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About the Author
Suzanne Muusers is a Business Coach and Marketing Expert based in 
Scottsdale, Arizona. She has owned or managed a business every year since 
1981. She is a credentialed member of the International Coach Federation 
and works exclusively with entrepreneurs and financial advisors who want 
to leave behind their lives as business workers to become business owners 
earning upwards of six figures annually.

Born and raised in Australia, Suzanne has lived in the Far East, Hawaii, 
and California before settling in Arizona in 1990. She has a BBA in Business 
Administration and International Business from the University of Hawaii.

Raised in an entrepreneurial family, Suzanne has business success and 
philosophy in her veins. Suzanne works well with male entrepreneurs and 
financial advisors and women who are risk takers. Suzanne’s mentor is 
her father, a serial entrepreneur, who taught her from a young age that 
taking risks to get ahead and having a “never give up” attitude are the 
cornerstones of success. Throughout her life, Suzanne has learned that 
there’s nothing better than being at the helm of your own business.

Suzanne helps her clients focus on sales and marketing and business 
organization. She is a specialist in Search Engine Optimization, Internet 
Marketing, and Passive Income generation. Her approach is direct and 
action-oriented. She asks a lot of her clients and takes great joy in seeing 
them succeed.

Notice:

The information and resources in this e-book are meant as an educational tool. No warranty or 
guarantee is provided. The publisher cannot be held liable for the actions of those who purchase 
the product. Before you implement these ideas, consult with your attorney or other professional as 
necessary.

Copyright Notice:

This book and its entire contents copyright © 2008 by Suzanne Muusers. This Information Book is 
protected by US Copyright laws and is only available for purchase from www.prosperitycoaching.biz. 
If you did not purchase this copy or you were given this copy, you are in violation of copyright laws. 
Report all violations to www.prosperitycoaching.biz. 
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Introduction

I have written The Two Page Mini Business Plan™ for Entrepreneurs and 
Independent Professionals who want to create a Business Plan that will take 
them much farther than they have gone in the past, in vision and action. 

In my work with business owners I have found traditional business plan 
templates to be lacking in creativity and thoughtfulness. They are usually 
far too long and intimidating to be useful. I have designed this plan to 
be simple and easy to use, to foster intelligent contemplation, and to 
encourage you to envision a future full of possibilities limited only by your 
imagination.

This guide will help you create a financially successful lifestyle by helping 
you think about where you want to take your business and how you are 
going to get there. What I want for everyone using this guide is to get to 
your destination in a Rolls Royce rather than a Yugo. 

What’s different about this plan versus  
other business or marketing plans?
	 •		This	business	plan	template	is	concise	–	it	is	only	two	pages	in	

length. you can quickly create your plan in less than a day, easily 
review	where	you	are,	and	keep	your	plan	visible	without	taking	
up too much space. traditional 30 page business plans are usually 
filed	in	a	drawer	never	to	be	looked	at	again.

	 •		This	plan	includes	a	heavy	marketing	emphasis.	My	belief	is	that	
without	a	comprehensive	marketing	component,	a	business	plan	
is lacking a crucial success ingredient. 

	 •		This	plan	has	a	logical	order.	We	start	with	the	end	in	mind	by	
creating a vision of your ideal business. We then go on to design 
a	business	that	works	for	you	with	a	Mission,	a	Brand,	Goals,	
strategies, and Marketing Activities.

	 •		This	plan	includes	a	Marketing	Activities	Idea	Bank.	Use	it	to	
brainstorm marketing activities that suit you and your industry 
and	the	way	you	operate	your	business.

	 •		This	plan	is	a	living	document.	You	will	refer	to	it	often	and	
change	it	to	reflect	changes	in	the	marketplace	and	in	your	own	
strategy.	If	you	discover	that	something	is	not	working	the	way	
you	thought	it	would,	you’ll	need	to	change	direction	quickly	and	
update your plan.

	 •		This	plan	should	be	used	in	conjunction	with	The	Success	Book,	
which	is	also	included	in	this	package,	to	keep	you	on	track.

