

spends their time at the golf course.

You also need to figure out where this 

person goes for information.

Is Google their first stop?

Do they ask a friend?

The answer will help you get a picture of 

the people and sources that influence your 

customers.

Goals

The goal section asks you to dive into your 

customers? minds to identify their goals 

and what?s holding them back.

A persona for a business customer may 

be the author ized buyer, user, or 

gatekeeper. Their goals will differ from 

each other and may, or may not, reflect 

the company?s goals.

What does this person want to achieve for 

themselves and their business?

Are these goals related? Do they align with 

an overarching goal, or are they simply two 

separate goals?

What is stopping them from achieving their 

goals?
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Who are you t rying to reach? What 's their  favor ite 

takeout , ice cream, or color?

Flackery - Wint er  2023

https://flackerymag.com/29302/files/657630c82c37d_1702244552_customer-persona.pdf
https://flackerymag.com/29302/files/657630c82c37d_1702244552_customer-persona.pdf


32

SUBSCRIBE TO GET YOUR FREE 
COPY OF FLACKERY IN YOUR 
INBOX

Thank you for  reading Flackery. 

If you liked what  you read, be 
sure to check out  our back issues 
for more tools, t ips, and 
business insights at  
Flackerymag.com

Page Three - Decisions

This section reviews the various 

components that go into how your 

customer makes decisions. This 

information will make it a lot easier to craft 

a strategy that will align with their 

decision-making process.

Start by determining if this person is the 

decision maker.

Are they the person who uses the 

product/service, guards the door, or writes 

the check?

Each of these people has a role to play, but 

you can?t build your campaign until you 

know which one you?re trying to reach.

Is there a gatekeeper?

If yes, who are they, and what is their role? 

?  Somet imes the gatekeeper is a phone 

system, or other digital resource, rather 

than an actual person.

Finally, what is your customer?s 

decision-making process?

Do they do research, ask a 

friend, or go through a 

committee?

If they usually consult 

someone before making 

decisions, identify who they 

are and what their role is.

Are they a trusted colleague, 

manager, friend, or relative?

What is the customer?s default 

excuse for not buying? It?s too expensive, 

too hard to use, they don?t have time to 

learn something new, or something else?

If you can identify what it is, you can build 

a campaign that addresses their concerns.

Finally, we get to the notes section. We left 

this part of the customer persona 

worksheet blank so you can take notes or 

add additional questions.

As you can see, a customer persona is an 

easy, effective tool for maximizing your 

marketing.

What are you waiting for? Download our 

Customer Persona Worksheet and start 

maximizing your marketing today. ?

32 33

Never  m iss an issue 
Sign up for  FREE!

Back t o Cont ent s

Did you enjoy 
Flackery?
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Download your  FREE Cust om er  
Persona worksheet  Now!
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Cont ent  Market ing

Prom ot e Your  Business Wit h Feat ure 
St or ies & Sponsored Post s

Flackery is now accepting feature stories and 
sponsored posts from The Business Guild members 
and non-members.*

How does it  work?

Lisa will interview you about your business and story 
idea then craft it into a written article featuring your 
ideas and  expertise.  

- No struggling to find the right words
- No issues finding the time to write
- No excuses!

Content marketing is a key component of your successful marketing strategy and 
we provide the perfect marketing tools, using the perfect marketing vehicle, at 
a price you can afford.     

- Professional presentation
- Targeted small biz audience
- Shareable evergreen content

Make YOUR cont ent  m arket ing easy!

Your  Words, Only Bet t er

Mem bers: $175

Non-Mem bers: $250 

Your  Or iginal Cont ent  

Mem bers: FREE

Non-Mem bers: $125

Deadline: January 26, 2024

 B
ook  

To
day!

Book Today -- Your  Words, Only Bet t er  
Deadline is January 26t h!

*  see submission guidelines for details

No t im e t o w r it e? No problem !

We've t eam ed up w it h Lisa J. Jackson f rom  
wr it eyourwaynh.org t o br ing "Your  Words, 
Only Bet t er "  t o Flackery!

Subm it  your  
cont ent  t oday!

The Business Guild & Flackery make it easy for YOU to share YOUR expertise and 
promote YOUR business.
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Get  t he biggest  bang for  your  buck  w it h a 
digit al ad in Flackery!

