Build, Scale:

Workbook

The Female Founder’s Workbook for Moms

Redefining Financial Freedom




CALCULATE YOUR FREEDOM NUMBER l emallg

maveric

1. INVENTORY YOUR CAPITAL

Savings $0.00
Partner Income (If applicable) $0.00
Emergency Funds / Brokerage Accts $0.00
Grants or Loans (If eligible) $0.00
Safe-to-use Debt (401K loan, low interest cards $0.00
Total Expenses $0.00
2.LAY OUT YOUR EXPENSES
Household / Living Family / Personal
Mortgage / Rent $0.00 Kids' Activities $0.00
Utilities (electric, water, gas, trash) $0.00 Healthcare $0.00
Groceries & Household Supplies $0.00 Clothing (kids + self) $0.00
Childcare / School Tuition / Fees $0.00 Subscriptions $0.00
Other (home services) $0.00 Self-Care $0.00
Transporation Financial / Other
Car Payment / Lease $0.00 Debt Payments $0.00
Gas / Insurance $0.00 Savings / Investments $0.00
Public Transit/Rideshare $0.00 Miscellaneous $0.00
Maintenance (repairs, registration, etc.) $0.00
Total Expenses (Monthly) $0.00
Total Expenses (Annual) $0.00




CALCULATE YOUR FREEDOM NUMBER

3.IDENTIFY YOUR START UP COSTS

ll/emale

maveric

Setup / Legal Marketing / Operations

Business Registration / Licenses $0.00 Branding (logo, design, website) $0.00

Legal & Accounting Fees $0.00 Initial Marketlng (ads, launch campaign, $0.00
materials)

Insurance (gen liability, prof, etc.) $0.00 Software & Subscriptions $0.00

Permits / Certifications $0.00 Inventory / Supplies $0.00

Space / Equipment People / Financial Cushion

Office / Retail Lease or Deposit $0.00 Prof Srvas (bookkeeping, consultants, $0.00
contractors)

Technology (computers, tablets, phones) $0.00 Payroll / Contractor Costs $0.00

IT Software / Setup $0.00 Training & Onboarding $0.00

Utilities Setup (internet, phone, electric) $0.00 Benefits Setup $0.00
Working Capital (cash buffer for early $0.00
months)
Total Start Up Costs $0.00

4.CALCULATE YOUR FREEDOM NUMBER
INVESTMENT CAPITAL (TOTAL) $0.00 X number of months of
r‘unway
WA EXPENSES $0.00 / mth
$0.00 (Xmths) Must generate income on
mohth X
R START UPCOSTS $0.00




CALCULATE YOURTAM/
ANTICIPATE THE MARKET

1. SIZE THE MARKET
Top-Down Method:

Bottom-Up Method:

ll/emale
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Calculate: Calculate:
2. MARKET DRIVERS
TAILWINDS HEADWINDS



CALCULATE YOURTAM/

ANTICIPATE THE MARKET (PROMPTS) llfemale

maveric

1. SIZE THE MARKET

Top-Down Method:

What Industry?

Is it a product or service?

Buyer Demos - Segment, ﬂer]den income, etc.?
What geographies?

Calculate:

Start with the macro number
Layer in the narrowing Liters

Bottom-Up Method:

Ke\,! stats From your bu\,!er‘ persona, ie, age,
income, geography, etc.

How much will you charge For your pr‘oduc+
or service?

Estimate the number of buyers?

Calculate:

TAM = # of potential customers x average
reverue per customer

2. MARKET DRIVERS

TAILWINDS

Consumer demand
* Are more people buyinﬂ or needinﬂ this
each Yea’r‘?
Tech adoption
* Are new tools/ Pla+£orm mk’lr‘la this
c:'neaper‘, Loster, or easier?
Demographic«;
* Is your oudience growing in size, age, or
purchasing power?
Behavioral shifts
e Are habits or expectations c.hang'lnﬁ ina
way that benefits You?
Regula’ro’r‘y / Macro
* Is govertment pushing adoption (mandates,
subsidies, tox breaks)?

HEADWINDS

Cohsumer demand
* Are people abandoniﬂﬁ this category or
ueing alternatives?
Tech adoption
* Is innovation slowing down or being
replaced?
Demographic«;
* Is your target market shrinking due to
age, geography, or other shifts?
Behavioral shifts
* Are habits too inﬁ'r‘a'lr'led to change (or
rever«;inﬂ)?
Regula’ro’r‘y / Macro

s ‘Nice to have' or 'Need to have'? Are rules

malcinﬁ it harder or slower to opera+e?



