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6  |  INTRODUCTION 

 

Introduction 
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Respond

Have you embraced this statement on an intellectual level? Explain 
your answer. 

Do you truly believe this statement? Why or why not? 

Does your current reality match what you believe?

 

Reflect and Discuss

Martijn writes, “One thing I’ve discovered in my life is that the 
abundance of God is a lot bigger than we think.”



8  |  INTRODUCTION 

Respond

Why do you think people often settle for second best? 

Do you currently find yourself settling in any areas of your life? 
What are they? 

Reflect and Discuss  

Martijn writes, “Your mind has the power to make you 
believe that your current state of life is acceptable, even 
though you know better.”
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10  |  INTRODUCTION 

Do you think it’s more painful to pretend that we’re living in all the 
abundance that God has for us, or to face the truth that we’re not? 
Explain your answer.

What’s one thing you hope to learn, or put into action, by the end 
of this study? 
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12  |  THIS STUFF IS REAL

c h a p t e r  1

This Stuff is Real

Martijn reflects on how he transitioned from 
being thousands of dollars in debt to a place 

where God allowed him to prosper in his 
business. He examines the principles and 
actions that helped make the difference. 
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Respond

Have you ever experienced a season in your life similar to the one 
Martijn went through? What challenges did you face? 

How did this situation leave you feeling? 

Read Chapter 1 in Unleashed

Reflect and Discuss

Martijn writes, “I thought I’d done exactly what God had asked me to 
do, and yet my life was a mess. I was stuck and going nowhere fast.”



14  |  THIS STUFF IS REAL

Respond

Beyond the car, what does this testimony reveal about God’s heart 
toward His children?

How does this knowledge affect the way you approach your prob-
lems, opportunities, and dreams?

Reflect and Discuss  

Martijn writes, “God showed me that what I can imagine 
(even if only for a split second) He can do!”
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16  |  THIS STUFF IS REAL
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Have you ever seen God do more than you’ve asked or imagined? 
How so?

Why do you think God delights in doing more than we ask 
or imagine? 



18  |  IT’S ALL ABOUT STEWARDSHIp

c h a p t e r  2

It’s All About 
Stewardship

It is possible to live a life you love—
and make money while you’re at it! 

It all centers around how well you’re 
stewarding what God has given you.
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Respond

Whom do you know that stewards their resources (time, money, 
relationships, etc.) well? How have you seen abundance in this per-
son’s life as a result?

Deep down, do you believe you can live a life that you love—a 
life of significance and value—while still making money? Why or 
why not? 

What key lessons do you take away from the Parable of the Talents?

Read Chapter 2 in Unleashed

Reflect and Discuss

“I’ve come to believe that abundance is the by-product of 
stewardship.”



20  |  IT’S ALL ABOUT STEWARDSHIp

Respond

Do you currently feel you are working within the “grace of your 
talent”? Explain your answer. 

We have to know our gifts before we can steward them well. Make a 
list of the talents and skills that God has given you. 

Reflect and Discuss  

“A talent is both a ‘gift/expertise’ and a ‘currency.’ Some-
one’s gift is directly tied to their financial situation.”
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22  |  IT’S ALL ABOUT STEWARDSHIp

How might each of these gifts be utilized by God to provide for 
your financial situation? Be creative—list whatever possibilities 
come to mind.  
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Respond

God brings His message to His market, all while engaging His audi-
ence. Think about a few stories from the Bible that demonstrate this 
content marketing. Which stories can you think of, and how do 
they show this at work? 

What cost, or opposition, was involved in sharing the gospel—both 
for God and for those He called to help spread the message?

Reflect and Discuss  

“Much of what we see God do throughout the Bible is con-
tent marketing. He is the world’s best content marketer.”



24  |  IT’S ALL ABOUT STEWARDSHIp

What does this tell you about the process of bringing your message 
to market? 

Write a short prayer surrendering your talents to God. Commit to 
follow Him, and ask Him to prepare your heart for what He has 
next for you.
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26  |  THE GREATEST INVENTION OF ALL TIME

c h a p t e r  3

The Greatest 
Invention of 

All Time

Cowboys rode for hours to catch their prey 
before barbed wire was invented. After 

that, they could rest easier, step outside, 
and select their dinner. We can apply the 

same strategic principle to our endeavors.  
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Respond

What do you think is the greatest invention of all time? Why? 

In your own words, explain how “raising your own cattle” can help 
you maximize your potential. 