1



© Copyright 2011 | suzanne Muusers | all rights reserved | www.prosperitycoaching.biz

What this plan is not:
	 •	A	traditional	business	plan
	 •	A	template	to	secure	lender	financing

How	to	use	this	plan:  
	 •		Tackle	one	step	at	a	time.	Don’t	go	on	to	the	next	step	until	you	

have finished the previous step. each step builds on the last one.

	 •		It’s	possible	to	complete	this	plan	in	one	day	if	you	make	the	
commitment and hold yourself accountable. I suggest you go 
somewhere	quiet	for	the	day.	Some	of	my	clients	have	gone	to	the	
library. If you spend the time necessary to put the plan together 
in	one	day,	it	will	be	done	and	you	can	move	on	to	implementing	
the strategies and activities.  

	 •	Use	the	Instruction	Book	as	a	brainstorming	tool.	

	 •		Use	the	PDF	version	of	the	business	plan	for	brainstorming	and	
hand-written	notations.	Use	the	Word	template	to	create	your	
final	Digital	Business	Plan	for	saving	and	printing	as	needed.

	 •	Look	for	the	Success	Tips	throughout	the	Instruction	Book.

	 •		Look	for	Action	Items	throughout	the	book.	This	is	meant	to	
remind	you	what	you	need	to	do.

	 •		Print	this	guide	in	its	entirety	so	that	you	can	make	notes	and	
highlight specific areas. Create action items to get you closer to 
where	you	want	to	be.	

	 •		Your	ideas	are	only	as	good	as	the	actions	you	take	to	make	them	
a reality. Use an organizer/calendar tool or Microsoft outlook to 
record	when	you	will	schedule	your	action	items.

	 •		Customize	your	calendar	colors	for	tasks	you	need	to	accomplish	
in your business and personal life. Customize the colors for 
Networking	Events,	Business	Actions,	Personal	Activities,	
Vacation, Classes/seminars/Conferences, Workouts, Coffees/
Lunches, Birthdays, Marketing Activities, and Client/Prospect 
Appointments.

	 •		Find	a	support	person	who	can	hold	you	accountable	for	
achieving your action items. your plan is only as good as the 
actions you take to make it reality. 
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steP 1 

Company Vision
What is the vision you have for your business? 
This is the first step in creating a meaningful business and marketing plan. 
You will be designing your business and your life with the end result in 
mind. 

Powerful vision statements have the following characteristics: they are 
creative and go beyond the ordinary; they talk about a time in the future 
in the present tense; they speak to the ideal in all things -- what you want, 
not what you’re willing to settle for; they are bold and daring; they are 
statements of the idyllic way it could be; they compel action and in so doing 
they create a natural way of pulling the writer forward. 

Why is it important to have a vision? If you don’t know what you’re 
building, how can you create a plan for success? What I often see is a 
business that thinks small. Without a vision, you are not able to see the 
grandness of the future and you are unable to envision the possibilities. 

Questions to get you started:
	 •	What	will	this	company	look	like	after	5	years?	10	years?	

	 •	What	will	this	company	be	known	for?

	 •	What	will	your	role	be?

	 •	How	many	clients	do	you	want	to	work	with?	

	 •	What	level	of	income	would	you	like	to	achieve?

	 •		Days/hours	you	would	like	to	work	each	week?	(Hint:	this	is	your	
opportunity to design the business of your dreams)

	 •	What	kind	of	office	space	do	you	want	to	work	in?	

	 •	How	will	you	know	when	the	business	is	successful?	

	 •	What	will	you	do	to	relieve	stress	and	create	balance?

3
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A CPA client was struggling when he first started working with me. He 
had no vision for the future – no idea for what he wanted to be known 
for. As a result he had no motivation for how to build his practice and no 
idea where he was going. We coached around the possibilities for his CPA 
practice and discovered that there were several areas he could leverage. 
Many of his clients were wealthy individuals who had expressed an interest 
in getting help managing their affairs. Since this was an area he would 
love to explore, he created a Vision that included being known as a CPA 
practice specializing in Estate Planning. My client created an Ideal Client 
Profile based on his favorite client and began a strategy of strategic alliances 
with financial advisors. He then developed a vision that included his role 
in the company, the kind of employees he would need, and the credentials 
necessary to get there. In short, he created a Vision of where he wanted to go 
with his business.