RESEARCH RESOURCE GUIDE
Sell-Side Competitive
Research Intel

What its good for:
o Market overviews and sizing
e Competitive analysis
¢ Risks and growth
opportunities

What it's good for:
e Signals of strategy and
investment

@ emale

maveric

Government
& Multilaterals

What it's good for:
e Baseline stats
e [AM, macro
tailwinds/headwinds

Trade Associations
& NGOs

What it's good for:
e Adoption curves
¢ |ndustry average spending
e Customer demographics

Public Company
Filings & Earnings
What it's good for:
e Revenue and growth trends
e Competitive landscape
e Pricing trends
e (Go-to-market shifts

Private Company
Breadcrumbs
What its good for:
e Momentum signals
e Recent investments
e Qverall category competition
and growth




IDENTIFYING YOUR MVP

1. IDENTIFY CORE PROBLEMS OF YOUR BUYER

ll/emale

mavericks

Prompts for Completing

What are your ideal
client/customer top 3 Pr‘ob'lemg—f'
What internal pressure
(themselves, a boss, board or
bottom line) is moking them
desperate for a Fix?

What product, service, consultant
or workaround are they
currently using to Fix it?

Why isn't that solution wor"lcing?
Why are they stil stuck?

2.ALIGN CUSTOMER PAIN POINTS TO PRODUCT FEATURE

Pain Point Feature Nice to Have Must Have




BUILD ABUYER PERSONA l/emale
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1. WHO IS SHE
Age, Career/ Family Status: Big Goal:

Big Problem:

What is Needed for Change?

2. PAIN POINT

What's the recurring problem that keeps bugging her—and would get her Googling for a
solution (like yours)?

3. BUYING TRIGGER

What's the moment that pushes her over the edge to finally buy?



GATHER CUSTOMER FEEDBACK l/emale
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IDENTIFY YOUR TARGETS (current or potential customers)

NOTES
Your goa’l: 30 mih to Pi'l'ch your

idea and get Feedback; Questions
to be asking:
* Would you be interested in
learning more~
o Thr'ouah what vehicle?
* What's missing?
e What's con@usinﬂ or
unrealistic?
e How much would you pay For
it?

ACTIONITEMS



DEFINE YOUR FINANCIAL NON-NEGOTIABLES I /emale

mavericks

1. WHAT EXPESNES DO | REFUSE TOCUT?

2.WHAT’S OFF-LIMITS FOR BUSINESS FUNDING?

3.WHAT AMOUNT OF DEBT AM I WILLING TO TAKE ON TO FUND THE BUSINESS?

MUST DOs HARD NOs

10



GO /NO GO CHECKLIST TO SWING BIG

ll/emale

maveric
Rules for swinging big at the right opportunity:
e You must answer “Yes” to Question 1 and 2
e You must also answer “Yes” to at least 2 more questions
IS THE OPPORTUNITY ALIGNED WITH YOUR CORE STRATEGY? YES NO
01 Consideration: Does this investment of time/money support or distract
from your growth strategy? D I:’
DOES IT BUILD ON SOMETHING YOU ALREADY DO WELL? YES NO

02

Consideration: Does the investment allow you to leverage existing wins,
skills, or competitive advantages your business has mastered?

03

DO YOU HAVE THE RESOURCES AND RESILIENCE TO SUSTAINIT?
Consideration: Don't ignore the time/cost of integration. If traction takes
twice as long as planned, it could be problematic to spend more than
your business is generating.

YES

NO

04

DOES THE OPPORTUNITY SOLVE A PROBLEM THE MARKET
CARES ABOUT NOW?

Consideration: A cool idea and great product are meaningless if timing
is off.

YES

NO

05

ARE YOU BETTING MORE THAN YOU CAN AFFORD TO LOSE?
Consideration: What's the downside if it fails? Calculate the
financial/strategic hit you might take if its not a wild success.

YES

NO

06

WILL THE OPPORTUNITY POSITION YOU BETTER
COMPETITIVELY?

Consideration: If the opportunity creates separation, it's a green flag. If
it puts you into a more crowded fight, it's a red flag.

YES

NO

Or

WILL YOU BE ABLE TO GAIN TRAACTION WITH THE OPPORTUNITY
IN 30-90 DAYS?

Consideration: Have you defined the earlies signal of success (or
failure)? Can you see traction in 30-90 days?

