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INTRODUCTION

Welcome to “From Founder to Closer: Ultimate Guide for Found-
er-Led Sales,” where the entrepreneurial journey meets the strategic 
finesse of sales mastery. This book is more than a manual; it’s a 
navigator for founders who are ready to roll up their sleeves and 
dive into the world of B2B enterprise sales. 

Here, we acknowledge the multifaceted challenges you face, from 
shaping the vision of your fledgling company to mastering the fine 
art of customer acquisition. As a founder, you’re already juggling 
product development, market analysis, team leadership, and per-
haps the most daunting of all—sales. Sales is not just an extension 
of your business operations; it’s the lifeline that fuels your growth 
and solidifies your place in the market.

In this guide, we strip down the complexity of B2B sales to its 
core components, offering you a structured, clear path forward. 
Whether you’re a seasoned entrepreneur or newly embarked on 
your startup voyage, the insights here are designed to resonate with 
and empower you.
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This book is for every founder who knows that understanding and 
excelling in sales is not just a part of the job—it’s a critical skill that 
can make or break their business’s success.

About the Guide
In Chapter 2, you’ll find a comprehensive exploration of the B2B 
enterprise sales ecosystem, tailored to the founder’s unique perspec-
tive. You’ll learn how to define your role in sales strategy, craft your 
company’s value proposition, and understand the nuances of long 
sales cycles. This chapter will also guide you through the process 
of building a sales team that’s not just functional, but formidable.

Chapter 3 will teach you the foundational elements of outbound 
sales, starting with the Dream 100 Methodology. You’ll learn the 
importance of meticulous CRM management, the art of creat-
ing a prospect list that converts, and how to conduct a thorough 
analysis of the current vendor landscape to strategically position 
your offering.

In Chapter 4, you’ll discover the tactical approach of account map-
ping within the strategic selling process. This chapter empowers you 
with knowledge on how to identify and engage key stakeholders, 
synthesize valuable research, and employ tools that make account 
mapping a potent part of your sales arsenal.

Chapter 5 is where you’ll master cold calling with the innovative 
RRM method, which will transform your approach to this challeng-
ing but crucial sales activity. Learn to develop effective scripts, use 
technology to your advantage, and fine-tune your vocal presence 
to make a lasting impression.
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Chapter 6 is dedicated to dominating the realm of email outreach. 
Here, you’ll learn to recognize and leverage trigger events, com-
pose emails that capture attention, ensure your messages reach 
the inbox, and understand the cadence that makes your email 
sequence successful.

Chapter 7 focuses on the nuances of social selling, particularly on 
LinkedIn. You’ll learn how to optimize your profile for maximum 
engagement, establish yourself as a thought leader with a content 
calendar, and utilize the platform’s unique features to connect with 
your audience in a meaningful way.

In Chapter 8, you’ll delve into the art of in-person networking and 
learn why ‘pressing the flesh’ at events can be a game-changer for 
your business. This chapter will guide you through preparing for 
industry events, maximizing your presence, and mastering fol-
low-up techniques that leave a lasting impression.

Chapter 9 emphasizes the critical role of discovery calls in the sales 
process. You’ll learn to conduct these calls with a focus on truly 
understanding your prospects’ needs, using the PCW methodology 
to qualify opportunities effectively, and thoughtfully considering 
when to walk away.

Chapter 10 is designed to teach you the power of case studies in 
establishing credibility. You’ll learn how to craft case studies that 
resonate with your audience, personalize them to address specific 
client needs and integrate them seamlessly into your sales narrative.

Chapter 11 prepares you for the investor’s stage, offering insights 
into structuring a compelling pitch. You’ll learn to deliver your 



14 ·  F r o m  F o U n d e r  t o  c L o S e r

message with confidence, address investor concerns adeptly, and 
navigate the Q&A with finesse.

In Chapter 12, you’ll discover how to make a lasting impact with 
product demos. You’ll learn the essentials of preparation, how to 
tailor your demo to stakeholder needs, and how to incorporate 
feedback to refine your approach continually.

Chapter 13 tackles the post-sales process and the importance of 
managing feedback loops. This chapter will guide you on how to 
nurture client relationships, encourage repeat business, and use 
client feedback to drive continuous improvement in your offerings.

Each chapter is not just a set of instructions; it’s a conversation with 
you, the founder, imparting knowledge, and actionable advice to 
turn the sales process into a strategic advantage for your business.

Who is this book For?
Navigating the world of sales, especially in a B2B landscape, can 
feel like taking on an intense obstacle course. It demands not just 
skill but also unwavering determination, charisma, and an apti-
tude for relentless learning. But who, exactly, should embark on 
this ride?

First-time Founders in B2B: Taking the first step is often the hard-
est. As a first-time founder, you’re not just building a product or 
a service; you’re crafting a legacy, a brand. The world of B2B sales 
might seem daunting with its own set of challenges distinct from 
the B2C arena. This book will be your trusted sidekick, ensuring 
you’re not walking blind. From understanding the nuances of B2B 
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enterprise sales to mastering the art of cold calls and pitching, this 
guide promises to be a holistic companion.

Veteran Founders Exploring New Territories: Ah, the seasoned 
players. You’ve been through the grind, celebrated the highs, and 
learned from the lows. But every new venture is a different beast, 
and the sales landscape is ever evolving. Whether you’re shifting 
gears from B2C to B2B, or launching a product in an entirely new 
domain, this guide offers a fresh perspective, ensuring you’re always 
a step ahead in the game.

Sales Enthusiasts in Early-Stage Startups: Whether you’re a 
founder or not, if you’re donning the sales hat in a startup, this 
book is your goldmine. In an early-stage startup, every sale isn’t 
just revenue; it’s validation. It’s about proving that there’s a market 
fit and that your product resonates. With this guide, you’ll sharpen 
your sales acumen, learn how to target the right stakeholders, craft 
compelling narratives, and leverage various sales channels to their 
maximum potential.

Growth Hackers and Marketing Mavericks: You might wonder, 
“Isn’t this a sales guide?” Absolutely, but remember, sales and mar-
keting are two sides of the same coin. As a marketer or a growth 
hacker, understanding the sales process can amplify your strategies. 
By grasping the intricacies of sales funnels, outreach methodol-
ogies, and objection handling, you can craft campaigns that not 
just generate leads but also pave the way for seamless conversions.

Aspiring Entrepreneurs and Business Students: Dreaming of 
launching your startup one day? Or perhaps you’re pursuing an 
MBA and wish to delve deep into the world of B2B sales. This book 
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provides a pragmatic perspective, moving beyond theoretical mod-
els to offer actionable insights and real-world anecdotes. It’s an 
opportunity to get a head start, ensuring that when you’re ready 
to take the plunge, you’re not just swimming; you’re making waves.

In essence, this guide isn’t restricted to a niche audience. It’s crafted 
for a spectrum of individuals, unified by a singular ambition: to 
excel in the B2B sales domain. 

Whether you’re at the helm, steering the ship as a founder, or you’re 
an integral cog in the machinery, driving growth and outreach, this 
book promises to equip, enlighten, and empower. B

Because at the end of the day, sales aren’t just about transactions; 
it’s about forging connections, understanding needs, and crafting 
solutions that resonate

hoW to use this Guide
You’re holding (or maybe scrolling through) a power-packed man-
ual designed to supercharge your B2B sales game. Before you dive 
headfirst into the nitty-gritty, let’s chat about how to extract the 
maximum juice out of this guide. Think of it as learning how to 
fish rather than just catching one for the day.

It’s Not a One-Time Read: This isn’t your typical paperback fiction 
that you race through over the weekend. It’s more like a hand-
book, a manual. As you tread through different stages of your sales 
journey, you’ll find certain sections resonating more at different 
times. Ever had that feeling where you read something and thought, 

“This wasn’t as impactful the first time around”? Expect plenty of 



I n t r o d U c t I o n  ·  17

those moments. So, take it slow, revisit chapters, and let the wis-
dom marinate.

Engage with the Exercises: Throughout the guide, there are exer-
cises, worksheets, and actionable steps sprinkled in. They aren’t 
there just for flair. They’re your mini boot camps. Don’t skim over 
them. Engage. The true value of this guide isn’t just in reading, but 
in doing. Whether it’s the ‘Barroom Conversation’ exercise or the 
‘Email Teardown,’ roll up your sleeves and get down to business.

Connect the Dots: Each chapter, while a standalone powerhouse of 
insights, is part of a larger narrative. As you journey from under-
standing the foundational principles of B2B sales to mastering cold 
calls and pitches, try to see the connections. How does crafting 
a unique value proposition link with mastering email outreach? 
How can insights from stakeholder mapping amplify your pitching 
game? Keep those gears turning.

Maintain a Sales Journal: This might sound old school, especially 
in an age of CRMs and digital tools, but trust me on this. As you 
devour each chapter, maintain a sales journal. Jot down epipha-
nies, challenges, questions, or even disagreements. It’s a space for 
reflection, for distilling insights into actionable strategies tailored 
for your unique context.

Dive into the Digital Companions: Throughout the guide, you’ll 
find references to online resources, tools, platforms, and supple-
mentary readings. Don’t ignore them. They’re like the secret sauce, 
the enhancers. Whether it’s a tool like ZoomInfo or a conceptual 
deep dive on platforms like LinkedIn, these resources are curated 
to provide a more holistic and augmented learning experience.
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Embrace the Community: Remember, sales, at its core, is about 
building relationships. This guide aims to foster just that. Join 
online forums, communities, or discussion groups related to this 
book. Share your experiences, seek advice, or simply network. You’ll 
be surprised how much collective wisdom can amplify individ-
ual learning.

Iteration is the Name of the Game: The world of sales is dynamic. 
What worked wonders a year ago might be obsolete today. This 
guide, while comprehensive, isn’t set in stone. As you experiment 
with strategies and tools, iterate. Refine your approach based on 
feedback, results, and evolving market dynamics. And remember, 
every ‘no’ is just a step closer to the next ‘yes.’

Gift it Forward: Once you’ve unlocked the magic within these 
pages and witnessed tangible transformations, don’t just keep it 
to yourself. Mentor someone. Maybe a team member, a newbie 
founder, or even a friend looking to pivot into B2B sales. Share the 
insights, discuss the challenges, and co-create solutions. After all, 
the beauty of knowledge amplifies when shared.

To wrap it up, while this guide is a treasure trove of insights, tools, 
and strategies, its true value unlocks when you, the reader, engage 
actively. 

Don’t just be a passive consumer; be a dynamic participant. 

The world of B2B sales awaits, and with this guide in your arsenal, 
you’re not just geared to navigate it; you’re destined to conquer. 

So, what are you waiting for? Dive in, iterate, and #dominate.
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CHAP TER 2

INTRODUCTION TO B2B 
ENTERPRISE SALES 

FOR FOUNDERS

Stepping into the arena of B2B enterprise sales is akin to entering a 
complex new world with its own rules, players, and strategies. This 
chapter is the founder’s map to the vast and often intimidating ter-
ritory of enterprise sales, where the stakes are high, but the rewards 
for success are higher. Here, you’ll begin to understand the intricate 
tapestry that is the enterprise sales ecosystem—a landscape where 
long-term relationships, strategic networking, and high-value deals 
form the fabric of everyday interactions.

As a founder, your role extends beyond the visionary; it calls for 
you to be the chief strategist of your sales narrative. This chapter is 
dedicated to helping you grasp not just the ‘what’ and ‘how’ of sales, 
but also the ‘why’—the reasons behind every decision, every pitch, 
and every relationship you cultivate. In the realm of enterprise 
sales, the founder’s influence is significant, and understanding your 
impact is the first step toward leveraging it effectively.
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Crafting a compelling value proposition is not just about listing 
the benefits of your product or service; it’s about telling a story that 
resonates with the core challenges and deepest needs of your pro-
spective clients. This chapter will guide you through the nuances of 
constructing a value proposition that is not only convincing but also 
aligns seamlessly with the unique selling points of your offering.

Navigating long sales cycles is a hallmark challenge of B2B enter-
prise sales. It’s a marathon, not a sprint, requiring a blend of patience, 
perseverance, and strategic foresight. In this chapter, you’ll learn the 
art of maintaining momentum throughout these extended cycles 
and discover how to keep prospects engaged and moving toward a 
close, even when the finish line seems far on the horizon.

Finally, no founder can—or should—tackle enterprise sales alone. 
Building and managing a sales team is a critical component of 
your sales strategy. This chapter will delve into the principles of 
assembling a team that embodies your company’s values and vision, 
while also possessing the drive and skill to execute your ambitious 
sales goals. It’s about creating a cohesive unit that operates with 
precision and passion, reflective of your own dedication to your 
enterprise’s success.

The enterprise sales ecosystem is dynamic and ever-changing. It 
demands a founder who is not only adaptable and resilient but also 
eager to learn and grow. With each page, you’ll be equipped with 
the knowledge to embrace change, innovate within your sales pro-
cess, and lead with a steady hand. This chapter is more than just a 
starting point; it’s a catalyst for transformation—the kind that turns 
founders into formidable sales leaders, who not only meet their 
targets but set new benchmarks for success within their industries.
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the enterprise sAles ecosystem
Understanding the enterprise sales ecosystem is fundamental for 
any founder aiming to navigate this complex network successfully. 
It’s a world where large companies are not just structured in layers 
but are often siloed into various departments, each with its own 
objectives, culture, and even language. 

This ecosystem is akin to a vast ocean, where every entity from the 
smallest fish to the largest whale has a role to play, and the currents 
of communication and decision-making can be both unpredictable 
and tumultuous.

At the heart of the enterprise sales ecosystem is the corporate 
hierarchy, an intricate web of roles and responsibilities that can 
both enable and inhibit the sales process. Sales success in this 
environment is not solely about the results you bring; it’s about 
understanding the delicate balance between fostering relation-
ships, respecting the corporate ladder, and delivering tangible 
outcomes. You must navigate this hierarchy with finesse, aligning 
your sales strategy with the internal dynamics of the company 
they are pitching to.

The importance of relationships within this ecosystem cannot be 
overstated. They are the currency that can often hold more value 
than the immediate financial results. The art lies in cultivating these 
relationships at every level of the corporate ladder—knowing that 
a strong connection with mid-level managers can be as crucial as 
impressing the C-suite executives. These relationships form a bridge 
over the gaps that often exist between departments, gaps where 
communication can falter and where initiatives can stall.
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Yet, it is also a landscape driven by results. The value of your prod-
uct or service must be demonstrable and quantifiable, for numbers 
often speak louder than words in the boardrooms of big companies. 
As a founder, you must present not just a promise of potential but a 
clear case of how your offering translates to improved outcomes—
be it through increased efficiency, cost savings, or revenue growth.

However, results alone do not seal the deal; the enterprise sales 
ecosystem demands a synergy between results and relationships. It’s 
about proving your worth through numbers while simultaneously 
building trust through genuine connections. It’s a fine balance, a 
dance that requires both a strategic mind and a personable touch.

The intricacies of the enterprise sales ecosystem are further com-
plicated by departments that often operate in silos, each with its 
own targets and agendas. The lack of communication between 
these compartments can create challenges for an external sales 
force trying to present a unified solution. This is where a founder 
steps in—not just as a salesperson but as a facilitator who brings 
disparate parts of the organization to the same table. Your role is 
to understand the unique pain points of each department, trans-
lating your value proposition into a language that resonates with 
each distinctly.

Your success hinges on your ability to bridge these divides, foster 
a dialogue where there was none, and create a vision of a solution 
that serves the collective needs of the enterprise. This requires a 
depth of insight into organizational behavior and an understanding 
that the path to a sale is often winding and requires you to bring 
everyone along for the journey.
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You must also be adept at navigating the often-invisible currents 
that flow through an enterprise. The politics, the unspoken rules, 
the gatekeepers who hold sway over access to the decision-mak-
ers—these are all elements of the ecosystem that require careful 
consideration. You must learn to identify and engage with these 
influencers, for they can be the key to opening doors that might 
otherwise remain closed.

The sales cycle is not a straight line but a complex maze that requires 
persistence and adaptability. You must be both the mapmaker and 
the traveler, charting the course and adjusting it as the landscape 
changes. It’s about having the foresight to anticipate hurdles, the 
agility to navigate around them, and the resilience to keep moving 
forward even when progress seems slow.

The enterprise sales ecosystem is not for the faint-hearted. It 
demands a founder who is not only a visionary but also a tacti-
cian; someone who can see the larger picture while managing the 
minute details. It requires a balance of hard skills and soft skills, 
a combination of analytical prowess and emotional intelligence.

Founder’s role in sAles strAteGy
The founder’s role in sales strategy within the B2B enterprise sales 
ecosystem is both diverse and dynamic. It demands not just vision-
ary leadership but tactical wisdom, aligning your startup and its 
team to meet the multifaceted needs of enterprise buyers. As a 
founder, you’re not just the architect of your product; you’re the 
chief sales strategist, the one who understands the importance of 
tailoring your approach to the complex structure of your clients’ 
organizations.
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At the core of this strategy lies the necessity of aligning your start-
up’s vision, product, and messaging with the values and needs of 
your enterprise clients. It requires a deep dive into the clients’ pro-
cesses, pressures, and pain points, and then mapping your offerings 
to address these elements directly. It’s about ensuring that your team 
understands these alignments so that every interaction with a client 
reinforces the strategic fit between their needs and your solutions.

A key part of your role involves bringing all the relevant stakehold-
ers to the table. From C-suite executives to VPs and operational staff, 
each has a distinct set of concerns and criteria for what constitutes a 
successful partnership. It might sound lighthearted, but sometimes 
getting these busy individuals in the same room for a discussion 
requires more than just a meeting invite—it may indeed require 
ordering a pizza to facilitate a more relaxed and open dialogue 
where ideas and concerns can be shared freely.

When it comes to crafting and communicating Unique Value Propo-
sitions (UVPs), it’s essential to recognize that one size does not fit all. 
The CFO will be interested in the cost savings and ROI your product 
delivers, while the CTO will be more concerned with the technical 
advantages and integration capabilities. It’s your job to tailor the 
communication of your product’s value to resonate with each stake-
holder, ensuring that each sees the benefits from their vantage point.

Your strategy must also consider the lifecycle of the sale and the 
ongoing relationship with the client. Enterprise sales are rarely a 
one-and-done deal; they require nurturing and the development 
of trust over time. As a founder, you must strategize for the long 
term, laying the groundwork for a relationship that will grow and 
evolve, leading to renewals and expansions of the original contract.
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Another critical aspect of your role is to act as the bridge between 
your own startup’s innovation-driven culture and the often risk-
averse nature of enterprise clients. You need to communicate not 
just the innovation your product brings, but also the reliability, sup-
port, and stability that enterprise buyers prize. This might involve 
translating cutting-edge technology into risk mitigation language 
that resonates with a cautious buyer or illustrating how your agile 
startup can provide personalized attention and rapid response com-
pared to larger, less nimble competitors.

As a founder, your sales strategy should also include a clear plan for 
how your company will handle scaling and growth without sacri-
ficing the quality or personal touch that may have won the initial 
sale. This includes ensuring your team is equipped to handle the 
increased load, as well as having systems in place for maintaining 
the high level of customer service that enterprise clients expect.

In the end, it’s about being the ultimate decision-maker, knowing 
when to push forward with a sale or when to pull back. Not every 
enterprise client will be the right fit for your startup, and part of 
your strategy should involve qualifying prospects to ensure that 
your company is investing time and resources into mutually ben-
eficial relationships.

crAFtinG A compellinG VAlue proposition
The cornerstone of any successful sales strategy in B2B enterprise 
sales is the Unique Value Proposition (UVP). A well-crafted UVP is 
the magnetic north of your sales compass—it’s what attracts pros-
pects and differentiates your offering in a crowded marketplace. 
For a founder, the ability to articulate a UVP that resonates with 
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each stakeholder in the buying process is not just advantageous—
it’s essential.

A UVP is more than a catchy slogan or a list of product features; it is 
a clear statement that explains how your product solves customers’ 
problems, delivers specific benefits, and tells why it’s better than 
the competition. The effectiveness of a UVP hinges on its relevance 
and specificity. As a founder, it’s imperative to tailor your UVP to 
address the unique needs, pains, and goals of each decision-maker 
you encounter.

When speaking with a CEO, the UVP must align with the compa-
ny’s overarching strategic goals. A CEO is concerned with growth, 
market share, and the long-term vision. 

Let’s say you are a founder of a SaaS FinTech product aimed at Risk 
and Compliance departments. 

The UVP for the CEO might emphasize how the software propels 
the company ahead of competitors, mitigates operational risk at 
a macro level, and strategically positions the company for future 
market shifts.

For a CFO, the focus of the UVP should pivot toward cost savings, 
return on investment (ROI), and financial risk management. The 
SaaS solution’s ability to streamline compliance processes, reduce 
financial errors, and foresee risk-related losses translates into a lan-
guage that a CFO speaks and values.

The Head of Operations will be interested in how the product affects 
the day-to-day running of the business. Here, the UVP should 
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highlight the SaaS product’s efficiency, its integration with exist-
ing systems, and its ability to provide real-time data for operational 
decision-making, ultimately resulting in a more streamlined and 
cost-effective operation.

The Head of Risk will be looking for a UVP that speaks directly to 
the intricacies of managing and mitigating risk. For them, a SaaS 
solution must demonstrate how it can predict potential compli-
ance issues, automate risk assessment, and provide a comprehensive, 
bird’s-eye view of the organization’s risk posture.

For the people on the ground in the risk department, such as risk 
managers, the UVP should delve into the practicalities and user 
experience. How does the software make their job easier? Perhaps 
it automates tedious tasks, facilitates better internal reporting, 
and keeps the department ahead of the curve regarding regula-
tory changes.

However, creating a UVP is not a one-time task; it’s an evolving 
component of your sales strategy. A founder must continuously 
iterate on the UVP as the product develops, as market conditions 
change, and as feedback from customers is gathered. It’s about stay-
ing relevant and resonant in a landscape that’s constantly shifting.

To craft such a compelling UVP, a founder must have a thorough 
understanding of the enterprise they’re selling to. It requires deep 
industry knowledge, empathy to understand stakeholder pressures, 
and the creativity to present your product as the key to solving 
their challenges.
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Let’s now apply this understanding to the example of a SaaS FinTech 
solution aimed at Risk and Compliance departments:

General UVP for the FinTech SaaS Solution: “Our FinTech 
SaaS solution seamlessly integrates with your existing systems to 
enhance compliance management, reduce financial risk, and pro-
vide actionable insights that drive strategic decision-making across 
your organization.”

UVP for the CEO: “Empower your company with a FinTech SaaS 
solution that scales your growth, shields your operations from com-
pliance risks, and positions you as a forward-thinking leader in the 
financial industry.”

UVP for the CFO: “Maximize your financial efficiency and ensure 
a robust ROI with our FinTech solution that minimizes compliance 
costs and anticipates financial risks before they emerge.”

UVP for the Head of Operations: “Streamline your operational 
workflows with a SaaS platform that automates compliance, offers 
real-time risk analysis, and integrates with core systems to keep 
your operations agile and compliant.”

UVP for the Head of Risk: “Enhance your risk management strat-
egy with our advanced analytics that provide predictive insights, 
automate risk assessment, and ensure that you stay ahead of reg-
ulatory curves.”

UVP for the Risk Manager: “Transform your daily risk manage-
ment with a user-friendly SaaS solution that automates compliance 
tasks, simplifies reporting, and keeps you one step ahead of the 
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regulatory environment. Experience enhanced efficiency with tools 
designed for proactive risk monitoring, streamlining your workflow, 
and allowing you to focus on strategic risk mitigation.”

creAtinG A compellinG unique VAlue proposition
Creating a compelling Unique Value Proposition (UVP) is an essen-
tial exercise for any founder and their team. The UVP is the suc-
cinct expression of the unique benefit that your product or service 
provides to your customers that others don’t. It’s the declaration 
of your competitive edge. Crafting a UVP is a strategic process 
that requires a deep understanding of your customers, market, and 
product. Below are three distinct exercises that can help a founder 
and their team develop a potent UVP.

exercise 1: the customer pAin point And solution mAppinG
This exercise is about identifying the specific pain points of your 
customers and how your product provides a solution. It’s a two-col-
umn approach where one side lists customer pain points, and the 
other lists corresponding features of your product that address 
these pains.

• Gather your team and brainstorm all the pain points that your 
target customers experience. This list should be as exhaustive 
as possible and rooted in customer research.

• For each pain point, map out how your product or service spe-
cifically addresses that issue. These should be practical, tangible 
features or aspects of your service.

• Once you have this map, look for patterns. Which pain points 
are most frequently addressed? Which solutions are most 
unique to your offering?
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• Refine these into statements that encapsulate the pain and your 
unique solution.

• Test these statements with potential customers or through mar-
ket research to see which resonates the most and why.

• Refine your UVP based on this feedback, focusing on the most 
compelling and differentiated benefits.

exercise 2: the competitiVe GAp AnAlysis
Understanding where your product stands about your competitors 
is crucial in crafting your UVP. This exercise will help you to find 
gaps in the market that your product fills uniquely.
• Research your main competitors and list out their UVPs. What 

are they claiming as their competitive edge?
• Create a grid that lists these UVPs against your potential UVPs. 

Where do you see overlaps, and where are there gaps?
• Conduct a SWOT analysis (Strengths, Weaknesses, Opportu-

nities, Threats) for your product in the context of this compet-
itive landscape.

• Identify where your product’s strengths align with market 
opportunities that competitors are not addressing.

• Develop UVP statements that focus on these strengths and 
unmet market needs.

• Validate these statements with stakeholders, including custom-
ers, to ensure they are compelling and differentiated.

exercise 3: the storytellinG ApproAch
Stories are powerful because they can convey complex ideas in a 
simple and relatable way. This exercise uses storytelling to create 
an emotional and memorable UVP.
• Identify the hero of your story. In most cases, this will be a 

representation of your ideal customer.



I n t r o d U c t I o n  t o  B 2 B  e n t e r p r I S e  S A L e S  F o r  F o U n d e r S  ·  3 3

• Define what ‘quest’ your hero is on – what is the ultimate goal 
they are trying to achieve?

• Outline the ‘villains’ or obstacles that are preventing your hero 
from completing their quest. These are the customer pain points.

• Now, position your product as the ‘magic weapon’ or solution 
that helps the hero overcome these obstacles.

• Craft a narrative that succinctly tells this story, ensuring it high-
lights the uniqueness of your solution.

• Test this story with different audiences to gauge emotional 
engagement and memorability. Revise your story based on 
feedback to sharpen the message.

