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Introduction: Dive Into the Tank, Emerge a Shark

Picture this: You're standing in your living room, eyes glued to the TV. On screen, an
entrepreneur is pitching their heart out to five intimidating figures. Your pulse quickens
as the tension builds. Will they secure a deal or swim away empty-handed?

Sound familiar?

If you're like millions of others, you're addicted to Shark Tank. But here's a million-dollar
question: What if you could do more than just watch? What if you could dive into the
Tank yourself and emerge as a shark?

Welcome to the One Day Shark Savvy MBA, where the lessons of the Tank become
your stepping stones to success.

You see, while most people watch Shark Tank for entertainment, you're different. You're
an entrepreneur, a dreamer, a doer. You know there's more to these pitches than meets
the eye. You can feel it in your bones – buried within each episode are secrets that
could catapult your business to new heights.

And you're right.

But here's the thing: These secrets aren't just lying around waiting to be discovered.
They're hidden in plain sight, cloaked in the rapid-fire exchanges, the subtle body
language, the strategic silences. To the untrained eye, they're invisible. But to those who
know how to look, they're pure gold.

That's where Shark Savvy comes in.

We've spent countless hours analyzing every pitch, every negotiation, every deal (and
no deal) on Shark Tank. We've uncovered patterns that most miss, strategies that fly
under the radar, and tactics that can make or break a business. And now, we're going to
share them with you.

In this One Day MBA, you're going to learn:

- How to think like a shark, even if you're swimming with the guppies
- The hidden psychology behind successful pitches (it's not what you think)
- Why some great products fail to secure deals (and how to avoid their mistakes)
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- The art of valuation – how to know what your business is really worth
- Negotiation tactics that can turn a "no" into a "let's talk"
- The secret ingredient that makes Sharks fight over a deal
- How to apply Shark Tank lessons to your business, even if you never plan to be on the
show

But this isn't just another business book. It's a survival guide for the entrepreneurial
ocean. By the time you're done, you'll see Shark Tank – and your own business – in a
whole new light.

Fair warning: This isn't for the faint of heart. We're going to challenge your assumptions,
push you out of your comfort zone, and make you think in ways you never have before.
It's going to be intense, it's going to be eye-opening, and yes, it might even be a little
scary.

But remember, in the words of Mark Cuban, "The only thing you can control is your
effort."

So, are you ready to put in the effort? Are you prepared to look beyond the surface and
discover the real lessons of the Tank? Are you willing to transform from a casual viewer
into a savvy entrepreneur ready to swim with the sharks?

If so, turn the page. Your transformation begins now.

Welcome to the One Day Shark Savvy MBA. It's time to stop watching and start doing.

Let's dive in.
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Chapter 1: Back to Basics

The Shark Tank of Self-Discovery

Picture this: Marcus Aurelius walks into a Shark Tank pitch. Sounds like the start of a
bad joke, right? But here's the thing – that old Roman emperor might just have the
secret sauce your startup needs. Buckle up, entrepreneur, because we're about to take
a wild ride through the land of Stoic biz-dom. Trust me, by the end of this, you'll be
slinging Seneca quotes faster than Mr. Wonderful can say, "You're dead to me."

Welcome to the Shark Savvy MBA, where we're gonna disrupt your brain faster than a
Silicon Valley unicorn on steroids. Today, we're diving deep into the shark-infested
waters of self-discovery. Why? Because knowing yourself is the ultimate competitive
advantage. Just ask Socrates – that guy was dropping knowledge bombs while most of
us were still figuring out how to tie our togas.

So, grab your metaphorical spear gun, and let's go fishing for some truth bombs about
your business, your customers, and yes, even that beautiful disaster you call your
entrepreneurial spirit.

1. What's Your Biz-ness, Really?

Let's cut through the BS faster than Barbara Corcoran cuts through a weak pitch. What
business are you really in? And no, "making money" isn't a valid answer, Sparky. We're
talking about the nitty-gritty, the down-and-dirty truth about what your product or service
actually achieves for your customers.

Does it:
a) Solve a problem so annoying it makes people want to punch walls?
b) Help people avoid something more terrifying than a Shark Tank rejection?
c) Preserve something more precious than Mark Cuban's net worth?

Take a moment to jot down three ways your business makes life better for your
customers. And please, for the love of all that is holy in entrepreneurship, be specific.
"It's awesome" is not a feature, it's a delusion.
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Now, here's where it gets interesting. Imagine you're pitching to the Sharks, and Kevin
O'Leary asks you, "So what? Why should I care?" How would you respond? If you're
stammering right now, congratulations – you've just identified a weak spot in your value
proposition. Time to shore that up faster than Lori Greiner can say, "I've got a deal for
you."

2. Who's Your Ideal Customer? (Hint: It's Not "Everyone")

Let's play a game of "Shark Tank Survivor." Your ideal customer just walked into the
Tank. Quick! Describe them before they get eaten alive by the Sharks' questions. What
are the three most important characteristics they possess?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

If you wrote down "breathing" and "has money," you might want to rethink your target
market, champ. We're looking for specifics here. Are they tech-savvy millennials with
more disposable income than common sense? Middle-aged dads with a passion for
obscure hobbies and a fear of becoming irrelevant? Busy professionals who'd sell their
soul for an extra hour in the day?

Remember, in the immortal words of the Stoic philosopher Epictetus (who, let's be
honest, would have crushed it on Shark Tank), "Know, first, who you are, and then
adorn yourself accordingly." The same goes for your business. Know your customer,
then tailor your product accordingly.
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3. What's Your Secret Sauce?

Alright, hotshot, time to channel your inner Daymond John. What makes your business
more irresistible than a 90% equity offer for $1? In other words, why would your ideal
customer buy from you instead of the countless other options out there?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

If you're struggling with this one, imagine you're at a bizarre Stoic-themed cocktail party
(hey, it could happen). Marcus Aurelius sidles up to you and asks, "What's the one thing
you do that makes you proud?" Now, translate that into business terms. That's your
secret sauce, your unique value proposition, your "holy shark-bait, Batman!" factor.

4. What's Your Superpower?

Every superhero has one. Every successful Shark Tank pitcher has one. Heck, even Mr.
Wonderful has one (it's his ability to crush dreams while looking dapper in a suit).
What's yours? What do you do better than 90% of your competitors?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

This isn't the time for modesty, people. If you can't think of anything, it's time to develop
a superpower faster than you can say "patent-pending." Remember, in the Tank and in
life, if you don't stand out, you get eaten alive. Or worse, you get a condescending
"You're dead to me" from Kevin.
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5. Goals, Glorious Goals

Alright, future Shark bait, let's talk goals. What are your three most important business
objectives right now? And please, "survive until tomorrow" doesn't count. We're looking
for SMART goals here – Specific, Measurable, Achievable, Relevant, and Time-bound.
You know, the kind of goals that would make even Mark Cuban raise an eyebrow in
respect.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Now, here's where we channel our inner Stoic. The philosopher Seneca once said, "If
one does not know to which port one is sailing, no wind is favorable." In other words, if
you don't know where you're going, how the heck do you expect to get there? Your
goals are your North Star, your guiding light in the murky waters of entrepreneurship.
Treat them with the respect they deserve.

