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Step 1: What Is Your Target Outcome? Why
is it important?
What is your target outcome?

Target Outcome:

Earn the Rainmaker role by helping Aqua-Logix generate $10,000 in revenue through qualified
lead generation. | will achieve this by attracting decision-makers from targeted industries to
Aqua-Logix’s site and increasing cold call conversions.

Why it’s important:

Achieving $10,000 in client revenue will show measurable proof of Aqua-Logix’s successful
market penetration using Al safety solutions, build credibility within the target market, and
establish Chris as a trusted industry expert. This achievement will help position Aqua-Logix as a
premier player in aquatic safety technology while providing the client with an exceptional ROI,
paving the way for additional consulting or service contracts.

Step 2: How Will You Measure Your Progress
Towards Your Target Outcome?

How will you know when you've achieved your outcome and how will you measure it?
How | will measure my progress:

1. Revenue Goal: Track revenue generated through consultations, new service contracts,
and installations to measure progress towards the $10,000 target.
2. Lead Conversions:
o Contact Form Submissions: Number of completed “Contact Us” forms from
target decision-makers.
o Direct Calls Initiated: Track number of calls and consultations booked directly
from cold calls.
3. Ad Performance: Measure engagement and conversion rates for any Meta ads,
focusing on click-through rates (CTR) and cost-per-conversion.

What it will look and feel like:



A homepage with an intuitive flow that clearly addresses decision-makers' safety concerns,
provides solutions, and prompts them to take action.

Increased inbound inquiries and consultations directly from the website and advertising
channels, leading to strong trust-building opportunities with the Aqua-Logix brand.

What it allows after reaching it:
Prove Aqua-Logix’s competitive edge, showcasing the homepage and ads as case studies for
future clients.

Gain my Rainmaker role by delivering on the $10,000 goal, setting the stage for upselling other
valuable services.

Step 3: How Close Are You To Your Outcome From Your Current Position?
Describe your situation in detail. Where are you currently in relation to your outcome?

Current Position:

Website: The redesigned homepage and website are near completion, awaiting client-provided
items for final updates. The site has no existing traffic data due to inactivity, so we’re starting
without prior insights into visitor behavior.

Cold Calling Strategy: Aqua-Logix has done unscheduled and unscripted cold calls in the past,
but there is no current structured outreach strategy, making it a high-potential area for
improvement.

Follow-Up Sequence: Aqua-Logix lacks a formalized follow-up sequence for leads, presenting
an opportunity to build an automated follow-up funnel to engage and convert potential clients
effectively.

Step 4: What Are Your Checkpoints Towards
Your Outcome?

What checkpoints do you need to achieve between your current position and your ultimate
outcome? Break down your big result into smaller, actionable steps.

My Outcome Is -



- Checkpoint 1: Finalize Website
- Checkpoint 2: Cold Calling Strategy Development and Implementation
- Checkpoint 3: Awareness Ad Campaign Development and Implementation

- Checkpoint 4: Follow-Up Sequence Development and Implementation

Step 5: What Known Roadblocks Will You
Face?

What potential roadblocks could hinder your progress toward each checkpoint towards your
outcome? How can you counteract these factors? What do you “know you don’t know”? How
can you close the knowledge gap? (e.g., Lack of time, financial constraints, technical
challenges, etc.)

Client Response Time (1-3 Days)

e Roadblock: Chris may need 1-3 days to review website changes, ad copy, or other
deliverables, potentially creating delays in our timeline.

e Solution: Set early submission deadlines for review items to allow sufficient feedback
time. Clearly communicate the impact of each deliverable’s timing to ensure priority.

Cold Calling Schedule Constraints

e Roadblock: Limited availability for Chris due to his 9-5 job could restrict call times,
potentially leading to missed opportunities with prospects.
e Solution:
o Implement an evening calling schedule, focusing on optimal times for reaching
decision-makers, such as early mornings, lunch breaks, and after 5 PM.
o Use a shared scheduling app (e.g., Calendly) to pre-set available time slots,
helping streamline call logistics and ensure a structured calling approach.

Ad Approval Requirement

e Roadblock: Ads and ad content require Chris’s approval before launch, which may
create bottlenecks.
e Solution:



o Plan for weekly approval sessions where Chris can review and approve
upcoming ad drafts in batches, reducing overall wait time.

o Draft a series of ad concepts for early review, allowing adjustments to be made in
advance and minimizing delays in future ads.

Technical Challenges with GoDaddy Hosting and Builder

e Roadblock: GoDaddy’s website builder limitations may restrict website functionality and
performance, which could negatively impact user experience.
e Solution:
o For the short term, create simplified, streamlined pages that optimize loading
times and reduce any high-performance demands on the site.
o Transition plan: Begin transferring all assets and content to Framer’s hosting and
builder as soon as budget allows, aiming to improve performance and flexibility
once clients are acquired.