What efforts are you currently making that could be minimized, or 
eliminated altogether, if you were to begin producing right where 
you are?

 

Read Chapter 3 in Unleashed

Reflect and Discuss

“I’m going to teach you how to build an ecosystem that will produce 
right under your nose. It will require effort, but once momentum is 
gained, a lot of your processes will run on autopilot.”



28  |  THE BEST WAY TO FISH

c h a p t e r  4

The Best Way 
to Fish

It’s possible to create an environment 
so magnetic that your “fish” 

will jump into your boat. 
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Respond

What’s your initial reaction to watching the fishing video? 

What role do you think the ecosystem, the environment, played in 
the catch these men brought home? 

How did they still need to prepare for the moment when the fish 
jumped into their boat? 

Read Chapter 4 in Unleashed

Reflect and Discuss

“Simply by being on the river, they catch more fish than anyone 
with a pole would catch in a whole week!”



30  |  THE BEST WAY TO FISH

Respond

What’s your initial reaction to watching the webinar video? 

Martijn’s team also had to prepare in order to create this moment. 
What preparation do you think went into this?  

Reflect and Discuss  

“I will teach you how to develop an environment that will 
make people pursue you as if the pursuit were their idea.”
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32  |  THE BEST WAY TO FISH

What preparation might you still need to put into the process, 
even with an ecosystem ripe for making sales and marketing 
your message?

Do you have any final thoughts on this chapter and the principle 
we’ve just explored? 
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34  |  THE LAST THING YOU NEED IS A WEBSITE!

c h a p t e r  5

The Last Thing 
You Need is 
a Website!

While websites are useful for some 
things, they should be the beginning 
of an ongoing relationship between 

you and your customers. 
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Respond

Why do you think Elijah asked the widow this question? 

What resources do you currently have at your disposal that you 
may be overlooking?

What could you do with those resources to maximize your poten-
tial and profits?

Read Chapter 5 in Unleashed

Reflect and Discuss

The prophet asked her a simple question: “Tell me, what do you 
have in your house?”



36  |  THE LAST THING YOU NEED IS A WEBSITE!

Respond

How does this limit the impact that websites offer you and your 
business?

Does this change your perspective of websites and other similar 
marketing tools? Why or why not?

Reflect and Discuss  

“Most people decide to leave a website within five seconds 
of arriving.” 
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This isn’t to say websites are useless. What value could there still be 
in a website that is able to hold and retain a viewer’s attention past 
the five-second mark?  
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Respond

The first question people ask is, “Where am I?” How can you 
answer this question effectively on your webpage or website? 

The second question people ask is, “What can I do here?” What 
options can you provide them within the first five seconds of 
their visit? 

Reflect and Discuss  

“People ask three questions when they stumble upon a 
webpage. All three demand an answer. If we fail to answer 
these questions effectively within five seconds, our audi-
ence will bounce.”
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What steps do you most want your online visitors to take when 
they come to your website? 

The third question people ask is, “Why should I do this with you?” 
What credibility do you have to offer them, and how can you show 
it quickly and effectively? 



40  |  THE LAST THING YOU NEED IS A WEBSITE!

Respond

Why do you think trust is integral to the buying-and-selling process?

Recall a time when you made an online purchase. What did you 
need to know, feel, or understand before pulling out your credit or 
debit card?

Reflect and Discuss  

“There has to be that foundation of trust before people are 
willing to grab their wallet and swipe that card.”
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Are you currently able to further the conversation with your cus-
tomers on your own terms? Explain your answer. 



42  |  THE LAST THING YOU NEED IS A WEBSITE!

Respond

How have you seen this played out with your own customer 
base? How have you needed to develop those you sell to before 
they’re ready? 

The stepping stones of your sales cycle will slowly develop your 
leads into the perfect customers you want. What stepping stones are 
currently at play in your organization? 

Reflect and Discuss  

“‘The perfect customer’ never walks in the door as the per-
fect customer. They are developed over time.”
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What stepping stones would you like to implement, or enhance, 
in your sales cycle? Remember, these can be in-person, over-the-
phone, or online steps. 



44  |  LIFE CYCLE MARkETING

c h a p t e r  6

Life Cycle 
Marketing

Marketing is supposed to render a 
profit. If you have to ask yourself 

how much marketing you can afford, 
you’re doing something wrong.
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Respond

Are you currently making a profit from your marketing endeavors? 