For each of these exercises, the goal is to arrive at a UVP that is not 
only clear and concise but also emotionally engaging and distinct 
within the market. A strong UVP should make a prospect think, 

“This is exactly what I need,” or “This solves my problem in a way 
nothing else does.”

Now, when you create a UVP, read it and ask yourself this: So what? 
If you don’t have a good enough answer, it’s time to rethink it and 
go back to the drawing board.

A compelling UVP is a foundational piece of your brand that will 
guide marketing messages, sales conversations, and product devel-
opment. It’s worth investing the time with your team to get it right. 
Once you have your UVP, it should be prominently featured in all 
your marketing materials, your website, and anywhere your product 
or service is mentioned. 

Remember, a UVP is not static; it should evolve as your product, 
customers, and market change. Regularly revisit and refine your 
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UVP to ensure it remains as compelling and relevant as the day it 
was conceived.

nAViGAtinG lonG sAles cycles
Navigating long sales cycles in B2B enterprise sales is a marathon, 
not a sprint. It’s a test of mental endurance, strategic thinking, and 
relationship management. For founders, especially those who are 
accustomed to the rapid pace of startups, adjusting to the extended 
timelines of enterprise sales can be challenging. Yet, mastering this 
aspect of the sales process is critical for the sustained growth and 
success of your business.

Mental endurance is your bedrock. The sales journey will test your 
patience and resilience. There are no instant wins; each step forward 
is a small victory in a larger campaign. You must maintain a clear 
vision and consistently communicate this to their team, ensuring 
everyone remains motivated and focused on the long-term goals, 
rather than becoming discouraged by short-term setbacks or delays.

Being proactive is about anticipating the client’s needs and ques-
tions before they arise. It involves staying ahead of the curve, pro-
viding timely updates, and keeping the conversation going even 
when a decision seems far off. It’s about nurturing the relationship 
throughout the sales cycle with thoughtful check-ins and valuable 
insights relevant to the client’s business.

Aligning stakeholders is akin to conducting an orchestra; every 
instrument must come into play at the right time for the symphony 
to take shape. In the context of B2B sales, this means engaging with 
all levels of an organization, both online and offline. Offline, this 
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could involve workshops or face-to-face strategy sessions. Online, it 
might mean webinars, virtual roundtables, or targeted social media 
content. Each touchpoint is an opportunity to reinforce your mes-
sage and value.

During the downtime, when you’re waiting on decisions or the next 
steps, it’s crucial to remain productive. Here are three examples of 
what to do:

1. Content Creation: Develop valuable content that helps your 
prospects. This could be a white paper that addresses a key 
industry challenge or a case study that showcases how your 
product has succeeded in similar environments.

2. Skills Enhancement: Use this time for professional develop-
ment. Encourage your team to engage in training that hones 
their sales skills, deepens their product knowledge, or broadens 
their industry insights.

3. Strategic Planning: Review your sales strategy and pipe-
line. Analyze past wins and losses for lessons and refine your 
approach accordingly. Use this time to plan future engagement 
strategies for each account in your pipeline.

While you wait for one of the stakeholders to do what you’ve asked 
of him, build relationships with multiple people across different 
levels and departments. This not only gives you more advocates 
within the company but also protects you against losing your sole 
champion in the company to an unexpected job change. Relying 
on a single point of contact within the client’s organization is risky.

Even if the sale isn’t closed, demonstrate the value your company 
can provide. Offer insights, share industry trends, or provide short 
consultations that can help the potential client. This positions you 
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as a valuable resource and advisor, not just a vendor waiting for a 
purchase order.

Navigating long sales cycles in B2B enterprise sales requires a com-
bination of mental fortitude, proactive engagement, and strategic 
relationship building. It’s about maintaining momentum and visi-
bility with your prospects, continuously adding value, and ensuring 
that when the time comes to decide, your solution is top of mind. 

This sustained approach, characterized by patience and persistence, 
is often what separates successful founders from those who struggle 
in the complex world of enterprise sales.
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CHAP TER 3

LAYING THE GROUNDWORK 
FOR OUTBOUND SALES

As we venture deeper into outbound sales, we acknowledge that our 
efforts must be rooted in both strategy and precision. Chapter 3, 

“Laying the Groundwork for Outbound Sales,” is the foundational 
map for founders and first-time sales leaders aiming to convert 
prospects into loyal customers. 

This chapter will introduce you to methodologies and tools that are 
not just components of your sales process but the very backbone of it.

We begin by introducing the Dream 100 Methodology, a concept 
that revolutionizes how we think about potential clients. Developed 
by the late Chet Holmes, it forces you to think about a list so refined 
that it consists solely of the highest caliber prospects—those whose 
alignment with your offerings is so close that they almost guarantee 
success. The Dream 100 isn’t just a list; it’s a curated collection of 
future success stories, and we’ll delve into how to identify, approach, 
and nurture these potential game-changers for your business.
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Central to managing the Dream 100 and, indeed, all aspects of 
your sales process is the Customer Relationship Management sys-
tem or CRM. This isn’t just a digital rolodex but the infrastruc-
ture that can dictate the pace and direction of your sales journey. 
We’ll explore why a robust CRM is indispensable in modern sales, 
how it can be leveraged to maximize every sales opportunity, and 
which features you should prioritize to tailor it to your specific 
business needs.

“How You Make the List Matters” is a maxim we’ll examine closely 
because, in outbound sales, your list is the battleground where 
strategies are executed. It’s not merely a matter of who is on the 
list, but understanding the intrinsic value and potential of each 
prospect. We’ll discussing how a well-crafted list is a strategic 
asset in itself, and how it can transform the trajectory of your 
outbound initiatives.

However, the value of a list is profoundly affected by the quality 
of its inputs, leading us to a pivotal conversation about data integ-
rity: “What comes in, that comes out”. The quality of the infor-
mation in your CRM and lists can mean the difference between a 
record-breaking quarter and a fruitless endeavor. We’ll break down 
how to ensure the data you’re working with is pristine, thereby 
making your outreach efforts both efficient and effective.

In pursuit of pristine data, we shall conduct a comparative analysis 
of list accuracy and sources. We will put industry giants like Zoom-
Info and Apollo under the microscope, along with independent 
methods of data collection. This analysis will not only serve as a 
guide for selecting the right data sources but also offer insights into 
maintaining the integrity and relevancy of your database over time.
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Chapter 3 is designed to be both a blueprint and a beacon, guiding 
you through the vital preparations that will transform your out-
bound sales from a hit-or-miss venture into a strategic, targeted, 
and systematic conquest. Prepare to arm yourself with the knowl-
edge that will not only enhance your approach to outbound sales 
but also equip you with the tactical acumen necessary to leave no 
stone unturned in your market conquest.

introduction to the dreAm 100 methodoloGy  
(chet holmes)
The Dream 100 is a sales concept that has proven to be revolution-
ary in its approach and transformative in its results. Originally 
conceived by the legendary sales guru Chet Holmes, the Dream 
100 methodology flips the conventional wisdom of sales on its head.

Rather than casting a wide net to capture any potential clients, 
Holmes advocated for a sharply focused approach: zeroing in on 
the 100 most ideal clients that can skyrocket your business.

This method is not just about who you target, but also about the 
intensity and quality of the engagement.

the Genesis oF the dreAm 100
Chet Holmes, an acclaimed sales expert, understood that in the vast 
sea of potential clients, there are always a select few that hold the 
potential to make a disproportionate impact on a company’s success. 

His Dream 100 concept emerged from this insight. Holmes’s phi-
losophy was grounded in the Pareto Principle, which suggests that 
roughly 80% of effects come from 20% of the causes. 
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He applied this to sales, surmising that nurturing deep relation-
ships with a select few could yield outsized results. The approach 
is designed to be relentless, aiming to convert the unconvertible 
through persistent, personalized marketing and sales efforts.

criteriA For selection
The selection of your Dream 100 is not a process to be taken lightly; 
it requires strategic thinking and research. It’s about identifying 
not just big fish but the right fish. Criteria include:

• Revenue Potential: How much could the client be worth to 
your company?

• Strategic Value: What other, less tangible benefits could the 
client bring, such as market influence or brand prestige?

• Alignment: Does the client’s needs and values align closely with 
your offerings and company culture?

• Accessibility: Is there a feasible path to connect with the client 
and establish a relationship?

• Competitive Advantage: Does your business have a unique offer 
or competitive edge that will resonate with the client?

selectinG diFFerent leVel stAkeholders
Once you have defined the criteria, it’s important to recognize that 
within each potential client organization, there are multiple stake-
holders. Your Dream 100 strategy should be nuanced to engage with 
each level of stakeholder from C-suite executives to VPs, directors, 
and operational staff. Each requires a different approach:
• C-Suite Executives: Focus on high-level value propositions that 

affect the company’s bottom line.
• VPs and Directors: Emphasize how your solution can help them 

achieve their specific departmental goals.
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• Operational Staff: Demonstrate the day-to-day benefits and 
efficiencies your product or service can offer.

A rouGh Guide to the dreAm 100 methodoloGy
The implementation of the Dream 100 methodology can be broken 
down into several actionable steps:

1. Identify Whom to Target
Start by defining who makes it onto your Dream 100 list. Look at 
current clients who are a perfect fit for your business and why. Ana-
lyze your competitors’ clients, market leaders, and emerging players. 
This list should be a mix of long-shots and those more likely to close 
but would still have a significant impact if they became customers.

2. Build Your Sales Funnel
A sales funnel specific to your Dream 100 is essential. This isn’t a 
generic funnel; it’s a highly tailored journey you want these pros-
pects to take, with messaging crafted specifically for them. Consider 
the various stages a prospect might move through and tailor your 
content accordingly, with a clear understanding that patience and 
persistence are key.

3. Identify Where to Target
You need to know where these prospects spend their time. Which 
events do they attend? What publications do they read? Which 
social platforms do they engage with? Understanding these will 
help you be in the right place at the right time.

4. Infiltrate
Here’s where you go beyond the standard sales pitches. You need 
to become omnipresent around your Dream 100. This might mean 
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connecting on LinkedIn, attending the same webinars, or even 
engaging with the same charitable causes. The goal is to become a 
familiar face and a trusted voice.

5. Use Paid Media
While traditional sales strategies might shy away from paid media, 
for your Dream 100, it can be a crucial tool. Consider retargeting 
ads, sponsored content, or even direct mail. The key is to ensure 
that your brand appears everywhere your Dream 100 looks.

6. Follow-Up and Guide Leads to Your Offer
The follow-up is where many sales strategies falter, but for your 
Dream 100, it’s vital. This shouldn’t be a standard check-in call 
or email but a continued effort to provide value. Share industry 
insights, offer bespoke advice, and gently guide them toward real-
izing that your offer is not just beneficial, but essential.

The Dream 100 methodology is not a quick fix; it’s a long game. It 
requires dedication, creativity, and above all, a deep understanding 
of your prospective clients. 

When executed effectively, it can transform your business, creating a 
solid base of high-value clients who serve not only as revenue sources 
but also as evangelists for your brand. This methodology is about 
building relationships, not just a client list – and those relationships 
can become the most valuable assets your company possesses.

crm: the bAckbone oF your sAles process
At the core of any successful outbound sales operation lies the Cus-
tomer Relationship Management system, or CRM. This isn’t just a 
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tool; it’s the central nervous system of your sales efforts, a repository 
of intelligence that can make or break your campaign. Here’s why 
CRM is indispensable and how to harness its full potential.

importAnce oF crm
A robust CRM system is like the ultimate sales assistant: always up 
to date, never forgets a follow-up, and manages relationships effort-
lessly. The importance of CRM cannot be understated. It not only 
organizes customer information but also automates tasks, nurtures 
leads, and provides insights into customer behaviors. By effectively 
tracking every interaction with prospects and customers, a CRM 
system ensures no opportunity slips through the cracks.

settinG up your crm
The initial setup of your CRM is critical. It should mirror your sales 
process, capturing all stages from prospecting to closing. Proper 
configuration ensures that the system can scale with your business 
and adapt to any changes in your sales strategy.
1. Data Import & Integration: Start by importing existing cus-

tomer data and integrating it with other systems such as market-
ing automation tools and email platforms. This creates a single 
source of truth.

2. Customization: Customize the CRM to reflect your sales 
funnel stages, terminology, and unique processes. Fields for 
contact details, deal size, lead sources, and interaction history 
are standard.

3. User Training: Ensure that every team member is trained to 
use the CRM consistently. Inconsistent data entry can lead to 
inaccurate reporting and missed opportunities.
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stAGes in the Funnel And percentile scorinG
A sales funnel in CRM visualizes the journey of prospects to 
customers. Each stage reflects a step closer to a sale, with stages 
commonly titled: Lead, Qualify, Proposal, Negotiation, and Close. 
Attaching a percentile score to each stage quantifies how close a 
deal is to closing. For instance:

• Lead (10%): Initial contact has been made.
• Qualify (25%): The lead is qualified to buy.
• Negotiation (50%): Terms are being discussed.
• Proposal (85%): Terms agreed, and a proposal has been sent.
• Closed Won (100%): The deal is won.

This scoring system helps sales teams prioritize efforts and forecast 
revenue more accurately.

GrAnulAtion bAsed on chAnnels, reps, territory, etc.
Granulation involves breaking down data into finer segments for 
more detailed analysis. In a CRM, this can mean segmenting by:

• Sales Channels: Understand which channels (e.g., direct, part-
ner, online) are performing best.

• Sales Representatives: Track individual performance to identify 
training needs or replicate success.

• Territories: Regional analysis can reveal market trends and 
allocate resources efficiently.

territory mAnAGement
Effective territory management within your CRM can increase sales 
efficiency and reduce conflicts. By assigning leads and customers to 
specific reps based on geographic or industry verticals, you ensure 
a personalized approach that often leads to higher conversion rates.
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A CRM system is more than a piece of software; it’s the bedrock 
upon which successful sales processes are built. Its ability to man-
age relationships and provide actionable insights is unparalleled. 
However, its true power is unlocked only when it is tailored to the 
specifics of your business, populated with accurate data, and used 
consistently by your sales team.

By investing the time to properly set up and maintain your CRM, 
you ensure that it will serve as the central hub of your sales strategy, 
empowering your team to make informed decisions, nurture pros-
pects effectively, and ultimately drive revenue growth. The result is a 
sales machine that is not just efficient, but also adaptive and scalable, 
ready to take on the challenges of modern B2B enterprise sales.

hoW you mAke the list mAtters
The oft-repeated maxim “The list is the strategy” encapsulates a 
profound truth in outbound sales. The list—a curated collection of 
contacts who represent your Ideal Customer Profiles (ICPs)—is not 
just a component of your strategy; it is the very axis upon which 
your entire outbound sales process rotates. In this deep dive into 
why the list holds such importance, we’ll cover its foundational 
role, its dynamic nature, and the principles that ensure its potency.

list As A blueprint For tArGetinG
Imagine setting out to sea without a map. Similarly, venturing into 
outbound sales without a targeted list is an exercise in futility. The 
list is more than a set of names; it is a strategic blueprint that defines 
who you will engage. 
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By identifying the attributes of your ideal customers—their indus-
try, size, needs, and pain points—your list forms a tailored strategy 
that pinpoints where your sales efforts will be most effective. It dic-
tates which businesses you approach, the timing of your outreach, 
and the customization of your messaging. 

Therefore, creating a list is essentially crafting a strategy.

GoVernAnce oF outbound eFForts
A list is also a governing document. It dictates daily activities for 
your future sales team. Who do they call? Who do they follow up 
with? What customized solutions do they propose? A well-crafted 
list naturally steers your team’s efforts towards the most fertile 
opportunities. This guidance is critical in ensuring that the team’s 
energies are not scattered but focused on a concerted push toward 
sales objectives.

the dynAmic nAture oF the list
The list is not static; it’s a living, breathing entity that requires reg-
ular nurturing and refinement. Cleaning up the list is not just a 
housekeeping task—it’s a strategic review of your battlefield. Weekly 
maintenance to remove bad numbers and bounced emails prevents 
the decay of the list’s potency and accuracy. 

Each cleanup session is an opportunity to refine your targeting, 
based on the latest intelligence from the field and shifting market 
conditions. A well-maintained list ensures that your strategy stays 
relevant and that your sales efforts remain on point.
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key principles For list strAteGy
To wield the list as an effective strategy, consider these key principles:

1. Precision Targeting: Your list should be granular enough to 
identify not just companies but the right stakeholders within 
those organizations. Customizing your list to include various 
personas—CTOs, CFOs, or Heads of Departments—ensures 
that your messaging hits the mark.

2. Iterative Refinement: A list is never perfect from the outset. 
It must be honed over time, with each interaction providing 
insights to refine and enhance its accuracy. This iterative process 
is a strategic endeavor to ensure the list remains a sharp tool 
in your arsenal.

3. Market Alignment: The list must be dynamically aligned with 
market trends and shifts. As the market evolves, so should your 
list, reflecting new emerging verticals or retracting from satu-
rated or unresponsive segments.

4. Data-Driven Adjustments: A strategy is only as good as 
the information it’s based on. Ensuring your list is fed with 
high-quality data is paramount. Regular analysis of engagement 
rates, conversion metrics, and sales cycles helps to iterate the 
list effectively.

The list governs the allocation of resources. In outbound sales, the 
most precious resources are time and attention. Where these are 
directed, and how they are managed, is a strategic decision of the 
highest order. The list directly influences this by delineating the 
boundaries of your sales team’s daily efforts.

The list encapsulates your sales hypotheses. Each name on the list 
represents a bet—a hypothesis—that this contact, this company, 
could yield opportunity. Your outbound campaign is a series of 
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experiments testing these hypotheses, with each interaction pro-
viding data to validate or refute your strategic assumptions.

Finally, the list is a focal point for alignment. It brings together mar-
keting, sales, and product teams around a common understanding 
of who the customer is. This alignment is crucial for a coherent and 
unified approach to the market. The synergy of cross-departmental 
efforts is often predicated on a shared view of the target list.

the consequences oF A poor-quAlity sAles-list
In the realm of outbound sales, the adage “What comes in, that 
comes out” holds particularly true. This axiom underscores the 
importance of quality data input, especially when it comes to the 
sales list, which serves as the blueprint for targeting potential clients.

The consequences of utilizing a flawed or substandard list are 
far-reaching and can significantly impede a company’s sales efforts 
and growth trajectory.

Firstly, a bad list can lead to misdirected sales efforts. Imagine a sce-
nario where a software company, specializing in advanced account-
ing solutions, inadvertently bases its outreach on a list peppered 
with contacts from unrelated sectors, such as healthcare or educa-
tion. This mismatch results in wasted resources as sales represen-
tatives spend time crafting proposals and pitches for organizations 
with no use for the product. The misalignment of product offerings 
with the needs of the prospects not only leads to low conversion 
rates but also potentially tarnishes the company’s reputation due 
to perceived irrelevance or spammy behavior.
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Secondly, a poor-quality list can skew the analytics that guide stra-
tegic decisions. For instance, if you measure campaign effectiveness 
based on response rates from a list that contains outdated or incor-
rect contact information, you are essentially analyzing inaccurate 
data. This could result in misguided conclusions about market 
needs or campaign efficacy, leading to continuous investment in 
ineffective strategies that do not yield returns.

To illustrate the severity of a bad list, let’s consider two examples:

Example 1: A B2B tech startup focusing on cybersecurity solutions 
for financial institutions compiles a list without proper vetting and 
ends up including businesses that have recently gone bankrupt or 
merged with other companies. As the sales team initiates contact, 
they find that emails bounce and phone numbers are disconnected. 
Not only does this result in zero conversions, but the time spent 
researching these companies and crafting personalized approaches 
is utterly wasted.

Example 2: A company specializing in logistics software acquires a 
contact list from an unverified vendor. The list, riddled with inaccu-
racies, leads to a marketing campaign targeting freight companies 
in regions where the software does not comply with local regu-
lations. This not only fails to generate leads but also exposes the 
company to legal risks and the financial costs associated with them.

In both examples, the inefficiencies created by a bad list are evi-
dent. They lead to ineffective outreach, tarnish brand perception, 
and potentially cause legal and financial repercussions. Moreover, 
they dilute the focus and morale of the sales team, who might be 
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left questioning the efficacy of their techniques when, in reality, the 
problem lies in the quality of the data they were given to work with.

The key takeaway for founders and sales leaders is that the integrity 
of their sales list is a critical asset. It is essential to continuously 
maintain and update contact information, ensuring that every entry 
on the list is an opportunity worth pursuing. This diligence is not 
just about avoiding wasted effort; it is about building a founda-
tion for sustainable growth, where every sales activity is an invest-
ment in reaching the right customer, with the right solution, at the 
right time.

list AccurAcy And sources: A compArAtiVe AnAlysis  
(ZoominFo, Apollo, independent Vendors)
A comparative analysis of ZoomInfo, Apollo.io, and Human Ver-
ified Leads involves examining these platforms based on various 
criteria such as data accuracy, comprehensiveness, user interface, 
integration capabilities, pricing, and customer support. 

Please note, that at the time of writing, there are a lot of data ven-
dors on the market. Like Lusha, LeadIQ, SalesIntel, Cognism, and 
many others. I chose to focus on ZoomInfo and Apollo because of 
their widespread use across the B2B sales ecosystem. By the time 
you read this eBook, a new player may emerge as an incumbent. 

Now, let’s delve into each of these three to provide a thorough exam-
ination of what each service offers and how they stack up against 
each other.
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dAtA AccurAcy And VeriFicAtion:
ZoomInfo is renowned for its high accuracy of data due to its 
machine learning and artificial intelligence algorithms combined 
with a team of human verifiers. The platform claims to update 
its data in real time, ensuring users have access to the most cur-
rent information.

Apollo.io also uses algorithms to gather data, but it differentiates 
itself by offering tools for sales engagement and lead scoring. While 
it provides verified email addresses and direct dial phone numbers, 
the level of human verification isn’t as pronounced as ZoomInfo.

Human Verified Leads (HVL), as the name suggests, focus on leads 
that are verified by humans to ensure the highest level of accuracy. 
This process can be more time-consuming and may not have the 
same breadth of data as the other two services, but it prioritizes 
the precision of each lead.

comprehensiVeness oF dAtA:
ZoomInfo boasts an extensive database that not only includes con-
tact information but also provides insights into companies such as 
company financials, technologies used by companies, and intent 
signals. This makes it a robust tool for market segmentation and 
targeted outreach.

Apollo.io, while also comprehensive, leans more towards sales 
engagement and prioritizes actionable data that can be immediately 
used for sales campaigns. It integrates with LinkedIn, providing 
additional data points for leads.
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HVL might offer less in terms of data points compared to Zoom-
Info and Apollo.io, focusing on providing only the most relevant 
information that has been verified, which can limit its comprehen-
siveness but increase the relevance of the data.

user interFAce And eAse oF use:
ZoomInfo’s interface is often praised for its intuitiveness and ease 
of navigation. Users can quickly find the information they need 
and can easily export data to CRMs or other sales tools.

Apollo.io has a modern, clean interface that integrates various 
functionalities such as lead generation, email tracking, and dialer 
capabilities within a single platform, which might have a slight 
learning curve but offers an all-in-one solution.

HVL might not have the same level of sophistication in terms 
of interface but focuses on simplicity and ease of access to veri-
fied information.

inteGrAtion cApAbilities:
A key strength of ZoomInfo is its ability to integrate with a vast 
array of CRM and sales platforms, which streamlines the workflow 
for sales teams.

Apollo.io also provides strong integration features, especially with 
Salesforce, and its API allows for custom integrations, making it 
a versatile tool for sales teams that rely on various technologies.

HVL services might offer fewer integration options, focusing 
instead on the quality of the leads provided rather than the eco-
system of sales tools.
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pricinG models:
ZoomInfo is typically on the higher end of the pricing spectrum, 
reflecting its comprehensive data and robust platform features. It 
offers custom pricing based on the needs and size of the business.

Apollo.io offers a freemium model with limited capabilities, with 
the option to upgrade to more feature-rich packages, making it 
accessible for businesses of different sizes.

HVL services usually charge per lead or through subscription mod-
els that guarantee a certain number of verified leads per month, 
which can be more cost effective for businesses that prioritize qual-
ity over quantity.

customer support:
ZoomInfo provides a strong support system with dedicated account 
managers, online resources, and customer service representatives 
readily available to assist users.

Apollo.io also offers customer support, including a knowledge base, 
email, and chat support, though the level of personalization might 
be less compared to ZoomInfo.

HVL services, given their focus on the verification process, typically 
provide personalized support to ensure customer satisfaction with 
the leads provided.

ZoomInfo stands out for its comprehensive data and real-time 
updates, suited for businesses looking for a wide range of data 
points and robust integration capabilities. 
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Apollo.io is a strong contender for those needing an all-in-one 
platform that covers lead generation, sales engagement, and data 
accuracy. 

Human Verified Leads, being highly specialized in providing the 
most accurate data, is ideal for businesses that prioritize the quality 
of leads over the breadth of information.

Ultimately, the choice between ZoomInfo, Apollo.io, and Human 
Verified Leads will depend on the specific needs of your business, 
your budget, and how much emphasis you place on data verification 
versus comprehensiveness and integration capabilities.
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CHAP TER 4

ACCOUNT MAPPING  
(STRATEGIC SELLING 

INTRODUCTION)

As you delve into Chapter 4, you’ll embark on mastering the Strate-
gic Selling Methodology, a system designed to enhance your sales 
approach through meticulous account mapping. This isn’t just a 
technique; it’s a transformative process that will change how you 
view and interact with potential enterprise clients.

You’ll start by unraveling the importance of knowing your titles 
when doing research. This means you’ll learn to go beyond the 
surface level of job titles, digging deep to understand the influ-
ence and responsibilities behind each role within an organization. 
Recognizing the ‘what’ and ‘why’ behind a title gives you the upper 
hand in personalizing your communication and approach.

Next, you’ll discover how to locate the “right people” in an orga-
nization. This goes beyond identifying stakeholders; it’s about 
pinpointing the influencers, decision-makers, and internal cham-
pions who can accelerate the sales process. You’ll gain strategies 
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for navigating corporate structures to connect with these key indi-
viduals effectively.

In the section on research and information synthesis for different 
stakeholders, you’ll learn to compile and distill information in a way 
that’s both meaningful and actionable. You’ll acquire the skills to 
craft a narrative that resonates with diverse stakeholders, from the 
C-suite to the technical experts, ensuring your proposition speaks 
directly to their needs and concerns.

Finally, you’ll explore the tactical use of account mapping tools 
and software. These technologies are not just about organization; 
they are about providing dynamic insights and real-time updates 
that keep your strategy aligned with the evolving landscape of your 
target accounts.