YES
[]

NO
L]

1



A
KITCHEN CABINET MATRIX Im emale

maveric
Strategy Financial Skills Marketing & Branding
* Market sizing/direction e Budgeting ¢ Branding and Presence
e Competitive analysis e Fundraising ¢ Digital marketing
* Must have initial investments ¢ Managing cash flow ¢ Customer retention
¢ Scaling to maximize growth e Forecasting * PR

Scaling to sell your business

Website and SEO Optimization

Sales Product Legal & Risk Management
* Strategy/execution * Product-market fit ¢ T[rademark/Patents
¢ | ead gen activities ¢ Prototyping e Standard contracts
¢ Pitch/proposal writing e Pricing ¢ |egal fine print to watch out for
¢ CRMs and other tools e Supply chain ¢ |nsurance and risk management
¢ Partnerships

12



KITCHEN CABINET MATRIX

Strategy Financial Skills
e Market sizing/direction * Budgeting
e Competitive analysis e [undraising
¢ Must have initial investments e Managing cash flow
¢ Scaling to maximize growth e [orecasting

Scaling to sell your business

@ emale

maveric

Marketing & Branding

¢ Branding and Presence

Digital marketing

Customer retention

* PR

Website and SEO Optimization

Sales Product

* Strategy/execution ¢ Product-market fit
¢ |ead gen activities ¢ Prototyping

¢ Pitch/proposal writing e Pricing

¢ CRMs and other tools e Supply chain

¢ Partnerships

Legal & Risk Management

* Trademark/Patents

¢ Standard contracts

¢ |egalfine print to watch out for
¢ |nsurance and risk management
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KITCHEN CABINET INTELLIGENCE

KEY QUESTIONS

Prompts / Example Queries:
e How did you determine your pricing strategy?
e What system or process made the biggest difFerence For you?
e What was your First big hire?
 How did you know it was time to scale?

ll/emale

maveric

NOTES

ACTIONITEMS

14



EARLY WARNING SYSTEM FOR A PIVOT I gﬁg}g

More complaints, fewer compliments

Energy shifting; scrappy excitement --> “grinding it out.”

Your original North Star gets fuzzy or keeps changing

ORANGE

ﬂ Sales cycle lengthening

a Pricing power disappearing

a Increasing attrition; rising costs to acquire or keep

RED

A Numbers flatlining: growth curve looks like a straight line
A Burn rate outpacing revenue

& Juggling payables or delaying hires

15



LAUNCH-TO-SCALE DASHBOARD Il//emale

mavericks

Recurring Revenue

(MRR)

Current MRR:

Customer Lifetime

Value (LTV)

Current LTV

Customer Acquisition
Cost (CAC)

Current CAC:

Gross Margin

Current Gross Margin %:

Churn Rate

Current Churn %:

Burn Rate

Current Burn Rate:

How prediictable is your revenue?
3

* % of revenue that's recurring vs. one-time?

* Where could we turn one-time buyers into subscriptions or retainers?

2 4

* How confident am | that this revenue is predictable next quarter?

5

Action ltem: Identify 1-3 ways to increase recurring revenue this quarter. 1

Is your CAC sustainable?
3
2m4
1 5
Are you maximizing the value of each customer?
3
2m4
1 5
How strong is your gross margin?
3
m
1 5
How concerned should you be about churn?
3
2m4
1 5
How sustainable is your burn rate?

3

e Whatis the LTV for my average customer?
* What could we upsell / cross-sell or extend to raise LTV?

* Are we prioritizing high-value accounts?

Action ltem: List 2-3 strategies to increase CLV this year.

+ What's the all-in cost to land one customer?
* Are these costs trending up or down as we grow?
« What's our ROl on sales and marketing efforts?

Action Item: Track CAC monthly and identify the top 1-2 areas to optimize.

« What are my direct costs per product/service?
» Biggest cost drivers lowering margin?

» Which offerings or customer segments have the best margins?

Action Item: Identify 1-2 cost-saving or efficiency improvements to increase margin.

» What % of customers left in the last 30-90 days?
* \What reasons are most common for leaving?
« First move to improve retention right now?

Action ltem: Implement 1-2 initiatives to improve retention this quarter

» |f unprofitable, how many months of runway remain’?

» |f profitable, how steady is cash flow month-to-month?

2 4

* One lever we could pull to cut unnecessary burn or smooth cash flow?

Action Item: Set a burn rate target and track weekly. Identify unnecessary expenses tocut. 1 5 16



