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Make Your Funnel
Irresistible.

Turn Strangers into Superfans — on Repeat!

Customer Enroliment & Retention Funnel Designer™

Customar Enroliment & Retention Funnsl Designer™ : @ G"a'on

Customer Enrollment & Retention Funnel Desianer™ 1 HIRR

Customer Enrellmaent & Retantion Funnel Designar™
-
Customer Enrallment & Retention Funned Desianer™ - by
-
Customer Enrollment & Retention Funnel Desianer™ SRR

Customer Enroliment & Retenticn Funns| Designer™ i coop Customer Enrollment & Retention Funme! Designer™

Your Customer Enroliment & Retention Funnel AT TWO - TRACK CHROCLMENT EXPERSES
.- b o i — s

Commraisbtons Vv st st e Cenbore Coroens & Beteecion!
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Have you nailed
Producf—-Markeft Fif—
where scaling your
marketing and sales
aufomatically drives
growth?

Receive free weekly tools: aforceforgood.biz/weekly-tool
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Do you have a
proven sysfemthat
consistently
generates qualified
leads and
customers?

Receive free weekly tools: aforceforgood.biz/weekly-tool
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Every week,

are you expanding
the number of
delighted
customers you
serve?

Receive free weekly tools: aforceforgood.biz/weekly-tool
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Is your funnel
crystal clear—
attracting and
enrolling only your
/Idealcustomers?

Receive free weekly tools: aforceforgood.biz/weekly-tool
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Today’s fopic —
Customer Enroliment &
Retention Funnel

The single most powerful
system to master if you want
to achieve
Product—Market Fit
and unlock
exponential growth.

Receive free weekly tools: aforceforgood.biz/weekly-tool
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Customer Enroliment &
Retention Funnel

Your Customer Enrollment &
Retention Funnel is the system
that aufomatically attracts,
engages, enrolls, re-enrolls,
and retains customers—

guiding them from sfranger fo
loyal ambassador.
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Customer Enroliment &
Retention Funnel

The conscious journey you
design for your future
cusfomers.

» Stfrangers =
*Curious Prospects =
‘Interested Leads =
‘Paying Customers =
‘Loyal Ambassadors

Growth isn’'t magic—
it's the result of a repeatable path that turns
strangers into loyal customers.
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Today’s Focus

. Core Growth Element:
Customer Enroliment &

Retention Funnel

. Today’s Tool: Customer
Enrollment & Retention
Funnel Designer™

. Workshop Goals:

1.Use the Customer Enroliment
& Retention Funnel
Designer™

2.Define Customer Enrollment
& Retention Funnel and
estimate the cost

3.ldentify one High-Leverage
Habit and one High-Potency

Action.

Download the Customer
Enrollment & Refention
Funnel Designer™ now!

goard Meetings

m
%119y Aapiong

Receive free weekly tools:
aforceforgood.biz/weekly-tool
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Customer Funnel

Where It Fits on the 4-Page Growth Plan ™

*4-Page Growth Plan™ - In

four pages is everything you
need to know to unlock the

puzzle of growth in your
business.

* On Page 2 of your 4-Page

Growth Plan™ -- Know Who

You Serve

* This section defines your
customer — it inspires this

Core Growth Element:

oCustomer Enroliment &
Retention Funnel

FFG 4-Page Growth Plan™ (4PGP™)

A living, breathing reminder of what is fosters growth.

W/, AFORCE FOR
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What Cenerates Profit - Products & Services {Updnu Monthly)
Core Product & uni

Avg fov. " ra
sarvica Uiz st unit o o T M Bevess P T Gom ores
prica Comt  Margin  Morgin  UnmiSold Cumomen  Booked  Customar  COGI  Margm  Morgin
Geomotes Pros (3 ) ® w ® ) ) :i: ® ® ™
TOTALS:
wrowth Model:
T Whole (ARPCS$100K+) T Deer [APRC=$10K+) 2 Robbit (APRC=$1Ke) T Mouse (APRC=$100+)
Current ARPC/Y () #Customers for $100K for $1M for $20M for $100M
Customer Enroliment & Retention Funnel
1 - Shine Your Light - Channels
TR
' St wsrecrs
3 - Ask Them to Be Your Customer — Methods mm.,m.
PR — Pr—
4 - Connect & Nurture - Methods T ok curromins
Nowr  MmRGAT
12- Month Customer Enrolimen: -
How Many Suspects? e s oL How Many New Customers?
Per Month? Per Year? Per Month? Per Yeor? Per Month? Per Yeor?