Create	a	vision	of	what	you	do	want,	 
not	what	you	don’t	want.

List your vision on your  
Two	Page	Mini	Business	Plan™

4
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steP 2 

Mission statement 
How	you	are	going	to	achieve	your	vision?
Mission statements focus on what you do for your clients. What is the 
purpose of your business? In the past it was customary to include a purpose, 
the type of industry, and the organization’s values in the Mission Statement. 
A company’s tagline has also been confused with a mission statement. 

In current times however, a Mission Statement is short on words and implies 
action or results. Using only one to two sentences conveys what your clients 
will get as a result of working with you. A mission statement is in essence a 
promise you are making to your clients. 

Questions to get you started:
	 •	What	is	the	purpose	of	this	business?

	 •	What	promise	are	you	making	to	your	clients?

	 •		What	motivational	“message”	is	incorporated	in	your	Mission	
statement?

	 •	Is	your	message	memorable?	

	 •		What	is	the	PAIN	your	clients	need	to	resolve	and	how	do	you	
help them?

Example:	
Prosperity Coaching – to inspire ambitious, passionate entrepreneurs 
who	want	to	be	the	best	in	their	industries	and	move	them	to	action	
and success. 

5
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A Chiropractor client initially created a mission statement that addressed his 
desire to treat patients whose health problems are often skeletal in nature. 
After several mission statement reiterations he realized that he really wanted 
to stand for total wellness and health. He revised his mission statement: 
We improve our patient’s lives through a holistic approach to health via wellness 
interviews, spinal adjustments, anti-aging processes, acupuncture, massage, 
nutrition, diet and exercise. 

Rather than being one-dimensional, his business has become a one stop 
shop for health and well being. 

You	want	your	mission	to	be	 
crystal clear, so keep it short.

List your Mission statement on your  
Two	Page	Mini	Business	Plan™
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steP 3 

Branding
Do	you	have	a	brand?
The Dictionary of Business and Management defines a brand as: “a name, 
sign or symbol used to identify items or services of the seller(s) and to 
differentiate them from goods of competitors.” In fact, a brand is a concept 
that has become essential in today’s marketplace. A well-designed brand will 
set you apart from your competitors by showcasing who you are through 
the use of a logo, colors and tag line. Your brand will help you bond with 
customers to create loyalty. 

When you create a professional brand, your clients can see you coming a 
block away. Does your business card have the same “look” as your website, 
your brochures, your automobile advertising, and every marketing tool you 
use? 

Is your logo appealing and does it represent your niche? Stay away from 
stock logos and standard design packages. An investment in a professional 
designer can go a long way here. If you want to appeal to the upper end of 
the market (and why wouldn’t you?), the best way is to invest in your brand.

What colors and attitude best suit your industry? Colors mean different 
things to different people. Make sure you are conveying the right message 
to your prospects by selecting colors that are appropriate for your industry. 
Research “The Psychology of Color” to learn more.

What’s the one marketing piece that we all use and have in common? 
Business cards! Are your business cards designed by a professional and 
printed front and back? We hand out business cards to everyone we meet. 
Are yours top of the line? Are you using the real estate on the back of the 
card? If not, you could be missing out on a valuable opportunity to list the 
benefits you provide clients. Your business card is a one-time investment that 
can reap vast financial rewards if done right. 

What’s your tag line? If you don’t have a tagline, how will you differentiate 
yourself in the marketplace? Create a tagline that speaks to how you help 
clients. What is the benefit of working with you?

7
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Example:	
Prosperity	Coaching	–	Partnering	with	Entrepreneurs	to	Build	
Financial Prosperity

Questions to get you started:
	 •	What	logo	style	would	appeal	to	your	target	client?

	 •	What	colors	suit	your	industry?

	 •		What	tagline	can	you	create	that	addresses	the	benefits	clients	
receive	from	working	with	you?