How have you seen traditional advertising be counterintuitive? 

Do you resonate with the frustration that many marketers feel at 
the high percentage of leads lost? Explain your answer. 

Read Chapter 6 in Unleashed

Reflect and Discuss

“The problem is that traditional advertising and marketing don’t 
work. They’re inefficient, expensive, and typically, not sustainable 
long-term.”



46  |  LIFE CYCLE MARkETING

Respond

Why do you think our focus is more centered on making customers 
and not on retaining them?

Do you currently have customer-retention strategies in place?  

Reflect and Discuss  

“We simply don’t develop loyalty among our customers. 
Then, the first competitor who offers something similar for a 
better price will take our business from us.”
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48  |  LIFE CYCLE MARkETING

Respond

For each of the seven phases of the customer life cycle below, write 
one action step you can implement in your business to include this 
step in your operations.

1. Drive Traffic 

2. Capture Data

3. Nurture Leads

Reflect and Discuss  

“Life Cycle Marketing interacts with your leads and clients 
in context of where they are on their journey of becoming 
your perfect customers.”
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50  |  LIFE CYCLE MARkETING
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4. Convert Sales

5. Deliver and WOW!

6. Upsell

7. Refer Others



52  |  LIFE CYCLE MARkETING

As you finish this chapter, do you have any final thoughts or ques-
tions about Life Cycle Marketing?

In your own words, explain the importance of an automated system 
in helping you move clients along this life cycle. 
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54  |  BRINGING YOUR MESSAGE TO MARkET

c h a p t e r  7

Bringing Your 
Message to 

Market

In order to bring your message to market 
most effectively, you need to capitalize 
on each one of the following phases so 

that they work together in harmony.
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Respond

Why do you think many leaders (and leadership consultants) focus 
on only one or a few of these phases? 

In your own words, explain why it’s crucial to have excellence in 
each one. 

Which of Martijn’s questions on page 70 resonate with you? Why 
do you think that is? 

Read Chapter 7 in Unleashed

Reflect and Discuss

“What I haven’t seen is a comprehensive approach that combines 
all these components into one master plan.”



56  |  BRINGING YOUR MESSAGE TO MARkET

Respond

How do you find yourself modeling your organization or personal 
brand after others? 

What positive things have you found from imitating others? 

Reflect and Discuss  

“Influencers model their strategy after other successful 
influencers (especially in the church and ministry world). 
This isn’t a bad thing; however, innovation is essential if 
we’re going to differentiate ourselves.”



UNLEASHED: Study Guide  |  57



58  |  BRINGING YOUR MESSAGE TO MARkET

Have you seen any negative results from it? 

What innovative ideas or steps are you implementing that are 
uniquely your own? 
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What positive results have you found in innovation?



60  |  BRINGING YOUR MESSAGE TO MARkET

Respond

Do you agree with this statement? Explain your answer. 

How many categories do you think God has for His people? What 
does your answer mean for you and your purpose?

Reflect and Discuss  

“Optimization breeds competition; innovation destroys 
competition.”
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What are your thoughts on Martijn’s Optimization vs. Innovation 
diagram on p. 76?



62  |  BRINGING YOUR MESSAGE TO MARkET

Respond

In your own words, what does this statement mean for your brand 
or business? 

Are there any ideas or action steps you want to implement in your 
life after reading this chapter? 

Reflect and Discuss  

“Innovation is not just limited to phase one. It’s something 
that needs to be applied throughout all the phases.”
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64  |  IDENTIFY

c h a p t e r  8

Identify

knowing who you are in Christ is the most 
important and most difficult part of this 

process. We start with identity and purpose.
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Respond

How would you answer these questions in this season of your life?

Why do you think many high-level influencers struggle to answer 
this question?

How does it make you feel to know that your message doesn’t need 
to be one-size-fits-all or appeal to everyone?

Read Chapter 8 in Unleashed

Reflect and Discuss

Everything starts with identifying your message. What is the unique 
value proposition God has given you? What value does your 
calling bring to those around you?



66  |  IDENTIFY
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Respond

Who is your target audience? Who will benefit the most from what 
you have to offer?

How are you going after this audience right now? Are you satisfied 
with your current ability to reach them?

Reflect and Discuss  

“[Jesus] knew His target audience: the ones who would 
most benefit from the value He was offering. He knew they 
were the poor, the brokenhearted, the captives, the blind, 
and the oppressed.”