6. What's Holding You Back? (Besides Your Fear of Sharks)

Let's get real for a second. What's really standing between you and world domination
(or at least a successful Shark Tank pitch)? What are the main constraints on achieving
your goals?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Maybe it's a lack of capital that would make even Barbara Corcoran wince. Perhaps it's
a team smaller than Daymond John's ego (okay, bad example – nothing's that small). Or
it could be that your time management skills are so bad, you make a sloth look
productive.

Whatever it is, name it. Own it. Because here's the thing – constraints aren't just
obstacles. They're opportunities for innovation. Just ask any Shark Tank success story.
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They'll tell you that their biggest breakthroughs often came from working around their
biggest limitations.

7. The 80/20 Rule of Shark-cess

Ever heard of the Pareto Principle? It's the idea that roughly 80% of effects come from
20% of causes. In business terms, it means that 80% of your results probably come
from 20% of your efforts. So, let's identify that golden 20%, shall we?

What are the top three things you could do that would account for 80% of your results?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

This is where the rubber meets the road, folks. These are your money moves, your
game-changers, your "holy cow, did you see that?!" moments. Focus on these like a
Shark smelling blood in the water.

Now, for the million-dollar question (or whatever your company valuation is): What ONE
action are you going to take immediately as a result of this soul-searching,
mind-bending, Shark-Tank-meets-Stoicism extravaganza?

__________________________________________________________

Congratulations, you brave soul! You've just completed the first chapter of your Shark
Savvy MBA. You've dived deep into the tank of self-discovery, wrestled with your
business identity, and hopefully emerged with a clearer vision of who you are, what you
do, and why anyone should give a flying fish about it.

Remember, as our boy Marcus Aurelius would say (if he were a Silicon Valley guru),
"You have power over your mind - not outside events. Realize this, and you will find
strength." In other words, you can't control whether the Sharks will bite, but you can
make damn sure your bait is irresistible.

In our next chapter, we'll be exploring the wild world of Zero-Based Thinking. It's like
spring cleaning for your business brain, only with more existential crises and fewer dust
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bunnies. So grab your mental feather duster, and let's get ready to Marie Kondo the
heck out of your business strategy!

Until then, keep swimming, keep hustling, and for the love of all things profitable, keep
asking yourself the tough questions. Because in the Tank and in life, the only thing
worse than a bad answer is an unasked question.

Class dismissed, Shark bait!

OneDay Shark SavvyMBA - SharkSavvy.com



Chapter 2: Zero-Based Thinking

The Art of Burning It All Down (Metaphorically, Of Course)

Alright, aspiring Shark bait, strap in. We're about to go on a wild ride that would make
even Mark Cuban's head spin. Welcome to Zero-Based Thinking, or as I like to call it,
"The Marie Kondo Method for Your Business Brain."

Picture this: You're standing in the Shark Tank, sweating bullets, when suddenly Mr.
Wonderful asks, "If you could start over today, knowing what you know now, would you
get into this business?" Cue the dramatic music, because folks, that's exactly what
we're doing today.

Zero-Based Thinking is like hitting the reset button on your Nintendo 64, except instead
of losing your progress in GoldenEye, you're potentially saving yourself years of
headaches and a mountain of cash. It's time to channel your inner Stoic philosopher
and get brutally honest with yourself. After all, as Epictetus said, "It's not what happens
to you, but how you react to it that matters." So let's react by taking a sledgehammer to
our assumptions, shall we?

The KWINK Analysis: Because "SWOT" Was Too Easy to
Pronounce

First things first, we're going to conduct what I call a KWINK analysis. No, it's not a
dating app for entrepreneurs (though there's probably a market for that). KWINK stands
for "Knowing What I Now Know." It's like hindsight, but with better branding.

For each area of your business, ask yourself: "Knowing what I now know, would I get
into this again today?" If the answer is a resounding "Hell no!" then congratulations,
you've just identified an area ripe for disruption – or possibly a dumpster fire that needs
extinguishing.
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1. The Relationship Purge

Let's start with relationships, because why not begin with the most emotionally charged
aspect of your business? List three relationships, business or personal, that you
wouldn't get into again today:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Maybe it's that "strategic partnership" that's about as strategic as a screen door on a
submarine. Or perhaps it's that mentor who's been about as helpful as a chocolate
teapot. Whatever it is, write it down. We're not here to judge; we're here to disrupt.

2. Product Postmortem

Now, let's talk products. What are you selling that, in retrospect, makes about as much
sense as a solar-powered flashlight? List three products you wouldn't start offering
today:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, just because you've invested time and money into something doesn't mean
you have to keep doing it. That's called the sunk cost fallacy, and it's about as useful in
business as a fish on a bicycle.

3. Service Shakeup

Services, you're up next. What services are you offering that you wouldn't start again
today? Maybe it's that "free consultation" that's about as free as a "free" timeshare
presentation in Vegas.
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

4. Market Makeover

Let's talk markets. Are you trying to sell ice to Eskimos or sand to beach-goers? List
three markets you wouldn't get into again if you were starting over:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, niche is nice, but only if it's the right niche. Otherwise, you're just the big
fish in a puddle that's about to evaporate.

5. Customer Conundrum

Ah, customers. Can't live with 'em, can't live without 'em, right? Wrong. Some customers
you absolutely can live without. In fact, your business might thrive without them. List
three types of customers you wouldn't take on again:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Maybe it's the ones who think "the customer is always right" means "the customer can
be a jerk." Or those who expect champagne service on a beer budget. Whatever it is,
identify them and start planning your graceful exit strategy.
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6. Sales and Marketing Mishaps

Time to put your sales and marketing strategies under the microscope. What methods
are you using that are about as effective as trying to nail jelly to a wall? List three you
wouldn't start using again:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Cold calling people born after the invention of caller ID? Yeah, might want to rethink that
one.

7. The People Problem

Now for the tricky part: people. Who in your business would you not hire, promote, or
assign to their current task if you were starting over? This isn't about being mean; it's
about being smart. After all, as Jim Collins said, you need to get the right people on the
bus.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, you're not just the captain of this ship; you're also the one who decides who
gets to be on board. Choose wisely, or you might end up with a crew that couldn't sail
their way out of a bathtub.

8. Distribution Dilemmas

Let's talk about how you're getting your amazing product or service to the masses. Are
you using a distribution channel that makes about as much sense as delivering pizzas
via carrier pigeon? List three you wouldn't start using again:
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

9. Process Purge

Business processes: the unsexy but crucial backbone of your operation. What
processes are you using that are about as efficient as taking the scenic route to the
emergency room? List three you wouldn't start using again:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

10. Advertising Absurdities

Last but not least, let's shine a light on your advertising methods. What are you doing
that's about as effective as shouting your slogan into the void? List three methods you
wouldn't start using again:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

The Million-Dollar Questions

Now that we've torn apart every aspect of your business (you're welcome), it's time for
some big-picture thinking:
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11. Is there anything in your current strategy that you wouldn't start doing again,
knowing what you now know?