X Suspects 1o Prospects:
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From Stranger to Superfan

Suspects

- Suspects fit the profile of your authentic customers; you would like to create connection with these people, but
haven't yet.

Prospects

- Prospects are those who have in some way learned about your business, products, or services, but have not yet
made a purchase.

- These are prospects who have taken clear steps to get to know your business and the offerings you provide. A
Qualified Prospect demonstrates a match for your products and services and has the budget to pay for them.

Customers

- Customers are individuals or companies who have purchased something from you, exchanging dollars for product
or service.

- A customer is elevated to this status if they have purchased from you repeatedly, and/or if they have expressed
explicit satisfaction through a survey or a written testimonial.

Loyal Ambassadors

- Satisfied customers level up when they: start referring friends and colleagues to your company, speak publicly
about your company in a positive light, participate in a case study, or make some other significant show of
appreciation and value for your brand.

Scaling impact starts with scaling relationships—

one intentional step at a time. L
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The Five-Step Funnel

1— Shine Your Light

= Prospects

2 — Deliver Profound Experiences

== Oualified Prospects

3 — Make More Invitations

4 — Ask Them to Be Your Customer

o JSatisfied Customers

5 — Connect & Nurture

= Loyal Ambassadors

12
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The Five-Step Funnel

Step 1— Shine Your Light 1
Suspects
B

Utilize top-of-funnel
marketing fo make your g
presence known to ideal ' e
prospects, like a beacon Qualified Prospects
attracting ships to shore.

1 - Shine Your Light ‘

3 — Make More Invitations

Customers

4 — Ask Them to Be Your Customer

Affracfts suspects fo the
fop of your funnel. 5 - Connect & Nurture

Shine your best light so customers can find you! 13
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The Five-Step Funnel

Step 2 — Deliver

Profound Experiences
5

Offer valuable, free
content or experiences
that showcase your
service's potential to

meet user needs and | "°“"" PP P

wishes.

3 — Make More Invitations

5 — Connect & Nurture

Moves suspects info
being prospects.

Design experiences that awaken hope and

possibility for those you are meant to serve. 14
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The Five-Step Funnel

Step 3 — Make More
Invitations that Build

Trust. rm

Provide in-depth insights
into your offerings, feam,
and values to deepen

trust and relationship | "°""" 4 Ask Them 1o Be Your Customed

with prospects.

3 — Make More Invitations

5 — Connect & Nurture

Moves prospects info
being qualified
prospectfs.

Every step of service starts with giving value and

ends with the next invitation to serve. 15
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The Five-Step Funnel

Step 4 — Ask Them to
be Your Customer
.

1 - Shine Your Light ‘

Extend a personalized -
invitation to prospects, D
highlighting the trust ' Qualified Prospects
and readiness builf to

convert them to
customers.

3 — Make More Invitations

4 — Ask Them to Be Your Customer

5 — Connect & Nurture

Moves qualified
prospects info being
custfomers!
(Whoohoo!)

A brilliant offer won’t grow your company if the
right people never make it to the decision point.
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The Five-Step Funnel

Step 5 — Connect &

Nurture

-

‘ 1 - Shine Your Light ‘
Engage and support o
customers 2 - Deliver Profound Experiences
consistently, fostering | Qualified Prospects -

‘ ‘ 3 — Make More Invitations

loyalty and

encouraging themto "°'“°" AT R Custormer

become brand
ambassadors. 5 — Connect & Nurture

Moves customers info
loyal cusfomers and
later info loyal
ambassadors.

Customer retention isn’t luck—
it's the predictable outcome of a well-designed 17
experience that keeps delivering value.
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The Five-Step Funnel

- Purpose: Be Discoverable )
Ads, podcasfts, SEO, speaking

- Audience: Suspects events, partnerships

. Outcome: Awareness

2 — Deliver Profound Experiences

- Purpose: Give value + Build Trust
- Audience: Prospects Demos, assessmenfs, VIP

. Outcome: Interest sessions, foolkits

- Purpose: Build Relationship
- Audience: Qualified Prospects Demos, assessments, VIP

. . jons, foolkit: /f. dinner
. Outcome: Consideration sessions, foolkits, golf, dinne

4 — Ask Them to Be Your Customer

- Purpose: Invite Clearly

. Audience: Very Qualified Prospects Personalized follow-ups,
. Oufcome: Decision recommendaﬂ‘ons, proposa/s