By the conclusion of this chapter, you’ll have a toolkit filled with 
advanced strategies and practical know-how to create detailed 
account maps. These maps won’t just guide you; they’ll become an 
integral part of your strategic arsenal, allowing for more targeted 
engagements and a higher rate of sales success. Prepare to transform 
your understanding of the enterprise landscape and elevate your 
sales approach to new heights.

introduction to strAteGic sellinG methodoloGy  
by miller heimAn
The Strategic Selling Methodology by Miller Heiman is a corner-
stone of successful enterprise sales strategy, which emphasizes 
understanding and addressing the diverse roles within an organi-
zation. Each role, or ‘influence’, represents a unique set of concerns 
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and priorities when it comes to making purchasing decisions. 
As you navigate through this chapter, you’ll develop a nuanced 
approach to engaging with each type of influence, ensuring that 
your sales strategy is comprehensive and impactful.

Economic Buying Influence: The Economic Buyer is the gatekeeper 
of the organization’s buying authority, the individual who signs off 
on the purchase. They’re focused on the investment’s return and 
the overall value to the business. To appeal to this influence, your 
sales approach must be grounded in economic terms.

For example, when selling a cybersecurity solution to the Economic 
Buyer, you’d emphasize not only the upfront cost but the potential 
cost savings over time through the prevention of data breaches. 
Another example is when offering a SaaS platform, you could high-
light how the scalability of your product avoids the future costs 
associated with system upgrades and additional software licenses.

User Influence: User Influencers are the day-to-day operators of 
your product. They are deeply concerned with how your solution 
will affect their work life. To engage this group, your strategy should 
demonstrate an understanding of their daily routines and show how 
your product will provide practical improvements.

Consider a project management tool; for the User Influencer, you’d 
showcase how the tool simplifies task tracking and enhances team 
collaboration, directly impacting their daily workflow. Alternatively, 
if your product is an HR software suite, you could illustrate how 
it streamlines the recruitment process, making it easier for opera-
tional staff to find and onboard top talent.
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Technical Influence: The Technical Buyer scrutinizes the specifics 
of your product, evaluating it against stringent technical require-
ments and standards. This role demands proof that your product 
can integrate seamlessly with existing systems and meet all com-
pliance needs.

For instance, if you’re selling cloud storage solutions, for the Tech-
nical Buyer, you’d discuss encryption standards, compliance with 
data protection regulations, and integration with existing IT infra-
structure. Another example is in selling a new software develop-
ment tool; you would need to address how it fits into the current 
development pipeline, its compatibility with existing codebases, 
and how it adheres to industry coding standards.

Coach Influence: The Coach is your insider ally, someone who 
understands and believes in the value of your solution and wants 
to help you navigate the sale. They provide invaluable insights into 
the organization’s inner workings and can guide you on how to 
tailor your pitch for other influencers.

For example, your Coach might inform you that the company has 
had past issues with software adoption, suggesting you focus on 
ease of use and training support in your pitch. Alternatively, the 
Coach might advise that the organization values vendor stability 
and a track record of long-term customer support, shaping how you 
present your company’s history and customer service excellence.

Champion Influence: The Champion is your advocate within the 
client’s organization, someone who is convinced that your solution 
is essential for the company. They are willing to fight for your prod-
uct internally, using their influence to persuade other stakeholders.
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Imagine you’ve provided a demo of your analytics platform to 
a department head, who then becomes your Champion. They 
might use internal meetings to highlight the insights gained 
from your tool, pushing for its adoption. Alternatively, a Cham-
pion who is a senior engineer might showcase the time savings 
and error reductions achieved during a pilot of your software, 
arguing for its full implementation across their team.

In understanding these roles, it’s crucial to recognize that each 
stakeholder has a distinct set of drivers and concerns. The Eco-
nomic Buyer is looking at the financial justification; the User 
Influencer is evaluating the product’s impact on their daily tasks; 
the Technical Buyer is ensuring that all systems and compliance 
needs are met; the Coach is guiding you through the internal 
landscape; and the Champion is actively promoting your solu-
tion within the company.

Throughout the sales process, you’ll likely find yourself juggling 
conversations with multiple influencers, each requiring a tai-
lored approach. By leveraging the Strategic Selling Methodology, 
you’re not just selling a product; you’re providing a solution that 
resonates with the entire ecosystem of an enterprise, ensuring 
that every stakeholder sees the unique value your solution brings 
to the table.

I encourage you to buy the book and dive deeper into this meth-
odology, simply because it is the most comprehensive guide on 
how to sell to large and enterprise organizations.
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knoWinG your titles When doinG reseArch
knoWinG your titles When doinG reseArch
Knowing the hierarchy of titles, you are targeting, is a critical 
step in your sales strategy. While it’s important to cover a broad 
range of roles, not every title will require the same level of engage-
ment. Let’s dive into the landscape of potential stakeholders and 
understand the nuances of each title. We will use a FinTech space, 
where B2B SaaS offerings aim to provide cutting-edge solutions for 
risk departments.

c-suite executiVes
The C-suite holds the strategic decision-makers, often with the final 
say on purchasing decisions.

CEO (Chief Executive Officer) The CEO is concerned with how 
decisions affect the entire organization’s trajectory. Your FinTech 
solution must demonstrate its strategic value and its potential to 
drive the company’s growth or protect its market position. You 
might not always engage directly with the CEO, but your messaging 
will often be escalated to this level.

CFO (Chief Financial Officer) The CFO will scrutinize the cost 
implications and the return on investment. They will need to under-
stand how your software will affect the bottom line, both in terms 
of cost savings and revenue generation. You must be prepared to 
provide detailed financial models and projections.

CRO (Chief Risk Officer) The CRO is your primary contact for 
a FinTech SaaS focused on risk. They will be interested in how 
your solution can predict, manage, and mitigate risk across the 
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organization. Your research should include specific case studies 
where your software has successfully minimized risk.

CIO (Chief Information Officer) The CIO will evaluate how your 
software integrates with existing IT infrastructure. They are gate-
keepers for technical adoption, ensuring any new system aligns 
with the broader technology strategy. It is crucial to demonstrate 
your system’s compatibility, security, and scalability.

Vice presidents
VPs often have a more focused remit, allowing for a more special-
ized conversation.

VP of Risk Management This role is concerned with the overall 
approach to risk within the organization. You will need to show how 
your software facilitates a comprehensive risk management strategy.

VP of Risk Analytics A VP of Risk Analytics will be interested in 
the specific analytical capabilities of your software, such as predic-
tive modeling and data visualization tools.

VP of Compliance Compliance is a critical concern in FinTech. 
This VP will want to see how your solution helps the company stay 
ahead of regulatory changes.

VP of Retail Risk For businesses with a retail banking component, 
the VP of Retail Risk will be concerned with how risks in the retail 
space are managed. Your solution must show effectiveness in this 
particular sector.
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VP of Financial Planning They may be less directly involved with 
risk management software, as their focus is often on forward-look-
ing financial strategies rather than the operational risk your soft-
ware might address.

VP of Operations While they need to understand operational effi-
ciencies, a VP of Operations may not be as deeply involved in the 
decision-making for risk management software unless it directly 
impacts operational procedures.

directors
Directors are often the operational heads of specific departments 
and can be key influences in the buying process.

Director of Risk Management This role will be keen to understand 
how your software operationalizes risk management day-to-day.

Director of Financial Risk They will want to know how your soft-
ware specifically addresses financial risks, from market shifts to 
credit analysis.

Director of Operational Risk This title will look for solutions that 
protect the operational integrity of the company.

Director of Credit Risk Unless your software deals directly with 
credit risk, this role may not be a primary target.

Director of Market Risk Similar to credit risk, this role is very 
specialized and will only be a key target if your software addresses 
market risk directly.
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Director of Compliance This director will be looking for how 
your solution ensures and simplifies adherence to relevant laws 
and regulations.

mAnAGers And teAm leAds
These roles are your ground-level champions who will be using 
your software daily.

Risk Manager The Risk Manager will want a deep understanding 
of how your software helps them manage risks day-to-day and will 
be a primary user of your system.

Compliance Manager This manager will be particularly interested 
in the compliance aspects of your software.

Financial Planning Manager They may be tangential to your core 
offering unless your software assists in planning by mitigating 
financial risks.

Audit Manager Your software’s reporting and audit trails will be 
of utmost importance to this role.

Portfolio Manager Unless your software directly influences port-
folio risk management, this may not be a primary target.

Data Analytics Manager This role will be interested in the data 
processing and analytical capabilities of your software.
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speciAliZed roles
Specialized roles are often the most hands-on with your soft-
ware and can provide valuable insights into user experience 
and functionality.

Risk Analyst A Risk Analyst will be a heavy user of your software 
and will appreciate its ability to streamline their workflow.

Financial Analyst They may only be peripherally involved unless 
your software directly influences financial analysis.

Regulatory Affairs Specialist They will be deeply concerned with 
how your software enables the company to respond to and comply 
with regulatory requirements. This specialist will look for features 
that offer regulatory updates and help the company adapt its risk 
management processes accordingly.

Compliance Officer The Compliance Officer will focus on the com-
pliance features of your software. They will value how the solution 
tracks changes in laws and regulations and integrates those changes 
into the company’s risk management practices.

Internal Auditor The Internal Auditor will be interested in how 
your software can facilitate and streamline internal audits, partic-
ularly regarding risk management practices and compliance.

Quantitative Analyst Quantitative Analysts will dive into the 
technical capabilities of your software. They will be particularly 
interested in the modeling and risk prediction algorithms your 
software employs.
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When researching and engaging with these titles, it’s important 
to remember that not all will need the same level of detail about 
your product. 

For example, while a Regulatory Affairs Specialist and a Compli-
ance Officer will need in-depth information on compliance fea-
tures, a Financial Planning Manager may only require a high-level 
overview of how risk management ties into financial forecasts and 
planning. 

Similarly, a Quantitative Analyst will be interested in the ‘under 
the hood’ aspects of your software, such as the algorithms and data 
models used, whereas a CEO will want a strategic overview of the 
benefits and ROI.

In some cases, you might decide that certain roles, such as the VP 
of Financial Planning or the Portfolio Manager, may not be primary 
targets for your outreach if your software doesn’t directly address 
their core responsibilities or influence their day-to-day operations. 

This decision should be based on a clear understanding of the role’s 
impact on the purchase process for your specific solution.

hoW to locAte the “riGht people”  
in An orGAniZAtion
Embarking on a quest to identify the gatekeepers, the influencers, 
and the decision-makers in a target organization is a fundamental 
step in crafting a successful sales strategy. 
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It’s a meticulous process that demands a blend of art and science, 
intuition and research. Herein, we explore strategic methodologies 
and tools for uncovering the pivotal individuals who can steer the 
course of a sales narrative.

Account ActiVAtion ViA cold cAllinG
One may argue that cold calling has lost its sheen in the digital age, 
but when it comes to account activation and intelligence gathering, 
it remains an underutilized and powerful tool. Cold calls serve as 
the echolocation of sales - by reaching out at the operational level, 
you can garner firsthand accounts of the daily challenges and iden-
tify who within the organization is wrestling with “the problem” 
your product or service solves.

The approach requires finesse; you are not selling but seeking infor-
mation. Questions should be open-ended, prompting the respon-
dent to speak about their role, and their challenges, and if possible, 
point you to the person responsible for addressing these issues. It’s a 
classic case of ‘ask, and you shall receive’ where every conversation 
inches you closer to the “right people.”

From leAd to A prospect
A contact becomes a lead the moment they enter your radar as a 
possible lead. But not every lead is a prospect. The transition occurs 
when a lead’s need aligns with your offering, and they possess the 
authority or influence to drive a purchase decision. The strategy 
here is to qualify each lead with precise criteria:

• Is there a problem to be solved?
• If yes, what is the depth of the problem?
• Is there an annual review process and what does it look like?
• How are they currently tackling the problem?
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• Who is involved in the buying committee?
• What is their level of digital maturity?

This methodical approach prioritizes your efforts and ensures that 
you invest time in those who are genuine prospects.

nAViGAtinG orG chArts With linkedin sAles nAViGAtor 
And ZoominFo

Technology has simplified the process of navigating through an 
organization’s hierarchy. LinkedIn Sales Navigator and ZoomInfo 
are akin to modern cartography tools for the sales territory. 

Sales Navigator allows you to sift through LinkedIn’s extensive net-
work to find individuals based on their role, tenure at the company, 
and relationship to other stakeholders. 

Similarly, ZoomInfo provides a wealth of filters to drill down to 
the most relevant contacts based on their job functions, seniority 
level, and even the technologies they use.

Both tools offer invaluable insights into the org chart by not just 
revealing names and titles but by illuminating the pathways of 
influence and communication within the organization. They help 
you build a roadmap to the decision-makers by understanding their 
professional ecosystem.

the Art oF sociAl listeninG
Social listening is the sales intelligence equivalent of panning for 
gold. By monitoring and analyzing conversations across social 
media platforms and online forums, you can uncover who the vocal 
players are within an organization. These individuals often share 
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insights about company initiatives, and pain points, and even drop 
names of other key players. Tools like Google Alerts, Brandwatch, or 
Mention can automate this process, aggregating data and providing 
alerts when specific topics or names surface.

enGAGinG With content to build rApport
Content engagement is a subtler, yet effective, technique for locating 
and connecting with the right people. Commenting on articles, 
posts, or studies shared by your target contacts or their company 
can be a conversation starter. Moreover, sharing relevant content 
and tagging them can position you as a thought leader and someone 
worth connecting with. It’s a non-invasive way to enter their sphere 
of influence and build rapport before a formal sales approach.

Locating the right people within an organization is an intricate 
process that requires a balanced mix of proactive outreach and 
strategic research. Cold calling at the operational level can provide 
a real-time pulse on the organization’s challenges

The “from lead to prospect” strategy ensures that your efforts are 
focused on qualified leads. Leveraging tools like LinkedIn Sales 
Navigator and ZoomInfo can unveil the organizational hierarchy 
and the key players within it.

Meanwhile, social listening and content engagement offer alterna-
tive pathways to identifying and connecting with these individuals. 
When these tactics are executed in harmony, they form a compre-
hensive approach to locating and engaging the right people in any 
organization – transforming prospects into partners in the intricate 
dance of B2B sales.
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reseArch And inFormAtion synthesis For diFFerent 
stAkeholders
Mastering the art of stakeholder analysis is akin to becoming a 
multilingual interpreter in the complex language of business 
needs. It involves not only identifying who the stakeholders are 
but also understanding their unique perspectives, pain points, 
and motivators.

This chapter will delve into the craft of research and synthesis—a 
dual process that empowers you to read between the lines of data 
and extract meaningful insights tailored to each stakeholder.

reseArch: the FoundAtion oF understAndinG
Research is your groundwork. It’s how you start to learn the lan-
guage of your stakeholders. Here are five tips on how to conduct 
effective research:
1. Leverage Google News and Alerts: Google News is an excellent 

tool for keeping abreast of the latest developments concerning 
a prospect’s company or industry. Set up Google Alerts for spe-
cific companies, stakeholders, and industry keywords to receive 
timely updates that could influence your sales approach.

2. Peruse Press Releases and Quarterly Earnings Reports: A 
company’s press releases and QERs are gold mines of informa-
tion. They often reveal the strategic priorities of an organiza-
tion, introduce new decision-makers, and provide insight into 
corporate culture and achievements.

3. Social Media Scouting: LinkedIn, Twitter (now X), and even 
Facebook can yield rich insights. Analyze stakeholders’ posts, 
comments, and shared articles to understand their interests, 
professional philosophies, and networks.
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4. Industry Forums and Publications: Engage with the content 
in industry-specific forums and publications. They can offer a 
glimpse into the hot topics, challenges, and trends that matter 
to your stakeholders.

5. Competitor Analysis: Understanding how competitors’ posi-
tion themselves can help you identify gaps in their strategy that 
your product or service can fill. It can also give you clues about 
the broader market landscape and where your prospect might 
be looking to make their next move.

synthesis: the Art And science oF insiGht
Once the research phase has harvested a diverse array of data, 
synthesis allows you to weave this information into a coherent 
narrative. It is a critical thinking exercise, drawing connections 
between disparate information to arrive at standalone conclusions. 
Here are three examples of synthesis using two separate pieces 
of information:
1. Example 1: You read a press release stating that a company is 

expanding into a new market, and from an industry forum, you 
gather that this market is highly regulated. The synthesis here 
could be that this company will likely face compliance chal-
lenges. Your approach could then focus on how your product 
or service eases the burden of regulatory compliance.

2. Example 2: On LinkedIn, a key stakeholder shares an article 
about the importance of sustainable practices in their indus-
try. You also notice from Google News that their company has 
recently been criticized for environmental issues. The synthesis 
could lead to the conclusion that this stakeholder is likely an 
internal advocate for sustainable solutions. Your pitch could 
then emphasize your product’s environmental benefits.
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3. Example 3: A competitor’s tweet boasts about a successful prod-
uct launch, while a separate news article highlights a significant 
outage in their service. The synthesis? While the competitor 
is strong on innovation, there is a reliability issue. You could 
capitalize on this by highlighting the stability and support that 
come with your solution.

To effectively read and contextualize for different stakeholders, you 
must become both a diligent researcher and a discerning synthe-
sizer. Your ability to couple disparate pieces of information and craft 
a narrative that resonates with each stakeholder’s world is what sets 
apart the average sales approach from the strategic partnership. 

By understanding not just what your stakeholders are saying, but 
what they are facing, thinking, and aspiring towards, you can posi-
tion your solution in a way that speaks directly to their needs—both 
expressed and implied. 

This is the heart of strategic account mapping, where the synthesis 
of research leads to insights that drive stakeholder engagement and, 
ultimately, successful sales outcomes.

utiliZinG Account mAppinG tools And soFtWAre
The capacity to leverage sophisticated tools for account mapping 
is invaluable for strategic selling. Among such tools, LinkedIn 
Sales Navigator stands out as a premier solution for navigating 
the complexities of organizational structures and identifying key 
stakeholders. 
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Here, we’ll explore a detailed and precise guide to utilizing Linke-
dIn Sales Navigator for account mapping and how to integrate these 
insights into your Customer Relationship Management (CRM) 
system.

A detAiled Guide to usinG linkedin sAles nAViGAtor For 
Account mAppinG

Step 1: Define Your Target Account
Before diving into LinkedIn Sales Navigator, clearly define the char-
acteristics of your ideal customer profile. Consider company size, 
industry, geographical location, and other relevant factors that align 
with your B2B SaaS offering in the FinTech space.

Step 2: Lead Builder Search
Use the Lead Builder search function within Sales Navigator to find 
individuals who match your target account profile. You can filter by 
title, function, seniority level, geography, and more. For instance, if 
you’re targeting risk departments, you might filter by keywords such 
as “risk compliance,” “risk management,” or “Chief Risk Officer.”

Step 3: Save Leads and Accounts
Once you’ve identified potential leads, save them to your Sales Nav-
igator account. You can create custom lists for each organization, 
making it easier to keep your mapping organized. For example, cre-
ate a list named after the target company and categorize leads based 
on the department or their role in the decision-making process.

Step 4: Gather Insights
Sales Navigator provides rich insights into leads and accounts, 
including job changes, shared connections, and company updates. 
Use this information to understand the context around your leads 
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– like recent promotions within the risk department that may signal 
strategic shifts.

Step 5: Identify Connections
Look for pathways to connect with these leads through mutual 
connections. If you have a mutual connection, consider asking for 
an introduction. If not, craft a personalized InMail that references 
specific insights gained from their profile or company activity.

Step 6: Engage and Follow
Engage with potential leads by sharing relevant content and com-
menting on their posts. Additionally, use the “Follow” feature to 
stay updated on their activity, which can provide talking points for 
when you reach out directly.

Step 7: Advanced Features
Explore advanced features like TeamLink, which helps you under-
stand who in your organization is connected to your prospects. 
Also, utilize the “Search Alerts” function to stay informed about 
new potential leads that match your criteria.

tyinG it All toGether in the crm
After mapping out the organization using LinkedIn Sales Naviga-
tor, the next crucial step is to integrate this information into your 
CRM system. Here’s a concise guide on how to tie all the gathered 
information together:

Step 1: Export and Import
Most CRM platforms allow for the import of data from external 
sources. If you’ve gathered a list of leads and accounts from Linke-
dIn Sales Navigator, use the CRM’s import feature to transfer this 
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data. Ensure that you maintain data integrity by matching LinkedIn 
data fields to the corresponding fields in your CRM.

Step 2: Create Account and Contact Records
For each organization mapped out in Sales Navigator, create a corre-
sponding account record in your CRM. Within this account, create 
contact records for each lead identified. Ensure that each contact is 
linked to the correct account to maintain an organized structure.

Step 3: Log Interactions
Every interaction with a lead, whether it’s an InMail, a shared con-
nection introduction, or a comment exchange, should be logged 
in the CRM. This creates a timeline of engagements that can be 
invaluable for crafting follow-up messages and understanding the 
lead’s interest level.

Step 4: Track Progress
Utilize your CRM’s tracking capabilities to monitor the progress 
of each lead through the sales funnel. Update each contact record 
with the status of the relationship – from initial contact to lead 
nurturing to the proposal stage and beyond.

Step 5: Set Reminders
Use the CRM’s reminder or task feature to schedule follow-ups. Reg-
ularly engage with leads based on the insights gathered from Sales 
Navigator, and use CRM reminders to ensure no lead is neglected.

Step 6: Analyze for Insights
CRM platforms often provide analytic tools to assess the effective-
ness of your sales strategies. Use these tools to analyze patterns in 
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successful conversions and identify areas for improvement in your 
account mapping and engagement strategies.

This process not only streamlines your strategic selling efforts but 
also enhances your ability to create personalized and impactful 
engagements with every potential lead within an organization. 

Remember, the integration of these powerful tools into your sales 
process is not just about efficiency; it’s about building and nurturing 
relationships that drive results.
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CHAP TER 5

COLD CALLING MASTERY 
WITH RRM

Welcome to the adrenaline-fueled world of cold calling, a realm 
where each ring of the phone holds the promise of opportunity 
or the risk of rejection. In this pivotal chapter, we crack the cold 
calling code with the revolutionary RRM (Route, Ruin, Multiply) 
Method, pioneered by Justin Michael. 

This isn’t your everyday sales approach; it’s a refined strategy 
designed to transform cold calls from dreaded tasks into exciting 
opportunities to connect, convince, and convert.

Cold calling is often the Achilles’ heel of even the most seasoned 
sales professionals. The mere thought of reaching out to a stranger 
and pitching them can provoke anxiety, but it remains an undeni-
ably powerful tool in the sales arsenal. 

Why? Because a well-executed cold call can cut through the digital 
noise to establish a human connection, lay the groundwork for trust, 
and set the stage for a flourishing business relationship.
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The RRM Method is a lifeline to those floundering in a sea of hang-
ups and hard nose. It’s a systematic approach that turns the tables 
on traditional cold-calling techniques. RRM stands for Route, Ruin, 
Multiply - a triad of strategies that revolutionizes the way sales 
professionals engage with potential clients.

• Route reflects the path you craft to guide you to whoever is the 
CEO of the problem. This is the single fastest way of learning 
whether this person is your ICP or not.

• Ruin involves tactfully dismantling the status quo. You’ll learn 
how to challenge prospects’ preconceptions, disrupt their cur-
rent processes, and demonstrate how their current solutions 
may be falling short.

• Multiply encompasses the techniques to amplify the impact 
of your message, making one call resonate like many, planting 
seeds that can flourish into multiple opportunities and sales.

This chapter is more than just a set of instructions; it’s a transforma-
tive journey. You’ll dive deep into crafting cold calling scripts that 
aren’t just effective, but also engaging, empathetic, and empowering 
both for the salesperson and the prospect. 

You’ll delve into the psychology of voice and tonality, gaining aware-
ness and control over the subtle cues that communicate confidence, 
urgency, and credibility.

Cold calling, when mastered, is like holding a key to an unopened 
treasure chest. It’s about finding the right combination to unlock 
the potential within each call. So, buckle up and prepare to embark 
on an exploration into the art of the cold call, where you’ll emerge 
not just with a methodology, but with a mindset equipped to 
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conquer the challenges and capitalize on the chances that await at 
the other end of the line. 

Welcome to “Cold Calling Mastery with RRM” – where your sales 
journey is about to take a quantum leap forward.

the rrm (route, ruin, multiply) method by Justin 
michAel: An oVerVieW
The RRM (Route, Ruin, Multiply) Method by Justin Michael stands 
as a revolutionary approach to the art of cold calling. In an era 
where the mere mention of cold calls can invoke a sense of dread, 
Justin’s methodology reimagines this sales tactic not just as a nec-
essary evil, but as a finely tuned skill set that, when harnessed 
correctly, can yield unprecedented results.

the core oF rrm: A summAry
At its heart, the RRM method is about psychological navigation, 
strategic dismantling of preconceived notions, and multiplication 
of opportunities. It eschews the abrasive, confrontational tactics 
of yesteryear’s cold calls and instead promotes a more sophisti-
cated form of conversational judo, where sales reps guide prospects 
toward a series of revelations that naturally lead to the sales pitch.

route: the Art oF Guided discoVery
The “Route” aspect involves leading the prospect on a journey to 
self-discovery. Your role is to navigate the conversation with subtle, 
guiding questions that don’t feel intrusive or salesy. It starts with 
the proper pronunciation of the prospect’s name — a fundamental 
sign of respect and attention to detail that sets the tone for the entire 
call. From there, you employ open-ended questions to steer the 
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conversation towards uncovering the prospect’s current strategies 
and challenges, all without directly selling anything.

ruin: constructiVe deconstruction
“Ruin” is perhaps the most counterintuitive aspect of the RRM 
method. Here, sales reps gently challenge the status quo. Instead of 
immediately offering a solution, they probe deeper, asking questions 
that reveal the inadequacies of the current solution without directly 
criticizing it. This method relies on the SPIN (Situation, Problem, 
Implication, Need-Payoff) technique, using open-ended questions 
to allow prospects to verbalize the pain points they may not even 
have fully realized. By guiding the prospect to articulate their dis-
satisfaction, the sales rep sets the stage for the “Multiply” step.

the multiply: AmpliFicAtion oF possibility
In the “Multiply” phase, you present your service or product not 
as a replacement but as a complement to the prospect’s existing 
solutions. This subtle positioning minimizes resistance as there’s 
no implication of overturning the status quo, which could trigger 
defensive barriers. Instead, the salesperson suggests an enhance-
ment, “multiplying” the effectiveness of what the prospect is already 
doing. This strategy introduces the concept of augmentation rather 
than replacement, making it easier for prospects to consider the 
offer as an additional value rather than a risky change.

the rrm model: An illustrAtiVe exAmple
To visualize the RRM process, imagine a stream. The stream is 
the conversation, and your prospect is in a boat without oars. Your 
questions and observations are the currents that guide them down-
stream — this is the Route.
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As they travel, they see their reflection in the water, noticing the 
leaks in their boat — these are the pain points, the Ruin.

