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INTRODUCTION

1
TO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N T

In order to find more of the right kinds of new business, we must be clear 

and compelling about who is the best fit for us. Focusing on your ideal 

client does two things at once. It first helps us to be clear and compelling 

with our value proposition language and positioning, and secondly 

it assists us in a more disciplined 

approach to qualifying prospects to 

see if they’re worth pursuing.

To continue to grow, it’s essential to 

get more disciplined about what you 

pursue and say “yes” to, and where you 

are spending your prospecting energy 

and attention. Is your current approach 

going to get you the double-digit 

growth and deeper fulfillment you deserve and desire? Do you have the 

courage and trust it takes to respectfully decline some new opportunities 

or refer them elsewhere to make room for better ones?

Paint a more clear and compelling picture about what an ideal client looks 

like for you. Use this template to organize how you talk about what you 

do and whom you do it for in every type of situation, from cocktail parties 

to important new business presentations. Use this framework for yourself 

or your sales team to get a really clear image and common language 

around the prospects you want to be reaching out to, attracting more of 

and asking to be referred to. Make it easy for others to understand what 

you’re looking for and you will start to see more matches showing up in 

your world. 
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WHY DOES THIS MATTER?

TO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N TTO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N T

• Start by naming up to three current ideal clients and make a few notes 
about what makes these specific people and companies so ideal. 

• Put either a company name or a person’s name to the figures in the 
middle of the page. 

• Think of real clients who are ideal for you, ones you would love to have 
more of. 

• Think about what was going on for them when they first hired you that 
made them a fit. 

• What do you most appreciate about them? 

• What have they told you they value about you? 

• Anything else that makes them ideal? 

STEP #1   YOUR CURRENT IDEAL CLIENTS

Understand that this is a filter for 
the kinds of new opportunities 
you’re looking for. Use this as 
inspiration to create an updated 
ideal client profile.

Joe G Dean K + Jane L SunPower

It’s exhausting trying to be 
everything to everyone. To 
achieve the kind of growth you 
want, you’ll need to focus your 
time and energy on the right 
type of clients. 

This type of language naturally 
gets you thinking, talking and 
feeling like you’re on equal 
footing with prospects and 
referral partners. You can sell 
from strength when talking 
about your ideal client.When reviewing your pipeline 

of opportunities, the ideal 
client profile creates a natural 
filter and reminder to ensure 
you are not chasing too many 
small, difficult, long-shot 
prospects. 

There is a metaphysical reality to 
more quickly attracting what you 
clearly define. We don’t claim to 
know how and why it works but 
we know that it does work—if 
you believe in it and yourself. If 
nothing else,

• Have fun with this. 

• Allow yourself to 
personalize the exercise 
and feel the power of 
what it’s like to work 
with your favorite 
clients and what it is 
about them. 

• Remember, it’s entirely 
possible to have even 
MORE of these kinds of 
relationships. 

IT’S WORTH A TRY, RIGHT?
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In this section, focus on the traits of the kind of person with whom you work 
best, including what they need to be open to in order to be a good fit. 

LIST ANYTHING RELATED TO: 

• Their role.

• Their level of influence. 

• Their working style.

• The importance of things like their sense of humor, personality fit, pace of 
decision making, and openness to change. 

• What’s really important to you, what makes for an ideal working relationship? 

• Where are you not willing to compromise (because you’ve done it before and 
it’s been a disaster)? 

You are not a fit for everyone, right? What’s the kind of person, persons or team 
with whom you most enjoy working? List key attributes, at a very human level.

STEP #3   THE PERSONSTEP #2   THE SPECIFICS

“THE SPECIFICS” ASKS FOR VERY CONCISE, TANGIBLE  
BUSINESS DETAILS: 

• Industry vertical 

• Size of organization

• Geography

• Access points within the organization, i.e., decision makers

List specific details that make a prospect profile fit into your sweet spot. 
Think about the types of clients and situations where you’ve had your 
biggest successes to date and where you are most passionately interested  
in finding more opportunities just like them.

• Healthcare
• 100-500 employees
• Southern California HQ, locations 

throughout West Coast
• Direct access to CFO and VP HR

Notice your fear of 
leaving someone out of 
this specific profile. 

Remember, this is your 
IDEAL profile, so it’s OK  
to be picky and specific. 

Stay attuned to your gut when it comes to the person being an ideal fit or not. Even if all the business 
items are lining up for this to be an ideal new client… if you don’t like the person or they don’t totally 
“get” or appreciate you, it’s often not worth pushing forward. Trust your intuition here. If it doesn’t feel 
right, be willing to walk away. Life is too short. 

It’s easy to overlook 
personality warning signs 
because there are so 
many ways a prospect 
might be ideal. But if you 
don’t like them or they 
show behaviors that give 
you pause, be very wary  
of continuing. 

TO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N TTO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N T

• Fun, smart 
• Positive attitude 
• Happy with their job (not bitter)
• Key decision maker or significant influencer
• Ability to move fast, get things done
• Like-minded in style and approach
• Open to making a change, taking a risk
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STEP #5   ACTION STEPSSTEP #4   THE SITUATION

This section is designed to focus on what’s happening with your ideal prospect 
that would make this an ideal time for them to be talking to you. 

• What’s going on for them at this time in their business or in their particular job 
that makes now a really good time to be talking with you? 