	 •	What’s	your	call	to	action?	

	 •	Do	you	have	a	compelling	marketing	message?

	 •		Are	you	branding	your	greeting?	How	do	you	answer	your	phone?	

	 •		Do	you	have	a	professional	style	of	dress	that	promotes	your	
brand?

	 •		Do	you	wear	a	professionally	designed	and	branded	name	badge	
so	that	everyone	knows	who	you	are	and	what	you	do?

An Architect client was not happy with the quality of clients he was 
attracting. When I reviewed his marketing materials I could easily see why. 
His business cards were plain and did not convey the creativity that was 
the basis of his business. His website was a three page template that did not 
match his business cards. He had no tagline and no marketing message. 
We created an awesome, first rate branding strategy that included a new 
company name to address his specialized niche market, a very artistic yet 
professional logo, a tagline that address what he provides his clients in 
terms of a benefit, business cards and website. Within a few months he was 
able to attract quality clients to his practice and command much higher 
fees. He found he was able to let go of troublesome clients because he no 
longer needed them. 

8
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If	there	were	no	financial	limits,	what	 
would	you	do	to	brand	your	business?

List your Brand characteristics on your  
Two	Page	Mini	Business	Plan™
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steP 4 
Creating Meaningful goals
Where	do	you	want	to	take	your	business?
It’s time to create your company’s goals for the coming year and beyond. 
What would you like to accomplish over the next one to three years? Your 
goals should include areas like marketing, sales/income, new clients, 
appointments, staffing, office space, professional accomplishments, and your 
own personal goals like vacation, personal growth, and health and fitness. 

Your goals should be sMArt (Specific, Measurable, Attainable, Realistic, 
and Timely). They must be specific so that you can calculate exactly what 
you want to accomplish. They must be Measurable so that you can easily 
evaluate your performance. You should be able to reach the goal, so they 
should be Attainable and realistic. If your net revenue was $175,000 
in 2011, and your goal for 2012 is $400,000, this would be considered 
unrealistic. A goal should also have a timeframe (timely). 

How are you going to measure your success? By creating goals that are 
meaningful to you and keeping them visible. A great way to do this is to 
create your own Success Book mentioned earlier in this guide.

What is the purpose of goals? Goals help you to decide what meaningful 
actions you need to take in order to get where you want to go.

Why is it useful to have goals? Something wonderful happens to the 
subconscious mind when we identify our goals and then write them down. 
We internalize our desires and focus on external actions that will help us 
attain our goals.

sample goals:

	 •	Year	2012	Sales/Income	$300,000	

	 •	Year	2013	Sales/Income	$390,000	

	 •	Increase	Sales	20%	annually

	 •	Increase	fees	10%	2012

	 •	Obtain	3	new	ideal	clients	per	week/month/year

	 •	4	appointments	per	week	every	week

	 •	Develop	passive	income	product	line	by	December	2012

10
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	 •	Hire	office	assistant	by	December	2012	

	 •	Obtain	certification	by	5/2012

	 •	Work	out	3	times	per	week

	 •	Leave	the	office	by	6pm	daily	–	no	work	on	the	weekends

Before coaching with me, an Attorney client managed his business day to 
day without direction. He had no income goals, often worked into the night 
and on weekends, and didn’t know what he stood for. The first thing we 
did was figure out that he wanted to be known for and then we created a 
strategy to acquire the type of clients he most wanted to attract. We then 
set up goals that would create actions necessary to get there. By simply 
leveraging the power of one very well known client, we decided that with 
some effort he could increase his revenue by 50% the first year, and then 
20% annually thereafter. He arranged a speaking engagement to a group 
his client belongs to and created goals to contact one group member per 
week after the speech. As his income climbed, he hired a junior attorney 
to take on the less skilled work while he focused on client referrals. Having 
goals helped this client find direction and create action steps to get there.