Finally, as they become concerned about these leaks, you offer them 
a paddle — your product or service. This paddle is the Multiply step, 
offering a means to enhance their journey without forcing them to 
change their course.

prActicAl ApplicAtion oF rrm
In practice, RRM begins with the identification of the deci-
sion-maker. This is achieved by asking targeted questions to 
ensure you are speaking to the correct individual. Once this is 
established, the conversation moves into the Ruin phase by inquir-
ing about the current solutions in place and the decisions behind 
them. These questions are crafted to reveal any dissatisfaction or 
inefficiency subtly.

As you encounter resistance or challenges, the RRM method teaches 
you to validate the prospect’s current position, then pivot back to 
Route, persistently navigating towards the goal. Throughout the 
conversation, you adhere to a strict listen-to-talk ratio that favors 
listening, ensuring that the prospect feels heard and understood.

Upon discovering the critical pain points, you don’t rush to offer 
your product as a panacea. Instead, you delve deeper, asking the 
prospect to elaborate on the consequences of these issues, further 
solidifying the need for a solution. It’s only when the prospect dis-
plays a desire to hear your solution — a crucial “polarity shift” — 
that you introduce your offering.
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rrm’s nuAnced ApproAch to reJection
One of the standout features of the RRM method is its approach to 
rejection. Rather than retreating or pushing harder, RRM suggests 
subtle rephrasing and reframing of questions to bypass objections. 
This may involve shifting the language from “Who is in charge of...” 
to “Who heads up...” to navigate around gatekeepers or to reengage 
a prospect who has grown resistant.

tonAlity And the humAn element
Justin also emphasizes the importance of tonality — advising a neu-
tral, no-pressure approach that mimics non-sales environments like 
the DMV or air traffic control. This neutral tonality avoids raising 
red flags that you’re trying to sell something, thereby increasing the 
prospect’s comfort level and willingness to engage.

the FutureprooFinG oF cold cAllinG
Justin Michael’s RRM method does more than just improve cold 
calling — it future-proofs it against the backdrop of an increasingly 
digital world where human connection is a rare commodity.

deep diVe into crAFtinG potent cold-cAllinG scripts
Creating a cold-calling script using the RRM (Route, Ruin, Mul-
tiply) method requires a deep understanding of both the meth-
odology and the target prospect. For a founder new to sales, it’s 
crucial to personalize the approach and highlight the unique value 
proposition their FinTech SaaS startup offers.

Let’s dive into constructing an RRM-based script tailored for a 
cold call from a FinTech SaaS startup founder to a CFO of a bank.
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Guide to constructinG An rrm-bAsed cold cAllinG script
Understand the RRM Method:

• Route: Identify the decision-maker and establish a reason for 
the call without immediately diving into a sales pitch.

• Ruin: Gently challenge the status quo by asking probing ques-
tions that reveal pain points or inefficiencies.

• Multiply: Introduce your solution as an enhancement, not a 
replacement, to their current processes.

Know Your Prospect:
• Research the bank, the CFO, and any recent news that might 

affect their operations or strategy.
• Understand the common pain points in banking that your Fin-

Tech SaaS can address.

Craft Your Opening (Route):
• Start with the prospect’s name to personalize the conversation.
• Position yourself as curious and consultative rather than salesy.

Develop Probing Questions (Ruin):
• Prepare open-ended questions to uncover challenges the CFO 

may face.
• Anticipate potential responses and prepare follow-up questions 

to peel back the layers of their current situation.

Position Your Solution (Multiply):
• Think about how your SaaS solution can complement or aug-

ment the bank’s existing processes.
• Use powerful verbs that suggest enhancement and growth.

Practice Tonality:
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• Maintain a neutral tone, exhibiting confidence with-
out desperation.

• Use of downtones at the end of sentences to convey authority 
and control.

exAmple rrm script For A Fintech sAAs stArtup Founder 
cAllinG A cFo

Introduction (Route):
Founder: “Good morning, is this [CFO’s Last Name]? This is 

[Your Name] from [Your Company].”
CFO: “Speaking, how can I help you?”
Founder:  I’ve been following [Bank’s Name]’s innovative 

approach to financial technology, and I’m curious, who oversees 
the integration of new financial software tools within your team?”

Identifying Challenges (Ruin):
CFO: “That would be me. What is this regarding?”
Founder: “Understood. With the acceleration of digital trans-

formation, I’m wondering how you’re finding the integration of 
current tools? Are there areas where you feel the process could be 
more streamlined or efficient?”

(If the CFO expresses a challenge)
CFO: “Well, we do face issues with [Specific Pain Point].”
Founder: “That’s a common challenge. May I ask how you’ve 

been addressing this so far?”

(Or if the CFO is reluctant to reveal pain points)
CFO: “We’re managing with our current systems.”
Founder: “Of course, it’s great to hear you have a handle on 

things. Out of curiosity, if there were an aspect that could be 
improved with minimal disruption, what would it be?”
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Positioning the Solution (Multiply):
(If the CFO mentions a specific issue)

Founder: “I see. That’s exactly where we could come in. Our 
solution, [Product Name], is designed to work with your existing 
infrastructure to enhance [Specific Function], without the need for 
a time-consuming overhaul.”

(If the CFO expresses curiosity or interest)
CFO: “Interesting, tell me more about how this works.”
Founder: “Certainly. Our platform seamlessly integrates with 

systems like yours to provide real-time analytics, reducing manual 
input and increasing the accuracy of financial forecasts, something 
we’ve seen banks greatly benefit from. It’s more of a force multiplier 
for your current setup rather than a replacement. Could I schedule 
a brief demo to show you how this can add value specifically to 
[Bank’s Name]?”

Remember, the script is a guideline, and the conversation should 
remain flexible. You should be prepared to listen more than they 
talk, using the RRM method to guide the prospect through a jour-
ney of discovering the need for the product organically.

tonAlity AWAreness: the science And prActice
In the realm of cold calling, mastering tonality is as critical as the 
words spoken. The nuanced dance of voice inflections can make 
or break a deal, often dictating the rhythm of the conversation and 
ultimately, the success of the call. Drawing from the methodologies 
outlined in the Route-Ruin-Multiply (RRM) framework, here’s a 
guide on how you can harness the power of tonality to become a 
master of cold calling.
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Understanding Polarity Shifting
Polarity in cold calling refers to the focus of the conversation—
whether it’s on the sales rep or the prospect. For a successful cold 
call, the polarity must shift to the prospect, emphasizing their needs 
and concerns. This shift is foundational to engaging the prospect 
and steering the conversation effectively.

Starting on the Right Note
Begin the call by addressing the prospect with their full name, using 
a warm and confident tone to establish a personal connection. This 
initiates the call with a positive polarity shift. The tone should be 
respectful, implying that the call is about them, not about you mak-
ing a sale.

Question with Power
Employ a strategy of asking empowered questions that put the spot-
light on the prospect’s domain of influence. For example, “Who’s in 
charge of improving your current systems?” This not only validates 
their importance but encourages them to take ownership of the 
conversation. Use a curious and slightly impressed tone to make 
them feel valued and authoritative.

Navigating the Conversation (Routing)
As you find your way through the organizational hierarchy, main-
tain a tone of subtle admiration. The tonality should suggest that 
you’re not merely asking for information but are acknowledging 
their expertise and role within the company. This facilitates a 
smoother handoff to the decision-maker, creating a sense of col-
laboration rather than confrontation.
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Establishing a Connection (Vampires)
When shifting the polarity through ‘Ruining’, adopt an empathetic 
and understanding tone. This involves listening to their current 
challenges or contentment with a competitor’s product. By validat-
ing their choices, you create a space where the prospect feels heard 
and respected. Your tone here is pivotal; it must convey genuine 
interest without a hint of condescension or impatience.

Creating Traction
Once you have listened and the prospect begins to open up about 
their processes or issues, maintain a tone of subtle intrigue. When 
they inevitably inquire about your product, shift to an informative 
yet non-salesy tone, indicating that your solution may offer some-
thing their current setup does not. This shift in tone and focus 
naturally creates a pull from the prospect’s side.

Push vs. Pull Dynamics
The aim is to switch from a pushy sales approach to one where the 
prospect feels in control. This ‘pull’ dynamic is established through 
a tone of collaboration. Your voice should not convey urgency but 
rather an open invitation for dialogue. This subtle tonal shift is 
critical in making the prospect feel that they are driving the conver-
sation forward, thus increasing their investment in the interaction.

Aikido in Sales
In cold calling, as in Aikido, it’s about using the prospect’s ‘force’—
their objections or resistance—to your advantage. A master cold 
caller listens attentively and uses questions to redirect the conver-
sation constructively. The tone here should be fluid and adaptable, 
moving smoothly from reflective listening to active engagement 
without missing a beat.
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Building Trust through Selling
Trust is built when prospects feel understood. A conversational 
tone that suggests a genuine interest in their challenges, rather than 
a rush to sell, fosters this trust. This is the ‘Social Aikido’ of cold 
calling—guiding the conversation artfully with a tone that says 
you’re a partner, not an adversary.

Listening to Talk Ratio
Research suggests that the balance of listening to talking is crucial 
in a sales call. A good salesperson knows when to listen (which 
should be most of the time) and when to talk. A masterful tone is 
patient when listening and concise yet full when talking.

Active Listening and Self-Actualized Change
Active listening is more than silence; it’s about making the prospect 
feel heard. The tone used should be affirmative and encouraging, 
prompting the prospect to continue sharing. This opens the door for 
the seller to become a facilitator of change, subtly guiding the pros-
pect to the realization that they may need your service or product.

tonAlity As the key to cold cAllinG mAstery
• Warm and personal to open the call.
• Respectful and acknowledging to engage the prospect’s ego.
• Admiring and collaborative to navigate the organiza-

tional structure.
• Empathetic and patient when discussing the prospect’s cur-

rent situation.
• Informative and subtly suggestive when introducing 

your solution.
• Invitational and anticipatory to foster a pull dynamic.
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• Fluid and adaptive to manage resistance like an 
Aikido practitioner.

• Conversational and genuine to build trust.
• Affirmative and encouraging to facilitate self-realized needs.

Tonality in cold calling is a delicate yet powerful tool. It requires 
practice, self-awareness, and an ability to read the nuances of each 
interaction. 

By using these techniques, a seller can transform a routine cold call 
into a compelling conversation that leads to mutual understanding 
and, ultimately, a successful sale.
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CHAP TER 6

MASTERING EMAIL & 
LINKEDIN OUTREACH

Your ability to properly utilize email and LinkedIn can make or 
break your engagement strategy. As we venture into Chapter 6, we 
will embark on a journey to refine your outreach skills, ensuring 
your digital communications resonate with precision and personal 
touch in a crowded and often impersonal digital landscape.

We begin by exploring the “Art of Identifying Trigger Events,” where 
you will learn to spot and leverage key occurrences that signal the 
perfect opportunity to connect with your prospects. Understand-
ing these pivotal moments can significantly increase the relevance 
and timeliness of your outreach, making your message a welcomed 
insight rather than an unwanted interruption.

As we move into “Crafting Emails that Stand Out,” you’ll be 
equipped with the tools and techniques to compose emails that 
not only capture attention but also spark interest and prompt action. 
This section is more than just writing tips—it’s about constructing 
a narrative that entices the reader and stands apart from the deluge 
of digital correspondence they receive daily.
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Then, we will tackle the technical yet crucial aspects of “Ensuring 
Deliverability & Legal Considerations.” This brief guide is impera-
tive to navigate the complexities of email systems and regulations. 
We’ll ensure that your emails not only reach the inbox but also com-
ply with global standards, preserving your reputation and respect 
for your recipient’s privacy and preferences.

“Sequencing & Cadencing: The Unsung Heroes of Outreach” will 
introduce you to the strategic art of timing and frequency. Here, 
you will learn how to design an outreach sequence that builds 
momentum and maintains engagement without overwhelming your 
prospects. This rhythm of communication is often the difference 
between nurturing a lead and losing their interest.

Lastly, in “What to Automate, What to Do Manually”, we’ll explore 
the delicate balance between efficiency and personalization: what 
aspects of your email outreach can be entrusted to the steady pulse 
of automation, and which require the nuanced understanding of 
a manual approach. It’s here that you’ll learn to discern the tasks 
that demand your personal finesse from those that benefit from the 
speed and consistency of automation.

Chapter 6 is a critical piece of your sales mastery puzzle. Get ready 
to transform your digital correspondence into a powerful extension 
of your sales arsenal.

the Art oF identiFyinG triGGer eVents
Understanding and capitalizing on trigger events can be one of the 
most strategic approaches you can adopt in your sales and market-
ing endeavors. 
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A trigger event is a particular occurrence that signifies a potential 
window of opportunity for sales professionals to initiate a conver-
sation with a prospect. Recognizing these events and acting upon 
them with precision can be the difference between a cold pitch and 
a timely offer that meets an immediate need. 

Here, we dive into a compendium of typical trigger events, their 
significance, and how you can effectively track them to optimize 
your outreach.

New Executives: The arrival of new leadership in a company often 
brings about change, and with it, openness to fresh proposals and 
services. Vigilance through Google Alerts, the company’s press 
releases, and LinkedIn updates is crucial in capturing these piv-
otal transitions.

New Job/Role for Current Contact: When a familiar contact 
assumes a new role, it may signify a chance to expand your reach 
within their new organization. LinkedIn notifications are your ally 
here, providing prompt updates on such career developments.

Large Customer Announcement: A newly acquired significant 
customer by a prospect could indicate a favorable climate for their 
investment in your offerings. Stay updated with such developments 
through Google Alerts, press releases, and industry news feeds.

Company Expansion: An organization’s growth phase typically 
entails a broad spectrum of needs, from equipment to services. 
Google Alerts and press release tracking can alert you to these 
lucrative periods.
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Company Relocation: Like expansion, relocation can create a surge 
in demand for various services and products. Employ Google Alerts 
and the company’s own announcements to stay informed.

New Product/Service Announcement: A company launching new 
offerings may have gaps that your products can fill. Keep a watch-
ful eye through Google Alerts, press releases, industry news, and 
social media.

Competitive Product/Service Announcement: Competitive 
launches may spur a company to seek enhancements or add-ons. 
Monitoring Google Alerts and social media can provide insights 
into these opportunities.

Major Competitive Move: Any large-scale move by a competitor 
could prompt a strategic response, creating opportunities for you 
to offer solutions. Google Alerts and industry news will be your 
guiding light here.

Dissatisfaction with Current Vendor: Discontent with a current 
provider can open doors for a new vendor. Tune into industry 
forums and social media to detect such dissatisfaction.

Bad Quarter: A difficult financial quarter could make a company 
receptive to cost-saving solutions. Public financial disclosures and 
earnings calls can give you the necessary intel.

Good Quarter: Conversely, a profitable quarter may lead to 
increased spending on infrastructure or services. SEC filings and 
earnings calls are your go-to sources for such information.
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Mergers and Acquisitions: M&A activities can result in an over-
haul of systems and processes, often requiring new vendor part-
nerships. Monitoring news through Google Alerts and industry 
publications is key.

Legal Problems: Legal challenges could necessitate new compliance 
measures or services. Industry news feeds will often shed light on 
these developments.

Significant Changes in Hiring Velocity: A hiring spree or reduc-
tion can indicate strategic shifts. Google Alerts and press announce-
ments provide early warnings.

Major Industry Development: Significant industry changes 
demand quick adaptation, which can mean opportunity for alert 
vendors. Stay connected to industry news channels for such events.

New Organizational Strategy/Initiatives: When companies pivot 
or launch new initiatives, they may have new needs that your ser-
vices can fulfill. Social media and corporate communications can 
offer clues to these changes.

Buyer Opens Your Email: A prospect engaging with your email 
indicates interest. Email tracking tools via SEPs can provide real-
time alerts to such engagement.

New Legislation: Regulatory changes can drive demand for new 
compliance tools or consulting services. Industry news is a primary 
source for such updates.
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Increase in Expenses: Escalating costs can motivate businesses 
to seek out your cost-saving solutions. Financial disclosures can 
illuminate these trends.

Change in Price/Availability of Essential Resources/Materials: 
Shifts in the materials market may compel companies to look for 
alternatives, making industry news an essential tracking tool.

Awards: Recognition can embolden a company to further invest 
in their success, with news alerts and press releases being good 
indicators of such events.

Evidence of Interest: A public expression of interest by a prospect 
in areas relevant to your products/services can be tracked through 
diligent social media monitoring.

Analyst Report: Influential analyst reports can reshape a com-
pany’s strategy, with publications from analyst firms providing 
timely insights.

Entrance Into New Market: A company’s foray into new territories 
can be fraught with challenges; social media and press releases can 
indicate when such expansions occur.

Additional Funding/IPO: Influxes of capital from funding or IPOs 
can signal a readiness to invest. Keep tabs on funding news via 
Google Alerts and industry news.

It is probably going to be a bit overwhelming tracking all of these 
so make your selection wisely. In time, you will be able to spot a 
trigger event instantly and act on it.
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crAFtinG emAils thAt stAnd out
The average professional’s inbox is perpetually swamped with 
emails clamoring for attention. Standing out in this crowded 
space requires more than just a catchy subject line; it demands a 
meticulous combination of relevance, brevity, and personalized 
engagement. 

This section will explore how to construct emails that not only cap-
ture attention but also compel action, using the provided templates 
as a starting point. Again, we are using JMM as a guideline to write 
completing emails.

understAndinG the AnAtomy oF A compellinG emAil
A well-crafted email is akin to a masterful short story - it has a 
beginning that draws you in (the subject line), a middle that builds 
interest (the body), and an end that calls for action (the CTA). Let’s 
deconstruct the essential elements.
1. The Subject Line: The handshake of your email. It’s the first 

impression that determines whether your email gets opened or 
banished to the depths of the unread pile. Use words that reso-
nate with your recipient’s goals or challenges, like “growth” or 

“innovation,” to pique interest. One-to-two-word subject lines 
convert best.

2. Personalization: The days of “To whom it may concern” are long 
gone. Address your recipient by their first name to establish a 
connection right from the get-go. It tells the reader that email is 
crafted for them and not just a part of a mass email blast. Avoid 
Hey, Hi, Hello. This screams cold outreach and automation.

3. Opening Line: This is where you build rapport. A question like 
“curious if you’re open to chat re: [business function] strategy?” 
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can be powerful as it invites engagement and expresses a gen-
uine interest in their perspective.

4. The Value Proposition: Here’s where the rubber meets the road. 
Mention a similar customer’s success story to lend credibility 
to your message. Quantifiable outcomes work like magnets. Be 
specific about the pain points addressed and the positive out-
comes achieved.

5. The Ask: Finish with a clear, time-bound call-to-action. Asking 
if “we should set up a call Q4” suggests immediacy and helps 
prompt a response.

Now let’s create a model to build our emails and incorporate the 
provided templates as examples.

model For WritinG impActFul sAles emAils
A. Subject Line Development

• Focus on current business objectives or pain points.
• Use keywords that reflect urgency or benefits.
• One to two max

B. Personal Touch
• Use the recipient’s first name.
• Make a reference to a recent event or achievement related to their 

business to show that you’ve done your homework.
• Avoid hey, hello, hi, etc.

C. Showcasing Value
• Start with a concise introduction.
• Quickly pivot to how your offer has produced results for a sim-

ilar company.
• Use data and statistics to underscore the benefits.
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D. Tailoring the Message
• For leads in new verticals, mention alternative industry com-

panies to demonstrate broader applicability.
• Avoid jargon that might not be relevant to the new vertical.

E. Crafting the CTA
• Be clear about what you want: a meeting, a phone call, a demo?
• Suggest a specific timeframe to add a sense of urgency.

F. Closing with Appreciation
• A simple thank you can go a long way.

Here are three models you can use that I’ve taken from Codex 11, 
by JM.

Template 1
subj: growth
Hey {firstname} - curious if you’re open to chat re: [business func-
tion] strategy? [Similar customer] was able to [quantifiable out-
come], saw a reduction in [pain point] and [positive outcome] using 
[process]. If it makes sense Q4, should we set up a call? Thanks 
-{sender initials} 

Template 2
subj: innovation
Hey {first.name} -- any initiatives to allocate budget towards [busi-
ness function/ tech category]? [Customer] saw [outcome] and [x%] 
decrease in [pain point] --[differentiator]. If this is your radar Q4, 
talk soon? THanks {Sender.initials}
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Template 1 Alt
No case study / new vertical
subj: growth
Hey {firstname} - curious if you’re open to innovation re: [business 
function]? [Alternate industry companies] are leveraging [process] 
to [outcome], reducing [pain point]. If it makes sense Q4, should 
we set up a call? Thanks - {sender initials} 

Let’s dive into some time-tested tactics that can add a fresh spin to 
your outreach and help you break through the noise.

1. Brevity is the Soul of Wit: Ditch the pleasantries. In our age of 
digital overload, every word must earn its place in your email. Cut 
out filler phrases like “hope you’re doing well,” which can sound 
insincere and are all too common.

2. Informality Wins: Opt for a casual, conversational tone. Start-
ing with “[firstname],” as opposed to “Dear Sir or Madame,” can 
immediately make your email feel more personal and less like a 
form letter. Colloquial language can often resonate better and make 
your email seem like a message from a colleague rather than a pitch 
from a stranger.

3. Formatting Faux Pas: Sometimes, breaking the rules works. 
Aaron Ross is known for emails that defy traditional formatting - 
no greeting, no sign-off, not even proper capitalization. This kind 
of formatting (or lack thereof) can make your message stand out as 
something different, signaling to the recipient that this is not just 
another templated email.
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4. Embrace the Grammar Funk: Don’t be afraid to break free from 
complete sentences. Composing your email like business poetry, 
with a choppy style, can humanize your language and strip away 
the sterile feel that often accompanies sales emails.

5. The Power of Imagery: Consider sending a simple image with 
a one-word question like “Thoughts?” Images, such as Venn dia-
grams that position your solution at the center, create a pattern 
interrupt and can convey your message visually, often more pow-
erfully than words.

6. Hyperbole and Humor: Using hyperbole or humor can be 
effective if done right. Phrases like “Would it be a crime against 
humanity if I asked for 7 minutes?” can add a touch of personality 
and lightness to your email. Humor, used judiciously, can leave a 
memorable impression, and make your message more engaging.

7. GIFs for a Giggle: The internet loves a good GIF, and so might 
your prospects. Embedding a relevant and humorous GIF can make 
your email more enjoyable and shareable. Just ensure it’s appropri-
ate and aligns with your message.

8. Facetime Drop: Proposing a Facetime call instead of a traditional 
phone call or video conference can add a personal touch that most 
are not expecting in a professional context.

9. Hyper-personalization: Hyper-personalization means going 
beyond surface-level customization. Reference something recent 
and relevant to the recipient, like a podcast episode they featured 
in, and tie it back to your value proposition. Avoid superficial per-
sonalization that doesn’t genuinely connect to your offering.
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10. Venn Diagrams as Visual Aids: Create a Venn diagram that 
positions your company as the intersection of various industry fea-
tures, demonstrating your comprehensive solution. Use tools like 
Google Sheets or Lucidchart for a clean and professional visual.

Embracing these unconventional methods can yield impressive 
results. From securing a meeting with a Chief Digital Officer on the 
first email to receiving a direct call back from a VP after sending 
a bold pitch, the evidence is clear: unconventional messaging can 
break through the barriers of traditional email marketing.

Implementing these techniques may initially feel uncomfortable, 
especially if you’re used to a more conservative approach. However, 
the data doesn’t lie. By incorporating these pattern interrupts and 
creative visuals into your strategy, you’ll likely witness a noticeable 
uptick in your engagement metrics.

As you continue to refine your approach, remember to keep your 
brand’s voice consistent and align these tactics with your overall 
messaging strategy. When done well, you’ll not only capture atten-
tion but also spark genuine conversations that can lead to valuable 
business opportunities.

Here’s an example of how you might apply some of these tactics 
in an email:

Subject: 7-Minute Game-Changer for [business function]?
[firstname],
Dropped formalities at the door. I’m here with a Venn (attached), 

not the philosopher, but a diagram that puts [company name] in 
the sweet spot for [business function] success.
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[Insert Venn diagram]
Not just business poetry, it’s data-driven art. Your thoughts?
Also, could squeeze a 7-minute brainstorm into your calen-

dar? Might just be the most productive coffee break you’ve taken 
this quarter.

Cheers, [sender initials]
P.S. GIFs are the new handshake, right? [Insert clever, con-

text-appropriate GIF]

It’s about creating an email that’s less of a pitch and more of a con-
versation starter. By weaving in these tactics with the foundational 
elements of effective email outreach discussed earlier, you’re craft-
ing a message that not only stands out but also fosters connection 
and intrigue.

ensurinG deliVerAbility & leGAl considerAtions: 
A brieF Guide
When embarking on an email or LinkedIn outreach campaign, it’s 
crucial to consider deliverability and adhere to legal guidelines. 

Not only is this important from a compliance standpoint, but it 
also affects the success of your outreach efforts. 

Let’s delve into strategies and legal considerations to ensure 
your messages reach their intended inboxes and comply with 
global regulations.



104 ·  F r o m  F o U n d e r  t o  c L o S e r

understAndinG emAil deliVerAbility
Deliverability is the measure of how well your emails are making 
it to recipients’ inboxes without being flagged as spam or bounced 
back. Several factors influence this:
• Sender Reputation: Internet Service Providers (ISPs) track your 

sender reputation, which is affected by the volume of emails sent, 
frequency, and how recipients engage with your emails. High 
bounce rates and spam complaints can damage your reputation.

• Email Authentication: Protocols like SPF (Sender Policy Frame-
work), DKIM (DomainKeys Identified Mail), and DMARC 
(Domain-based Message Authentication, Reporting, and Con-
formance) authenticate your emails, ensuring they’re sent from 
a legitimate source.

• Content Relevance: ISPs monitor user engagement. Emails 
with high open and reply rates are less likely to be marked as 
spam. Tailoring content to the recipient’s interests and behaviors 
is essential.

• Engagement Metrics: Regularly clean your email list to remove 
inactive subscribers and make sure to engage with those who 
show interest. This practice will improve your open rates and 
overall engagement metrics.

• IP Warm-Up: When starting with a new IP address, gradu-
ally increase your sending volume. This process, known as IP 
warming, helps build a positive sending reputation with ISPs.

