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BEFORE WE START

How today works

This workbook covers the whole day. Write in it, and take it home at the end.

TIME

9:30-9:45

9:45-10:45

10:45-11:00

11:00-1:00

1:00-2:00

2:00-2:45

2:45-3:30

3:30-4:00

BLOCK

Welcome & housekeeping

Module 1: Positioning & Elevator Pitch

Morning tea

Module 2: Al

Lunch

Module 3: Finance

Module 4: People & HR

Networking

FIRST THOUGHTS

WHAT'S HAPPENING

How the day runs

The positioning framework, then draft and say your pitch

15 min

Key Al terms, then Christina builds an artifact live

60 min

The 7 levers of cashflow, then a live demo

Guided Q&A

Membership sign-ups and the WhatsApp group. Hard finish 4:00



MODULE 1, PART 1 - 25 MIN

Positioning: the big idea

Position your business so the right people get it in seconds.

Most businesses can describe what they do. Far fewer can say who they're for, what they replace, and why they matter.
That's positioning, and it's worth getting right before you ever write a pitch.

O of New Zealand venture capital went to female-only startups. Globally it's under 2.3%.
° 0 Rudd & Gattung, The Gender Investment Gap, 2024.

When the room isn't set up in your favour, being understood quickly isn't a nice-to-have. It's how you get the meeting, and
the customer.

This matters just as much if you're leading a team as if you're the founder. Whoever you're pitching to, from a customer to
your own manager, being understood fast still wins.

"Positioning is not what you do to a product. It's what you do to the mind of the prospect.”
Al Ries and Jack Trout, Positioning: The Battle for Your Mind, 1972

WHAT'S YOUR FIRST INSTINCT ON YOUR OWN POSITIONING?

ADAPTED FROM SCOTT KENNEDY'S POSITIONING SESSION AT THE ELECTRIFY AOTEAROA SUMMIT



MODULE 1, PART 1 - THE BIG IDEA

Positioning lives under the surface

Think of your brand as an iceberg.

The visible part is your name, your logo, your colours. The part that actually does the work sits underneath, and positioning
is the foundation of it.

VISIBLE (ABOVE THE WATER) INVISIBLE (THE FOUNDATION)
Name. Logo and visual identity. Tagline. Tone of voice and Positioning. Purpose and values. Personality and vision.
touchpoints. Manifesto.

Strong positioning answers three questions

Who you're for. What you replace. Why you matter.

NOTES



MODULE 1, PART 1 - THE EXERCISE

Your positioning

Work through these in order. The first answer is rarely the final one.

Worked example, "Hedge & Bloom", a garden design studio. Who we're for: time-poor homeowners who never use their
back garden. What we replace: a Pinterest board that never becomes anything, and quotes from landscapers who never asked
what you wanted. Why we matter: a finished garden, designed in one visit.

WHO YOU'RE FOR

WHAT YOU REPLACE

WHY YOU MATTER

PULL IT TOGETHER: YOUR POSITIONING STATEMENT

The final check. If any answer is no, go back and sharpen it.
« Could only your business say this, or could a competitor lift it word for word?
« Would your ideal customer recognise themselves in the "who"?

« Would someone remember the gist an hour after hearing it?



Notes




MODULE 1, PART 2 - 25 MIN

Your elevator pitch

Your positioning statement is the compass. Your pitch is how you say it out loud.

HOOK FOUNDATION
10-15 sec. Make people lean in. 10-15 sec. Who, what, why.
CLOSE

10-15 sec. What happens next.

The foundation template

"I help [who you're for] who struggle with [the problem] by providing [your solution], so they can [the outcome]."

Worked example, Hedge & Bloom. "I help time-poor homeowners who never use their back garden by designing the whole
thing in a single visit, so they end up with a finished outdoor space instead of another Pinterest board. What makes us different:
one visit, one plan, no back and forth. Our traction so far: 90 gardens done, and most clients come back for a second stage. |
started this because | spent three years staring at a dead lawn with no idea where to begin."

Two tests before you say it out loud
« The grandmother test. Could your grandmother understand and repeat it back? Swap out any jargon.

« The breath test. Say the whole thing in one breath. Cut anything that isn't essential.

WHAT'S ALREADY IN YOUR HEAD FOR YOUR HOOK?

MODULE 1 CONTINUES ON THE NEXT PAGE



MODULE 1, PART 2 - THE EXERCISE

Draft & say your pitch

Write it messy first. You'll say it out loud to your table before morning tea.

HOOK

FOUNDATION

CLOSE

SAY IT OUT LOUD

Practise with the person next to you, then ask them one question: what's the one thing you remembered?

Before you pitch, check you have:

(] Ahook that creates interest (] Aunique difference
(] Aclear who () Apersonal why

(] Aspecific problem you solve () Practised it out loud once



Notes
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MODULE 2 - 11:00-1:00 - LED BY CHRISTINA

Notes: Al

A short lesson on the key terms, then Christina builds an artifact live. Follow along on your laptop if you want to, or just

watch.
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MODULE 2 - CONTINUED

More room for Al
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MODULE 3 - 2:00-2:45 - LED BY MARISA

The 7 levers of cashflow

Connecting Xero to Claude, then a live demo.

The Power of One

Seven levers control the cash in your business. Change any one of them by one percent, or by a single day, and you end up with
more cash than you started with. You do not have to work on all seven at once.

GOOD FOR CASH BAD FOR CASH
Putting your prices up. Getting paid faster. Paying suppliers Margins dropping. Running costs going up. Customers paying
later. late.

THE FIRST FOUR MOVE YOUR PROFIT

1. Price what you charge UP 1%
2. Volume how much you sell UP 1%
3. Cost of goods what it costs you to deliver DOWN 1%
4. Operating expenses your running costs DOWN 1%

THE LAST THREE MOVE YOUR WORKING CAPITAL

5. Accounts receivable days how long customers take to pay you DOWN 1 DAY
6. Inventory and work in progress days how long stock or unfinished work sits DOWN 1 DAY
7. Accounts payable days how long you take to pay suppliers UP 1 DAY

MY ONE LEVER THIS MONTH, AND THE CHANGE I'LL MAKE

THE 7 LEVERS AND THE POWER OF ONE, ALAN MILTZ - NOTES ON THE NEXT PAGE
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MODULE 3 - 2:00-2:45 - LED BY MARISA

Notes: Finance

Notes from the demo, connecting Xero to Claude, and questions to follow up on.
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MODULE 4 - 2:45-3:30 - MARISA & CHRISTINA

Notes: People & HR

Guided Q&A: recruitment, retention, leading digital natives.
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BEFORE YOU GO

Bring it home

This workbook doesn't end when the workshop does.

YOUR POSITIONING STATEMENT, IN FULL

This is an internal compass, not website copy. Use it to write your homepage headline and your social bio. Open every
pitch with it, so the room knows who you serve in one line. Revisit it once or twice a year, or whenever your customer
changes.

This week

D Test your pitch on three people who don't know your business

D Update your Linkedln summary to match your positioning

D Practise your pitch out loud until it's second nature, not read off the page

Test your statement on someone who doesn't know your business. If they can tell you who it's for and why it matters, it's working. The
re;:ampd community is a good room to test it in.

ONE THING I'LL DO DIFFERENTLY, STARTING MONDAY
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Notes

17



Notes
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