________________________________________________________

12. Any investments of time, money, or emotion that you'd pass on if you had a
do-over?

Time? _______________________________________________

Money? ______________________________________________

Emotion? _____________________________________________

13. How about your health, fitness, diet, or lifestyle? Anything you wouldn't start again
today? Remember, you can't crush it in the Tank if you're crushed under poor health
choices.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

14. Finally, the big kahuna: Is there anything at all in your life that, knowing what you
now know, you wouldn't get into again today?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

The Moment of Truth

Alright, brave soul, you've done it. You've looked your business in the eye and asked
the tough questions. Now comes the really hard part: doing something about it.

What actions are you going to take, or stop taking, as a result of this exercise?
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

And the million-dollar question: What ONE action are you going to take immediately?

____________________________________________________________

How will you measure success? _______________________________

What's your expected date of completion? ______________________

Congratulations, you've just completed the entrepreneurial equivalent of a juice cleanse
for your business. You've identified the dead weight, the energy vampires, and the
strategies that are about as effective as a screen door on a submarine.

Remember, as our buddy Marcus Aurelius would say (if he were a Silicon Valley guru),
"You have power over your mind - not outside events. Realize this, and you will find
strength." In other words, you can't control the market, the economy, or whether Kevin
O'Leary will call you a cockroach. But you can control what you do, how you do it, and
who you do it with.

In our next chapter, we'll be diving into the shark-infested waters of Marketing Strategy.
We'll be asking the tough questions like, "What's your area of specialization?" and "If
you were a tree, what kind of tree would best represent your unique value proposition?"
(Okay, maybe not that last one, but you get the idea.)

Until then, keep swimming, keep questioning, and for the love of all things profitable,
don't be afraid to burn it all down (metaphorically) and start again. Because in the Tank
and in life, sometimes the best way forward is to take a step back and reassess.

Class dismissed, Shark bait! Now go forth and disrupt... yourself!
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Chapter 3: Marketing Strategy

Fishing for Customers in the Shark-Infested Waters of Business

Alright, future Shark Tank superstars, it's time to talk marketing strategy. Or as I like to
call it, "How to make sure you're not the chum in the water when you dive into the
business ocean."

Remember that time you tried to sell your aunt's homemade kombucha at a monster
truck rally? No? Just me? Well, let me tell you, it was about as successful as trying to
pitch a vegan cookbook to a steakhouse. And that, my friends, is why we need a solid
marketing strategy.

So grab your metaphorical fishing rod, and let's go angling for some customers in the
vast sea of commerce. Just watch out for the sharks... and the occasional sea bass with
a frickin' laser beam attached to its head.

1. What's Your Fishing Spot? (AKA Your Area of Specialization)

First things first, we need to figure out where you're casting your line. In other words,
what's your area of specialization? Are you the big fish in a small pond, or are you trying
to be a jack of all trades and master of none?

Let's break it down:

1. Product/Service? _______________________________________

2. Market? ______________________________________________

3. Customer Type? ________________________________________

4. Geographical Area? _____________________________________

5. Outcome/Result? _______________________________________
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Case Study: Remember when Scrub Daddy appeared on Shark Tank? They weren't just
selling a sponge. They were selling a smiley-faced, texture-changing, scratch-free
cleaning revolution. Their area of specialization was clear: innovative household
cleaning products for busy homeowners who want effective, fun cleaning solutions.

Now, let's say you're selling artisanal, small-batch hot sauce. Your answers might look
something like this:

1. Product/Service? Gourmet hot sauces with unique flavor profiles
2. Market? Foodie enthusiasts and heat seekers
3. Customer Type? 25-45 year old urban professionals with disposable income
4. Geographical Area? Major U.S. cities, starting with food trend hubs like NYC and LA
5. Outcome/Result? Elevate everyday meals with exciting, high-quality flavors

See how specific that is? That's not just fishing; that's spearfishing with a laser-guided
harpoon.

2. The "What If" Game

Now, here's where it gets interesting. If you were starting over today, where and how
would you choose to specialize? This isn't just a hypothetical question – it's your chance
to pivot faster than a Shark smelling blood in the water.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

For our hot sauce example, maybe you realize that the gourmet market is
oversaturated. But what if you pivoted to creating sugar-free, keto-friendly hot sauces
for the health-conscious spice lover? Suddenly, you've gone from a crowded pond to an
ocean of opportunity.

3. What Makes You Special? (Besides Your Charming Personality)

Alright, time to toot your own horn. What's your area of differentiation? What makes you
stand out more than Mr. Wonderful in a room full of nice people?

OneDay Shark SavvyMBA - SharkSavvy.com



1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let's look at another Shark Tank success story: Bombas socks. They didn't just sell
socks; they solved common sock problems (like that annoying seam on the toe) and
donated a pair for every pair sold. That's differentiation you can feel good about.

For our hot sauce business, maybe your differentiation is that you source all ingredients
locally and sustainably, or that each bottle comes with a recipe book for spicy cuisine
from around the world.

4. Your Unique Selling Proposition (USP): The "Holy Hot Sauce, Batman!"
Factor

Now we're getting to the good stuff. What's that one thing that makes your product or
service more desirable than a 5% equity offer from Mark Cuban?

________________________________________________________

________________________________________________________

________________________________________________________

Remember Dollar Shave Club? Their USP wasn't just cheap razors. It was "A great
shave for a few bucks a month." Simple, clear, and solving a real problem for their target
market.

For our hot sauce, maybe the USP is "Gourmet heat without the cheat – sugar-free,
keto-friendly hot sauces that don't sacrifice flavor." Boom. That's a USP that makes
people sit up and take notice.

OneDay Shark SavvyMBA - SharkSavvy.com



5. Customer Segmentation: Who's Biting Your Bait?

Time to get specific about who's going to be salivating over your offering. Who are the
customers who can most benefit and pay for what you do best in your area of
specialization?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about how Lululemon built an empire by focusing on a specific customer
segment: affluent, fitness-minded women (and later, men) who are willing to pay
premium prices for high-quality athletic wear.

For our hot sauce business, we might focus on:
1. Keto diet enthusiasts looking for flavorful, low-carb condiments
2. Spice lovers with disposable income who value artisanal products
3. Health-conscious millennials who enjoy cooking and experimenting with flavors

6. Concentration: Where to Point Your Harpoon

Now that we know who our customers are, let's focus our efforts. On which customers
should you concentrate your time, money, and energy?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, as the Stoic philosopher Seneca said, "To be everywhere is to be nowhere."
In other words, trying to please everyone is a surefire way to please no one.

Take Amazon, for example. They started by focusing solely on books before expanding
to... well, everything. But that initial focus allowed them to dominate one market before
moving on to the next.
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For our hot sauce business, we might decide to focus on:
1. Keto diet bloggers and influencers for product reviews and partnerships
2. Upscale grocery stores in health-conscious neighborhoods
3. Online keto and low-carb community forums and marketplaces

7. Your Greatest Hits: Best Products and Services

Based on all of the above, what are your three best and most popular products or
services?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about how Scrub Daddy expanded their product line. They didn't just stick with the
original sponge; they created variations like the Scrub Mommy and the Scour Daddy, all
building on their core strengths and customer base.