On the legal front, several regulations govern commercial email and 
electronic messaging. Compliance is non-negotiable, and failure to 
do so can result in hefty fines and damage to your brand’s reputation.

• CAN-SPAM Act (US): This act sets rules for commercial 
email, establishes requirements for commercial messages, gives 
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recipients the right to have you stop emailing them, and spells 
out tough penalties for violations.

• GDPR (EU): The General Data Protection Regulation requires 
explicit consent from individuals in the EU before sending them 
marketing emails. You must provide a clear way to opt-out and 
respect user privacy by safeguarding their data.

• CASL (Canada): Canada’s Anti-Spam Legislation is one of the 
strictest laws worldwide, requiring implied or express consent 
to send commercial electronic messages and including stringent 
requirements for message content.

• PECR (UK): The Privacy and Electronic Communications Reg-
ulations govern the sending of marketing emails, requiring prior 
consent and providing clear opt-out options.

• Spam Act 2003 (Australia): This act requires consent, identi-
fication, and an opt-out method for all commercial messages.

To align your outreach campaigns with these regulations, consider 
the following best practices:

• Obtain Consent: Always get permission before sending com-
mercial emails. It’s not only a legal requirement but also a best 
practice that enhances trust and engagement.

• Provide Clear Opt-Out Options: Make it easy for recipients to 
unsubscribe from your communications. This is a legal require-
ment and a matter of respect for the recipient’s preferences.

• Be Transparent: Clearly identify yourself and your organization. 
Deceptive subject lines, sender names, or content can lead to 
legal issues and mistrust.

• Secure Data: Implement robust security measures to protect 
personal data you collect and store. Regularly review and update 
your practices to prevent data breaches.
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• Train Your Team: Ensure that all team members are educated 
on the legal requirements and best practices of email and Linke-
dIn outreach.

• Monitor Changes: Laws and regulations can change, and it’s 
important to stay updated on both domestic and international 
rules if you’re reaching out across borders.

• Document Compliance Efforts: Keep records of consent, email 
lists, and your compliance practices in case you need to demon-
strate your due diligence.

When it comes to LinkedIn outreach, deliverability is less of a 
technical concern but ensuring that your messages are read and 
engaged with is still critical. LinkedIn’s algorithm favors content 
and messages that generate interaction. Personalization and rel-
evance are paramount.
• Personalize Your Connection Requests: When you send a 

connection request on LinkedIn, include a personalized note 
that explains why you’re reaching out and what value you 
can offer.

• Engage Before Selling: Build relationships with your con-
nections by engaging with their content before pitching your 
services or products.

• Respect LinkedIn’s User Agreement: Avoid any practices that 
violate LinkedIn’s terms, such as sending spammy messages 
or using automation tools that are not approved by LinkedIn.

• Utilize InMail Wisely: InMail messages can bypass the need 
for a connection but use them judiciously. They should be 
reserved for well-researched and highly personalized out-
reach efforts.
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sequencinG & cAdencinG:  
the unsunG heroes oF outreAch
Sequencing and cadencing in the context of sales and marketing 
refer to the strategic scheduling and structuring of your outreach 
efforts. A sequence is a series of messages or contacts planned out 
over a period, while cadence refers to the rhythm or pattern of 
these interactions. The goal is to optimize the timing, frequency, 
and content of touchpoints to increase the chances of connecting 
with prospects and ultimately, closing deals.

the concept oF speArs And bumps
Incorporating the principles of what’s been termed the JMM into 
sequencing and cadencing involves using what are known as 

“Spears” and “Bumps”. Here’s a closer look at these tactics:

JM Spears: Spears are sharply focused, concise emails or messages 
that cut through the noise by being as brief as possible. They zoom 
in on the prospect’s pain points, offer a relevant solution, and con-
clude with a clear call-to-action (CTA). The idea is to disrupt the 
pattern of lengthy emails and deliver compressed, impactful content.

Bumps: Bumps are follow-up interactions that occur ideally at ran-
dom times over the next couple of days. These are typically short 
replies to the original spear or small pieces of additional informa-
tion that reinforce the message and keep the conversation going.

The rationale behind Spears and Bumps is that more precise, pain-
point-oriented communication yields higher conversion rates. It’s 
about making every word count and being direct.
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the philosophy oF “uGly” emAils
Justin Michael advocates for “ugly” emails—these are messages that 
break away from the polished, formal look of traditional business 
communication. The reason is grounded in practicality and psy-
chological impact:

• Variety of Screens: There’s a plethora of device screen sizes and 
types, especially within Android ecosystems. Compact, “ugly” 
emails ensure readability across diverse devices.

• Pattern Interruption: A less polished, more straightforward 
email mimics the brevity and directness of a text message, which 
can be a refreshing change for recipients accustomed to formu-
laic emails.

• Efficiency: “Ugly” emails get to the point quickly, which 
is respectful of the recipient’s time and can stand out in a 
crowded inbox.

exAmple oF A compActed speAr
Here’s a compacted spear as outlined by Justin Michael, designed 
to be quick and to the point:

Hey Ray, Your quote about keyless entry and geolocation in 
Wired was spot on. Our tech enables that but with more accu-
rate fences—trigger loyalty programs from the parking lot? Quick 
zoom? Thanks, Mario

The message is short, acknowledges the recipient’s expertise, intro-
duces the value proposition, and ends with a CTA, all while main-
taining informality and brevity.
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the strAteGy behind triples
Another strategy called “Triples” involves sending a call, voicemail, 
and email in quick succession with limited personalization. This cre-
ates what’s known as a “bee swarm effect,” the saturation or frequency 
of touches amplifies the message’s presence in the prospect’s mind.

bAlAncinG personAliZAtion
While personalization is important, according to research shared 
by Justin Michael, only about 20% personalization is needed. Going 
beyond this can seem overeager or even invasive. Effective person-
alization should be immediately relevant without being excessive. 
The aim is to pique interest without overwhelming the recipient 
with unnecessary details.

ApplyinG these methods in sequencinG & cAdencinG
In your outreach sequences and cadences, Spears and Bumps can 
be deployed strategically. A typical sequence may start with a Spear 
to grab attention, followed by Bumps for sustained engagement. 
Here’s how a sequence might look:

1. Initial Spear: Send a compacted spear focusing on the pros-
pect’s pain point.

2. First Bump: Follow up the next day with a short, casual reply 
or new piece of information related to the original message.

3. Second Bump: After another day or at a random interval, 
send another brief message that keeps the conversation alive 
or prompts for a response.

When integrating these tactics into your outreach strategy, it’s cru-
cial to monitor the performance and tweak the cadence as necessary. 
Tracking open rates, response rates, and engagement levels will help 
you refine your approach for maximum effectiveness.
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complete sequence clusters & nArrAtiVes
Justin Michael’s innovative approach to email sequences introduces the 
concept of geometric shapes into the structuring of outreach. Viewing 
sequences as a pattern or a shape can help in visualizing the outreach 
strategy more concretely and can add a layer of psychological com-
plexity to the interaction that could be beneficial in engaging prospects.

desiGninG A cluster
A cluster, as defined in the JMM, consists of a series of touches, or 
interactions, that form a cohesive narrative or idea. The geometric 
structure proposed is a series of three clusters, each with three pings 
(an initial spear followed by two bumps), spread over two weeks. 

This structure allows for a narrative to unfold gradually, with each 
cluster building upon the previous one’s momentum.

The purpose of these clusters within the sequencing is multifold:
1. Maintain Engagement: By having a structured follow-up, you 

are more likely to keep a prospect’s attention over time.
2. Build Narrative: Each cluster allows you to unfold a part 

of your sales story, making the interaction more engaging 
and informative.

3. Create Anticipation: The pause between clusters can create a 
sense of anticipation, preparing the prospect for the next piece 
of information.

cluster 1: estAblishinG credibility With sociAl prooF
Day 1 / Email 1: The first email in this cluster should introduce the 
narrative of social proof. This could include client logos, a brief 
mention of notable partnerships, or an impactful statistic that 
demonstrates market trust in your product or service.
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Day 2 / Bump: This is a light touch that re-emphasizes the social 
proof shared on Day 1. It could be a short, intriguing fact or a teaser 
for more information.

Day 3 / Bump: The final touch in this cluster might include a 
testimonial or a brief case scenario that reinforces the social 
proof narrative.

cluster 2: demonstrAtinG VAlue throuGh  
cAse studies/testimoniAls

After a strategic pause to allow the information to be digested:

Day 5 / Email 2: This email shifts the narrative to the tangible value 
your company offers, perhaps by sharing a case study or a detailed 
testimonial that showcases your product’s or service’s impact.

Day 6 / Bump: Follow up with a quote from the case study that 
highlights a key benefit or result. It serves as an echo of the value 
proposition shared in the email.

Day 7 / Bump: Cascade the results, further detailing the outcomes 
and successes of the case study, possibly with hard data or metrics 
that underscore the benefits.

cluster 3: positioninG in the competitiVe lAndscApe
After another reflective pause:

• Day 9 / Email 3: The narrative here might involve positioning 
your offering within the competitive landscape. Utilizing a Venn 
diagram could visually communicate where your product fits 
and stands out in the market.
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• Day 10 / Bump: This bump could ask a strategic question or 
present a mini challenge that encourages the prospect to think 
about their current solutions versus what you offer.

• Day 11 / Bump: The final touch might summarize the value 
proposition and unique differentiators, nudging the prospect 
towards a call-to-action like a meeting or a demo.

the psycholoGy behind clusters
The psychological impact of these clusters is based on creating a 
story that develops with each interaction. By structuring the out-
reach in this manner, the narrative does not overwhelm the pros-
pect with too much information at once. 

Instead, it allows them to process and become curious about what 
comes next, effectively utilizing the principles of curiosity and 
anticipation to keep the prospect engaged.

The choice to incorporate Spears and Bumps into this structure adds 
an element of randomness to the timing of follow-ups, which can 
make the interactions feel more organic and less like a scheduled 
marketing sequence. This humanizes the outreach process and can 
improve response rates.

Moreover, the clear structure of clusters helps sales reps to man-
age their outreach efforts systematically, ensuring no prospect falls 
through the cracks while providing ample touchpoints to maximize 
the chances of a response.

Fully executed 7-dAy sequence AnAlysis: A cAse study
The provided sequence is an excellent example of the JMM in action, 
depicting a robust, multi-touch outreach strategy condensed into 
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a potent 7-day framework. Here’s a breakdown of the sample 
sequence, elucidating the tactics used and their intended impact 
on the prospect.

Day 1 — The TRIPLE Attack
On the first day, a “Triple” is deployed to lay the groundwork. This 
aggressive, multi-channel approach includes:
1. Custom Connect on LinkedIn: A personalized invitation to 

connect, likely complimenting the prospect’s insights or role 
to build rapport.

2. Narrative One (Email 1): The initial email offers a “30K feet 
value prop”—a high-level overview of the value proposition. In 
this case, it directly refers to a statement from the prospect’s 
LinkedIn profile to make it resonate on a personal level. The 
email is precise, mentioning concrete efficiency improve-
ments and name-dropping other significant clients to estab-
lish credibility.

Day 2 & 3 — Establishing Presence with Bumps and Touches
• Day 2 / Bump: The follow-up is a simple, one-liner “Thoughts?” 

It’s a low-effort touch that carries the psychological weight of a 
nudge, reminding the prospect of the previous day’s proposition.

• Day 3 / Ghost Call: A “ghost call” refers to a call made to the 
prospect without the expectation of an answer; it’s meant to 
introduce your phone number and possibly lead to a voicemail 
that reinforces your name and company.

• Day 3 / LinkedIn Touch & Bump: Another LinkedIn touch may 
be an engagement on the prospect’s content or a message, fol-
lowed by a bump containing a Venn Diagram — a visual element 
intended to demonstrate the unique position and advantages 
of the offer.
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Day 5 & 7 — Building the Narrative with Triple & Bumps
• Day 5 / Triple & 3rd LinkedIn Touch: This includes a reiteration 

of the Triple strategy, maintaining momentum and ensuring 
the prospect is continually reminded of your presence. A third 
LinkedIn touch could be a more direct message now that there’s 
an established connection.

• Day 5 / Narrative Two (Email 2): A fresh email thread begins, 
offering a new narrative centered on social proof. A case study 
detailing specific, quantifiable benefits realized by a similar 
company is shared to stir the prospect’s imagination and desire 
for similar results.

• Day 6 / Bump: This bump uses vivid storytelling, asking the 
prospect to visualize the impact of the product/service on their 
business, supported by a visual demonstration or ‘wow moment’ 
to make the message more engaging and concrete.

• Day 7 / Ghost Call & Bump: Another ghost call is placed to 
reinforce your commitment to the outreach. The final bump 
plays on the fear of missing out (FOMO), highlighting the 
opportunity cost of not engaging with your offer, and asks for 
a brief 11-minute meeting, suggesting brevity and focus.

strAteGic AnAlysis oF the 7-dAy sequence
This 7-day sequence is a tightly woven narrative with strategic 
touches designed to accomplish several goals:

• Establish Credibility: By mentioning how other big companies 
have seen success with the service, it sets a foundation of trust.

• Create a Connection: Using LinkedIn as a platform for touches 
ensures that the prospect sees a name and face, not just an email 
address, fostering a more personal connection.
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• Drive Engagement: The narrative evolves from an initial value 
proposition to social proof, to a direct challenge of the prospect’s 
current situation.

• Invoke Immediacy: By compressing the sequence into seven 
days, there’s a sense of urgency and immediacy that’s commu-
nicated to the prospect.

• Maintain Top-of-Mind Awareness: With strategic bumps and 
touches, the sequence keeps the salesperson and their offer in the 
forefront of the prospect’s mind without being overly aggressive.

• Leverage Multi-Channel Outreach: Utilizing both email and 
LinkedIn creates multiple points of contact, increasing the like-
lihood of a response.

This sequence exemplifies modern outreach tactics that are assertive 
yet tactful, designed to capture attention in a busy digital landscape. 
It reflects an understanding of human psychology in sales, the 
importance of persistence, and the power of a well-crafted narrative. 

Through a blend of direct communication, social proof, and stra-
tegic timing, this approach aims to maximize engagement and 
response rates within a concise timeline.

personAliZAtion And pAttern interrupts in sAles
In crafting persuasive sales messages, the art lies in striking a del-
icate balance between personalization and differentiation. This 
method emphasizes a strategic approach to customization that 
can significantly increase engagement rates. Here’s an exploration 
of his insights with adapted examples to illustrate the technique.
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personAliZAtion throuGh exAct results
Original Approach: The initial suggestion is to personalize your 
outreach with specific, quantifiable results that your service has pro-
vided to similar customers. This tactic not only exhibits your success 
in a relatable scenario but also instills confidence in the prospect.

Adapted Example: “We empowered a leading FinTech firm to boost 
their transaction security by 45% with our advanced fraud detec-
tion algorithms.”

leVerAGinG recommendAtions
Original Approach: Another level of personalization can come 
from leveraging recommendations or commendations the pros-
pect has received, linking their achievements or attributes to the 
potential benefits of your service.

Adapted Example: “Tom, your colleague Laura praised your inno-
vative approach to SaaS solutions. It’s clear you’d appreciate how 
our integrated analytics platform can streamline your workflow, 
potentially boosting your operational efficiency by over 30%.”

synthesis equAls insiGht
Original Insight: JM’s method suggests combining personalization 
based on demographic, firmographic, psychographic, and techno-
graphic factors to create a consultative appearance. This “blended 
insight” approach demonstrates an understanding of the prospect’s 
unique environment and needs.

Adapted Example: “Samantha, considering your company’s 
recent expansion by 20% and the acquisition of B2B Solutions, 
you’re likely facing challenges in unifying disparate systems. Our 
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modular integration software could seamlessly align your opera-
tions, just as it did for GlobalTech, resulting in a 50% reduction in 
system mismatch.”

pAttern interrupt techniques
Original Concept: Using unconventional methods to grab atten-
tion, such as direct statements without pleasantries, can serve as 
effective pattern interrupts, carving out a unique space in a pros-
pect’s mind.

Adapted Examples:
• Direct Approach: “Increased Lead Conversions by 27% for Mar-

ket Leaders. Interested in how?”
• No CTA: Remove the call to action to pique curiosity. Instead 

of asking for a meeting, leave them with a compelling fact 
or question.

• Grammar Quirks: Use conversational or informal grammar 
to stand out. “Wanna boost sales? Let’s chat. It’s big-win time.”

• Self-Deprecation: “I’d rather have coffee with you than send 
another stale pitch. Shall we?”

WhAt to AutomAte, WhAt to do mAnuAlly
Striking the right balance between automated processes and man-
ual intervention is critical. Let’s navigate through the specifics of 
what to automate and what to handle manually, ensuring your out-
reach is both efficient and effective.

WhAt to AutomAte
In-thread Replies Automating follow-up messages, or “bumps,” can 
keep the conversation with your prospects alive without requiring 
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constant manual input. For instance, after an initial email, you can 
schedule automated in-thread replies such as sharing a relevant case 
study or a simple, “thoughts?” These timely nudges can re-engage 
a prospect without appearing impersonal.

Calendar Invites and Reminders Once a meeting is booked, auto-
mating calendar invites and subsequent reminders is a practical way 
to ensure both you and your prospect remember the appointment. 
An automated reminder 24 hours before the meeting, followed 
by another an hour prior, can significantly reduce no-shows and 
last-minute cancellations.

AI Note Takers If your sales process includes AI tools for note-tak-
ing during calls, automating the distribution of meeting notes, tran-
scripts, summaries, and recordings can provide immense value to 
both you and your client. After a discovery call or demo, having 
these resources automatically sent not only saves time but also rein-
forces the professionalism and thoroughness of your engagement.

Lead Scoring and Segmentation Utilize your CRM’s automation 
capabilities to score and segment leads based on their engagement 
with your emails. Scoring rules can be set to identify which leads 
are hot based on their interaction, such as email opens, link clicks, 
and replies, allowing for more personalized follow-ups.

Email Sequencing Automated email sequences can handle the 
cadence of your outreach, ensuring that your messages are sent 
out at optimal times without daily input. For example, a sequence 
may involve an initial personalized email followed by a series of 
automated messages that provide additional information and value, 
spaced out over several days or weeks.
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WhAt to do mAnuAlly
First Email in the Sequence The first email is your opening act, the 
first impression that sets the stage for future interaction. This email 
must be hyper-relevant and hyper-personalized to the recipient’s 
current situation, industry trends, or pain points. It should reflect 
a deep understanding of their business and how your offering can 
help, which automation simply cannot achieve.

Personalized Follow-Ups While ‘bumps’ can be automated, there 
comes a point in the conversation where manual, personalized fol-
low-ups are necessary — especially after a prospect has engaged 
with your earlier automated emails. At this juncture, your response 
should be tailored to their previous interactions, questions raised, 
or objections made, showing that you are attentively engaged in 
the dialogue.

High-Value Prospects For high-value prospects, every interaction 
should be carefully crafted. Automation can’t replicate the nuanced 
understanding of a business’s unique challenges or the personal 
touch that might be needed to move high stakes deal forward.

Handling Objections When a prospect responds with specific 
objections or concerns, these must be addressed thoughtfully and 
personally. An automated reply could come off as dismissive and 
damage the relationship.

Complex Questions If a prospect asks complex, detailed questions, 
these are best handled manually. Providing in-depth, customized 
responses will demonstrate your commitment to their needs and 
showcase the expertise they can expect from your company.
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In conclusion, effective email outreach is like conducting an orches-
tra; while some instruments can play autonomously to a set rhythm, 
others need the conductor’s direct input to harmonize with the 
whole. By automating certain aspects of your email outreach, you 
can maintain a consistent and timely presence in your prospect’s 
inbox. 

Simultaneously, by handling key communications manually, you 
ensure that each message resonates personally and powerfully, fos-
tering a sense of genuine connection and understanding that only 
human interaction can achieve. 

The art lies in discerning which processes benefit from automa-
tion and which ones demand the personal touch that only you 
can provide.
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CHAP TER 7

DOMINATING SOCIAL SELLING 
- WORKING LINKEDIN

proFile optimiZAtion & messAGe crAFtinG
In the age of digital networking, LinkedIn stands out as the profes-
sional’s Rolodex. Your profile is more than just a resume; it’s a dig-
ital handshake, the first impression that precedes your reputation.

Mastering LinkedIn starts with optimizing your profile to position 
yourself not just as a participant, but as a thought leader in your 
industry. Here are actionable tips to elevate your LinkedIn profile:

First Impressions Count: Your profile picture and banner are your 
first opportunities to communicate professionalism and branding. 
Choose a high-quality, recent headshot that aligns with your role or 
industry. Your banner should complement your professional brand; 
it could showcase your company’s branding or imagery related to 
your expertise.

More Than a Job Title: Don’t just list your position; your headline 
should tell your story. Use this space to showcase your specialty, 
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value proposition, or unique selling points. For instance, “Sales 
Strategist | Helping Startups Scale with Proven High-Tech Solutions” 
tells a more engaging story than simply “Sales Manager.”

Your Professional Story: The summary section is your elevator 
pitch. It’s where you can weave your professional journey into a 
compelling narrative. Focus on how your experiences shape the 
value you bring to your industry. Use first-person to make it more 
relatable and inject keywords for SEO optimization.

Show, Don’t Tell: Rather than just listing duties, highlight achieve-
ments with quantifiable results. Use bullet points to break down 
your successes, making them easy to read and more impactful. For 
instance, “Increased sales revenue by 30% YoY” gives a concrete 
picture of your capabilities.

Social Proof: Having a list of skills is great, but endorsements and 
recommendations serve as social proof of your expertise. Actively 
seek endorsements from colleagues and clients, and don’t be afraid 
to ask for recommendations, especially from those who can attest 
to your skills and accomplishments.

Visual Storytelling: Enhance your experience sections by adding 
rich media such as videos, presentations, and images. This visual 
element can make your profile stand out and allows others to 
quickly understand your professional story and achievements.

Personal Branding: LinkedIn allows you to customize your profile 
URL. Make sure it’s professional and memorable, ideally your name 
or brand. This small detail adds a level of polish to your profile and 
makes it easier for people to find you.
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Thought Leadership: Share articles, write posts, or publish on 
LinkedIn to demonstrate your expertise. Engage with your network 
by commenting on and sharing relevant content. Regular activity 
positions you as an active thought leader in your field.

crAFtinG eFFectiVe messAGes For mAximum 
linkedin enGAGement
Engaging in any form of outreach, particularly via platforms 
like LinkedIn, requires a nuanced and sophisticated approach to 
crafting your messages. This advanced technique for shaping your 
outreach offers a step-by-step methodology that maximizes the 
likelihood of resonating with your target audience.

Understanding the Four Pillars:
1. Selling a Product: The core of any sales outreach is to market 

a product or service. However, the Fourth Frame methodology 
highlights the importance of not just selling but presenting the 
product as a solution tailored for the recipient’s unique needs.

2. Selling Time: This doesn’t just mean getting your audience to 
invest their time in hearing you out. It’s about presenting an 
opportunity that’s so intriguing; it makes the recipient feel it’s 
worth setting aside time for.

3. Selling the ROUTE (Matrixed): This is the journey you’re offer-
ing them – the path to solving their problem or leveraging an 
opportunity. It’s the ‘how’ behind your product’s promise.

4. Converse: Don’t make it a one-way street. Engage in dialogue, 
inviting feedback, questions, and concerns. This not only builds 
trust but provides you with invaluable insights.
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Staying Laser-focused:
1. Their Problem/Opportunity: You need to tap into the primary 

challenges or opportunities they’re facing. By demonstrating 
that you understand their pain points or aspirations, you auto-
matically become more relevant in their eyes.

2. Being Curious: Take a genuine interest in their world. Examine 
their profile, gather what you can about their interests, their role, 
their challenges, and what they’re passionate about. It provides 
context and shows you’ve done your homework.

3. Positioning Yourself as the Solution: Once you’ve identified 
their pain points or aspirations, align your product or service 
as the bridge to their desired future state. Make it evident that 
you aren’t just selling; you’re offering a solution.

The Polarity Shift:
The key to this methodology is constantly shifting between under-
standing their problem and being genuinely curious about their 
world. It’s a dance, moving back and forth between these two focal 
points until you detect a shift in their demeanor. This “crack” or 
polarity shift suggests they’re starting to see the value you bring 
to the table.

This process is not about applying abstract science. It’s about prac-
ticing active listening, much like a detective piecing together clues 
or a therapist tuned into a client’s concerns. By oscillating between 
these two points of focus (their problem and their world), you’re 
not only gathering information but making it evident that you care.

Removing the Ego:
One of the most understated yet profound aspects of this method 
is its ability to strip away any inclination to “show off.” Traditional 
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outreach methods often encourage salespeople to talk at length 
about their accomplishments, their product’s features, or the awards 
they’ve garnered. 

However, you must prioritize the recipient’s needs and concerns 
over the sender’s accolades. This shift in approach fosters genuine 
connection and trust, which are indispensable in the world of sales.

hoW to mAximiZe Video in linkedin outreAch
Video on Connection’ offers a contemporary and transformative 
way to approach LinkedIn connections. Let’s dive into its mechanics 
and potentials.

A Breakthrough Approach:
Although the idea might seem simple at first, it can have a profound 
impact when executed correctly. Rather than sending a traditional 
text-based message to a new connection, this method involves creat-
ing a short video where you talk directly to the camera, explaining 
your model or business proposition. 

This video is then sent to every new connection that aligns with 
your target demographic or appears to be a valid lead.

The Power of Authenticity:
The strength of this approach lies in its authenticity and humility. 
By addressing potential connections through a video, you’re demon-
strating sincerity, vulnerability, and an earnest desire to engage. 

The act of directly discussing the challenges your business addresses 
or solutions you offer can be far more compelling than written 
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words. There’s a level of transparency and trust established when 
someone can see your facial expressions, hear the intonation in 
your voice, and truly feel the passion you exude.

Real-World Success:
The practicality and effectiveness of this method aren’t mere spec-
ulations. Enterprise representatives have been observed employing 
this strategy for every new connection they acquire. 

Previously, such video outreaches were sporadic, but the increasing 
success rate has made it a regular practice for many.

Consider this: Isn’t it revolutionary to switch from conventional 
text messages to personalized video messages? And the beauty is, 
you don’t have to wait long for a live example - many professionals 
adopting this strategy are keen on sharing their success stories.

Crafting Your Message:
So, how do you go about creating a compelling video message? 
Here’s a sample script to guide you:

Haya [name], excuse the unorthodox approach. The reason I 
wanted to connect with you is I’m currently working with major 
companies like X, Y, Z, where I tackle these three key challenges:

1.

