
IDEAS TO ACTION GUIDE
The roadmap for turning what's in your head into something the market

actually wants.

A FREE GUIDE FROM ASK ANN & CO.

Introduction
Let's get one thing straight: most ideas don't fail because they were bad

ideas. They fail because nobody put them to the test before pouring in the

time, the money, and the late nights.

That's what this guide fixes.

Ideas to Action is exactly what it sounds like, the roadmap that takes

what's living in your head right now and turns it into something real,

tested, and ready for the market. Not someday. Not “when you feel ready.”

Now.

Whether it's a course, a coaching program, a membership, or a done-for-

you service ,the process is the same. You test before you build the whole

thing, and you build only what's already proven to matter.
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E x e r c i s e : Develop Your Buyer Persona

1. List 5-7 demographic characteristics (age, income, occupation, life

stage, etc.)

You can't take action on an idea for people you don't understand. Before

anything else, you need to know exactly who you're building for, not a

vague “everyone,” a real person with a real problem. This section gets you

there.

By the time you finish this, you won't be guessing anymore. You'll know,

because you tested it, you asked the right people, and you built only what

deserved to be built.

Build a detailed picture of your ideal client ,not just who they are on paper,

but how they think and what keeps them up at night.

Here's the truth nobody tells you when you're falling in love with a new idea:

passion isn't proof. You can adore an idea and still watch it flop, because

loving it and the market wanting it are two completely different things.

This guide closes that gap.

Discovering Your Market

1.1 Define Your Target Audience
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2.

3.

4.

Describe their lifestyle, values, and interests

Name their pain points and challenges

Outline their goals and aspirations

Back up your gut with numbers. Data won't replace your intuition, it'll

sharpen it.

How to gather it:

Ways to find out:

• Talk to potential clients directly, real conversations, not just surveys

• Read the comments and DMs on your own content, and on posts by

others in your space

• Study reviews and testimonials on offers similar to yours, the

complaints teach you more than the praise does

• Pay attention to the exact words people use to describe the problem,

that's your marketing copy, already written for you

• Quick online surveys or polls (email, Stories, live chat)

• Website and social analytics , views, saves, click-through on your links

• A look at what similar offers charge and how they're positioned

• Email open and click rates once you have a list

Dig into what your audience actually needs, struggles with, and wants, not

what you assume they want.

1.3 Gather Quantitative Data

1.2 Identify Customer Needs and Problems



IDEAS TO ACTION GUIDE

4

1.5 Find Market Gaps
This is where the real opportunity lives, in what everyone else missed.

1.4 Analyze the Competition

Know who else is in the game before you assume there's no competition.

(There's always competition, even “no one's doing this” usually means

someone tried and you just haven't found them yet.)

2.1 Identify Your Core Assumptions

You've got a feel for your market. Now it's time to find out what you

actually believe about your idea, and whether any of it is true.

Identify who else serves your audience, directly or indirectly

Study their offers, pricing, and positioning

Evaluate how they market and where they show up

Identify their strengths, and where they're leaving people underserved

• Look for under-served segments of your audience

• Identify pain points nobody's addressing well

• Consider new formats or delivery methods (live vs. self-paced, 1:1 vs.

group)

• Analyze trends in your industry

• Explore the niche version of the broad thing everyone else is doing

1.

2.

3.

4.

Putting Your Idea to the Test
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Define the hypothesis

Set your success criteria

Choose your test method

Run the test

Analyze the results

Draw your conclusions

Categories to work through:

• Market assumptions

• Client assumptions

• Offer assumptions

• Business model assumptions

Exercise:AssumptionIdentification

1. List at least 3 assumptions for each category

2. Rank them by potential impact and uncertainty

3. Identify the top 5 most critical assumptions to test first

Every idea is built on a stack of assumptions you haven't tested yet. Time to

drag them into the light.

An assumption you haven't tested is just a guess wearing a suit. Build a real

test for it.

1.

2.

3.

4.

5.

6.

2.2 Design Your Test

2.3 Proven Ways to Put Ideas to the Test
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• Document everything

When the basics aren't enough, these three methods will get you a real

answer.