Potential Objections During Cold Calls and Follow-Up

e Roadblock: Objections such as “Do | really need this?”, “It must be expensive,” and
“What even is Al Aquatics Safety?” could reduce conversion rates.
e Solution:

o Develop objection-handling responses in the cold call script to build trust and
interest. Address common concerns by emphasizing Aqua-Logix’s benefits,
cost-effectiveness, and the role of Al in supporting safety, not replacing it.

o Create educational follow-up materials to clarify what Al Aquatics Safety is and
its advantages, proactively addressing concerns while reinforcing the service’s
unique value.

What | don’t know:

Exact objection rates and types we’ll encounter during outreach, precise traffic data until the
website relaunches, and initial ad performance metrics.

How I’ll close this knowledge gap:

e Testearly on:
o Track common objections and challenges during the first week of cold calls,
refining the call and follow-up strategy based on real responses.
e Review traffic metrics post-website relaunch to identify optimization areas.
e Monitor ad performance weekly, adjusting targeting and messaging based on initial
results to improve conversions.



Step 6: What Helpful Resources Do You
Have?

What resources do you have that will allow you to overcome obstacles and achieve your
outcome faster? (e.g. TRW, current personal network, experience in an existing industry, etc.)

Internal Resources

e Partner Materials:

o Marketing and promotional assets from Aqua-Logix’s main partner, AngelEye, will
serve as credibility boosters and visuals that build trust. Using their established
reputation and safety-focused content will help overcome objections and
reinforce Aqua-Logix’s expertise.

e Aqua-Logix Brand Assets:

o Any existing logos, brand colors, or imagery will be applied to create a cohesive

brand image on the homepage and in ads.

External Resources

e TRW Community:

o Professors, Captains, Rainmakers, and peers within The Real World provide a
valuable support network for feedback, guidance, and troubleshooting. Specific
support from McNabb and Brenden will be leveraged for copywriting, strategy
insights, and ad campaign advice.

e Analytic & Testing Tools:

o Google Analytics:

m To track site traffic, user behavior, and conversion data.

o Mouseflow/Hotjar:

m Heatmapping tools to analyze user engagement on the website,
identifying where visitors focus most or drop off.
e General Online Resources:

o Google & YouTube University:

m For on-the-fly research on best practices, marketing trends, and
Al-related topics.

Knowledge & Learning Resources

e TRW Courses & Materials:



o Access to TRW courses, especially the Winner’s Writing Process and Top Player
Analyses, will provide actionable frameworks for optimizing copy, cold calling,
and lead generation.

e Case Studies and Best Practices:

o Case studies and ad analyses of current Rainmakers’ work will serve as
templates for designing high-conversion landing pages, effective ad copy, and
impactful follow-up sequences.

Step 7: What Specific Tasks Will Lead To
Each Checkpoint?

Break down each mini-goal into specific tasks that need to be completed to achieve it.
Checkpoint 1: Finalize Website

Goal: Complete and launch the Aqua-Logix homepage with conversion-focused elements by
October 30, 2024.

1. Incorporate Client-Provided Items
o Task 1: Integrate Testimonials into the designated homepage sections.
m Subtask: Format and place testimonials strategically to reinforce
credibility near key CTAs
o Task 2: Add About Aqua-Logix & About Chris Ritter sections.
m Subtask: Summarize Chris’s background and Aqua-Logix’s mission in a
concise, approachable format.
m Subtask: Ensure copy builds authority while connecting with the
concerns of decision-makers in pool safety.
o Task 3: Include Safety Partners Information with AngelEye assets.
m Subtask: Position AngelEye logos and any other partner information to
enhance trust.
2. Finalize Functionality Testing
o Task 1: Conduct desktop and mobile testing for usability.
m Subtask: Test navigation, CTAs, contact form, and click-to-call features
across devices.
m Subtask: Confirm page load times are optimal, adjusting image
size/compression as needed.
o Task 2: Run a conversion check on the homepage.
m Subtask: Use Mouseflow/Hotjar for heatmapping during test runs to see
where attention is focused.



m Subtask: Ensure all CTAs, forms, and links work seamlessly for easy
conversions.

Checkpoint 2: Cold Calling Strategy Development
Goal: Implement a structured cold calling strategy focused on booking consultation calls.

1. Develop Cold Call Sales Script
o Task 1: Draft initial call flow focused on safety and scheduling a consultation.
m Subtask: Start with a strong opener addressing drowning prevention and
Al’s role in enhancing safety, not replacing humans.
m Subtask: Use persuasive CTAs at the end of the call to secure a
commitment for a consultation.
o Task 2: Write objection-handling responses.
m Subtask: Address common concerns such as “Do | really need this?” with
an emphasis on the unique benefits of Al for safety.
m  Subtask: Use a positive framing for cost objections, such as “ensuring
safety with high ROI.”
m Subtask: Prepare simple answers to “What is Al Aquatics Safety?” to
avoid overwhelming with details.
2. Establish Call Tracking and Follow-Up Protocol
o Task 1: Set up a call tracking system to record outcomes.
m Subtask: Log each call’s result (e.g., consultation booked, needs
follow-up, not interested).
m Subtask: Capture insights on frequent objections to adjust the script as
needed.
o Task 2: Define a follow-up protocol for missed or completed calls.
m Subtask: If a call is missed, schedule a second attempt within 24 hours.
m Subtask: For completed calls, follow up with emails if requested,
providing resources or confirming scheduled consultations.
m Subtask: Log any interested contacts into a nurture funnel, preparing
them for ongoing follow-up (see Checkpoint 4).

