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CREATING YOUR SYSTEM AND BLUEPRINT.  

OVERVIEW  

The system and blueprint depending on what you call it, are not to be confused with 

each other’s purpose.   

The Sales Blueprint is not meant to contain absolutely every little step that you do 

when you take someone from that pain to pleasure.  

They want to know, in the shortest time possible how quickly you will solve their 

bleeding neck problem and deliver a transformation.  

PURPOSE  

The sole purpose of  your blueprint is to provide an easy to understand, graphically 

presented demonstration of VALUE far in excess of any potential investment.  
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It is to inspire not to educate! 

The buyer is “to be taken alone an emotional journey where in the end, in their mind, 

they are making a logical decision to take the next step”.  

Therefore, the blueprint must trigger emotion.  

You can see from the samples at the end, that there is no right or wrong way to 

create a blueprint. As long as you are able to take the person on that journey and 

engage with them. 

DESIGNING YOUR BLUEPRINT. 

You start with recognising and refining your System. This is virtually your process 

system.  

An easy way to do this is: 

■ Document the last 5 most successful clients you have had; 

■ What was their success? 

■ How did you achieve this? 

■ Create a linear timeline for each of them; 

■ Now create a common timeline with the similarities;  

■ Then create hubs (This will be covered in detail in the bootcamp).  

 

That is your signature system,  

Remember every System has 3 Core Components. 

Diagnose (discovery)  

Design.  

Deliver.  

This process should be what you are doing in your business already. I.e. Ask 

questions to see what is happening now, and what needs to be ‘fixed’. Work out a 

way to ‘fix it’ and then start ‘fixing it’.  It’s that simple.   
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DIAGNOSE (OR DISCOVERY)  

This is a process that you should normally do when starting with a new 

client/prospect.  

Generally, most people will start focussing on their NEEDS, and try and solve just 

their needs.  Technically you need to be able to uncover exactly what they need, 

and be able to solve it.  

However, there are two more layers that must happen that you need to build into 

your process.  

What are their WANTS.  What is it that when you deliver that want, it will make them 

feel great, not just satisfied. E.g. A person may go to a Gym and say they want to 

lose 10 kilos. However, they don’t really want to lose 10 kilos at all. They want to 

know how they will look and feel about themselves after they have lost the 10 kilos. 

They NEED to lose the 10 kilos to FEEL how they WANT. If they could FEEL how 

they WANT, without what they NEED, they wouldn’t do it.  

So therefore it is important to uncover the need. 

The next level, if you want to make the big sale, is to discover the WHY. The WHY is 

the driving force for the NEED and the WANT. 

When you uncover the WHY, you can design your presentation to create value 

around their WHY. 

DESIGN 

In every system or program, you need to craft a solution, and this is the DESIGN. 

This is where you present the ‘unique’ way that you package your products or 

services.   

DELIVER 

This is how you work with your clients. Whether it is one on one, groups, online etc. 

It is not only how you deliver the services, but deliver the RESULTS.  
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USING YOUR SYSTEM TO DESIGN YOUR BLUEPRINT. 

Once you have identified your signature system i.e. ‘the way you do what you do’ 

you now need to craft your blueprint. And NO they are not the same.  

Your SYSTEM is the unique way you work with your client and deliver your unique 

solution.  

Your BLUEPRINT is your one page SALES TOOL, that you use to take the prospect 

on the ‘emotional journey’. It is to inform and inspire, it is not an educational piece.  

It is a tool for you to highlight some, not all, the ways you work. Particularly to 

highlight the results you get along the way and how that relates to the pains, needs, 

wants and WHY that you discovered earlier.  

As you go through the blueprint you are ‘collaborating’ with them to provide and 

agree on solutions and courses of action.  

Because you are collaborating and agreeing along the way, this reduces 

dramatically any form of objections at the end, as they have been a partner in 

creating the solution.  

It is important, to stop and turn the intangible into tangible value. You want your 

prospect to agree that their desired outcome is possible using your unique 

blueprint. These well-choreographed stops are called Value Pit-Stops.  

THE VALUE PIT STOPS  

A key to easily selling of your program or services, is to create areas for Value Pit-

Stops.  These are predetermined points in the blueprint, where specific activities are 

highlighted. You, together with the prospect, will determine that once implemented, 

a tangible and ideally quantifiable benefit will result.  

Note I said ‘together with the prospect’. 

This is a collaboration. It is very important that when you get to the sales 

presentation, they feel they’ve had a major input into the listing of these benefits.  
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Some of them could be:  

■ Specific additional income 

■ Staff productivity 

■ Increased efficiencies  

■ Increased efficiencies 

■ Additional clients 

■ Time off 

■ Less stress 

■ Cost reduction 

■ And the list goes on 

 

Well-crafted Value Pit-Stops are crucial to an enjoyable and successful sale.  

LIST 5 POTENTIAL PIT-STOPS FOR YOUR BUSINESS. 

1.  4. 

 

2.  5. 

 

3.   

 

 

SIMPLE OVERVIEW OF HOW TO CREATE YOUR OWN BLUEPRINT.  

1. Create a linear timeline of how you have worked with ideal clients 

2. See where you can create  

a. ‘hubs’ of similar activities  

b. Stages of your process  

3. Ideally no more than 6 hubs  

4. Design and test being able to easily talk people through it  

a. Check your language not too much “process” or educating… 

5. Make sure the title and outcomes visible and highlighted. 

N.B Additional samples and templates will be included for you to use. 