68  |  IDENTIFY

Respond

Who do you know who reveals a different side of God’s creative 
expression than you do? What do they show the world of Him?

How might your ministry, business, or personal life be limited by 
man-made templates?

Reflect and Discuss  

“There are so many sides to God’s creative expression 
that it’s impossible for one human to display them. In fact, 
collectively as humanity, we still aren’t able to define the 
boundaries of His creative expression: He does more than 
what we can even think or imagine.”
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Why do you think we create these templates so often? 



70  |  IDENTIFY

Respond

In your own words, explain the difference between unity and 
uniformity.

What importance does diversity hold for your life and/or 
organization? 

Reflect and Discuss  

“We model after each other instead of trying to figure out who 
God says we are individually. The devil will make you believe 
uniformity is a virtue, but it isn’t. It may have the appearance 
of godliness, but it has denied the power thereof.”
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How do you see God’s diverse design exemplified in Scripture? 



72  |  IDENTIFY

Respond

What unique identity has God given you? What has He spoken 
over your life in particular?

How does your God-given identity connect to what God says about 
Himself?

Reflect and Discuss  

“For the first time in his life, Peter had a revelation about 
who he was supposed to be, as Jesus Himself identified him 
by uttering words of destiny and purpose over his life.”
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Why do you think the church often stops short of acknowledging 
this level of revelation?



74  |  IDENTIFY

Respond

Have you identified some, or all, of these essential things? 

What do you still need to find out? 

Reflect and Discuss  

“Know who you are. Identify the message God has given 
you. Be confident, demonstrating your unique value through 
the concise articulation of your message. Know your target 
audience, and what it is you offer that will help them with 
specific problems.”
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76  |  pACkAGE

c h a p t e r  9

package

The power of our message isn’t just 
in the message itself, but in how we 
package and present it to the public. 

Stepping outside of traditional publishing 
models opens up doors for innovation 

and an increase in profitability. 
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Respond

What information do you possess that can help answer others’ 
questions, concerns, or problems?

What kind of people could benefit the most from the message you 
have to share?

Who has spoken into your life and given you the tools and wisdom 
you needed at that time?

Read Chapter 9 in Unleashed

Reflect and Discuss

“I’m convinced that everyone has information that can help answer 
others’ questions. It’s simply a matter of identifying that knowledge 
and making it available for consumption.”



78  |  pACkAGE

Respond

Why do you think the majority of faith communities only focus on 
preaching and book writing, instead of making use of other media?

What unique ways of packaging information could you use in the 
future that you haven’t taken advantage of to date? 

Reflect and Discuss  

“Many Christian influencers are broke because they haven’t 
packed their information in an innovative and strategic way.”
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How could utilizing the methods you listed above, or the ones 
Martijn lists in the book, significantly cut your costs and produc-
tion time? 

Does this chapter change your perspective of books and book 
writing? Explain your answer.  



80  |  pACkAGE

Reflect and Discuss  

“Your audience’s engagement with a product on the lower 
levels of the ladder will lead them to the next level of finan-
cial engagement.”

Respond

What are the “lower levels” of your ladder currently—those prod-
ucts or services that don’t cost the member or customer a lot?

Do you have any “higher rungs” in place—costlier options that pro-
vide higher value to the customer and more profit for you?
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Based on your answers above, which do you need to focus more on 
developing—low-level options or high-level options? 



82  |  pACkAGE

Reflect and Discuss  

“Publishers (and most authors) center their strategy solely 
around the book, instead of the message. There is no ladder. 
There is only a book.”

Respond

What are the inherent dangers of placing all of your strategizing 
and capital into only one product? 

Might the traditional publishing model appeal to customers? Is it 
possible that it won’t?



UNLEASHED: Study Guide  |  83

Why do you think more people are interested in something free 
than in buying something at regular price?

Do you have any questions or thoughts about the marketing funnel 
Martijn discusses?  



84  |  DISTRIBUTE YOUR BRAND/MESSAGE

c h a p t e r  1 0

Distribute Your 
Brand/Message

If we want people to buy into our 
message, we first need our message to 

be heard. We need to make sure we 
have a vehicle that allows us to “preach” 

our message to our target audience.
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Respond

What’s the value of YOUR message? How will it impact people’s 
lives for the better?

Who can benefit most from the value you have to offer?

Read Chapter 10 in Unleashed

Reflect and Discuss

Let’s start with three questions:

• What is the value of my message?
• Who can benefit most from that value?
• Where do I find these people in large numbers?