Data that sits in a spreadsheet doesn't help anyone. Use what you learn,

immediately.

1.

2.

3.

a.

b.

c.

d.

a.

b.

c.

d.

a.

b.

c.

d.

A/B Testing

Smoke Tests

Pilot Programs

Open a small beta round of your program or offer to a limited group

Decide upfront what success actually looks like

Invite people who genuinely match your ideal client

Track engagement, feedback, and results closely

Post about the offer before it fully exists, a Live, a story, a single post

Give people a way to raise their hand, a wait list, a DM keyword, a simple

form

Let it circulate organically, or boost it a little

Watch who actually raises their hand, that's your real interest number

Create two versions of your offer, price, or sales page, changing only one

thing

Show each version to a different slice of your audience

Track one specific metric you decided on beforehand, clicks, sign-ups, sales

Give it enough time and enough people before declaring a winner

2.4 Turn Results Into Action



IDEAS TO ACTION GUIDE

7

•

•

•

•

1.

2.

3.

4.

Revisit what you now know to be true

List everything you could possibly include

Categorize it as must-have, nice-to-have, or can-wait

Focus solely on the must-haves for your MVO

Share findings with anyone helping you build

Iterate rapidly based on insights

Build a habit of testing before assuming, not after

Communicate results to anyone with a stake in the outcome

Figure out the one thing your MVO has to prove, then build only that.

Not every MVO looks the same. Pick the version that fits your offer and

your bandwidth.

Your assumptions held up? Good. Now build the smallest version of your

idea that still proves the point.

Building Your Minimum Viable Offer (MVO)

3.1 Define Your MVO's Scope

3.2 Choose the Right MVO Type
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A road map keeps you from building in circles.

• Prioritized list of what to build first

• Timeline with real milestones

• A plan for your time, tools, and any help you'll need

• A way to test as you go, not just at the end

Exercise:MVOTypeSelection

1. List the pros and cons of each MVO type for your specific offer

2. Weigh factors like your time, your energy, and the feedback you

actually need

3. Choose the MVO type that fits your goals and resources right now

3.3 Create Your Roadmap

3.4 Stay Flexible While You Build
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Simple enough to ship. Sharp enough to matter.

• Build and release in small rounds, not one giant reveal

• Check in with your beta group after every round, not just at the end

• Keep a running list of what to fix or add next

• Get a trusted peer or mentor to look at it before it goes live

• Revisit and adjust after every cohort or launch

You don't need a rigid, six month production schedule before anyone sees a

thing. Build in small rounds, and let real feedback shape the next one.

Your MVO is out in the world. Now the real education starts, and it comes

straight from the people using it.

• Focus on the core transformation

• Embrace imperfection

• Use tools and templates you already have where you can

• Design it so it can grow with you

• Prioritize how it actually feels to be a client or student going through it

3.5 Balance Simplicity and Sophistication

Build a Feedback Loop That Actually Works
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4.2 Set Up Feedback Collection
Make it easy for people to tell you what's working, and what isn't.

4.1 Choose the Right Feedback Channels

Not every channel is worth your time. Pick the ones that will actually tell

you the truth.

• Post-session or post-purchase surveys

• Client or student interviews

• A small feedback group or beta community

• Comments inside your course platform or community space

• Social media comments and DMs

• Direct client conversations and support requests

• Time your feedback requests appropriately, right after the win, not

weeks later

• Keep the process simple, one good question beats a ten-question form

• Incentivize participation when you can

• Make it accessible to everyone, not just your most vocal clients
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4.4 Act on Insights
Feedback you don't act on is a compliment you paid for. Put it to work.

4.5 Get More Out of Every Survey
Level up how you ask so you get answers worth having.

4.3 Analyze and Interpret Feedback

Raw feedback is just noise until you organize it into something you can act

on.