- Purpose: Deepen Trust & Value

- Audience: Customers Onboarding, newslefters,

- Outcome: Transformation & Loyalty loyalty programs, referral gifts

Your enrollment funnel is the heartbeat of your
company—when it beats strong and steady, every 18
part of the business thrives
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Savvy Kids Company
Example

*Shine Your Light: Social media, Amazon
presence, Mom Ambassadors

‘Deliver Profound Experience: Free “how
to tie your shoes” video

*Build Trust: Follow-up emaiils,
testimonials, blog tips
‘Invite to Be a Customer: Amazon product

page, School fundraiser link

*Connect + Nurture: Thank-you email from
“Savvy the Shoelace,” referral incentives

The companies that grow fastest aren’t the ones
with the loudest marketing—they’re the ones with 19
the clearest path to say yes
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Product-Market Fit

‘Product—market fit is the point where your product
or service meets the needs of a clearly defined
market so well that customers not only buy it—they
loveit, use it consistently, and tell others about it.

In practical terms, it’s when:

oYour ideal customers immediately understand the
value you offer.

oDemand is strong and consistent, requiring less
push from your sales team.

oRetention and referrals grow naturally because
the experience delivers on its promise.

oScaling becomes predictable—you know that
putting more resources into marketing and sales
will reliably generate growth.

20
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You will never attain
PRODUCT—-MARKET FIT

until you master your

CUSTOMER ENROLLMENT
& RETENTION FUNNEL
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How the Product-Market Fif
& The Funnel Connect

* . Product-Market Fit is the whai—
the proof that your offering is right
for your market.

* . The Customer Enroliment &
Retention Funnel is the Aow—the
system that repeatedly and
predictably turns that fit into growth,
impact, and customer loyalty.

22
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How the Product-Market Fif
& The Funnel Connect

#1 - Product—Market Fit Defines Who and Why

*Product—market fit means you’ve found a market
that deeply wants what you offer, and your product
or service delivers enough value that customers
happily adopt, stay, and refer others.

Without this clarity, your Customer Enrollment &
Retention Funnel will perform like a leaky bucket—
your marketing may generate attention, but people
won’t move through the funnel, buy your product, or

remain a long-term customer.

23
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How the Product-Market Fif
& The Funnel Connect

#2 — Scale Becomes Predictable

*Once you have product—market fit, scaling
becomes a math problem, not a gamble.

*Your Customer Enroliment & Retention
Funnel maps the exact steps that turn
strangers into loyal customers.

‘Increasing leads at the top of the funnel

predictably increases revenue and impact at

the bottom.

24
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How the Product-Market Fif
& The Funnel Connect

#3 - The Funnel Proves and Sustains Product—
Market Fit

*A clearly defined, repeatable Customer Enrollment
& Retention Funnel is how you fesfwhether you truly
have product—market fit.

*If prospects consistently move from awareness -
interest » purchase - repeat purchase » advocacy,
you have evidence the market not only wants your
product but values it enough to keep engaging
(buying).

-Conversely, if there’s drop-off at key stages, it tells
you exactly where fo refine your offer, message, or
value delivery.

25
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How the Product-Market Fif
& The Funnel Connect

* . Product—market fit is the proof that your offer is exactly
what your market wants—and values enough to buy, stay,
and refer.

* . But knowing you have that fit is only the beginning. The
Customer Enrollment & Retention Funnel is the engine that
turns that fit into predictable growth.

* . When every stage of your funnel is intentionally designed
and repeatable, you create a system that consistently attracts
the right people, serves them deeply, and inspires them to
stay.

* _ With the Customer Enroliment & Retention Funnel
Designer™, you solve the puzzle of growth, making success
not a lucky streak, but the only possible outcome.

"Product—market fit without a clear enrollment
funnel is like a treasure map with no path—you 26
know the gold exists, but you can’t reach it.
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The Cost of the Funnel

‘In a perfect world, you could have
unlimited resources to enroll and
retain customers.

*No one lives in a perfect world.

‘Discover the most effective, efficient
method.

*Be mindful and intentional.

*As you build your Funnel today, you
will also calculate the cost:

oCurrent Funnel

oEnhanced Funnel

27
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Custcmer Enroliment &
Retention Funnel
Designer™

*Let’s walk through the Customer Enroliment &
Retention Funnel Designer™

Examples:

oFictitious Company: ABC Integration Company
= Integration, analytics, and reporting software

=Shared Avatar: Francine, CFO of a large financial institution

who provides complex reports to her CEO and a demanding
public board

oFictitious Company: Savvy Kids

= Specialized shoelaces that help kids learn to tie their shoes.
Planning to launch other educational tools and skill-building
toys over time

=Shared Avatar: Julie, mother of 5-year-old, Pearl, who longs
to help her daughter learn to tie her shoes so Pearl can feel
confident, capable, and successful.