If	you’re	the	type	of	person	who	likes	goals	that	are	a	huge	stretch,	
make	your	goals	lofty.	There’s	nothing	wrong	with	big	goals	–	as	long	
as	not	attaining	them	won’t	cause	you	to	stop	working	towards	the	
goal.	If	you’re	the	kind	of	person	who	prefers	to	set	goals	that	are	
attainable,	yet	still	a	stretch,	then	that’s	what	you	should	do.	Also,	
unless	you	add	a	target	date	to	a	goal,	it	is	just	a	wish.	WHEN	are	you	
going to achieve the goal? 

Ask	yourself	what	you	want	to	accomplish	 
and then list your Meaningful goals on your 
Two	Page	Mini	Business	Plan™

11
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steP 5 

strategies
Strategies	are	the	overall	plan	for	HOW	will	you	
build this company over time.

A strategy is an overall plan while marketing activities (in the next section) 
are the actual tasks used to reach a goal.

	 •		Example	of	a	Goal:	“One	million	in	annual	gross	 
revenue	by	12/12”

	 •		Example	of	a	Strategy:	“Position	this	company	as	an	 
expert	in	the	wealth	management	arena”

	 •		Example	of	a	Marketing	Activity:	“Hold	4	workshops	annually”

The strategies you employ over time will depend upon your industry and 
what is unique about your business. Strategies tend to remain the same 
over time, while goals and marketing activities may change. Ensure that 
you understand your industry’s trends and challenges by reading trade 
publications. If you keep abreast of industry changes you can adapt more 
quickly. 

Questions	to	ask	when	creating	your	strategies:
	 •		What	are	the	strategies	you	will	utilize	to	build	your	 

business over time?

	 •	How	will	you	promote	and	sell	to	your	clients?

	 •		How	do	you	want	to	position	your	business?	Are	you	an	industry	
leader	or	follower?

	 •	What	strengths	do	you	want	to	build	on?

	 •	What	opportunities	are	you	not	taking	advantage	of?

	 •	What	threats	exist	and	how	can	you	minimize	them?	

12



© Copyright 2011 | suzanne Muusers | all rights reserved | www.prosperitycoaching.biz

An Acupuncturist client created strategies for her business based on her 
strengths. She decided to build her business from word of mouth marketing 
based on success with her current patients. She positioned her business so 
that promoting and selling was not a major factor because acupuncture 
results sell themselves. Her truly caring demeanor draws clients to her. 

Make	your	strategies	about	where	you	 
want	to	take	your	business	in	the	future.

List your strategies on your  
Two	Page	Mini	Business	Plan™
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steP 6 

Marketing Activities
A Marketing Strategy can be defined as a “plan of action designed to 
achieve a particular goal”. The activities you select (also known as tactics) 
will make up the largest portion of your Two Page Mini Business Plan™. 
Your Marketing Activities may include: Internet Marketing, Referral 
Marketing, Advertising, Promotions, Publicity, & Customer Contact. 

Ask yourself “Am I willing to do what it takes to build this 
company? Do I want to earn the income I deserve so that I can 
create the life I’ve always wanted?”

the Active versus Passive Marketing rule
Your marketing activities are how you are going to build your business over 
time and achieve your Meaningful goals. There are two types of marketing 
activities: Active and Passive. Examples of Passive activities include 
advertising in a newspaper or magazine, setting up your own company 
website, and mailing postcards to your prospects. Examples of Active 
marketing include attending networking events, calling prospects who have 
received one of your mailers, and giving seminars and workshops. 

While selecting your marketing activities, ensure that you are selecting not 
only Passive activities, but Active activities also. A well designed marketing 
plan includes a mix of both passive and active marketing strategies. Too 
many passive activities do not provide you with the exposure needed to 
acquire new clients. Active marketing puts you out there positioning your 
business for success. You are not waiting for business to come to you. You are 
taking the initiative to get the business you want and need. 

Other	rules	when	positioning	your	business:

	 •		When	talking	to	prospects	about	your	business,	you	should	have	
3- key selling points about your product or service that makes 
you	different.	This	is	where	you	position	your	business	as	the	
best	solution	to	the	classic	problem	experienced	by	your	target	
client.	This	is	where	you	answer	the	questions:	“What	makes	me	
different?”	“Why	should	my	clients	buy	from	me?”