If I can answer those questions effectively, all I have to do is to 
share the value of my message in places where my target audience 
congregates, and I’ll be successful. It really is as simple as that.



86  |  DISTRIBUTE YOUR BRAND/MESSAGE

Where can you find these people in large numbers?
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Reflect and Discuss  

“If you want to reach people, you have to reach them where 
they spend time.”

Respond

Where does your audience spend time? On what platforms and 
media are they most often found?

Which spaces are you already inhabiting that your audience also 
enjoys?

Which platforms do you need to research and get involved in more?  



88  |  DISTRIBUTE YOUR BRAND/MESSAGE

Reflect and Discuss  

“If you want to create a connection and build an audience, 
offering value is key. If you come across as someone who 
only wants people’s money, you will push people away and 
they will not engage with you.”

Respond

What value can you offer to your audience on the platforms they 
frequent? 

How can social media platforms help you demonstrate the value 
and benefit that you have to offer?
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How might using platforms to add value create a situation for you 
where your customers begin to buy from you as if it were their 
own idea? 
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Respond

Are you currently repurposing any of your content in secondary 
ways? If so, what are you using it for? 

Reading over Martijn’s list of repurposing ideas on p. 113, what are 
some formats or packaging methods that might serve you well?

Reflect and Discuss  

“Most influencers create content; they just don’t repurpose it 
well. Content needs to be packaged in the right format to be 
compatible with the platform.”
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Why is it essential to understand the culture of each platform you 
promote on? 



92  |  DISTRIBUTE YOUR BRAND/MESSAGE
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Are you good about replying to interactions on your social media 
content? Explain your answer. 

What new opportunities, platforms, and strategies do you see on 
the horizon that you may be able to use in the days soon to come? 



94  |  ADVERTISE

c h a p t e r  1 1

Advertise

Advertising is about creating a moment 
in front of your target audience. This 

moment is an opportunity to tell your 
story, engage a new audience, and 

introduce it to what you have to offer.
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Respond

In your own words, explain the difference between branding, 
advertising, and marketing. 

Which of these elements are you doing well with and paying atten-
tion to? 

Which of these elements do you need to pay more attention to?

Read Chapter 11 in Unleashed

Reflect and Discuss

“There are distinct differences between branding, advertising, and 
marketing. These three words are often used interchangeably, yet 
they are each unique.”



96  |  ADVERTISE

Respond

What new audiences can become available to you through adver-
tising? What groups of people can you reach that weren’t in your 
circle of influence before?

How does it make you feel to know that, no matter your current 
audience size, advertising can help it grow?

Reflect and Discuss  

“Advertising serves as a conversion point that turns your 
audience’s attention into a campaign (or funnel). While 
you’re out there telling your story on all these platforms, 
you want there to be a moment when you convert that 
attention into this process. An effective ad allows you to do 
just that.”
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According to God’s Word, what’s His perspective on beginnings 
and the small things? 



98  |  ADVERTISE

Reflect and Discuss  

“Most traditional media platforms seduce you with outra-
geous vanity metrics. Their true reach is significantly less 
than what they will promise you in their media kits.”

Respond

Why are metrics so important? 

What dangers are there in not tracking your content’s performance 
on the platforms you use?
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How can you contextualize your message for your audience more 
effectively?  



100  |  ADVERTISE

Respond

We’re always more effective together than we are alone. Who do 
you know who has influence in places you do not? 

What influence do you have to offer to this person’s audience that 
they don’t already possess? What value (a service or product) can 
you offer them?

Reflect and Discuss  

“Chances are, there are countless influencers who already 
have the ability to reach an audience you are trying to reach 
yourself. By collaborating with these influencers, you’ll be 
able to leverage their audience for your benefit.”
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What are some ideas for collaborations, affiliations, or relationships 
you can build with others? What projects, events, or other partner-
ships can you brainstorm together?



102  |  MARkETING

c h a p t e r  1 2

Marketing

“Your campaign is really about engaging 
your audience in such a way that they 
start pursuing you for what you have, 

instead of you pursuing them. Sales, then, 
becomes the automatic by-product of an 

effective, well-developed campaign.”
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Respond

How does the information and insight you have to share in your 
message move people from pain to pleasure?

In your own words, explain the Escape and Arrival Principle.

How can you show people that what you have to offer will move 
them from pain to pleasure?