29
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Pause to Acknowledge
Wisdom

New Clarity, Deeper Knowing.

Practical Power.

‘You created a repeatable system to
enrolling new customers each month

‘You’ve found a path to ensure more
customers are satisfied and become
advocates

‘You’ve unlocked the recipe for
discovering Product-Market Fit

‘You now have a clear path to increasing
revenue this month and year

A consistent funnel turns unpredictable sales into
dependable growth. 30
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Update Your 4-Page
Growth Plan™

PRC d=Pagge Chirm®® Plaisi ™ | 48CI)

FFG 4-Page Growth Plan™ (4PGP™)

A living, breathing reminder of what is fosters growth.

Sarvice Lines
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What Cenerates Profif - Products & Services (Update Monthly)
Core Product &

unie e ™™ v Rev. ]
unit unit Gross Grass ™ ™ Reverues Par ™ Gross
. Prica cont Morgin  Margin  UnitsSold Customers  Booked  Customar  COGH
Generctes Profit () [ ® ] (=) (= ® 5 (L] (]
TOTALS:

wrowth Model:

S Whala (Al = Deer | ) T Robbit (APRC=$1Ks) T Mouse (APRC=3$100+)

Current ARPC/Yr (8) for $100K for $1M for $10M for $100M

Customer Enroliment & Retention Funnel

1 - Shine Your Light - Channels

2 - Deliver Profound Experiences - Methods

3 — Ask Them to Be Your Customer ~ Methods.

L —— 2=
] uaLID PROPICTS
4 - Connect & Nurture - Methods PR S cusromtns
s e HpBERT
12- Month Customer Enrolimen: -
How Many Suspects? _ . How Many New Customers?
Per Month? Per Year? Per Month? Per Year? Per Month? Per Year?
% Suspects 10 Prospects: X Prospects 1o Customers:
wwrw cforcatorguod bz poge 2

1© 2023 A Force for Good LLC | Al rights ressrved.

Gross

nmargin
®

31
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High-Leverage Habits

What Are High-Leverage Habits? —

. . Choose one
High-Leverage Habits are HICH-
recurring rituals that guarantee LEVERAGE
breakthrough results over time. HABIT

you will start
this week.

- What weekly or monthly habit
could help your feam improve this
Funnel?

Examples:
oWeekly funnel performance
check-in The right funnel
oMonthly review of funnel content makes success a
and free offers matter of process,

oWeekly customer onboarding not chance.

experience review

oAdding funnel updates to
monthly team meeting

32
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Identify High-Potency

o
Action

What is a High-Potency Action? — A Choose one
high-impact action—outside of normal HIGH-
plans—that boosts the business POTENCY
forward. ACTION

Improve you

- What bold move can you make this will take this
week fo level up your Funnel? week.

Examples:

o- Create a new trust-building freebie
(video, checklist, tool)

o+ Rework your onboarding welcome A great funnel
seguence frees you to focus
o+ Interview a loyal customer for a on impact,
case study knowing your
o« Launch a customer referral SN Er e
always running.
program

o+ Host a team brainstorm to spot
funnel drop-offs

33
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What We Did Today

*Defined one Core Growth Element:
oCustomer Enroliment & Retention Funnel

*Learned how to use the Customer Enroliment &
Retention Funnel Designer™

*Integrated them into 4-Page Growth Plan™
*ldentified a High-Leverage Habit
-Committed to a High-Potency Action

A well-built enrollment system is the most generous thing you

can give your future self. ¥



The Book

*Learn more about the
Customer Enrollment &
Retention Funnel and
Customer Enrollment &
Retention Funnel Designer™
in Chapter 9

*Purchase the book and gain
access to receive the Force
for Good ToolKit™,

Instructions for each tool.

*The full Force for Good
System™

aforceforgood.biz/book

35



Force for Good Tool of the
Week

‘Every week we
launch a new
tool and
masterclass.

*Get the recording
and links by
signing up.

aforceforgood.biz/weekly-tool

36



Growth Accelerator

Install the full Force for
Good System™ N

*Install the system of ™ \
propelling exponential,
high-impact growth into
your company.

*12-Module Online System.

*Videos, tools,
assessments.

*Alone or with your team.

*Tiered pricing starting at
$599.

aforceforgood.biz/accelerator

37



Thank you!

Free FFG Tool of the Week:
aforceforgood.biz/weekly-tool

38