For our hot sauce business, it might look like this:
1. "Keto Inferno" - Our flagship, extra hot habanero sauce
2. "Low-Carb Lime" - A tangy, medium-heat sauce perfect for seafood
3. "Sugarless Smokehouse" - A mild, BBQ-inspired sauce for those who like flavor over
heat

8. The Marie Kondo Moment: What to Let Go

Just as important as knowing what to focus on is knowing what to let go. What products,
markets, or customers should you abandon or discontinue?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________
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Remember when Apple discontinued the iPod classic? It was still profitable, but they
saw the writing on the wall with the rise of smartphones. Sometimes, you have to
cannibalize your own products before someone else does.

For our hot sauce business, we might decide to:
1. Discontinue our original sugar-based sauces to focus entirely on the keto-friendly line
2. Stop targeting general grocery stores and focus on specialty health food shops
3. Abandon our cheapest, mass-produced sauce to focus on premium, small-batch
products

The Moment of Truth: Your Marketing Strategy Action Plan

Alright, hot shot. You've done the hard work of introspection and analysis. Now it's time
to put it all into action. What one action are you going to take immediately, based on
your answers to the above questions?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, a good marketing strategy is like a well-crafted Shark Tank pitch: it's clear,
focused, and leaves your audience (in this case, your customers) thinking, "How did I
live without this before?"

As Marcus Aurelius might say if he were a modern-day CMO, "You have power over
your mind - not outside events. Realize this, and you will find strength... and maybe a
killer marketing strategy."

In our next chapter, we'll be diving into the shark-infested waters of Business Strategy.
We'll be asking the tough questions like, "What's your mission?" and "If your business
was a character in Game of Thrones, which one would it be and why?" (Okay, maybe
not that last one, but wouldn't it be fun?)
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Until then, keep refining that strategy, keep focusing on what makes you unique, and for
the love of all things profitable, stop trying to sell kombucha at monster truck rallies.
Trust me on that one.

Class dismissed, Shark bait! Now go forth and market like your business depends on
it... because it does!
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Chapter 4: Business Strategy

Charting Your Course in Shark-Infested Waters

Let's face it: in the world of business, you're either the shark or the bait. And if you're
reading this, I'm betting you'd rather be the former. So let's sharpen those teeth and dive
into the art of business strategy.

Remember, strategy isn't just a buzzword to throw around in meetings to sound smart.
It's the backbone of your business, the North Star guiding your ship through stormy
seas. As the ancient Stoic Seneca once said, "If one does not know to which port one is
sailing, no wind is favorable." In other words, without a solid strategy, you're just drifting.

1. Core Values: The Bedrock of Your Business

Before we get into the nitty-gritty of strategy, let's talk about something even more
fundamental: your core values. These aren't just feel-good statements to slap on your
website. They're the principles that guide every decision you make.

What are the core values and principles that you and your business stand for?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Take Patagonia, for example. Their commitment to environmental sustainability isn't just
marketing fluff - it influences everything from their product design to their supply chain.
When they say "We're in business to save our home planet," they mean it.

Your turn. Maybe it's unwavering commitment to quality, radical transparency, or putting
customers first. Whatever they are, make sure they're authentic to you and your
business.
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2. Vision: Your Business's North Star

If your business was perfect in every way, what would it look like in the future? This is
your vision - the big, audacious goal that gets you out of bed in the morning.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Consider Amazon's vision: "To be Earth's most customer-centric company." It's
ambitious, clear, and has guided their growth from an online bookstore to the everything
store.

Your vision doesn't have to be world-dominating (though if it is, more power to you). It
just needs to be compelling enough to inspire you and your team, even on the tough
days.

3. Mission: Your Reason for Being

What's your mission? And no, "to make money" doesn't count. We're talking about how
you want to change or improve the life or work of your customers.

Let's break it down:

a) Your mission: "Our mission is to: _________________________

____________________________________________________ ."

b) Your method: "We achieve our mission by: _________________

____________________________________________________ ."

c) Your measure: "We measure our success by achieving these
numbers: _____________________________________________

____________________________________________________ ."
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Take Airbnb's mission: "To create a world where anyone can belong anywhere." It's
simple, powerful, and clearly communicates their purpose.

4. Purpose: The 'Why' Behind Your Business

Why are you in this business at all? What difference do you want to make?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Simon Sinek famously said, "People don't buy what you do, they buy why you do it."
Your purpose is your 'why'. It's what sets you apart from the countless other businesses
out there.

Consider TOMS Shoes. Their purpose goes beyond selling footwear - it's about
improving lives through business. This 'why' has been a key driver of their success.

5. Leadership Qualities: Steering the Ship

What are the three most important leadership qualities you have, or need to have?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about leaders you admire. Maybe it's the visionary thinking of Elon Musk, the
customer obsession of Jeff Bezos, or the design focus of Steve Jobs. What qualities do
you need to embody to lead your business to success?

6. Product Excellence: Your Market Differentiator
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What are your very best, highest quality products and services?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Apple doesn't just make phones and computers - they create best-in-class, beautifully
designed products that people line up for. What's your iPhone? What do you offer that
stands head and shoulders above the competition?

7. Reputation: Your Most Valuable Asset

Because of your excellent reputation, what are the best things people say about you?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Warren Buffett once said, "It takes 20 years to build a reputation and five minutes to ruin
it." Your reputation is your most valuable asset. Guard it fiercely and build it consistently.

8. Market Leadership: Areas of Dominance

In what three areas are you, or should you be, leaders in your market?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

You don't need to be the best at everything, but you should strive to be the best at
something. What are your areas of uncontested market leadership?
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9. Marketing and Sales Focus: Your Growth Engines

What are the three most important areas of focus for your marketing and sales
activities?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Maybe it's dominating a particular social media platform, perfecting your email
marketing, or building strategic partnerships. Whatever it is, identify your key growth
levers and pull them hard.

10. Customer Service: Your Competitive Advantage

How do you focus intensely on serving your customers well? List three key ways:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Zappos built an empire on the back of exceptional customer service. How can you
create raving fans through your customer experience?

11. Team Excellence: Your People Power

What are the three best qualities of your staff, or the qualities they should have?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________
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As Jim Collins said, "Great vision without great people is irrelevant." What qualities does
your team need to turn your strategy into reality?

12. Open Communication: Fostering Transparency

In what three areas do you encourage people to be open and honest?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Transparency isn't just a buzzword - it's a powerful tool for building trust, both within
your team and with your customers. Where can you foster more open communication in
your business?

The Moment of Truth: Your Strategic Action Plan

You've done the hard work of defining your strategy. Now comes the even harder part -
implementing it. What one action are you going to take immediately as a result of these
answers?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, a strategy is only as good as its execution. As the Stoic philosopher
Epictetus said, "First say to yourself what you would be; and then do what you have to
do." You've said what you would be - now it's time to do.
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In our next chapter, we'll be exploring how to focus on your customers - because without
them, you're just a person with a product and a dream. We'll dive into understanding
their needs, exceeding their expectations, and turning them into raving fans.

Until then, keep refining your strategy, stay true to your values, and remember: in the
vast ocean of business, it's the sharks with the clearest direction that thrive. Now go
make some waves!
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Chapter 5: Focusing on the Customer

The Art of Shark Whispering

Ever tried to hug a shark? No? Well, focusing on your customers isn't quite that
dangerous, but it can be just as tricky if you don't know what you're doing.

They say 80% of the customer experience is determined by how customers feel after
dealing with you. It's not just about the product or service you're offering; it's about the
entire journey. So, let's channel our inner marine biologists and learn how to not just
swim with the sharks, but to have them eating out of our hands.