2.

3.



d o M i n A t i n g  S o c i A l  S e l l i n g  -  W o r k i n g  l i n k e d i n  ·  127

Would you be open to an exploratory conversation?

If not, let me know either way.

Remember, the script is merely a foundation. Tailor it to suit 
your brand’s voice and the specific needs of the individual 
you’re addressing.

The Process:
The execution is straightforward:

1. Record your message using the front-facing camera of 
your smartphone.

2. Using the LinkedIn Mobile App, go to the desired mes-
sage thread.

3. Spot the video button - that’s your tool for uploading the video 
directly to the conversation.

Embracing this video outreach strategy could be a game-changer. 
It’s recommended to try this outreach method anywhere from 50 
to 200 times. 

You might be skeptical at first, but the results can be surprisingly 
positive. 

The blend of technology and genuine human connection is powerful. 

By utilizing platforms like LinkedIn to their fullest potential, pro-
fessionals can foster deeper, more meaningful connections in the 
business realm.
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thouGht leAdership And content cAlendAr
Thought leadership on LinkedIn transcends mere content sharing; 
it’s about establishing your voice in the industry and becoming the 
go-to source for insights and information. A well-executed thought 
leadership strategy not only enhances your brand but also builds 
trust with your audience. Here’s how to craft and curate content 
that resonates and engages.

Video, Video, Video In the digital age, video reigns supreme. On 
LinkedIn, videos generate more engagement than any other content 
type. They’re a powerful tool to share your narrative, from quick 
tips to deep dives into industry trends. Use videos to convey your 
expertise, share your company’s story, or explain complex concepts 
in an accessible format.

Carousel Posts Carousel posts on LinkedIn allow you to combine 
visuals and text in a swipeable format that’s perfect for storytelling 
or sharing step-by-step guides. They’re engaging and encourage 
interaction as users swipe through slides. Use carousels to break 
down intricate subjects into digestible pieces or to share multiple 
perspectives on a topic.

Newsletters Keep Them Coming Back for More LinkedIn’s 
newsletter feature enables you to regularly send curated content 
directly to the feeds of subscribers. This feature keeps your audience 
engaged with consistent thought leadership content. Use newsletters 
to explore themes over time, deepen discussions on pertinent topics, 
or provide regular industry updates.

Articles Give Your Content Authority Long-form articles on 
LinkedIn enhance your credibility and give you space to explore 
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subjects in depth. They signal to your network and beyond that you 
are an authority on the subjects you discuss. Leverage articles to 
delve into complex industry issues, share personal business expe-
riences, or offer detailed analyses.

LinkedIn Live Events Live events create real-time engagement 
opportunities. They can be leveraged for Q&A sessions, panel dis-
cussions, or interviews with industry experts. This format adds 
a layer of authenticity and can foster a sense of community and 
belonging among your audience.

Poll Your Audience Polls are a simple yet effective way to engage 
your audience and gather opinions. They can be used to generate 
discussions around industry trends, gauge interest in potential 
product offerings, or simply to understand your audience better.

Thought Leadership Posts Regular posts that provide unique 
insights establish your voice in the field. Share your take on the lat-
est industry news, emerging trends, or policy changes. These posts 
should reflect your professional perspective and spark conversation.

Images Featuring Catchy Text Visual content with compelling 
text can grab attention quickly. Use this format to share powerful 
quotes, key statistics, or thought-provoking questions that can lead 
to further engagement.

Product Launches and Feature Enhancements When your com-
pany releases a new product or updates an existing one, LinkedIn 
is a prime place to announce it. Craft posts that not only inform 
but also educate your audience on the value these offerings bring.
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Celebrate Company Wins and Milestones Sharing company 
achievements on LinkedIn can amplify your brand’s success. 
Whether it’s reaching a milestone, winning an award, or achiev-
ing a significant goal, these celebrations humanize your brand and 
share positive narratives.

Highlight Company Leaders Showcasing the people behind your 
brand can lend a personal touch to your corporate identity. Share 
stories and achievements of your company leaders to build relat-
ability and trust.

Drive Registration for Events Utilize LinkedIn to promote and 
drive registration for events that your company is hosting or spon-
soring. Share behind-the-scenes content, speaker profiles, or topics 
of discussion to pique interest.

Promoting eBooks LinkedIn can be an effective platform to pro-
mote downloadable content like eBooks. Use posts to tease out key 
insights from the eBook or explain how readers will benefit from 
downloading it.

Third-Party Content Curating third-party content can position 
you as a resourceful leader who is well-read and informed about the 
broader industry. Share and comment on content from reputable 
sources, adding your insights to the conversation.

Original Research If your company conducts original research, 
LinkedIn is an excellent place to share those findings. Original data 
and insights showcase your company’s commitment to advancing 
industry knowledge.
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Regular posting keeps your brand top of mind and encourages 
ongoing engagement with your network. Each content type offers 
a different way to connect with your audience, and a strategic mix 
will cater to diverse preferences, ensuring that your message reso-
nates with a broad audience.

content cAlendAr For thouGht leAdership on linkedin
A well-planned content calendar is essential for maintaining a con-
sistent and impactful presence on LinkedIn. It helps you organize 
your thought leadership strategy, ensuring you deliver relevant 
content that drives engagement and supports your business goals. 
Let’s walk through the steps to create and utilize an effective con-
tent calendar.

Define Your Goals Begin by setting clear objectives for your Linke-
dIn presence. Are you looking to generate leads, establish brand 
authority, or foster community engagement? Your goals will guide 
the type of content you produce and how you measure success.

Create a Template for the Calendar Design a template that suits 
your workflow. Whether it’s a spreadsheet or a specialized software 
tool, your template should include columns for publication dates, 
content topics, content formats (video, article, post), responsible 
team members, and status updates.

Choose Your Channels Identify which LinkedIn features will best 
serve your goals. Will you publish articles, posts, videos, or a com-
bination of these? Each channel can serve different purposes, from 
deep engagement to broad outreach.
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Start with the Calendar Year Outline your calendar with the 
macro view of the year. Note any industry events, seasonal themes, 
or significant dates that align with your business. These can serve 
as tentpoles around which to build your content themes.

Add Your Own Content Plot your original content first, spacing 
out larger pieces like research reports or eBooks, and ensuring that 
you have a steady stream of posts, videos, and articles in between. 
Consider how this content can be repurposed or broken down into 
smaller pieces to maximize its impact.

Keep Evergreen Content at Hand Maintain a repository of ever-
green content that is always relevant to your audience. This can be 
used to fill gaps in your calendar or be republished when appropri-
ate, saving time and effort on content creation.

Make Use of Prior Content Review your past content to see what 
can be updated or repurposed. An old article may be refreshed 
with new data, or a popular video might be turned into a series of 
follow-up posts.

Decide on the Publishing Frequency and Set Time Limits Based 
on your capacity and audience engagement levels, decide how often 
you will post. Be realistic about what you can manage consistently. 
Set specific timeframes for content creation and review processes 
to ensure you stick to your publishing schedule.

Update and Review Your Plan Your content calendar is not set 
in stone. Regularly review and adjust it as needed based on your 
content’s performance and any changes in your business strategy 
or industry trends.
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Monitor How Your Content Is Received Use LinkedIn’s analytics 
tools to track the performance of your content. Monitor engagement 
metrics like shares, comments, and likes, as well as click-through 
rates for more actionable content. This data will inform you how 
you tweak your calendar and content strategy over time.

By meticulously planning your content calendar, you can ensure 
that your thought leadership efforts on LinkedIn are strategic, well-
timed, and in line with your business objectives. 

A good content calendar is a living document that adapts to feed-
back and results, allowing you to continuously refine your approach 
and maximize the impact of your social selling efforts.
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CHAP TER 8

THE POWER OF 
“PRESSING THE FLESH”

In an era where digital connections have become the norm, the 
visceral impact of face-to-face interactions cannot be overstated. 
Chapter 8 is dedicated to the often-underappreciated art of “press-
ing the flesh”—the colloquial term for engaging in person with 
peers, prospects, and thought leaders at conferences, conventions, 
and industry events. 

It is here that the digital handshake is replaced by the physical one, 
and where the subtleties of body language speak volumes more 
than the most eloquent email ever could.

Why, in a world hyper-connected by technology, do conferences, 
conventions, and industry events still matter so much? 

Is it the unfiltered exchange of ideas, the spontaneous opportunities 
for collaboration, or the serendipitous encounters that can alter the 
course of your business? 
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This chapter dives into the tangible and intangible benefits of being 
there, in the flesh, where first impressions are made, and relation-
ships are forged in real-time.

How does one effectively prepare for any event to ensure it’s not 
just time spent, but time invested? 

What are the tools, tactics, and mindsets required to transform an 
ordinary attendance into a memorable presence? 

As we explore the nuances of preparation, we’ll uncover the strate-
gies that turn passive participation into active engagement.

Then, we delve into the power of the “Five Minute Coffee”—a 
micro-meeting that can have macro effects on your business rela-
tionships. How can such brief encounters leave lasting impressions, 
and what’s the secret to making every minute count? We’ll discuss 
how to distill your message, present your value, and spark interest 
in the time it takes for a quick caffeine fix.

Maximizing your impact during events is about more than just 
showing up; it’s about standing out. But what does it truly take 
to not just be another face in the crowd, but a memorable pres-
ence that people seek out? This chapter will guide you through 
crafting an impactful personal narrative, leveraging your unique 
strengths, and being the attendee that everyone remembers — for 
all the right reasons.

Finally, strategic networking and follow-up techniques are what 
transform fleeting encounters into lasting business relationships. 
How do you convert a handshake into a meeting, a business card 
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into a contract, an introduction into a partnership? We will exam-
ine the follow-up strategies that keep the conversation going long 
after the event has ended, turning brief interactions into endur-
ing connections.

In the pages of this chapter, you’ll discover that the power of per-
sonal interaction is the secret sauce in a recipe for long-term busi-
ness success. 

It’s where opportunity meets the prepared, where your digital repu-
tation meets your personal brand, and where the most meaningful 
connections in your professional life can come to life. 

Get ready to step out from behind the screen and into the vibrant 
world of in-person networking — where the energy is palpable, 
the potential is immense, and the power of pressing the flesh 
is undeniable.

Why conFerences, conVentions,  
And industry eVents mAtter
Conferences, conventions, and industry events serve as pivotal 
platforms for catalyzing business growth and forging meaningful 
connections. They are not just events but incubators for oppor-
tunities, where the potential for networking, learning, and brand 
enhancement is unparalleled. Let’s delve into the reasons why these 
gatherings are indispensable in the strategic arsenal of a founder.

Networking Opportunities Imagine a space where each handshake 
has the potential to open a new door, where conversations could 
lead to your next big deal. Conferences are melting pots where a 
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concentrated group of industry professionals, potential customers, 
and partners converge. 

The personal connections you forge here are grounded in shared 
experiences and interests, paving the way for trust—a critical 
element in the foundation of any B2B relationship. The informal 
setting of these events often leads to more genuine connections, 
allowing for more open discussions about needs and capabilities.

Brand Visibility Amidst the sea of enterprises, how does one make 
waves? Events provide a stage to elevate your brand, allowing you 
to step into the limelight without the need for an expensive booth 
or flashy advertisements. It’s about being present, participating in 
discussions, and networking smartly. By engaging in meaningful 
conversations, distributing branded material, or simply by being 
visible in the right sessions, you can imprint your brand in the 
minds of key industry players.

Learning and Insights Every founder knows that staying abreast of 
industry shifts is non-negotiable. Events are goldmines for insights—
trend forecasts, emerging technologies, evolving customer needs, 
and competitive maneuvers are all on display. This rich tapestry of 
information becomes the intelligence you use to refine your busi-
ness strategies, tailor your sales pitches, and stay one step ahead 
in the market.

Lead Generation Your next lead could be waiting to exchange 
business cards over coffee. Each interaction at an event has the 
potential to blossom into a business relationship. Approach con-
versations with curiosity and intent and consider each dialogue as 
the potential start of a sales journey. Equip yourself to become a 
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networking machine, always ready to pivot discussions toward how 
your product can solve real-world problems.

Partnership Opportunities Partnerships can catapult your busi-
ness to new markets and demographics. Events are the breeding 
grounds for such alliances, where businesses often look for syner-
gistic relationships. Identifying and connecting with complemen-
tary businesses can open up new avenues for collaborative growth, 
co-marketing efforts, and shared innovations.

Educating Potential Clients Conferences often provide a podium 
for founders to educate potential clients through workshops, semi-
nars, and presentations. These educational sessions are your chance 
to share knowledge and showcase your expertise. Well-informed 
clients are better positioned to appreciate the value of your offerings, 
which can significantly shorten the sales cycle.

Direct Feedback One of the most immediate benefits of event atten-
dance is the direct feedback you can receive from potential cus-
tomers. This unfiltered insight is invaluable as it can drive product 
refinement, tweak sales strategies, and enhance customer under-
standing. It’s a loop of real-time feedback that’s more rhythmic and 
nuanced than any online survey.

Market Positioning Taking the stage as a speaker or panelist can 
cement your position as a thought leader and innovator. These 
opportunities shouldn’t be undervalued; they are your moments 
to share visionary insights and practical wisdom, positioning both 
you and your company as forward-thinking leaders in your field.
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Investor Interactions These events are also frequented by investors 
on the lookout for promising ventures. For founders in search of 
capital, this can be the perfect setting to initiate conversations with 
potential backers. The casual yet professional atmosphere of a con-
ference can lend itself to more organic interactions with investors, 
away from the pressure of formal pitching environments.

Sales Closure The face-to-face dynamic of conferences can sig-
nificantly compress the sales cycle. Decisions that may languish in 
the back-and-forth of emails can rapidly advance in the context of 
in-person meetings. The immediacy of these interactions, the abil-
ity to read body language, and the chance to respond to questions 
and concerns in real-time can all contribute to sealing deals more 
quickly than traditional methods.

Conferences, conventions, and industry events are not just dates 
on the calendar but pivotal experiences that can reshape your busi-
ness trajectory. They are occasions to learn, share, showcase, and 
connect on a level that transcends the virtual barriers of digital 
communication. 

For founders willing to engage fully, these events can be transfor-
mative, offering a unique amalgamation of opportunities poised 
to be captured.

hoW to prepAre For A trAde shoW
Preparing for a trade show or conference is a strategic endeavor, 
whether you’re showcasing at a booth or attending without one. The 
following guidelines apply to both scenarios, ensuring you leverage 
the full potential of the event.
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Understand the Landscape: Research the event thoroughly. Under-
stand the theme, the type of attendees it attracts, the main topics 
of discussion, and the list of exhibitors and speakers. Knowing the 
landscape allows you to tailor your strategy to the specific audience 
and context of the event.

Set Clear Objectives: What are your goals? Define what success 
looks like for this event. It could be a certain number of leads gen-
erated, partnerships established, or simply the amount of valuable 
market information gathered. Clear objectives will guide your activ-
ities and help measure your success post-event.

Know Your Audience: Analyze the expected attendees and identify 
key individuals and companies you want to connect with. Create 
personas for the types of professionals you anticipate meeting and 
plan your approach for engaging with them.

Craft Your Message: What key messages do you want to communi-
cate at the event? Whether it’s the innovation behind your product 
or the unique approach of your service, your core messages should 
be compelling and easy to understand.

Prepare Your Materials: Develop and pack any materials you’ll 
need, such as brochures, business cards, product samples, and pro-
motional items. Digital assets should also be ready for sharing, such 
as digital brochures, product demo videos, or an app.

Train Your Team: Ensure everyone attending is on the same page. 
They should know the products or services inside out, under-
stand the event objectives, and be comfortable engaging with 
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prospects. Role-playing various scenarios can be a valuable exer-
cise in preparation.

Plan for Networking: Trade shows are networking goldmines. Pre-
pare an ‘elevator pitch’ and a few conversation starters. Don’t forget 
to account for social events or mixers that may not be part of the 
official program but are equally valuable for making connections.

Schedule Meetings in Advance: Reach out to prospects, existing 
customers, or potential partners beforehand to schedule meetings 
during the event. This ensures your time is used efficiently, and 
you’re not relying solely on chance encounters.

Stay Social: Engage with the event and attendees on social media 
before, during, and after the conference. Use the official hashtag, 
interact with the event’s posts, and share your insights about the 
sessions you attend.

Physical and Mental Stamina: Conferences can be exhausting. 
Ensure you and your team are well-rested, stay hydrated, and have 
snacks on hand to maintain energy levels. Consider comfortable 
attire and shoes, as you’ll likely be on your feet most of the day.

Lead Capture and Management: Decide in advance how you’ll 
capture and manage leads. Whether it’s a simple spreadsheet, scan-
ning business cards, or using a lead capture app, have a system in 
place to organize the information you collect.

Follow-Up Strategy: Before you even arrive, have a follow-up plan 
ready to implement after the conference. Timely follow-up is critical 
to maintaining the momentum you build at the event.
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When you hAVe A booth 
Having a booth at a trade show is your front-line opportunity for 
brand exposure, lead generation, and sales. It’s a tangible represen-
tation of your company and its ethos. To ensure your booth is a 
beacon for potential customers and partners, meticulous planning 
and strategic execution are vital.

Design Your Space for Maximum Impact: Your booth is more 
than just a table and some chairs; it’s a three-dimensional adver-
tisement for your company. Design it to stand out with eye-catching 
banners, clear messaging, and interactive elements. Use high-qual-
ity graphics and technology like touch screens or demo stations 
to engage visitors. Ensure your brand is visible from afar and that 
your booth’s layout is open and inviting.

Craft a Compelling Narrative: People are drawn to stories, so have 
a clear and engaging company narrative that your team can share. 
Whether it’s the journey of your startup or the problem-solving 
capabilities of your products, a good story can captivate and linger 
in the memory of your audience.

Train Your Team: Your staff represents your brand. Train them 
thoroughly in product knowledge, pitches, and customer engage-
ment techniques. Role-play different scenarios they might encoun-
ter, ensuring they’re ready to answer questions, overcome objections, 
and capture leads.

Schedule Demos: Product demonstrations are a powerful way to 
showcase the value of your offering. Schedule demos throughout 
the day to create recurring gathering points at your booth. Use 
these to engage audiences and illustrate your product’s benefits live.
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Offer a Unique Experience: Create an experience at your booth 
that attendees can’t get anywhere else at the show. This could be a 
VR demonstration of your product, a mini workshop related to your 
industry, or a hands-on activity that’s both fun and informative.

Prepare Collateral: Have a variety of marketing materials ready 
to hand out. This includes brochures, one-pagers, business cards, 
and more substantial content like whitepapers or case studies. 
Tailor your materials to different audience segments for person-
alized takeaways.

Plan for Follow-Up: Before the show even begins, have a follow-up 
plan in place. Whether it’s email sequences, calls, or LinkedIn 
messages, know how you’ll continue the conversation with leads 
post-event. Equip your booth with lead capture technology, like QR 
codes or digital sign-up forms, to streamline the process.

When you don’t hAVe A booth
Attending a trade show without a booth doesn’t put you at a dis-
advantage; it just requires a different strategy. Without a physical 
anchor, your approach should be mobile, proactive, and focused 
on maximizing personal interactions.

Be Mobile and Visible: Even without a booth, your presence can 
be known. Wear branded clothing and carry a distinctive item 
that sparks curiosity, like an unusual bag or gadget that relates 
to your business. Make sure your team is easily identifiable 
and approachable.

Leverage Technology: Use a tablet or smartphone to showcase 
your digital portfolio or product videos. Be ready to present your 



t h e  p o W e r  o f  “ p r e S S i n g   t h e  f l e S h ”  ·  145

offerings on the go, turning any corner of the trade show into 
your stage.

Utilize Public Spaces: Trade shows are full of lounges, coffee areas, 
and networking zones. Use these spaces to your advantage. Sched-
ule meetings with prospects and be ready to pitch whenever the 
opportunity arises.

Attend Sessions and Ask Questions: Make your voice heard in 
seminars and panels by asking insightful questions. Introduce 
yourself and your company before you speak, turning session par-
ticipation into a visibility tactic.

Seek Out Strategic Partnerships: Without a booth, your primary 
goal might shift towards seeking partnerships. Identify and reach 
out to complementary exhibitors or attendees with whom you can 
collaborate or cross-promote.

Engage Through Social Media: Be an active participant on social 
media before, during, and after the trade show. Use event hashtags, 
post live updates, and contribute to the online conversation about 
the event. 

Bring Your Own Branding: If you can, set up a small, informal 
area with a pop-up banner or a branded tablecloth in a common 
area. This can serve as a makeshift meeting point that still gets your 
brand in front of attendees.

In both scenarios, preparation is crucial. Begin planning months in 
advance; set clear objectives; understand your audience; train your 
team; create an engaging presentation; practice, practice, practice; 
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set up pre-show meetings; and prepare to be physically and men-
tally sharp. 

Whether you’re manning a booth or navigating the floor, your pro-
active strategy and thoughtful preparation will be the key to trade 
show success.

the poWer oF the “FiVe minute coFFee”
In the bustling ecosystem of conferences and industry events, the 

“Five Minute Coffee” has emerged as a surprisingly powerful net-
working tool. This brief meeting is more than just a quick chat; it’s 
a focused, high-energy exchange that can often be more productive 
than traditional, longer sit-downs.

Psychology of the Five-Minute Coffee The psychology behind a 
five-minute coffee is rooted in its brevity and informality. Unlike 
a 15 or 30-minute scheduled meeting, which can create pressure 
for both parties to fill the time with substantive conversation, a 
five-minute coffee is perceived as a low-commitment interaction. 
This often leads to more open, candid exchanges and can quickly 
cut through the superficialities to the heart of what both parties 
are looking to gain from the interaction. The short time frame 
encourages both individuals to prioritize their objectives and com-
municate them efficiently.

Scheduling the Five-Minute Coffee When reaching out to schedule 
these micro-meetings, your communication needs to be concise and 
compelling. Here are three email templates to help you schedule a 
five-minute coffee at your next event.



t h e  p o W e r  o f  “ p r e S S i n g   t h e  f l e S h ”  ·  147

For Use with Conference Apps: Subject: Coffee at [Event Name]? 
[Name], I noticed we’re both attending [Event Name], We at 
[Your Company] specializes in [service/product] for [com-
pany type], tackling [problem 1] and [problem 2], even in [sit-
uation]. How about a five-minute meet-up between sessions? 
Best, [Your Name]

For Pre-Event Outreach: Subject: Five Minutes for Coffee 
at [Event Name]?
Dear [Name],
Ahead of [Event Name], I’m arranging brief coffee meetups with 
industry experts to share quick insights. Five minutes on Friday?
Best, [Your Name]

For Day-Of Event Networking: Subject: Impromptu Coffee Meet 
at [Event Location] Today?
Hello [Name],
I saw your recent talk/session on [topic], and it resonated with our 
work at [Your Company]. I’d love to discuss this further over a 
quick coffee today – it’ll be just five minutes but I’m sure we’ll both 
walk away with new perspectives. Are you available briefly during 
the afternoon break?
Regards, [Your Name]

Leveraging Five Minute Coffees at Events These short meetings 
can be incredibly productive at events, and here are two strategies 
to ensure you make the most out of them.

Strategic Scheduling: Rather than leaving these coffees to chance, 
schedule them strategically around the event itinerary. Look at gaps 
in your schedule, such as right before a keynote when you’re already 
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planning to be in the main event area, or immediately after a session 
ends nearby. This way, you can maximize the natural breaks in the 
day without overcommitting your time.

Focused Agenda: Come into each five-minute coffee with a focused 
agenda. Know exactly what you want to learn from the other per-
son and what you want to share about yourself or your company. 
This might mean preparing a few key bullet points or questions 
in advance. Remember, the goal isn’t to sell in these five minutes; 
it’s to lay the groundwork for a relationship that can be developed 
further after the event.

The Follow-Up: Post-event, follow up with a message referencing 
the conversation you had during your coffee meet. This not only 
shows that you were genuinely interested in the discussion but also 
reinforces your commitment to fostering a professional relation-
ship. Your follow-up should propose a next step, such as a longer 
meeting, a trial of your product, or an introduction to another 
industry contact.

In the fast-paced environment of a conference, the “Five Minute 
Coffee” is an art form that, when executed well, can lead to numer-
ous new connections and opportunities. It’s a testament to the idea 
that sometimes, less truly is more, and that the quality of an inter-
action often trumps quantity in the world of networking.

strAteGic netWorkinG And FolloW-up techniques
Strategic networking and diligent follow-up are critical compo-
nents of converting conference encounters into valuable business 
relationships. 
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Each interaction, whether planned or serendipitous, must be 
approached with a mindset geared toward mutual benefit and long-
term connection. 

Here’s how founders should think about every meeting and event, 
followed by a variety of follow-up techniques to ensure last-
ing impact.

mindset For eVery interAction
Opportunity for Insight: Approach each meeting as an opportu-
nity to gain insight into the industry, market trends, and potential 
customer needs. Even casual conversations can yield valuable infor-
mation if you’re asking the right questions and listening intently.

Potential Partnership: Every person you meet could be a potential 
partner, advocate, or conduit to other networks. Consider how their 
strengths, resources, and networks could complement your own, 
and think of ways to propose collaborative efforts.

Long-Term Investment: Networking is not just about immediate 
gains but investing in relationships that may pay dividends in the 
future. View every interaction as planting a seed that, with the 
right nurture and time, could grow into a fruitful partnership or 
sales opportunity.

FolloW-up techniques
Personalized Email: Send a personalized email referencing specific 
topics discussed during the meeting. This shows attentiveness and 
sets the stage for further conversation. Aim to send this within 
24-48 hours of the initial meeting to keep the momentum going.
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LinkedIn Connection: Connect on LinkedIn with a personalized 
message. This digital touchpoint reinforces the new relationship 
and provides a platform for ongoing interaction through content 
sharing and commenting.

Handwritten Note: A classic that never goes out of style, a hand-
written note adds a personal touch that stands out. Mention a 
memorable part of the conversation and express your interest in 
continuing the dialogue.

Call for Action: Include a clear call to action in your follow-up. This 
could be an invitation to a webinar, a demo of your product, or a 
request for a follow-up meeting to discuss potential collaborations.

Industry Article Share: Send an article or white paper that is rele-
vant to the discussion you had. This positions you as a resource and 
shows that you are invested in providing value to the relationship 
beyond your immediate business interests.

Video Message: In the age of remote communication, a video 
message can be a refreshing change. A quick, personalized video 
thanking them for their time and reiterating your interest in their 
business can be a powerful touchpoint.