Prioritize insights based on impact and how doable they are

Create an action plan for implementing changes

Test changes before rolling them out to everyone

Monitor the impact of what you changed

Tell your clients or students what you updated, and why

• Mix question types (rating scale, open-ended, multiple choice)

• Skip questions that don't apply to that person

• Make sure it works cleanly on a phone

• Test two versions of the same survey

• Categorize feedback by theme

• Turn qualitative comments into something you can quantify

• Look for trends over time, not just one loud opinion

• Cross-reference with what your metrics are already telling you

• Use a few simple visuals to spot patterns

1.

2.

3.

4.

5.
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•

•

•

•

•

Let what you've learned reshape the offer,

Use short, single question check-ins for a quick read

Idea tested. MVO built. Feedback flowing. Now it's time to scale what's

working.

not your original assumptions.

Growth breaks things that worked fine when it was just you and a handful

of clients. Get ahead of it.

Prioritize what you add next based on what clients actually value

Continuously improve the experience of working with you

Consider new formats, self-paced, live, done-for-you, or new platforms Look

for ways to personalize the experience for different types of clients

• Choose platforms that can handle growth without breaking (course host,

email/CRM, scheduling)

• Make sure the experience stays smooth as more people join

• Protect client data and payment information

• Automate the repetitive parts — on-boarding, reminders, scheduling ,

so growth doesn't mean more manual work for you

From Action to Growth

5.1 Refine Your Offer Strategy

5.3 Grow Your Team Strategically

5.2 Scale Your Systems and Delivery
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Embrace uncertainty

The plan will change. Build a business that can move with it.

You can't scale what you can't measure, and these numbers matter

whether you're running a $27 digital download or a five-figure program.

• Client Acquisition Cost = what it actually costs you to land one client

• Lifetime Value = what a client is worth across your whole offer ladder,

The right support protects everything you just built. The wrong hires undo

it.

Establish and communicate clear values for how you work

Develop a real on-boarding process, even for a team of one contractor

Document your systems so they don't live only in your head

Invest in the people who help you deliver, not just the people who help

you sell

not just one purchase

• Burn Rate = what it costs you to operate each month

• Runway = how long you can run at your current pace before something

has to change

• Unit Economics = whether each individual offer is actually profitable on

its own

•

1.

2.

3.

4.

5.5 Stay Adaptable

5.4 Know Your Numbers
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•

•

•

•

•

1.

2.

Encourage experimentation

Learn from what doesn't land

Stay close to your clients and students

Engage in scenario planning

Set flexible goals

Stay open to input from anyone helping you build

Define your target audience and create a real client persona

Identify and prioritize your core assumptions

Even after you've moved from testing into full execution, keep that same

energy: stay close to your clients, stay willing to be wrong, and stay in

motion.

Know your market. Test what you believe. Build small, build smart. Listen

to the people using what you made. That's the whole game, and now you

know how to play it.

Here's what I need you to remember: turning an idea into action isn't a

one-time event. It's not a box you check and move on from. It's the habit

that separates the people who build something real from the people who are

still “thinking about it” five years from now.

Conclusion

Action Plan
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3.

4.

5.

6.

7.

8.

9.

10.

https://anntonie.systeme.io/efa40e81

This guide gets you moving,

fizzle out by Thursday.

If you want the templates, swipe files, and exact structure to put this into

action, not just understand it ,that's what's waiting for you here:

but momentum without a next step tends to

Design and run tests for your top 5 assumptions

Choose your MVO type and map out your road map

Build your MVO in small, flexible rounds, not one giant reveal

Set up a real feedback system with your clients or students

Analyze feedback and make data-driven improvements

Build a scaling strategy for your systems, team, and operations

Set your key financial metrics and start tracking them

Make continuous learning part of your business's DNA, not a phase you

grow out of

Follow this, and you're not just building an offer, you're building a business

that can actually last. So stop thinking about your idea and start moving it.

Take the first step today. I'll see you on the other side.

Keep Going
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	Conclusion
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	This guide gets you moving,
	fizzle out by Thursday.
	If you want the templates, swipe files, and exact structure to put this into action, not just understand it ,that's what's waiting for you here:
	but momentum without a next step tends to
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