1. Your Ideal Customer: The Great White of Your Dreams

Close your eyes. Picture your ideal customer. No, not the one who's always haggling
over prices or asking for refunds. I'm talking about the customer you'd clone a thousand
times if you could. The one who gets your brand, loves your product, and sings your
praises from the rooftops.

Describe this unicorn of a customer:

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

For example, if you're running a boutique fitness studio, your ideal customer might be:
1. A health-conscious professional aged 25-40
2. Values personal growth and is willing to invest in their wellbeing
3. Influential in their social circle and active on social media

Knowing your ideal customer is like having a treasure map in the vast ocean of the
market. It guides every decision you make, from product development to marketing
strategies.
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2. The Perfect Customer Experience: No Chum Required

Now that you know who your ideal customer is, let's talk about their perfect experience
with your business. What has to happen to make them happier than a shark in a seal
colony?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Take Zappos, for instance. Their perfect customer experience includes:
1. Effortless ordering and free shipping both ways
2. 365-day return policy, no questions asked
3. Surprise upgrades to overnight shipping

Your turn. What would make your customers' jaws drop (in a good way)?

3. Features and Benefits: The Bait That Hooks

What do you offer, or could you offer, in terms of the features and benefits of your
product or service? Remember, features are what your product does; benefits are why
that matters to your customer.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Apple doesn't just sell phones with great cameras (feature); they sell the ability to
capture life's precious moments in stunning detail (benefit). What's your equivalent?
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4. Customer Service Upgrade: From Minnow to Megalodon

How could you improve the way you deal with and treat your customers? Think about
every touchpoint, from first contact to post-purchase follow-up.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, in the words of Maya Angelou, "People will forget what you said, people will
forget what you did, but people will never forget how you made them feel." How can you
make your customers feel like VIPs?

5. Pricing Prowess: The Art of the Deal

How could you improve your prices or terms to make your customers happier? This isn't
just about lowering prices; it's about creating value.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Netflix disrupted the entire video rental industry not just with their prices, but with their
terms - no late fees, unlimited rentals. What could be your game-changing offer?

6. Smooth Sailing: Making Life Easier for Your Customers

How could you make the customer experience faster, easier, and more convenient?

1. _____________________________________________________

2. _____________________________________________________
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3. _____________________________________________________

Amazon's 1-Click ordering revolutionized online shopping. What's your equivalent of
1-Click that could streamline your customers' experience?

7. Value Proposition: What Your Customers Really Want

What three factors does your ideal customer want or value most in dealing with you?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

For Whole Foods customers, it might be organic produce, ethical sourcing, and
knowledgeable staff. What's the trifecta that your customers care about most?

8. Service Expansion: Casting a Wider Net

What additional services do you need to offer to satisfy and please your customers?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

When Starbucks added mobile ordering, they weren't just selling coffee anymore - they
were selling convenience and time-saving. What additional services could elevate your
offering?

9. Meeting Expectations: The Bare Minimum

What are the three minimum expectations your customers have, which you absolutely
must meet?
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

For an airline, it might be safety, punctuality, and clean planes. These aren't
differentiators; they're the cost of entry. What are yours?

10. Exceeding Expectations: Making Waves

In what three ways do you, or could you, exceed customer expectations?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Nordstrom is famous for their above-and-beyond customer service, like the time they
refunded a customer for tires... even though they don't sell tires. How can you go above
and beyond in your business?

11. The Delight Factor: Creating Customer Evangelists

In what three ways could you do something unexpected to delight your customers?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Zappos occasionally surprises customers by upgrading their shipping to overnight for
free. What unexpected touches could you add to create delight?
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12. The Wow Factor: Leaving Them Speechless

What three things could you do that would amaze your customers?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

When Elon Musk launched a Tesla Roadster into space, he didn't just amaze his
customers - he amazed the world. While you might not have a space program, how can
you create jaw-dropping moments for your customers?

The Moment of Truth: Your Customer-Centric Action Plan

You've charted the waters of customer experience. Now it's time to set sail. What one
change are you going to make to increase the quality of the customer experience?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, in the ocean of business, the customer is the current that can either propel
you forward or leave you stranded. As the Stoic philosopher Epictetus said, "We have
two ears and one mouth so that we can listen twice as much as we speak." So listen to
your customers, anticipate their needs, exceed their expectations, and watch as they
transform from satisfied customers into passionate advocates for your brand.

In our next chapter, we'll explore how to profit from your core business - because while
happy customers are great, profitable happy customers are even better. We'll dive into
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identifying your most profitable products, services, and activities, and how to optimize
them for maximum return.

Until then, keep delighting your customers, exceed their wildest expectations, and
remember: in the game of business, the customer isn't just always right - they're the
reason you're in the game at all. Now go make some waves!
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Chapter 6: Profit from the Core

Riding the Wave to Financial Success

Picture this: It's 2008, and Steve Jobs is standing on stage, about to unveil the App
Store. Little did the world know that this seemingly simple platform would become a
profit-generating behemoth, netting Apple billions in revenue. That, my friends, is what
we call profiting from the core.

In this chapter, we're going to dig deep into your business's DNA, identifying the golden
nuggets that will propel you from treading water to surfing the waves of profitability. So
grab your metaphorical wetsuit, and let's dive in!

1. Your Money Makers: The Products That Keep the Lights On

What are your most profitable products/services? These are your star players, your
MVPs, the ones that make you say "cha-ching" in your sleep.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Case Study: When Starbucks realized that their Pumpkin Spice Latte was generating a
cult-like following, they didn't just sit back and enjoy the seasonal boost. They created
an entire "fall flavor" campaign, extending the profitability of a single popular drink into a
whole menu of autumnal offerings. The result? A perennial profit spike that customers
eagerly anticipate each year.

Now, think about your business. What's your Pumpkin Spice Latte? Is there a way to
extend its season or create complementary offerings?
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2. The Dead Weight: Products That Are Sinking Your Ship

Now for the tough love: What are your least profitable products/services?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let me tell you a story about a little company called Netflix. Remember when they used
to mail DVDs to your house? When streaming became viable, they could have clung to
their original business model. Instead, they recognized that physical DVDs were
becoming dead weight and made the bold move to focus on streaming. Yes, it was
rocky at first (anyone remember Qwikster?), but look at them now.

What's your DVD-by-mail service? Is there something you're holding onto out of habit or
sentimentality that's actually holding you back?

3. Your Golden Hours: Tasks That Make the Cash Register Ring

What are your most profitable tasks and activities?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Here's a jaw-dropping example: In 2012, Facebook acquired Instagram for $1 billion. At
the time, Instagram had only 13 employees. That's $77 million per employee! How?
Because they focused relentlessly on their most profitable activity: growing their user
base.

What activities in your business give you the most bang for your buck? Are you
dedicating enough time to them?
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4. The Time Sucks: Activities That Are Eating Your Profits

On the flip side, what are your least profitable/productive tasks and activities?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Ever heard of Parkinson's Law? It states that work expands to fill the time available for
its completion. This is why some entrepreneurs find themselves busy all day but making
little progress.