14
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	 •		Decide	upon	at	least	4-5	marketing	channels	to	get	your	message	
out	to	your	target	client.	For	example,	you	could	place	an	
advertisement	in	a	magazine,	design	a	website,	belong	to	several	
networking	groups,	write	articles	and	post	them	online,	and	
give	talks	on	your	area	of	expertise.	Your	marketing	will	be	less	
effective	if	you	rely	on	just	one	channel	such	as	advertising.

	 •		Message	Repetition	and	Client	Contact:	Your	target	client	may	
need	to	be	exposed	to	your	message	4-5	times	before	they	
become	aware	that	they	have	a	burning	desire	to	hire	you.	This	
means	that	your	prospect	will	have	to	meet	you	at	a	networking	
event,	visit	your	website,	receive	your	e-zine,	receive	a	call	from	
you, and attend a talk you are giving. the time from initial 
contact	to	a	purchase	decision	could	be	as	short	as	a	few	months	
or as long as a year or more. 

Keep in Mind: 

	 •		Any	marketing	activity	you	do	today	may	not	show	results	for	90	
days or more. 

	 •		The	most	effective	activity	with	the	shortest	path	to	results	is	
direct	contact	with	prospects	either	through	networking,	public	
speaking,	follow	up	phone	calls,	or	coffee	or	lunch	meetings.

An Interior Designer client wanted to develop a unique niche while creating 
a sound marketing strategy. She had been in business for quite some time 
and had not been able to reach the upper end of the market with her 
current strategy. In working with me she realized that she needed to have 
5 marketing activities that would promote the importance of her brand. 
#1: She hired a professional designer and created a corporate identity that 
positions her as an expert in her field and in her new niche. #2: She went 
live with a beautiful new website that attracts the best clients. #3: She 
had new business cards printed that clearly position her as the upper end 
designer in her field. #4: She began writing articles about her niche and 
posting them on the internet. #5: She became a contributing columnist for 
a local publication. All these activities contributed to a sound strategy to 
attract better quality clients. 

15
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take care to select your activities so that you get out of 
your	comfort	zone.	It’s	nice	to	be	comfortable,	but	we	don’t	
grow	when	we’re	not	challenged.	This	is	where	you	have	
the opportunity to stretch yourself. 

List	your	Marketing	Activities	on	your	Two	
Page	Mini	Business	Plan™.	Select	passive	
and active activities. refer to the Marketing 
Activities Idea Bank for ideas.
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Conclusion

What	do	you	do	now?
After finishing your Two Page Mini Business Plan it’s up to you to implement 
the strategies and activities you have chosen to build your business. 

The	biggest	challenges	I	have	come	across	with	clients	are:
	 •		Lack	of	focus	–	if	you	find	yourself	unable	to	focus	on	the	

activities needed to complete the business building process, I 
recommend	you	utilize	the	Success	Book	concept	(one	of	the	
bonuses	you	received	with	this	e-book).	The	Success	Book	will	
help to keep you focused on your goals and actions. 

	 •		Lack	of	accountability	–	let’s	face	it.	You	need	to	get	this	done.	So	
how	can	you	remain	dedicated	to	the	process?	If	hiring	a	business	
coach	is	out	of	the	question,	find	a	buddy	who	is	in	need	of	
support.	Maintain	a	weekly	or	bi-weekly	“accountability”	phone	
call to keep both of you on track. 

	 •		Not	dedicating	time	to	the	process	–	we	all	spend	so	much	time	
doing	the	day	to	day	technical	work	related	to	our	business.	
What’s	more	important	is	to	work	on	your	overall	business	
strategy	at	least	two	to	three	hours	per	week.	Make	yourself	a	
calendar	appointment,	turn	off	the	phone,	and	just	do	it.	

Contact information:
If you are ready and would like help in growing your business please call 
me. I would be glad to discuss how coaching can benefit you.

suzanne Muusers
Business Coach
Prosperity Coaching LLC
6350 N. 78th st suite 259
scottsdale, AZ 85250

Phone: 480-922-1723
email: suzanne@prosperitycoaching.biz
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