Total Impact Report Assumptions
This is a prototype only at this point, and is a first draft. Corrections, edits, etc will need to be made.

The survey allows us to collect at least 40 different criteria on a potential client. This builds a comprehensive database beyond name, email address, website, and company revenues.
The analysis is limited to 35 questions, compared to Patrick’s 250-question survey. The result is that more people will likely take the analysis. Some areas of Scott’s lessons have been left out for sake of brevity. 

This analysis will accomplish several major strategic objectives:

1. It allows us to sell the full-sized, full-priced version of the software;

2. It makes it easy for clients to complete the questionnaire in a shorter period of time;

3. It brings more leads into the Small Business Growth Club;

4. It acts as a compelling sales letter that leads the client into desiring more of the Small Business Growth Club's services;

5. It qualifies the client in a short period of time--just because a client wants to initiate a relationship with us does not mean that we should be in a relationship with them! This lite version would allow us to see who is a "set up" for dramatic growth and who is a "waste of our time".

6. It allows the coaches to search the database and decide which ones they will work with first.

7. It allows the coaches to determine what the foremost areas of possibilities for instant breakthrough are. 

Before a coach gets on the phone and tries to sell the prospect into a coaching program or the Small Business Growth Club, they would access the database and understand where the client is weak or strong. They would see the total impact score that is automatically generated. The prospect also has seen his potential so the sale is already set up in terms of expectations. 

1. It also allows the consultant to cherry-pick the best clients--with dozens or hundreds of leads coming in every week, the coach could go through the database and start calling those with the highest potential for instant growth. 
2. Right now, the database is designed to reveal limited information. That means the coach goes into the conversation cold. This system would allow the coach to go in with incredible knowledge, and therefore the close ratio would be higher. 

3. It allows the coach to ask, "Do I even want to have this conversation?"

4. Since we're cherry-picking the best clients, the success level is higher. 

5. Since that's higher, the Small Business Growth Club has more to boast about, more testimonials and then gets more clients. 

Insertion of Scores
The Revenues and Profit Margins in the Impact Calculator will be automatically inserted from the opening registration page. The prospect will be forced to insert their growth percentage on each of the answer pages. The final accumulation of the exponential potential growth percentage will automatically populate the final page. Then, the numbers in the impact calculator will be automatically inserted into the final paragraph.

Technical Issues
In the questions sections, the client will be forced to fill out all fields before proceeding. In the report sections, the client will not be allowed to proceed to the next page of answers until he has filled in a given percentage in the Impact Calculator.

Potential problems

A person may become impatient reading all the advice. If they’re not serious about their growth, they may just want to move on, print out the final advice and disappear.

What this will do, however, is super-qualify the leads we do get. After all, if they can’t make the effort to answer the questions and do the work, then they may not be a great client to have.

Programming the software

Once we decide if we want to proceed with this, it is helpful to get all the elements just as we want them, before putting this out to bid. Edits result in extra charges from the coder.

Report Options

Currently, there is only one answer given which is the same for all people. The only difference comes in the amount they think they should grow from each section’s advice and what that means of the final page in terms of overall possible growth. Programming in multiple answers is possible, but will take much more time and more complex programming.

Database Possibilities

It may be possible to insert a simple scoring into the database programming so that if a prospect answers certain questions in a given way, they are given a point. The points could be automatically totaled so that we can double-qualify prospects from their total number of points and their own predictions of how much they should grow. The higher the points, the more we will want to work with them. 
For example, if a prospect scores 30 out of 35 (which may mean that they are doing most things poorly) AND their scores from the Impact Calculator indicate that they should expect a 100% growth or more, we know that they are double-qualified to be a great lead.

We may want to insert a few “flag” questions that will either prompt us to go after the prospect immediately, or stay away from the prospect. A question such as the following might be important to know. After all, if they answer (d), they we might not want them as clients because they will be dragging their feet the whole way.
Regarding your personal reaction to changes, your friends or associates would say that

a. you welcome changes and see them as opportunities to grow;
b. you make changes somewhat reluctantly;
c. you are generally skeptical of changes;
d. you usually resist changes.
Other examples might be:

1. Do you have the capacity to handle a sudden influx of new customers?

(If they don’t, it could be a red flag.)

2. How many are on your customer base list? (The more, the merrier.)
3. If you raised your prices now, by what percentage do you think the market would allow? (Even a small percentage leads to a larger percentage increase in profits—something to ethically exploit.)
4. How many leads for new customers do you receive in a month? (Very telling.)