Take Amazon, for instance. Jeff Bezos is famous for his "two-pizza rule" - if a team can't
be fed with two pizzas, it's too big. Why? Because he recognized that larger teams often
led to more meetings, more coordination, and less actual work getting done.

What are the "large team meetings" in your business? The tasks that seem important
but actually just eat up time without contributing to the bottom line?

5. Marketing Magic: The Campaigns That Actually Work

What are your most profitable marketing and sales activities?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let's talk about Dollar Shave Club for a moment. Their launch video, which cost only
$4,500 to make, went viral and crashed their website within an hour of launch. Why?
Because they identified their most profitable marketing activity: humor-driven,
direct-to-consumer advertising that spoke directly to their target audience's pain points.

What's your equivalent of Dollar Shave Club's video? The marketing activity that gives
you disproportionate returns?
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6. Marketing Misfires: The Campaigns That Fall Flat

Now, what are your least productive/profitable sales and marketing activities?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember New Coke? Of course you don't, because it was a spectacular failure.
Coca-Cola spent millions on this product launch, only to revert to their original formula
79 days later. The lesson? Even giant corporations can misfire when they lose sight of
their core offering.

What's your New Coke? The marketing effort that seemed like a good idea but just
didn't connect with your audience?

7. Your A-Team: The People Who Drive Your Profits

Who are your most profitable people, those whose contributions are the most valuable?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about Apple after Steve Jobs returned in 1997. He famously slashed Apple's
product line by 70% and focused on a core team of top performers. The result? Apple
went from near-bankruptcy to becoming the world's most valuable company.

Who are the Steve Wozniaks to your Steve Jobs? The people who consistently drive
value in your organization?
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8. The Bench Warmers: People Who Aren't Pulling Their Weight

On the other hand, who are your least profitable people, those who contribute very
little?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

This is a tough one, I know. But remember, every great team has to make tough roster
decisions. When Satya Nadella took over as CEO of Microsoft, he had to make some
hard choices about the company's workforce. His strategic layoffs and reorganization,
while painful, helped refocus the company on its most profitable areas, leading to a
historic turnaround.

Are there people in your organization who might be better suited elsewhere?
Remember, sometimes letting someone go is the best thing for both parties.

9. Your Happy Place: Work That Feeds Your Soul

What personal work activities give you the greatest pleasure and satisfaction?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Richard Branson, the founder of Virgin Group, is famous for his "Screw it, let's do it"
philosophy. He pursues business ventures that excite him, from record labels to space
travel. This enthusiasm has been a key driver of his success.

What are the activities in your business that make you want to leap out of bed in the
morning? Are you doing enough of them?
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10. The Necessary Evils: Work That Drains Your Energy

Finally, what sort of personal work activities give you very little pleasure or satisfaction?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Elon Musk once said, "I think it's very important to have a feedback loop, where you're
constantly thinking about what you've done and how you could be doing it better."
Sometimes, identifying the tasks you don't enjoy can lead to innovative solutions.

For instance, when Musk found that he hated sitting in LA traffic, he didn't just grin and
bear it - he started The Boring Company to build underground tunnels. While we can't
all start companies to solve our pet peeves, we can look for creative ways to delegate,
automate, or eliminate the tasks that drain us.

The Moment of Truth: Your Profit-Maximizing Action Plan

You've done the hard work of identifying your profit centers and energy drains. Now it's
time to take action. What ONE action are you going to take immediately as a result of
your answers to the above?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, as the Stoic philosopher Marcus Aurelius said, "You have power over your
mind - not outside events. Realize this, and you will find strength." You may not be able
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to control the market or the economy, but you can control where you focus your energy
and resources.

In our next chapter, we'll be exploring the 7 P's of the Marketing Mix. We'll be diving into
how you can fine-tune every aspect of your offering to maximize its appeal and
profitability.

Until then, keep focusing on your core, eliminate the dead weight, and remember: in the
ocean of business, it's not about how much water you displace, but how efficiently you
swim through it. Now go make some waves!
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Chapter 7: The 7 P's of the Marketing Mix

Your Recipe for Business Success

Imagine you're a chef competing on "Shark Tank: Culinary Edition." You've got a killer
recipe, but if you don't nail the execution of every single ingredient, you'll be swimming
with the fishes faster than you can say "You're out." That's exactly what the 7 P's of the
Marketing Mix are all about - getting every element just right to create a mouthwatering
business proposition.

So, let's roll up our sleeves and dive into this gourmet guide to marketing success. Bon
appétit!

1. Product: More Than Just Another Fish in the Sea

First up, let's talk about your star ingredient - your product or service. What additions or
changes could you make to your offerings to make them more appealing to your target
market?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Case Study: When Airbnb realized that their customers wanted more than just a place
to crash, they expanded their offerings to include "Experiences." Suddenly, they weren't
just selling accommodations; they were selling adventure, cultural immersion, and
unforgettable memories.

Think about your own product or service. Are there features you could add? Problems
you could solve? Desires you could fulfill? Remember, sometimes the smallest tweak
can make the biggest difference. Just ask the guy who first decided to put pineapple on
pizza!
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2. Price: Finding the Sweet Spot

Next up, let's talk money. Are your products or services priced to perfection, or are they
leaving a bad taste in your customers' mouths? How could you change your pricing to
be more competitive or attractive?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Consider the story of Netflix. When they introduced their streaming service, they priced
it at just $7.99 per month - a steal compared to cable TV packages. This aggressive
pricing strategy helped them rapidly gain market share. But as they've added value (and
original content), they've gradually increased prices without losing customers.

What's your pricing strategy? Are you the budget-friendly option, the premium choice, or
somewhere in between? And more importantly, does your price align with the value
you're providing?

3. Promotion: Making Some Noise in the Marketplace

You could have the best product since sliced bread, but if no one knows about it, you're
toast. How could you market or sell your products or services more effectively?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let's talk about a little company called Dollar Shave Club. Their launch video, which
cost only $4,500 to make, went viral overnight. Why? Because they nailed their
promotion strategy. They understood their target audience, spoke their language, and
delivered their message in a way that was impossible to ignore.

What's your equivalent of Dollar Shave Club's video? How can you promote your
offering in a way that's not just noticeable, but unforgettable?
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4. Place: Location, Location, Location (Even in Cyberspace)

In real estate, it's all about location. In business, it's all about distribution. Where else,
and in what way, could you offer your products/services differently?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about how Amazon revolutionized book selling by taking it online, then
revolutionized it again with the Kindle. They didn't just change where they sold books;
they changed the very nature of books themselves.

Where are your customers hanging out? Are you there? And if you are, are you showing
up in a way that adds value rather than annoys?

5. Packaging: Dressing for Success

We all know we shouldn't judge a book by its cover, but let's be real - we all do it. How
could you package your offerings differently to make them more attractive and
desirable?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Apple is the master of packaging. When you open an iPhone box, it's an experience in
itself. The clean lines, the perfect fit, the satisfying sound as you lift the lid - it all
screams quality and attention to detail.

How can you create an "unboxing experience" for your product or service? Remember,
packaging isn't just about physical products. If you're selling a service, your "packaging"
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might be your website design, your proposal template, or even how you present yourself
in meetings.