Read Chapter 12 in Unleashed

Reflect and Discuss

“We simply must demonstrate that our information and services 
move people from pain to pleasure.”



104  |  MARkETING

Respond

How does it make you feel to know that Jesus wasn’t trying to “sell” 
the gospel 24/7 to every single person He came across?

What does this mean for you in your business, personal brand, or 
project?

Reflect and Discuss  

“Jesus didn’t try to ‘sell’ Nicodemus the gospel message 
until Nicodemus pursued Him.”
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106  |  MARkETING

Take a look at Martijn’s diagram on p. 132 and the subsequent 
struggles and benefits lists. Now, develop a diagram and set of lists 
based on your own value proposition. Make sure to include the 
pain points, outcomes, and steps in the process!
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How can you identify with the struggles of your audience?

What external and internal struggles can you tell your audience 
about to better connect with their pain points? 

What’s your “epiphany” point? How can you effectively share it with 
your audience? 



108  |  MARkETING

Reflect and Discuss  

“Dynamic Response Communication ensures you that you 
are reaching your goal for each phase before continuing to 
move your audience to the next goal.”

Respond

Why is it so important to make sure your audience members have 
consumed your lead magnet before moving on to the next step in 
the sales cycle?

Why does one-size-fits-all communication typically not work? 
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How can you better tailor your communication to certain members 
of your audience?  



110  |  SELL

c h a p t e r  1 3

Sell

A sales funnel is more of a three-dimensional 
website, that allows a prospect to move 

deeper into the sales cycles by taking 
micro-steps forward into the funnel.
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Respond

In your own words, explain the difference between a traditional 
webpage and a sales funnel page.

What benefits does a sales funnel page provide that a traditional 
website does not? 

Do you see any potential downsides to a sales funnel page? 

-

Read Chapter 13 in Unleashed

Reflect and Discuss

“A sales funnel is a one-dimensional page with a singular objective 
and call to action. This call to action is reasonable enough (with a 
low threshold) to have a good chance of being answered by the 
prospect.”



112  |  SELL

Which option do you think works best for your specific value prop-
osition, product line, and service options? Explain your answer.
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Reflect and Discuss  

“Subscriptions allow you to build monthly cash flow like no 
other type of product, because you know that every month 
(or year), your subscription automatically renews and col-
lects money on your behalf.”

Respond

Do you currently have a paid subscription plan for your members?

Is a subscription plan something you would consider implementing 
into your sales process? Why or why not? 



114  |  SELL

Reflect and Discuss  

“Innovation requires change. Change is hard. However, if 
you always do what you’ve always done, you’ll always get 
what you’ve always gotten!”

Respond

What “red tape,” or traditional practices, may be holding you back 
from embracing change?

Are you part of a larger organization or a smaller company? How 
does this affect the amount of red tape you have to go through to 
get things done?
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In your own words, what does it mean to be “unreasonable”?



116  |  DELIVER YOUR pRODUCT

c h a p t e r  1 4

Deliver Your 
product

We should always overdeliver. Sweeten 
the deal. Give more than what we 
promised. This gives us leverage.
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Respond

Make a list of each of the major products and services you offer. 
Then, jot down any ideas or practices you’ve used in delivering 
those things. Are there any processes that need updating? Circle 
these. 

Look at the products/processes that you circled above. Based on 
Martijn’s suggestions, what changes or updates can you begin to 
research and implement? 

Read Chapter 14 in Unleashed

Reflect and Discuss

“For each product, the question is the same: ‘How do I get this to 
my customer in a user-friendly way that doesn’t allow others to 
steal my stuff?’”



118  |  DELIVER YOUR pRODUCT

Do you have any other big takeaways or revelations from reading 
this chapter?
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120  |  WHAT DO I DO NExT?

As we close, remember that everything in 
this book is simple, but that doesn’t mean 
it will be easy. It will require commitment, 

perseverance, and hard work.

c h a p t e r  1 5

What Do I 
Do Next?
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Respond

As you finish this book, how are you feeling? 

What takeaways stand out to you most from your experience? 

Read Chapter 15 in Unleashed

Reflect and Discuss

“You are unique. Your message is unique. What you bring to the 
table is new. Therefore, you are an innovator. There is no other 
point of reference for what you have. God gave you a gift that was 
uniquely picked out by Him for you.”



122  |  WHAT DO I DO NExT?
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What questions, concerns, or reservations do you still have? 

What’s one thing you can implement in your life that can help you 
become unleashed?  
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