• What might be driving them to have a compelling reason to change or do 
something different? 

• Are they not happy with or worried about something? 

• What are they looking to achieve or capitalize on that fits perfectly with 
your expertise? Paint a vivid picture.

• What about the timing and their situation (in your experience) typically 
leads to shorter sales cycles and higher close rates? 

Get clear and precise about how you articulate where and when you are the 
best fit for prospective new clients. 

• Rapid growth, moving fast, not enough staff 
• Current vendor or partner making mistakes, losing 

confidence in them
• Think they need an upgrade in sophistication and advice 
• Getting pressure from boss 

• Use this section to list a few tangible actions you can commit to doing in  
the coming weeks. 

• Use this template to inform your unique value proposition language in 
presentations, proposals, marketing campaigns and sales email language 
(Module 3). 

• Drill down with precise and simple language about who is a good fit for  
you, where is your sweet spot, and why people hire you. 

• You may want to leverage this template as a launching-off point for a 
referrals campaign (Module 6) and find a way to integrate it into your 
upcoming prospect calls as a launching-off point to take control of the 
conversation with new prospective clients (Module 4). 

• Make a commitment to incorporate this into 
your pipeline review meetings (Module 2). 

• Find simple, actionable ways to weave the 
ideal client template and language into all 
that you do. 

• Create referrals, email template and ideal  
client ppt slide for centers of influence

• Meet with marketing to add ideal client  
language to upcoming campaign

• Discuss everyone’s ideal client at next  
pipeline meeting

Put yourself in their 
shoes. Make this about 
them and your ability to 
paint a picture of what 
may be happening in 
their world. 

The more people on your 
team you can get to use this 
template and together come 
up with a common language 
regarding your ideal 
prospects, the more you can 
effectively hold each other 
accountable and lift each 
other up. 

List a few warning signs for you (the seller) to remind yourself of where you can sometimes get a 
little too excited, skip a step, forget to ask a key question, make assumptions, etc. For example, if the 
prospect is moving really fast and it seems like a slam dunk and you skip steps in your process, this 
almost never works out in the end. And when you get too attached and excited, you tend to forget to 
ask a question or more deeply qualify the opportunity. Be wary of not talking to ALL of the decision 
makers as a part of the process. Any warnings or reminders to yourself where you sometimes lose 
control will be helpful in ensuring you’re methodically working YOUR process. 

TO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N TTO O L K I T  M O D U L E N O .  1    T H E I D E AL CL I E N T
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QUICK REMINDERS FINAL THOUGHTS

We attract more of what we clearly define and articulate. The 
more precise we are with our descriptive language and our 
personal belief that we are capable and deserving of working 
with more IDEAL CLIENTS, the more of them we will attract. 
As you are actively prospecting, fielding inbound requests 
and getting referrals, it is your job to help everyone better 
understand what you are looking for and where you are the best 
fit. The convergence of what you do best and where you are 
most valued by others is the sweet spot. You have tasted what 
it’s like to work with an ideal client, whether in size, scope or 
personality. What if you could have more ideal prospects in your 
pipeline turn into more ideal clients to help your business grow 
in efficient and meaningful ways?

1 If you have multiple lines of business or offerings, create an 
ideal client template for each.

2 Use the ideal client profile to be more precise when asking for 
referrals and networking with centers of influence.

3 When you are at a professional networking event or even a 
social gathering, practice using a brief snapshot from the ideal 
client template when you talk about what you do and for whom 
you do it. 

4 Use the ideal client template to directly inform your value 
proposition language, marketing materials, and presentation 
language.

5 In order to grow, what you say “yes” to has a cost. Your 
language needs to be precise if you want to attract more ideal 
clients. And you have to believe that it’s possible. 

Guess what… you can!

Now, get to it. 

Be clear and consistent about how you think and 
talk about what an ideal client looks like for you 
and we guarantee you will find more of it.

!
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THE IDEAL CLIENT
We attract more of what we clearly define. We get more of what we generally tolerate. 
Use this template to clarify your ideal clients and make a plan to find them.

GRAPHIC PIPELINE MAP
Use this powerful graphic template to create a snapshot of where your business 
development efforts are without self-deception and excuses.

EFFECTIVE EMAILS
Learn how to create outreach emails that don’t get immediately dismissed. Create emails 
that are clear and compelling, that separate you from your competition, and ensure you 
are coming from a position of strength and equality.

EFFECTIVE CALLS & MEETINGS
If you have a clear structure for each new conversation, you and your prospect will be freed 
up to engage in a more disarming and meaningful dialogue. Learn the three things you can 
do to make sure you get the most out of that conversation you worked so hard to get.

STALLED DEALS
You had a great call or meeting with a prospect, you thought things were moving along 
and now you can’t get a response. Crickets. Sound familiar? Learn techniques that will get 
a response 75% of the time.

REFERRALS
The best way to find new business is from referrals from people who already know and do 
business with you. Learn the keys to consistently receiving referrals and what to do when 
you get them.

The Selling180 Toolkit is a radical 
departure from normal sales 

techniques. Everything outlined in 
these modules is designed to help 
you maintain greater control over 

your process and reduce the amount 
of lost time and energy you spend in 
not having enough of the right kinds 

of business in your pipeline.
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