6. Positioning: Standing Out in a Sea of Sameness

In a world of me-too products and services, how could you position yourself more
effectively against your competition so your offering appears superior?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Consider Dove's "Real Beauty" campaign. In a beauty industry obsessed with
perfection, Dove positioned itself as the brand that celebrates real, diverse beauty. This
wasn't just a marketing campaign; it was a complete repositioning that set Dove apart
from its competitors.

What's your unique angle? What can you offer that your competitors can't or won't?
Remember, sometimes the best way to win the game is to change the rules entirely.

7. People: Your Secret Ingredient

Last but certainly not least, let's talk about people. Who are the key individuals inside
and outside your business who most determine your level of sales?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Take Zappos, for example. They've built their entire brand around exceptional customer
service. Their people aren't just employees; they're the living, breathing embodiment of
the Zappos brand promise.
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Who are the faces of your brand? How can you empower them to be your best
ambassadors? Remember, in a world where consumers crave authenticity, your people
can be your most powerful differentiator.

The Moment of Truth: Your Marketing Mix Makeover Plan

You've stirred all the ingredients of your marketing mix. Now it's time to turn up the heat.
What one action are you going to take immediately to spice up your marketing strategy?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, as the Stoic philosopher Epictetus said, "First say to yourself what you
would be; and then do what you have to do." You've identified what your marketing mix
could be. Now it's time to make it happen.

In our final chapter, we'll be exploring superior selling strategies. We'll be diving into how
you can take all these elements we've discussed and turn them into cold, hard sales.

Until then, keep refining your marketing mix, stay nimble, and remember: in the kitchen
of business, it's not about having the most ingredients, but about combining the ones
you have in the most delicious way possible. Now go cook up something amazing!
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Chapter 8: Superior Selling Strategies

The Art of the Deal, Shark Style

Picture this: You're standing in the Shark Tank, palms sweaty, knees weak, arms heavy.
The Sharks are eyeing you like you're chum in the water. This is it - your moment to sink
or swim. What you say in the next few minutes could make or break your business.

Scary, right? Well, guess what - every sales interaction is a mini Shark Tank moment.
But don't worry, we're about to turn you from chum into the apex predator of sales.

1. Prospecting: Finding Your Perfect Prey

First things first - who are the ideal customers for what you sell? Remember, if you're
trying to sell to everyone, you're selling to no one.

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let me tell you about Sarah, a freelance graphic designer who was struggling to find
clients. She was taking any job that came her way, from logo designs to wedding
invitations. But when she niched down to focus specifically on branding for eco-friendly
startups, her business took off. Why? Because she knew exactly who she was looking
for and where to find them.

Your turn. Who's your Sarah? Who's the customer that, if you could clone them a
thousand times, would make your business thrive?

2. The Four Qualities of a Good Prospect

A good prospect is like a good fish - you need to know what you're looking for before
you cast your line. What are the four qualities of your best prospect?
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1. Problem unsolved? _____________________________________

2. Need unsatisfied? _______________________________________

3. Goal unachieved? ______________________________________

4. Pain to be taken away? __________________________________

Take Spanx, for example. Sara Blakely identified her ideal prospect as women who:
1. Had a problem with visible panty lines
2. Needed a smooth silhouette under tight clothes
3. Wanted to feel more confident in their outfits
4. Were frustrated with uncomfortable shapewear

By clearly defining these qualities, Sara knew exactly who she was selling to and what
pain points she was addressing. The result? A billion-dollar company built on
understanding her prospects.

3. Trust: The Currency of Sales

In sales, trust is everything. Without it, you're just another shark in a sea of salespeople.
What do you do to build trust with prospects?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Consider the story of Patagonia. In 2011, they ran an ad campaign with the headline
"Don't Buy This Jacket." Counterintuitive, right? But by encouraging customers to
consider the environmental impact of their purchases and to only buy what they need,
Patagonia built immense trust with their audience. The result? Their sales actually
increased.

How can you demonstrate that you have your prospects' best interests at heart, even if
it might seem to go against your short-term sales goals?
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4. Identifying Needs: The Art of Listening

What specific needs, wants, or desires of your ideal customer does your product or
service satisfy?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Let's talk about Airbnb again. They didn't just identify a need for affordable
accommodations. They tapped into people's desire for unique, local experiences and
the need to "belong anywhere." By understanding these deeper needs, they were able
to create a service that resonated on a more emotional level.

What are the deeper needs or desires that your product or service fulfills? Remember,
people don't buy products; they buy better versions of themselves.

5. The Burning Need: The Match to Your Kindling

What is the most pressing, important need that a customer has that would cause them
to buy your product right now?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about how Netflix capitalized on the frustration people felt with late fees from
video rental stores. They didn't just offer a service; they offered freedom from a common
annoyance. What's the equivalent "late fee" that your product or service eliminates?

6. Persuasive Presentations: Shark Tank Worthy Pitches

What are the three most important elements in persuading a prospect to buy from you?
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember Marcus Lemonis from "The Profit"? His persuasive pitch always focuses on
three things: People, Process, and Product. He shows how investing in a business will
improve these three areas, making his pitch clear, memorable, and compelling.

What's your "People, Process, Product"? What key elements do you always hit in your
pitch?

7. Objection Handling: Turning "No" into "Now"

What are the three most common objections you get as reasons for not buying?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Now, here's where the magic happens. Don't just list these objections - think about how
you can turn each one into a reason to buy.

For example, when people told Warby Parker that they were hesitant to buy glasses
online without trying them on, the company didn't just argue - they innovated. They
created a home try-on program, turning their biggest objection into a unique selling
point.

How can you flip your most common objections on their head?

8. The Buy Button: What Makes Them Say Yes

Why do your prospects buy from your competitors?
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1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Now, flip it - what must a prospect be convinced of to buy from you instead?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Remember, people only buy one thing: improvement. How does your product or service
improve the life or work of your customer?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

9. Closing the Deal: Sealing the Deal with a Shark

What are the three best methods that you use to get the prospect to take action and buy
from you?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Think about how Apple creates urgency with their product launches. They announce a
new iPhone, create buzz, and then set a specific release date. Suddenly, everyone
wants to be first in line. How can you create that same sense of excitement and urgency
for your product or service?
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10. The Encore: Turning One-Time Buyers into Lifelong Fans

What three things can you do before and after the sale to get the customer to buy from
you again?

1. _____________________________________________________

2. _____________________________________________________

3. _____________________________________________________

Amazon doesn't just sell you a product and call it a day. They follow up with
recommendations, make reordering easy with "Subscribe & Save," and continually
improve their service to keep you coming back. How can you create a similar "sticky"
experience for your customers?

The Moment of Truth: Your Sales Strategy Action Plan

You've done it. You've swum with the sharks and come out on top. Now it's time to put it
all into action. What one action are you going to take immediately to create a great
sales process?

____________________________________________________________

____________________________________________________________

____________________________________________________________

How will you measure success? _______________________________

What is your expected date of completion? ______________________

Remember, as the Stoic philosopher Marcus Aurelius said, "You have power over your
mind - not outside events. Realize this, and you will find strength." You can't control
whether a prospect will buy, but you can control how well you understand their needs,
how effectively you communicate your value, and how persistent you are in following
up.
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You've now completed the Shark Savvy MBA. You've learned to think like a Shark,
strategize like a CEO, and sell like a pro. But remember, knowledge without action is
like a boat without water - it looks good, but it's not going anywhere.