The great thing about a digital publication is that your ads 
are digital too. This means your ad isn't limited to basic 
content and contact information.  

- Link to Website, Landing Pages, and Social Media 
Platforms

- Embed Video, Coupon Codes, Special Offers, & More!
- Even better, your Flackery ad is shareable, pinnable 

content that is available 24/7.  

When was t he last  t im e a pr int  ad did t hat ?  

Prom ot e YOUR Business in Flackery!

Do you want  

t o reach  a 

diverse, 
dedicat ed 
business 
audience?

Save 25% when you buy a 1-Year  ad package (4 issues)!

Budget -Fr iendly Rat es

Full Page (approx 8.5" X 11") $250/per issue $750/annual

1/2 Page (approx 8.5" X 5.5") $150/per issue $450/annual

1/4 Page (approx 4" X 5") $50/per issue $150/annual

1/4 Page - Video (approx 4" X 5") $75/per issue $225/annual

1/3 Page*  (approx 2.83" X 11") $75/per issue $225/annual

*  Video cannot be added to 1/3 column ads

Get  your  ad 
t oday!
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36Sm all st eps get  result s!
I work with women in their  50s, 60s, and 70s who want  to 
take t ime for themselves, regain st rength, and feel good in 
their  own skin.

- St rengthen your core
- Improve your posture
- Feel good in your own skin!

Individuals /  Sm all Groups
In Person /  Vir t ual

Online Core 50+ Program  
Com ing Soon!

Get  your  FREE PDF 
w it h 5 exercises - 
St ar t  feeling good 
t oday!
m ar t ha@m ar t hawalt ers 

f i t ness.com
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Check out  our  
lat est  
podcast !

Promote your 
business & share your 
expert ise as a guest  
on an upcoming 
podcast .

in fo@t hebizguild.com

SuccessFunnelPodcast .com

The Success Funnel Podcast is your one-stop 
source for everything you need to succeed.

- Planning
- Leadership
- People & Resources
- Opportunity
- Success

Click the links below to hear the latest episodes 
or join us as a guest!

Join Us for  t he Success Funnel Podcast !
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Business Resources
It  would take the ent ire magazine to list  resources for every city, state, or 
county, so we're including direct links to the corresponding resources 
pages on The Business Guild's website. If you're looking for a resource that 
isn't  listed, please send an email to info@thebizguild.com and we'll t ry to 
help you find what you're looking for.  

Business & St rat eg ic Plann ing

This includes federal business resources, usefu l tools, and  all of The Business Guild 's 
business p lann ing  tem plates.

W eb Desig n

The w eb design  resources feature usefu l t ips for choosing  a CMS, bu ild ing  a w ebsite, 
im proving  page speed, and  m anag ing  site m ain tenance.

Graph ic Desig n  & Video

The sect ion  covers g raph ic design  t ips and  links to several free g raph ic design  p rog ram s 
as w ell as help fu l in form at ion  about  video setup, record ing , and  ed it ing

Sales & Market ing

Sales & Market ing  has in fo about  ERPs and CRMs; t ips, t ricks, and  st rateg ies for boost ing  
sales; top  p icks for em ail m arket ing  p rog ram s; tem plates for sales and  m arket ing  
cam paigns; and  links to com m unity partners.

Classes & Train ing

The classes & t rain ing  sect ion  offers a collect ion  of live and  on-dem and classes, events, 
and  sem inars from  The Business Guild , our m em bers, and  com m unity partners.

Back  Of f ice

This sect ion  contains a variety of back office tools and  resources for your HR, account ing , 
and  IT quest ions.

Back t o Cont ent s

Free and Budget -Fr iendly Resources for  Your  Business

t heb izg u ild .com /succeed
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AllegraBoverm an.com

Port raits

Family, Engagement  & 
Children's Port raits

Special Events,  
Conferences & Galas

Business & Indust r ial 
Photography

Editor ial - News & Features

Community & Public 
Relat ions

Allegra
Boverman
Photography
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https://brandartica.agency/
https://brandartica.agency/
http://allegraboverman.com/
https://www.facebook.com/allegrabovermanphotography/
https://www.instagram.com/allegraboverman/
https://twitter.com/fotochica
https://www.linkedin.com/in/allegraboverman/
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Want to be a good leader? 
Make t ime for people.
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