Checkpoint 3: Awareness Ad Campaign Development

Goal: Run awareness-focused Meta ads targeting new prospects, optimizing for clicks and
traffic initially.

1. Create Awareness-Focused Ad Content
o Task 1: Design ad visuals with AngelEye assets and safety messaging.
m Subtask: Use imagery and headlines emphasizing lifesaving
technology and pool safety.
m Subtask: Keep ad visuals clear, approachable, and easy to understand at
a glance.
o Task 2: Write ad copy that introduces Al aquatics safety in simple terms.



m Subtask: Emphasize that Al enhances safety, working alongside
lifeguards rather than replacing them.
m Subtask: Avoid technical jargon; keep language straightforward to appeal
to market’s “Problem Aware” stage.
m Subtask: Include a compelling CTA for readers to “learn more” or
“schedule a consultation.”
2. Launch Ad Campaign and Track Results
o Task 1: Set up Meta ads with a minimal initial budget.
m Subtask: Configure ads to optimize for traffic initially, adjusting settings
for maximum reach among target demographics.
m Subtask: Schedule ads for a 7-10 day test run.
o Task 2: Monitor ad performance for key metrics like CTR
m Subtask: Evaluate performance daily to ensure ads resonate with target
audience.
m Subtask: Identify “winning” ads based on CTR and engagement levels.
o Task 3: Optimize ads for lead conversion.
m Subtask: Adjust ad settings for conversion goals once high-performing
ads are identified.
m  Subtask: Refine ad copy or visuals based on insights from initial
performance to improve click-to-lead conversion rates.

Checkpoint 4: Follow-Up Sequence Development

Goal: Create a follow-up sequence to nurture leads and maintain engagement with qualified
prospects.

1. Develop Follow-Up Protocol for Phone and Email
o Task 1: Establish priority protocol for phone follow-ups every 2-3 days.
m Subtask: Schedule phone reminders to ensure consistent touchpoints
with each qualified lead.
m Subtask: Log all call follow-up details, noting if prospects have specific
questions or timing preferences.
o Task 2: Draft backup email follow-up templates.
m Subtask: Prepare emails for follow-ups if phone contact is unavailable,
emphasizing benefits and CTA for consultations.
m Subtask: Use templates that provide value while maintaining interest,
such as tips on pool safety or client success stories.
2. Create Content for Nurture Funnel
o Task 1: Develop educational materials on Al safety benefits.
m Subtask: Outline clear, informative content on how Al Aquatics Safety
can prevent accidents without adding complexity.
m Subtask: Create a series that gradually introduces benefits to avoid
overwhelming the prospect.
o Task 2: Incorporate safety news and FAQs.



m Subtask: Prepare content showing recent pool safety incidents that Al
could have prevented, stressing Al's proactive approach.
m Subtask: Build an FAQ with simple explanations of Al’s role, benefits,
and costs, addressing common concerns and fostering understanding.
o Task 3: Develop a sales-focused follow-up template.
m Subtask: Create reminders emphasizing Aqua-Logix’s unique position in
the market.
m Subtask: Set periodic prompts to encourage conversions by reinforcing
the cost of inaction and highlighting Aqua-Logix’s expertise.
3. Organize Follow-Up Sequence and Schedule Reminders
o Task 1: Structure follow-up sequence rotating between educational content,
safety news, FAQs, and sales reminders.
m Subtask: Set sequence flow to avoid redundancy, spacing out content for
maximum impact and engagement.
o Task 2: Schedule reminders and notifications for each follow-up step.
m Subtask: Use a CRM or reminder tool to prompt each follow-up, ensuring
consistent contact and nurturing.

Step 8: When Will You Perform These Tasks?
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Step 9: Time To Execute and Review:

1. Execute your planned tasks according to the schedule.
2. Regularly review your progress toward each checkpoint.

3. Adjust your tasks and schedule as necessary based on your progress and any
unforeseen challenges.

4. Continuously refine your plan based on your experiences and feedback received.

Tips:

- Stay focused on your ultimate objective but be flexible in your approach to achieving it.

- Break down complex tasks into smaller, manageable steps to avoid getting
overwhelmed.

- Get help from fellow Agoge Students, Experts, and Captains if needed to overcome
challenges or answer questions.

- Maintain momentum by taking time to feel proud of your successes along the way.
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