So take what you've learned, apply it to your business, and go make some waves. The
ocean of opportunity is vast, and now you have the skills to navigate it like a pro.

Now, go forth and conquer, you magnificent Shark you!
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Chapter 9: The Shark Savvy Advantage

Your Ticket to the Big Leagues

Congratulations, future tycoon! You've just swum through the treacherous waters of our
One Day Shark Savvy MBA. You've learned to think like a Stoic, strategize like a CEO,
and pitch like a pro. But here's the million-dollar question: What now?

Imagine for a moment that you're standing in the Shark Tank. The lights are blinding, the
cameras are rolling, and five of the most successful entrepreneurs in the world are
staring you down. Your palms are sweaty, your throat is dry, but you're ready. Why?
Because you've got a secret weapon in your arsenal - the Shark Savvy advantage.

The Power of Pattern Recognition

Here's a little-known fact: Success leaves clues. Every week on Shark Tank,
entrepreneurs lay bare their strategies, their pitfalls, and their triumphs for the world to
see. But here's the kicker - most people are too busy being entertained to notice the
goldmine of business wisdom hidden in plain sight.

That's where Shark Savvy comes in. We're not just watching Shark Tank; we're
dissecting it. We're the business equivalent of those sports analysts who can predict a
play before it happens. We see the patterns, we recognize the strategies, and we
translate them into actionable insights for entrepreneurs like you.

Case Study: The $1 Million Mistake You'll Never Make

Remember when Jamie Siminoff pitched DoorBot (now Ring) on Shark Tank? All the
Sharks passed, missing out on what would become a billion-dollar company. But why
did they pass? What did Jamie miss in his pitch? And more importantly, how can you
avoid making the same mistake?

These are the questions we ask at Shark Savvy. We don't just see a missed
opportunity; we see a lesson. A lesson in valuation, in communicating vision, in
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understanding your market. A lesson that could save you from making a million-dollar
mistake in your own pitch.

The Shark Savvy Synthesis

Now, think back to what you've learned in this One Day MBA. Remember how we talked
about zero-based thinking, about focusing on your core profit centers, about crafting a
compelling marketing mix? Well, guess what - every single one of these principles is on
display in Shark Tank pitches, if you know how to look.

At Shark Savvy, we connect the dots. We show you how the theoretical becomes
practical, how the lessons from this MBA come to life in real pitches, real negotiations,
real business decisions. We're not just giving you fish; we're teaching you to fish in the
shark-infested waters of business.

The Hidden Gems Most Miss

Did you know that in almost every episode of Shark Tank, there's at least one nugget of
wisdom that flies completely under the radar? It might be a throwaway comment from
Mark Cuban about market validation. It could be a question from Lori Greiner that
reveals her product evaluation process. Or it might be a negotiation tactic from Kevin
O'Leary that shifts the entire dynamic of a deal.

Most viewers miss these moments. But at Shark Savvy, these are the moments we live
for. We catch these hidden gems, polish them, and hand them to you on a silver platter,
ready for you to use in your own business journey.

Your Unfair Advantage

Imagine walking into your next investor meeting with the combined wisdom of hundreds
of Shark Tank pitches in your back pocket. Imagine knowing exactly what questions to
anticipate, what numbers to highlight, and what stories to tell. That's the Shark Savvy
advantage.
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We're not just about analysis; we're about application. Every insight we uncover is
paired with actionable strategies you can implement in your business today. Whether
you're trying to value your startup, negotiate with suppliers, or craft the perfect elevator
pitch, we've got a Shark Tank lesson for that.

The Shark Savvy Community

But here's the best part - you're not in this alone. When you join Shark Savvy, you're
joining a community of like-minded entrepreneurs who are all swimming towards
success. Share your challenges, celebrate your wins, and learn from the collective
wisdom of a group that's as hungry for success as you are.

Your Next Step

You've taken the first step by completing this One Day Shark Savvy MBA. You've got
the foundation. Now it's time to build on it. It's time to take these lessons, combine them
with the real-world insights from Shark Tank, and create your own success story.

Are you ready to stop watching Shark Tank and start living it? Are you ready to
transform from a guppy to a great white in the ocean of business? Are you ready to get
your unfair advantage?

Then it's time to dive deeper with Shark Savvy. Visit our website, join our community,
and get ready to swim with the sharks. Because remember, in the world of business, it's
eat or be eaten. And with Shark Savvy, you'll always be the predator, never the prey.

The choice is yours. You can keep swimming in circles, or you can join us and start
making waves. What's it going to be, shark?

Remember, as Mr. Wonderful would say, "You're either the predator or the prey." With
Shark Savvy, you'll always be the former. Now, are you ready to take a bite out of
success?
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Reflection Questions:

Chapter 1:
- How does your current business align with your true purpose?
- What steps can you take to better understand your ideal customer?
- How can you make your unique value proposition more compelling?

Chapter 2:
- What aspects of your business are you holding onto out of habit rather than value?
- How can you apply zero-based thinking to improve your personal productivity?
- What's one bold change you could make that might significantly improve your
business?

Chapter 3:
- How narrow is your current area of specialization? Could you benefit from further
focusing?
- What unique strengths could you leverage to differentiate yourself in the market?
- How well do you know your most profitable customer segments? How could you serve
them better?

Chapter 4:
- How do your core values influence your day-to-day business decisions?
- Is your current mission statement truly inspiring and guiding your actions?
- In what areas could you realistically aim for market leadership?

Chapter 5:
- What's one thing you could do tomorrow to improve your customer experience?
- How are you currently exceeding customer expectations? How could you do more?
- What would truly amaze your customers? How can you make it happen?

Chapter 6:
- What low-profit activities are taking up too much of your time?
- How could you expand or improve your most profitable product or service?
- What skills or activities, if improved, would have the biggest impact on your
profitability?

Chapter 7:
- Which of the 7 P's is currently the weakest in your marketing mix?
- How could you better align your pricing with your positioning?
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- What one change in your marketing mix could have the biggest positive impact?

Chapter 8:
- How well defined is your ideal prospect? How could you refine this definition?
- What's your biggest challenge in the sales process? How can you overcome it?
- What one sales technique, if mastered, would significantly boost your results?
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My Shark Savvy Action Plan

1. My Business Purpose: ________________________________
2. My Ideal Customer: __________________________________
3. My Unique Value Proposition: __________________________
4. Top 3 Strategies to Eliminate: __________________________
5. My Area of Specialization: _____________________________
6. My Differentiation Strategy: ___________________________
7. My Core Values: ____________________________________
8. My Business Vision: _________________________________
9. My Mission Statement: _______________________________
10. My Perfect Customer Experience: ______________________
11. My Most Profitable Product/Service: ____________________
12. My Highest-Value Activity: ____________________________
13. My Marketing Mix Improvement:

- Product: _________________________________________
- Price: ___________________________________________
- Promotion: _______________________________________
- Place: ___________________________________________
- Packaging: _______________________________________
- Positioning: ______________________________________
- People: __________________________________________

14. My Top Sales Strategy to Implement: ___________________
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Action Steps:

1. This week, I will:

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

2. This month, I will:

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

3. In 3 months, I will:

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________
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