Mystery Postcard: Send a postcard with an intriguing image and 
a message that teases a big reveal, which can only be accessed by 
scheduling another meeting with you. This creates intrigue and a 
unique recall of your interaction.

Each of these follow-up techniques has its place and should be 
used judiciously based on the individual and the context of your 
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interaction. The key is to maintain the connection in a manner 
that’s genuine, considerate, and aligned with your brand’s voice. 

Remember, strategic networking isn’t about the number of business 
cards you collect but the depth of connections you foster, and the 
follow-up actions you take to solidify these new relationships into 
lasting business opportunities.
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CHAP TER 9

STILL UNDERRATED: 
WHY DISCOVERY 
CALL MATTERS

In the competitive crucible of B2B sales, the discovery call remains 
an underrated champion. Chapter 9 aims to elevate the status of 
this crucial phase, shedding light on its transformative potential 
in the sales process. It’s in these initial conversations that the foun-
dation for a successful sales journey is laid, where the raw ore of 
opportunity is carefully assessed before being refined into the gold 
of a closed deal.

Discovery calls are often the first substantive interaction with a 
potential client, yet they frequently don’t receive the attention they 
deserve. This chapter is set to change that by delving deep into the 
anatomy of an effective discovery call. It’s not just about asking 
questions; it’s about asking the right questions in the right way at 
the right time.
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You will learn how to conduct a discovery call that does more than 
just scratch the surface. We will explore the PCW Methodology—
Peruse, Compete, Win —that helps you dissect the prospect’s sit-
uation with surgical precision. Understanding can you pursue the 
opportunity, uncovering is it worth competing for, and establishing 
how you can win in a way that your sales narrative resonates deeply 
with the prospect’s needs.

But the discovery process isn’t just about gathering information. It’s 
also about evaluation—evaluating not only whether the prospect is 
a good fit for your solution but also whether pursuing the oppor-
tunity aligns with your company’s strategic goals and resources. 

“Should we pursue this opportunity?” you’ll ask. Not all sales leads 
are created equal, and you’ll uncover how to identify the ones 
worth chasing.

“Can we effectively compete for this opportunity?” is the next pivotal 
question. As you navigate through this chapter, you’ll be equipped 
with the tools to assess your competitive position realistically. This 
is crucial, as it helps you to decide where to focus your energies and 
where to play your strengths.

This leads to the inevitable consideration, “Can we reasonably 
expect to win this opportunity?” Here, you’ll learn to identify the 
signs of a winnable deal, and perhaps more importantly, to recog-
nize when it’s time to walk away.

Incorporating strategic questions into discovery is an art that 
you will master. The questions you ask during a discovery call are 
your most powerful tools. They can reveal not only the explicit 
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needs of the prospect but also their implicit motivations and 
deeper challenges.

The Mutual Action Plan (MAP) is your blueprint for shared suc-
cess. It’s a collaborative agreement on the steps that you and your 
prospect will take together towards a decision. Creating a MAP 
during the discovery call can significantly increase your chances 
of closing a sale, as it involves the prospect in defining the journey.

Finally, we address the unusual case for disqualification. Yes, dis-
qualification. There’s a strength in recognizing when an opportu-
nity is not a fit, and this chapter will discuss how to make these 
tough calls with confidence.

Throughout Chapter 9, you will read, discover, and uncover the 
intricacies of a process often glossed over but one that can make 
or break your sales cycle. This chapter is not just about improving 
how you conduct discovery calls; it’s about transforming them into 
strategic tools that propel your sales process forward. 

After all, in the grand tapestry of sales, the threads of discovery are 
woven throughout the entire narrative, from the first touch to the 
final handshake. Welcome to the deep dive into why, indeed, the 
discovery call matters.

hoW to run A proper discoVery
The discovery call is where the seeds of a potentially lucrative rela-
tionship are sown. It’s a practice that demands not just methodical 
execution but also the right mindset, tone, and attitude. Here’s how 
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to ensure that your discovery calls lay a solid foundation for future 
sales success.

Mindset: Start with Curiosity The mindset with which you enter 
a discovery call can determine its outcome. Curiosity is the bed-
rock of effective discovery. It’s about genuine interest in the client’s 
challenges, business environment, and the results they’re seeking. 
This curiosity signals to the prospect that your interest is sincere 
and that you’re not just selling a product, but seeking a solution 
that truly aligns with their needs.

Tone of Voice: The Harmony of Professionalism and Empathy 
Your tone of voice on the call should find the sweet spot between 
professionalism and empathy. You want to convey confidence in 
your understanding of their industry and the issues they face, while 
also expressing empathy for the challenges they encounter. A tone 
that’s too formal can be off-putting, while one that’s too casual may 
not inspire confidence. Strike a balance to foster a conversational 
atmosphere where prospects feel comfortable opening up.

Attitude: Be Consultative, Not Confrontational Your attitude 
during the discovery call should be that of a consultant rather than 
a salesperson. This means adopting a problem-solving mindset, 
where you’re working with the prospect to uncover the root causes 
of their challenges, rather than pushing a product. Steer the con-
versation with the aim of understanding, not convincing, which 
will lead to a more natural and productive dialogue.

Listening Skills: Active Engagement One of the most critical, yet 
often overlooked, aspects of a discovery call is the ability to lis-
ten actively. This means not just hearing the words that are said 
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but understanding the complete message being conveyed. Active 
engagement, NOT active listening, involves paying attention to 
the tone, pace, and emotion behind the speech, which can provide 
additional insight into the prospect’s true pain points and priorities.

Question Quality: Insightful and Provocative The quality of 
your questions can make or break a discovery call. Instead of sur-
face-level inquiries, ask insightful questions that provoke thought 
and reveal underlying issues. For example, instead of asking if 
they’re satisfied with their current process, ask what they like about 
it and why. Such questions encourage prospects to reflect deeper 
and offer more substantial information, which can guide the direc-
tion of the conversation.

Follow-Up: Validate and Verify A proper discovery doesn’t end 
when the call does. A prompt follow-up email that validates what 
was discussed shows that you were attentive and helps to verify 
the accuracy of your understanding. This email should summa-
rize key points, outline any identified pain points or goals, and 
propose next steps. It also serves as an opportunity to ask any 
clarifying questions that can refine your understanding of the 
prospect’s situation.

Documentation: The Blueprint for Sales Strategy Document every 
discovery call meticulously. The information gathered during these 
calls is the blueprint for your tailored sales strategy. Capture not 
only the responses to your questions but also any hesitations or 
enthusiasms shown by the prospect. This documentation will be 
invaluable as you tailor your proposal and pitch.
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FloW oF the discoVery cAll
A well-structured discovery call can be the difference between a sale 
won and a sale lost. Each phase of the call requires careful prepa-
ration and execution. Here’s a guide to the flow of the call, with 
introspective questions a founder should ask to ensure readiness.

Preparation: Preparation lays the groundwork for an effective 
call. It involves researching the prospect, their company, and 
the industry.

Questions to ask yourself:
• Do I understand the prospect’s business model and industry?
• Have I identified the prospect’s potential challenges and how 

we can address them?
• Am I aware of the latest trends and news in their industry that 

may affect their business?
• What are the potential objections the prospect might have, and 

how can I address them?
• Have I set clear objectives for what I want to achieve in this call?

Opening the Meeting: The opening sets the tone for the call. It’s 
your chance to make a good first impression and establish a rapport.

Questions to ask yourself:
• How will I introduce myself and my company compellingly?
• What can I say to build credibility and trust right from the start?
• How can I succinctly convey the purpose and value of the call?
• What common ground can I establish to relate to the prospect?
• How will I ensure that I’m respectful of the prospect’s time 

and agenda?
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Confirm Persona and Agenda: This part of the call ensures you’re 
speaking to the right person and that they are clear on what the 
call will cover.

Questions to ask yourself:
• Have I confirmed that the person I’m speaking to is the deci-

sion-maker or influencer?
• Is there a clear agenda that I have communicated for this call?
• How will I align the prospect’s expectations with what I plan 

to discuss?
• What information do I need to confirm about the prospect’s 

role and influence?
• How can I personalize the agenda to address the prospect’s 

unique needs and interests?

Probe for Opportunity, Competitiveness, and Expectancy to 
Win: In this phase, you’re digging deeper into whether there’s a 
real sales opportunity.

Questions to ask yourself:
• What questions will uncover the true depth of the prospect’s 

need for my solution?
• How can I assess the prospect’s current satisfaction with 

their solutions?
• What can I ask to understand how they view their competitive 

position in the market?
• Which questions will help me gauge their readiness to make a 

change or investment?
• How will I determine the prospect’s criteria for selecting a ven-

dor and their timeframe?
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Teach Them Something They Don’t Know Using Insights on Their 
Market: This is where you provide value by offering insights that 
the prospect may not be aware of.

Questions to ask yourself:
• What unique data or case studies can I share that will resonate 

with the prospect?
• How can I present this information in a way that is both edu-

cational and compelling?
• What proprietary insights do I have that will position us as 

thought leaders?
• How can I relate these insights back to the prospect’s pain points?
• What stories can I tell that will make these insights tangible 

and memorable?

Closing the Meeting: The closing is about summarizing the call 
and agreeing on next steps.

Questions to ask yourself:
• Have I summarized key points and confirmed the prospect’s 

agreement with them?
• What are the specific actions both the prospect and I need to 

take following this call?
• How will I ensure that the prospect is clear on the 

value proposition?
• What commitment can I seek from the prospect at this stage?
• How can I end the call on a positive note, leaving the door open 

for further engagement?
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Follow Through: The follow-through is where you deliver on the 
promises made during the call.

Questions to ask yourself:
• Have I immediately scheduled the next steps in my calendar?
• How quickly can I send out the meeting summary and any 

promised follow-up materials?
• What system do I have in place to ensure that I don’t drop the 

ball on follow-up actions?
• Who else on my team needs to be informed about the outcomes 

of this call?
• How will I track and measure the effectiveness of the fol-

low-up activities?

Each phase of the discovery call requires a founder to be intro-
spective, strategic, and intentional. By asking these questions in 
preparation for each part of the call, you can ensure that you are 
fully equipped to navigate the conversation effectively and move 
the sales process forward.

intro to pcW methodoloGy
Navigating the intricacies of B2B sales requires more than intuition 
and experience—it calls for a strategic and methodical approach 
to evaluate and pursue opportunities. 

The PCW Methodology, standing for Pursue, Compete, and Win, 
offers a structured framework for making these critical decisions. 
This comprehensive methodology is divided into three overarching 
questions, each further broken down into three parts, creating a 
nine-step process that ensures a thorough evaluation. 
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In this chapter, we will dissect each element, equipping you with 
the knowledge to apply this powerful strategy in your pursuit of 
sales excellence.

Should we pursue this opportunity? The first segment of the PCW 
Methodology focuses on the viability of the opportunity at hand.

Part one: The client’s business initiative asks you to delve into the 
strategic projects or changes the client is considering. It’s crucial to 
understand not just the ‘what’ but the ‘why’ behind these initiatives.

Part two: The client’s ability to fund the project goes beyond the 
surface-level budget conversations and seeks to uncover the finan-
cial health and investment capabilities of the prospect.

Part three: The client’s driving reason to change challenges you to 
identify the underlying motivations that could compel the client to 
move forward with a solution like yours. Is there a strong enough 
impetus for change, or is the status quo too deeply entrenched?

Can we effectively compete for this opportunity? The second set 
of questions ensures that your solution and resources align with 
the opportunity.

Part four: Viability of our solution requires a critical assess-
ment of your product or service’s fit for the client’s specific needs 
and challenges.

Part five: The sales and implementation resources required 
prompt an internal review of whether your team has the neces-
sary bandwidth and expertise to deliver on the project’s demands.
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Part six: The specific business value of our solution compels you 
to articulate the concrete benefits your solution offers, tailored to 
the prospect’s unique situation.

Can we reasonably expect to win this opportunity? The final triad 
of questions centers on your strategic positioning and relationships 
within the client organization.

Part seven: Our ability to impact the client’s decision process 
reflects on how effectively you can influence the prospect’s journey 
towards a buying decision.

Part eight: Executive credibility and support evaluates the strength 
and credibility of your relationships with key decision-makers and 
influencers in the client’s company.

Part nine: Alignment with the relevant executive ensures that 
your solution and messaging resonate with the priorities and goals 
of the client’s leadership.

As you navigate through the detailed exposition of the PCW Meth-
odology in this chapter, you will learn not only to ask these pivotal 
questions but also how to find the answers. By implementing this 
disciplined approach, you will be able to discern which opportu-
nities are worth your investment, how to position your offerings 
competitively, and ultimately, how to close deals with a higher prob-
ability of success.

For those who wish to delve even deeper into the PCW Methodol-
ogy, a comprehensive resource is available. The accompanying book, 
which outlines the methodology in detail, can be found on Amazon. 
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By visiting this link, you can purchase this guide and integrate the 
PCW Methodology into your strategic sales framework fully. 

This book is an invaluable resource for any sales professional look-
ing to refine their approach and achieve greater success in the com-
plex world of B2B sales.

should We PURSUE this opportunity?
Determining whether to pursue a sales opportunity is the first crit-
ical decision in the PCW Methodology. This segment ensures that 
you invest your resources in opportunities that align with your 
capabilities and business goals.

Part One: The Client’s Business Initiative
Approach this part with an investigative mindset. You’re not just 
gathering information; you’re seeking to understand the client’s 
broader strategic objectives and how they align with what you offer.

Be consultative and empathetic. Show genuine interest in the client’s 
business goals and challenges. Your attitude should convey that you 
are a partner ready to contribute to their success, not just a vendor 
pushing a product.

Questions to Ask Yourself:
• Do I fully understand the strategic initiatives my client is cur-

rently prioritizing?
• How do these initiatives relate to the pain points or aspirations 

that my product or service addresses?
• Can I articulate how my offering directly supports the client’s 

broader business goals?
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• Have I identified the key stakeholders involved in these initia-
tives and their potential impact on the buying process?

• Is there evidence that these initiatives are backed by a commit-
ment from top management?

Part Two: The Client’s Ability to Fund the Project
Adopt a financially savvy mindset, aiming to understand not just 
the available budget but the prospect’s overall financial strategy 
and health.

Maintain a balance between curiosity and sensitivity. Financial 
discussions can be delicate, so it’s important to be tactful in how 
you broach the subject.

Questions to Ask Yourself:
• What insight do I have into the financial health and investment 

priorities of the prospect’s company?
• Have I researched the prospect’s recent expenditures, funding 

rounds, or financial statements to understand their spend-
ing capacity?

• How can I tactfully explore the prospect’s budget constraints 
or financial decision-making process?

• Are there financial cycles or upcoming events that might influ-
ence the prospect’s ability to invest in my solution?

• Have I considered alternative financial arrangements or flexible 
pricing models that could facilitate the prospect’s ability to fund 
the project?
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Part Three: The Client’s Driving Reason to Change
This part calls for a psychological mindset that looks beyond sur-
face-level needs to the deeper reasons behind a prospect’s desire 
for change.

Be both an investigator and an ally. Show that you’re there to 
uncover and understand the true drivers behind the prospect’s deci-
sions, offering support and solutions tailored to these motivations.

Questions to Ask Yourself:
• What are the internal or external pressures that might be driving 

the prospect toward a change?
• Have I identified any recent events within the prospect’s indus-

try or company that might catalyze a decision?
• Can I connect the prospect’s pain points with a compelling event 

or trend that necessitates a prompt solution?
• How do the prospect’s expressed challenges align with the prob-

lems that my product or service solves best?
• Is there a strong sense of urgency or a compelling reason for the 

prospect to act now rather than later?

cAn We eFFectiVely COMPETE For this opportunity?
The second segment of the PCW Methodology examines your com-
pany’s capacity to deliver and succeed. It’s an introspective look at 
your own resources, solution viability, and value proposition.

Part Four: Viability of Our Solution
Here, you need an analytical mindset. Scrutinize your product or 
service as if you were an outsider looking in, questioning every 
feature and its relevance to the client’s needs.
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Embrace a reality-based attitude. Be optimistic about your solution’s 
strengths, but also realistic and critical of its potential limitations 
in the context of the opportunity at hand.

Questions to Ask Yourself:
• How does our solution technically and functionally meet the 

specific needs of this client?
• Are there any gaps in our offering that the client might perceive 

as shortcomings?
• How does our solution stand out against competitors that the 

client might also be considering?
• In what areas does our solution excel in the client’s context, and 

how can we best demonstrate this?
• What evidence do I have (case studies, testimonials, bench-

mark tests) to prove the effectiveness of our solution for this 
client’s situation?

Part Five: The Sales and Implementation Resources Required
A resource-oriented mindset is crucial here. You must assess your 
internal capabilities to deliver on the promises made during the 
sales process.

Be proactive and forward-thinking. It’s essential to anticipate 
potential roadblocks in sales and implementation and plan how 
to address them.

Questions to Ask Yourself:
• Do we have the necessary sales infrastructure to support the 

pursuit of this opportunity?
• What implementation resources are required, and do we cur-

rently have them available?
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• If there’s a gap in resources, can we acquire them in time, and 
is the investment justified by the potential return?

• How does our current project and client load affect our capacity 
to take on this new opportunity?

• What contingencies can we put in place to handle unexpected 
demands on our sales and implementation teams?

Part Six: The Specific Business Value of Our Solution
A value-centric mindset is needed to articulate the specific bene-
fits your solution provides. This goes beyond product features and 
focuses on the business outcomes your solution enables.

Adopt an attitude of partnership, where you are as invested in the 
client’s success as they are. Convey that your priority is delivering 
value and tangible business results.

Questions to Ask Yourself:
• Can I clearly articulate the ROI our solution offers to this client?
• How have I measured the business value of our solution in sim-

ilar contexts, and how I we apply that knowledge here?
• What are the short-term and long-term business impacts of 

implementing our solution for the client?
• How can I communicate the unique benefits of our solution in 

a way that resonates with the client’s business objectives?
• Am I prepared to discuss business value with the client in a con-

sultative manner, possibly adapting or customizing our value 
proposition to their needs?

cAn We reAsonAbly expect to WIN this opportunity?
The third and final segment of the PCW Methodology is a for-
ward-looking assessment, not just of the opportunity itself, but 
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of your company’s position in the context of the deal. It’s about 
gauging the likelihood of success based on strategic influence 
and alignment.

Part Seven: Our Ability to Impact the Client’s Decision Process
Approach with an influencer’s mindset. Consider how you can 
guide and shape the client’s decision-making process toward rec-
ognizing the value of your solution.

Be engaging and persuasive, yet respectful. Your approach should 
be one of understanding the client’s decision-making process 
and looking for opportunities to contribute positively without 
being overbearing.

Questions to Ask Yourself:
• Have I identified the key decision-makers and understood their 

criteria for making a decision?
• What steps can I take to become a trusted advisor to the client 

during their decision process?
• Do I have a clear strategy for educating the client about the 

unique benefits of our solution?
• How can I align our selling process with the client’s buying 

process to facilitate a smoother decision-making journey?
• What tools or resources can I provide the client with to help 

them make an informed decision?

Part Eight: Executive Credibility and Support
Cultivate a mindset of executive alignment. Understand the 
importance of engaging with and gaining the trust of the client’s 
senior leadership.



170 ·  F r o m  F o U n d e r  t o  c L o S e r

Your attitude should be one of partnership and credibility. Demon-
strate that you are not just selling a product but are committed to 
the long-term success of their business.

Questions to Ask Yourself:
• Do I have an existing relationship with the client’s executives, 

or do I need to build them from scratch?
• How can I establish credibility quickly and effectively with 

these executives?
• What kind of support or endorsements can bolster my credibil-

ity with the client’s decision-makers?
• Am I prepared to speak the language of the C-suite and address 

their strategic concerns?
• How can I ensure that our interactions with executives are 

impactful and memorable?

Part Nine: Alignment with the Relevant Executive
Embrace a mindset of strategic alignment, focusing on how your 
solution fits into the broader vision and strategy of the client’s exec-
utive leadership.

Be consultative and visionary. Show that you understand not just 
where the client’s business is now, but where it is headed, and how 
your solution fits into that trajectory.

Questions to Ask Yourself:
• What are the long-term strategic goals of the client’s company, 

and how does our solution align with them?
• How can our solution support the executive’s personal success 

and the overall vision they have for the company?
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• In what ways can we tailor our pitch to speak directly to the 
executive’s priorities and concerns?

• What evidence can we present that demonstrates our solution’s 
alignment with similar companies or industries?

• How can we foster a dialogue with the relevant executive that 
centers on mutual success and strategic partnership?

The PCW Methodology is a comprehensive and strategic framework 
designed to guide founders through the complex landscape of B2B 
sales opportunities. 

It prompts a deep dive into three pivotal areas: whether to pursue 
an opportunity, the capacity to compete effectively, and the likeli-
hood of securing a win. By thoroughly assessing each part and its 
subcomponents, founders are equipped to make informed decisions 
that align with their business’s strengths and market realities.

Pursue: This first leg of the methodology is about due diligence, 
ensuring that the opportunity aligns with the client’s business ini-
tiatives, their financial capability, and a genuine readiness for change. 
Founders must approach this with curiosity, empathy, and a part-
nership mindset, asking probing questions to understand the client’s 
strategic direction, funding capacity, and motivation for change.

Compete: The second phase assesses the practicality of the offering and 
the organization’s readiness. It requires a realistic and resource-ori-
ented approach to evaluate the solution’s fit, the availability of sales 
and implementation resources, and the specific value that the solution 
brings to the table. Founders must critically examine their solution’s 
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viability, their team’s capability to deliver, and the tangible business 
impact of their offering, ensuring that when they decide to compete, 
they do so with a solution tailored to the client’s needs.

Win: The final phase is about gauging the probability of winning 
the deal. It involves understanding the influence over the client’s 
decision process, establishing executive credibility, and ensuring 
alignment with the client’s leadership vision. The founder must 
adopt a strategic and consultative stance, seeking to build trust 
with key decision-makers and aligning the solution with the client’s 
long-term strategic goals.

Across all three areas, the methodology emphasizes a tailored 
approach. No two clients or opportunities are the same, and the 
PCW Methodology provides the structure within which a founder 
can navigate these differences. It’s not a checklist but a strategic 
guide that demands introspection, market understanding, and an 
agile approach to sales.

By integrating the PCW Methodology into their sales strategy, 
founders can better allocate their resources, refine their approach 
to match client needs, and enhance their overall chances of suc-
cess. It’s about making informed choices that not only maximize 
the probability of winning individual opportunities but also foster 
sustainable business growth.

For those who want to explore the PCW Methodology further, the 
book available on Amazon (Link to the book) is a valuable resource 
that provides in-depth insights into each part of the process. It’s 
an investment in understanding that can profoundly impact the 
effectiveness of your sales strategy.
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incorporAtinG strAteGic questions into discoVery
When conversing with an executive, the depth and focus of your 
questions can set the tone for the relationship and potential part-
nership. Your questions must demonstrate that you understand 
their strategic objectives, the pressures they face, and the larger 
industry context in which they operate. 

Here are the key areas to address in strategic questioning with 
an executive:

1. Understanding Company Strategy
Talking about the company’s overarching strategy can provide 
insights into how your solution may align with their goals. Here 
are some questions that can help:
• “How does your current strategic plan address the evolving 

needs of your customer base?”
• “Could you share your perspective on the most critical objectives 

that your company is pursuing this year?”
• “What are the main barriers you foresee in achieving your stra-

tegic goals, and how is your team prepared to tackle these?”
• “How do you measure success against your stated strategic objec-

tives, and what role does innovation play in this?”
• “Is there a disruptive change you’re hesitating to make due to its 

risks, even though it could potentially align better with long-
term strategic goals?”

2. Leveraging Insights from Earnings Reports
If you assume the seller has read the quarterly earnings report, 
your questions should reflect your homework and attention to their 
business performance:
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• “I noticed in your last earnings report an emphasis on [specific 
area], how is that translating into your strategic initiatives for 
the coming quarters?”

• “Based on the priorities outlined in your earnings call, what 
investments is your company making to support those areas?”

• “Your earnings report mentioned a focus on [specific market or 
technology]; how does that align with your current resource 
allocation and talent acquisition strategies?”

• “Given the recent figures, how are you adjusting your strategies 
to manage the risks and opportunities that were highlighted?”

• “Which stated goal in your earnings report do you feel is the 
most ambitious, and what would need to happen for you to 
consider revising it?”

3. Probing for Departmental Alignment
To understand how well-aligned different departments are with the 
overall strategy, consider asking these questions:

• “In what ways are you fostering cross-departmental collabora-
tion to ensure the company’s strategic goals are met?”

• “How do you ensure alignment between your department’s 
objectives and those of other departments that are crucial to 
achieving the broader company strategy?”

• “Can you share an example of how inter-departmental synergy 
has driven progress towards your strategic objectives?”

• “What mechanisms are in place to resolve conflicts or mis-
alignments between departmental goals and the overall stra-
tegic direction?”

• “Where do you see the most significant disconnect in company 
alignment on strategy, and what unorthodox methods would 
you employ to address it?”
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4. Delving into Strategy Implementation
The execution of a strategy is as important as the strategy itself. The 
following questions can shed light on the practical side of strate-
gic implementation:
• “What does your roadmap for implementing the current strategy 

look like over the next quarter and beyond?”
• “How do you balance the need for long-term strategic initiatives 

with the pressure to deliver short-term results?”
• “What processes or systems have you found most effective for 

tracking the progress of your strategic initiatives?”
• “Can you share an insight into how your team translates strategic 

objectives into operational plans?”
• “What part of your strategic implementation do you secretly 

believe needs a complete overhaul rather than just an adjustment?”

5. Addressing Strategic Gaps and Challenges
Understanding the strategic gaps and challenges can reveal areas 
where your solution could be beneficial. Here are four deep-dive 
questions to ask:

• “What are the biggest strategic challenges your company is cur-
rently facing, and how are you planning to address them?”

• “Are there any areas where you feel your strategy isn’t gaining 
the traction you expected, and what do you think is missing?”

• “How are external factors, like market conditions or regulatory 
changes, influencing your strategic priorities?”

• “Looking ahead, what emerging trends or market shifts do you 
think could pose the biggest challenges to your strategy?”

• “Which strategic initiative do you think your competitors 
are ignoring that could potentially be a game-changer in 
your industry?”
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Bonus Question
Finally, a provocative question can sometimes reveal deeper insights 
or shake loose new thinking:

• “If you were to start over, knowing what you do today, how would 
your strategic priorities shift, and what would you do differently?”

In posing these questions, it is crucial to be respectful of the execu-
tive’s time and perspective, framing each query to elicit information 
that is both relevant and insightful. 

The art of strategic questioning isn’t just about asking the right 
questions; it’s also about actively listening to the answers, probing 
further where necessary, and using the information gathered to tai-
lor your value proposition to the executive’s specific strategic needs.

When executed correctly, strategic questioning can not only build 
credibility with an executive but also pave the way for a deeper 
engagement that is aligned with the company’s strategic objec-
tives and can withstand the scrutiny of the most rigorous evalua-
tion process.

mutuAl Action plAns (mAp): An introduction
Mutual Action Plans, or MAPs, are an essential element of struc-
tured selling in complex B2B environments. Unlike traditional sales 
approaches, MAPs offer a collaborative framework for salespeople 
and prospects to work towards a common goal: the decision. Let’s 
unpack the key elements that should be integrated into an effective 
Mutual Action Plan.
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Authority conFirmAtion
A Mutual Action Plan begins with establishing clarity around 
authority. It’s paramount to confirm in writing that you’re in dis-
cussion with the decision-maker. This ensures that the sales process 
is not hampered by miscommunication or delays in approval that 
can occur when dealing with intermediaries. An Authority Con-
firmation step solidifies that you and the person who can say ‘yes’ 
are on the same page.

Ground rules
Next, setting the Ground Rules is crucial. This means agreeing 
never to leave a meeting without having the next one on the calen-
dar. It also means setting the expectation that follow-ups are pred-
icated on the agreement and progress made during these meetings. 
This practice helps maintain momentum and clear communication 
throughout the sales cycle.

mutuAl commitments
The MAP hinges on Mutual Commitments. It is about aligning with 
your prospect on a clear set of actions and timelines that guide both 
parties toward the final decision. This element of the MAP does 
more than just plot out steps; it builds trust and investment in the 
process on both sides.

use oF conFirmAtion emAils
After every significant conversation or meeting, it is critical to 
send out Confirmation Emails. These are not just courteous fol-
low-ups but serve as written records of what was discussed, agreed 
upon, and the next steps. They ensure that both parties have a 
clear understanding and there are no discrepancies in memory 
or interpretation.
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closinG checklist
The Closing Checklist is a tool to ensure readiness for the final steps 
in the sales process. This checklist should confirm that a relation-
ship and commitment with the authority are in place, continuous 
contact is being maintained, and importantly, that a decision meet-
ing is on the books.

plAn For decision mAkinG
While many might assume that a structured decision-making plan 
is always in place, especially in large organizations, the reality is 
often contrary. The Plan for Decision Making is a reminder that 
having a formalized process is less critical than ensuring the key 
decision moment is recognized and prepared for by all involved. 
The focus should be on preparing for that moment when the deci-
sion-maker says ‘yes’ or ‘no.’

decision meetinG
Arguably the most crucial step in the MAP is the Decision Meet-
ing. This is where you agree with the prospect to have a meeting 
specifically to make a decision by a set date. This is not just another 
touchpoint but a deliberate meeting where the prospect is prepared 
to make a commitment. It transforms the process from an open-
ended discussion to a clear, deadline-driven path.

plAy the GAme
Lastly, the metaphorical concept of ‘Play the Game’ encompasses 
the entire MAP approach. It is not about a literal game but the 
strategic, collaborative effort between the salesperson and the pros-
pect to navigate through the decision-making criteria, supply the 
necessary information, and facilitate a well-informed decision. It’s 
about understanding that sales is an interactive process, one where 
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engaging the prospect as a participant rather than a bystander can 
make all the difference.

An effective Mutual Action Plan isn’t just a series of steps to follow. 
It’s a strategic, dynamic process that fosters collaboration, clarity, 
and commitment on the journey towards a successful sale. 

By establishing authority, setting ground rules, ensuring mutual 
commitments, maintaining a written record, preparing a closing 
checklist, focusing on the decision-making plan, securing a decision 
meeting, and engaging in the decision-making game, a MAP turns 
the complex machinery of B2B enterprise sales into a synchronized, 
goal-oriented dance between buyer and seller.

If you want to learn more on how to create effective MAPs, please 
watch this video: Mastering The Powerful Close.

the unusuAl cAse For disquAliFicAtion
Disqualification is the often unexpected but sometimes necessary 
conclusion to the evaluation process laid out in the PCW Meth-
odology. It’s a testament to the strategic discipline of discerning 
when an opportunity, no matter how alluring, is not right for your 
company. Let’s delve into the mindset and rationale behind this 
decisive move.

Discernment Over Desire: The mindset for disqualification is one 
of discernment. It requires you to prioritize the long-term health 
and focus of your company over the short-term desire to close every 
deal. It’s about recognizing that not every opportunity is a good fit, 
and the wrong deal can cost more than it earns.
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Why Go for Disqualification?
• Resource Allocation: Pursuing ill-fitting opportunities can 

drain valuable resources that could be better spent on more 
promising leads.

• Brand Integrity: Taking on clients or projects that don’t align 
with your core competencies can dilute your brand and lead to 
dissatisfaction on both sides.

• Customer Success: If you cannot ensure the prospect’s suc-
cess with your solution, it’s in both parties’ best interest not 
to proceed.

• Team Morale: Continuously chasing unwinnable or unsuitable 
deals can lead to frustration and burnout among your sales team.

Avoiding Commission Breath: Coined by Josh Braun, “commission 
breath” is the discernible desperation for a sale that prospects can 
almost smell. It’s a tell-tale sign that the sale is more important to 
you than the fit of the solution for the client. Avoiding this means 
shifting your approach from selling at all costs to consulting on 
whether there’s a mutually beneficial match between the client’s 
needs and your offering.

Practice the Principle of Disinterest: This principle isn’t about 
apathy; it’s about objective evaluation without emotional bias. It’s 
the practice of approaching every deal with the question, “Is this 
truly in the best interest of both parties?” It allows for a balanced 
assessment free from the anxiety of winning a sale, focusing instead 
on the health of the business relationship.
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The Strategic Advantage of Saying No
• Enhances Credibility: Turning down a deal that isn’t right 

builds trust and credibility with the prospect and within 
the industry.

• Sets a Precedent: It establishes a standard for the kinds of proj-
ects and clients you take on, refining your business model.

• Invites Referrals: A prospect that isn’t right for you now may 
refer you to others who are a better fit because of your hon-
est approach.

• Creates Future Opportunities: A no today can be a yes tomor-
row. Circumstances change, and a prospect you turn away now 
may become an ideal client down the line.

Questions to Ask for Disqualification
• Does pursuing this opportunity align with our strategic direc-

tion and core values?
• Can we deliver on the promises we’re making without overex-

tending our resources?
• Is there a clear path to success for the client with our solution?
• Are we the best option available to the client, or is there a better 

fit elsewhere?
• Does this opportunity help us build the kind of business we 

want in the future?

In closing, the case for disqualification is a strong one. It requires 
a founder to embrace the paradox that by saying no, you are often 
saying yes to greater success, more focused growth, and stronger 
client relationships. 

This isn’t just about when to walk away; it’s about understanding 
that strategic disqualification is an integral part of a robust sales 
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process. It’s about maintaining the integrity of your sales practice 
and the reputation of your business. 

By mastering the art of disqualification, you ensure that your com-
pany remains sharply focused on the opportunities that will drive 
success and foster long-term customer satisfaction.
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CHAP TER 10

EFFECTIVE USE OF 
CASE STUDIES

In Chapter 10, we turn our focus to the persuasive power of storytelling 
through case studies. A well-crafted case study can serve as a beacon, 
guiding potential clients through the fog of market choices to the safe 
harbor of your business solutions. This chapter is dedicated to the 
strategic creation and utilization of case studies and business cases—
tools that can vividly demonstrate your value proposition to prospects.

As a founder, you can expect to delve into the nuanced differences 
between a case study and a business case, understanding when and 
how to use each to effectively communicate the success stories of 
your product or service. You’ll learn that a case study is not just a 
narrative of your company’s triumphs but a mirror reflecting the 
potential future success of a client who chooses to work with you.

We will explore the critical balance between relevancy and person-
alization. You’ll discover how to ensure that your case studies are 
not only relevant to the industry and the problems they address 
but also personalized to resonate with the specific needs and pain 
points of your target audience.



18 4 ·  F r o m  F o U n d e r  t o  c L o S e r

Structuring your case studies for maximum impact is an art that 
involves much more than simply presenting facts. In this chap-
ter, you’ll learn how to weave the essential elements of challenge, 
solution, and results into a compelling story that underscores your 
expertise and the tangible benefits you deliver.

Integrating case studies into your sales process can be transformative. 
We’ll discuss how to use these powerful narratives at different stages 
of the sales cycle to educate, persuade, and close. Whether it’s in ear-
ly-stage lead nurturing or late-stage deal closing, a well-positioned 
case study can be the evidence that tips the scales in your favor.

Lastly, you’ll understand the importance of keeping your case study 
portfolio fresh and relevant. This chapter will provide strategies 
for regularly updating your case studies to reflect new successes, 
market trends, and evolving client testimonials.

cAse study Vs. business cAse
Understanding the distinction between a case study and a business 
case is fundamental for a founder in leveraging past successes to 
secure future business.

The Best Structure for a Case Study: A case study should be con-
structed as a narrative, encompassing three key sections: Challenge, 
Solution, and Results.

1. Challenge: Begin with setting the scene. Describe the client’s 
background, the challenges they were facing, and the stakes 
involved. This section should be relatable and detailed enough that 
potential clients recognize their own pain points within the story.
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2. Solution: Next, detail how your product or service provided 
the solution. Highlight your unique approach and how it was 
specifically tailored to address the challenges mentioned. This 
is where the uniqueness of your offering shines.

3. Results: Conclude with the results, showcasing quantifiable 
outcomes and benefits the client received. Incorporate metrics 
and testimonials to add credibility and illustrate the success of 
your solution.

Building a Business Case Based on Case Studies and Discovery: 
A business case, unlike a case study, is a forward-looking docu-
ment that argues for the investment in a project based on analysis, 
forecasting, and tailored solutions. It’s built upon the foundation of 
case studies and information gathered during the discovery phase.

For the User (Operational Level):
• Begin by outlining the operational challenges the user faces and 

how your product can alleviate their daily pain points.
• Use data from case studies that show time savings, productivity 

gains, or user satisfaction improvements.
• Illustrate with a scenario comparing current operational inef-

ficiencies with the streamlined processes post-implementation 
of your solution.

For the CEO:
• Construct a business case that aligns with the CEO’s vision and 

strategic goals.
• Highlight case studies where your solution has directly influ-

enced top-line growth or market positioning.
• Discuss the long-term strategic benefits and the potential for 

industry leadership through innovation.
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For the CFO:
• Your business case should focus on the financial impact and ROI.
• Use case studies to provide evidence of cost savings, revenue 

generation, or risk mitigation.
• Present a forecast model that shows the financial benefits 

over time, underscoring the fiscal prudence of investing in 
your solution.

For the VP of the Department, You’re Selling Into:
• Tailor the business case to the specific departmental objectives 

and KPIs.
• Use relevant case studies to demonstrate how your solution has 

helped similar departments meet or exceed their goals.
• Speak to both the strategic value and the tactical advantages 

your solution offers, from improving departmental efficiency 
to enabling new capabilities.

For Procurement:
• Focus on the cost-effectiveness and value-add of your solution.
• Cite case studies where your solution provided a competitive 

advantage in terms of both cost and quality.
• Detail the support and service structure that ensures the long-

term viability and reliability of your solution.

Building a business case for different stakeholders means speaking 
to their unique interests and responsibilities within the company. 
It’s about painting a picture where the benefits of your solution are 
not just understood but are clearly aligned with each stakeholder’s 
metrics for success. 
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Use your case studies as a springboard to not only showcase past 
successes but also to project future triumphs, ensuring that the 
business case resonates with the strategic, operational, and financial 
goals of the prospect.

releVAncy Vs. personAliZAtion
The concepts of relevancy and personalization are often pitted 
against each other, yet they should work in tandem. Relevancy 
ensures that the content resonates with industry-wide issues, while 
personalization tailors this content to address the specific concerns 
of a prospective client. Both are crucial in crafting case studies and 
business cases that not only engage but also convert.

the cAse For personAliZAtion
Personalization is about making a direct connection between your 
offerings and the individual prospect’s needs. It’s about demon-
strating that you haven’t just understood their industry but their 
unique position within it.

To personalize effectively, a deep research process is essential. You 
can leverage AI tools that analyze a prospect’s digital footprint, 
such as their company’s website activity or individual social media 
behaviors, to gather insights. These tools can process vast amounts 
of data to predict which solutions may be most appealing based on 
the prospect’s online behavior.

Social media profiles are also treasure troves of information. They 
can provide real-time insights into what your prospects care about, 
what challenges they’re vocalizing, and what achievements they’re 
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celebrating. LinkedIn can tell you about their professional journey, 
their current responsibilities, and their business goals.

Listening tools, such as Mention alerts and sentiment analysis soft-
ware, can track when and how a prospect or their company is men-
tioned online, providing a springboard for personalized outreach. 
They allow you to enter the conversation at the right moment, with 
a contextually appropriate and highly tailored message.

the cAse For releVAncy
On the other side is relevancy, which ensures that your message hits 
home for the industry or market segment. Relevancy is grounded 
in the broad strokes of the industry—common pain points, shared 
challenges, and universal aspirations.

Quarterly reports, industry analyses, social media posts, and press 
releases are valuable resources that provide a macro view of the 
industry landscape. They help you understand what’s at the fore-
front of your prospect’s world, whether it’s regulatory changes, eco-
nomic shifts, or new competitive threats.

Relevancy is about positioning your solution within the current 
industry narrative. It allows you to address the present and pressing 
issues that are top of mind for your prospects, making your case 
studies and business cases feel immediate and urgent.

combininG personAliZAtion With releVAncy
When constructing case studies, blending personalization with 
relevancy means starting with a broad industry-relevant story and 
then drilling down into personalized content that addresses the 
specific needs and circumstances of the prospect.
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For instance, you might begin a case study with an overview of how 
regulatory changes are impacting the industry, which is relevant 
to all players. Then, personalize it by detailing how your solution 
helped a similar company navigate these changes successfully, 
focusing on the unique approach and specific outcomes.

Similarly, when building a business case, start with the industry 
context—leveraging data from quarterly reports and PR to set the 
scene. Then, hone in on the prospect’s specific situation. Use AI 
and social media insights to tailor your business case, ensuring it 
speaks directly to the prospect’s current challenges and aligns with 
their strategic objectives.

executinG personAliZAtion And releVAncy
In practice, this combination looks like a case study that says, 

“Here’s how we’ve helped companies like yours navigate the chal-
lenges you face today,” followed by a business case that asserts, 

“Based on our understanding of your unique situation, here’s the 
specific value we can offer to you.”

To truly excel, you should:
• Start with broad industry themes to establish relevancy.
• Use AI and listening tools to gather personalized data.
• Craft narratives in your case studies that segue from the general 

to the specific.
• Build business cases that weave in personalized insights with 

relevant industry data.

The dynamic interplay between personalization and relevancy is what 
makes case studies and business cases so compelling. They ensure 
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that your content does not exist in a vacuum but speaks directly to 
the heart of your prospect’s concerns. 

By mastering both, you can demonstrate a deep understanding of 
not only what your prospects need but also why they need it, sig-
nificantly increasing the potency of your sales collateral.

exAmple oF A cAse study Vs. business cAse
Case Study: TechStart Solutions - Streamlining Operations for  
NextGen Retailers

Background: TechStart Solutions provided a bespoke cloud-based 
inventory management system to NextGen Retailers, a mid-sized 
retail chain facing inefficiencies in stock management across its 
50 locations.

Challenge: NextGen Retailers was grappling with overstocking 
issues, leading to increased operational costs and reduced store effi-
ciency. Their legacy system was unable to predict inventory needs 
accurately, causing stockouts and lost sales.

Solution: TechStart Solutions implemented its advanced inventory 
management system, integrating predictive analytics to forecast 
demand more accurately. The system also offered real-time stock 
monitoring and automated reordering, streamlining NextGen’s 
supply chain.

Results: Within six months, NextGen Retailers saw a 25% reduc-
tion in holding costs and a 15% increase in sales due to improved 
stock availability. The solution also allowed for better data insights, 
driving more informed business decisions across the chain.
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Business Case: Implementing TechStart Solutions for XYZ Corp

Executive Summary: XYZ Corp, a growing apparel retailer, is fac-
ing challenges in inventory management that are impacting prof-
itability and customer satisfaction. TechStart Solutions proposes 
the implementation of its cloud-based inventory system, proven 
to reduce costs and increase sales.

Financial Impact: Based on the results seen by NextGen Retailers 
and adjusted for XYZ Corp’s scale, we project a 20% decrease in 
inventory holding costs, equating to an annual savings of $2M, and 
a sales increase of 10%, or an additional $5M in revenue.

Operational Improvement: TechStart’s system will streamline 
XYZ Corp’s inventory management, reduce stockouts by 30%, 
and decrease excess inventory by 25%, leading to a more agile and 
responsive supply chain.

Investment: The projected cost for system implementation is 
$500,000, with an estimated ROI period of 18 months.

Competitive Advantage: With this system, XYZ Corp will not only 
improve internal operations but also enhance the customer experi-
ence with better product availability, positioning the company as a 
leader in retail innovation.

Commitment to Partnership: TechStart Solutions is committed 
to a partnership approach, providing ongoing support and system 
optimization to ensure XYZ Corp’s success.
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In these examples, the case study for TechStart Solutions provides a 
detailed narrative of how their service has previously resolved issues 
for a similar company. It’s story-driven, emotionally engaging, and 
outcome-focused, presenting a complete journey from problem to 
solution to results.

The business case for XYZ Corp, on the other hand, uses the case 
study as a foundation to build a forward-looking argument for why 
XYZ Corp should invest in TechStart’s system. 

It’s analytical, with an emphasis on financial and operational met-
rics, and it’s strategic, designed to convince decision-makers by 
aligning with their goals and concerns. 

The business case translates the success story of the case study into 
a tailored proposition for XYZ Corp, highlighting the expected 
benefits and solidifying TechStart’s commitment to a results-
driven partnership.

structurinG your cAse studies For mAximum impAct
A powerful case study can significantly boost your sales efforts 
by providing tangible proof of your solution’s value. Crafting a 
case study involves several critical steps, from obtaining customer 
consent to designing the final document. Here’s a deep dive into 
structuring your case studies for maximum impact.

Securing Customer Participation:
Before you begin, you must obtain permission from the customer 
whose story you wish to tell.
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1. Explain the Benefits: Share how the case study can provide 
positive exposure for their business and reinforce their decision 
to work with you.

2. Address Concerns: Be transparent about what the process will 
involve and how you’ll use the case study. Assure them of their 
control over the content.

3. Incentivize Participation: Consider offering an incentive, 
like a discount on future services or a co-branded market-
ing opportunity.

Structure of the Case Study:
The structure of your case study is crucial. It should be easy to read 
and logically organized.

1. Title: Create a compelling title that highlights the key benefit 
or transformation experienced by the customer.

2. Executive Summary: A summary that captures the essence of 
the story and key results.

3. About the Customer: Introduce the customer, their industry, 
size, and the challenges they faced.

4. Challenges: Detail the specific problems the customer was expe-
riencing before your solution.

5. Solution: Describe the solution you provided, emphasizing 
customization and the customer’s involvement in the process.

6. Implementation: Outline the implementation process, includ-
ing any obstacles faced and how they were overcome.

7. Results: Present the results with concrete data and visuals like 
graphs or charts.

8. Testimonial: Include a quote or testimonial from the customer 
for authenticity.
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9. Conclusion: Summarize the story and the broader implications 
for similar businesses.

10. Call to Action: End with a call to action, encouraging readers 
to contact you for more information or to begin their journey.

Conducting the Case Study Interview:
The interview with your customer is a critical source of informa-
tion. Prepare open-ended questions that guide them to provide the 
details needed.

1. Challenges: What were the main challenges you faced before 
implementing our solution?

2. Selection Process: Why did you choose our solution 
over competitors?

3. Implementation: Can you describe the implementation process 
and how our team supported you?

4. Results: What measurable benefits have you seen since imple-
menting our solution?

5. Reflections: Knowing what you do now, would you make the 
same decision again?

Designing the Case Study:
The design should not overshadow the content but enhance the 
readability and impact of the case study.

1. Professional Layout: Use a clean, professional layout with your 
company’s branding.

2. Visuals: Include visuals such as before-and-after pictures, 
graphs, or flowcharts.

3. Callouts: Use callouts for important statistics or quotes to catch 
the reader’s eye.
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4. Readable Text: Break text into manageable sections with sub-
headings and bullet points.

Additional Components for Impact:
1. Social Proof: Embed social media posts from the customer 

praising your solution.
2. Video Testimonial: If possible, include a video testimonial that 

can be shared on your website or social media.

Leveraging the Case Study:
Once your case study is complete, it’s time to leverage it for max-
imum impact.

1. Marketing Material: Use it as a marketing tool on your website, 
in email campaigns, and at trade shows.

2. Sales Meetings: Equip your sales team with printed copies to 
use during sales meetings.

3. Training Tool: Utilize it internally as a training tool to show 
new hires the tangible impact of your solutions.

In crafting your case study, remember that the narrative should 
not only tell the story of a problem-solution fit but also evoke an 
emotional response. It should make the reader envision themselves 
in the shoes of your customer, experiencing similar success. 

The process is as much about documenting results as it is about 
storytelling – it’s about framing your customer’s journey in a way 
that prospects can relate to and find inspiring. 
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By following these detailed steps, you can ensure that each case study 
you produce will be an asset in demonstrating the real-world value 
of your solutions and persuading new clients to come on board.

inteGrAtinG cAse studies into your sAles process
Case studies are a powerful tool in the sales arsenal, not just as a 
proof of concept but as a means to build credibility and trust with 
prospects. Integrating case studies into your sales process requires 
strategic thinking about when and how to use them to their greatest 
effect. Here’s an in-depth look at seamlessly incorporating case 
studies into various stages of your sales process.

Identifying the Optimal Moment for Case Study Integration
1. Early Engagement: Introduce a case study early in the sales 

cycle when you’re looking to establish credibility. When pros-
pects are in the awareness stage, a case study can serve as a 
concrete example of your solution’s potential impact.

2. Mid-cycle Complexity: During the consideration phase, when 
prospects are evaluating different solutions, a case study can 
help differentiate your product. It’s not about selling at this 
point; it’s about illustrating your understanding of their indus-
try and challenges.

3. Closing Conversations: As prospects move closer to deciding, 
a case study can be the assurance they need. It serves as evi-
dence of your track record, reinforcing the wisdom of choosing 
your solution.

Utilize a Singular, Impactful Narrative
While you may have multiple case studies, it’s often best to choose 
the one that most closely mirrors the prospect’s situation. This 
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singular focus prevents information overload and allows you to 
delve deeper into the narrative, making the story more relatable 
and the results more tangible.

Defending Credibility, Not Hard Selling
A case study should be used as a testament to your company’s cred-
ibility and the effectiveness of your solution. It’s about showcasing 
a successful partnership and outcome rather than pushing a sale. 
The aim is to generate confidence in your product’s ability to solve 
similar problems.

Incorporating Case Studies into Outbound Efforts
When reaching out to new prospects, include a brief mention or a 
link to a case study that aligns with their business or the pain points 
they may be experiencing. This can pique interest and add a layer 
of substantiation to your outreach messages.

Leveraging Case Studies in Presentations
Incorporate case studies into sales presentations to back up claims 
with real-world evidence. Tailor your presentation to highlight 
aspects of the case study that align with the prospect’s current sit-
uation and concerns.

Responding to Objections with Case Studies
When prospects express doubts, a relevant case study can be your best 
defense. It allows you to address objections not with promises but with 
proof, showing how similar concerns were alleviated for another client.

Using Case Studies to Illuminate ROI
Prospects will want to understand the return on investment. Use 
case studies with clear metrics and outcomes to illustrate the 
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potential ROI they can expect. Quantifiable results speak louder 
than promises.

Customizing Case Studies for Different Stakeholders
Tailor the case study narrative depending on who in the buying 
committee you’re addressing. Operational staff may want to hear 
more about process improvements, while executives may be more 
interested in strategic outcomes and ROI.

Educational Tool Rather Than a Sales Pitch
Use case studies as an educational tool to inform prospects about 
the application of your product in a real-world scenario. It should 
provide insights into the process and outcomes rather than serve 
as a direct sales pitch.

The Place of the Case Study in Sales Collateral
Ensure your sales collateral library includes easily accessible case 
studies. Your sales team should be able to pull the most relevant 
case study that complements the sales material they are presenting 
to prospects.

Follow-Up with a Case Study
After an initial meeting or a demo, follow up with a case study that 
reinforces the key points discussed. It’s an opportunity to reiterate 
the value proposition and remind the prospect of the successful 
outcomes you’ve achieved.

Integrating Case Studies into Digital Platforms
Feature case studies prominently on your website, in email signa-
tures, or as part of newsletter content. This constant exposure keeps 
your successes in the forefront of prospects’ minds.
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Creating a Dialogue Around the Case Study
Encourage prospects to ask questions and engage in a dialogue 
about the case study. This can provide deeper insights into their 
thoughts and help tailor your follow-up discussions.

In every step of the sales process, case studies can serve as your 
silent evangelists, subtly but powerfully advocating for the credi-
bility and effectiveness of your solutions. 

They should be used thoughtfully, at the right times, and in the 
right contexts to support the narrative that your solution is the best 
option for the prospect. 

updAtinG And mAintAininG your cAse 
study portFolio
A dynamic case study portfolio is an essential component of an 
effective sales strategy. Staying current and relevant to a variety 
of prospects across industries, company sizes, and challenges is 
crucial. Here’s a comprehensive guide to keeping your case study 
portfolio up-to-date and resonant.

Best Practices for Portfolio Maintenance
• Regular Reviews and Updates: Schedule periodic reviews of 

your case study portfolio. Ensure that the results and content 
reflect the latest successes and that any outdated information 
is revised or removed.

• Scalability and Evolution: As your business scales and evolves, 
so should your case studies. Update them to include new fea-
tures of your product, additional services you provide, or dif-
ferent use cases that have developed over time.
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• Diverse Formats: Maintain a variety of formats—videos, info-
graphics, long-form documents—to cater to different prefer-
ences and to use across various platforms.

Granularity in Acquisition
• Detailing Customer Journeys: When acquiring new customers, 

document their journey in detail. This granularity can provide a 
rich resource for future case studies that speak to similar prospects.

• Segmentation by Solution and Success: Categorize your case 
studies based on the solutions provided and the type of success 
achieved. This allows for targeted storytelling that aligns closely 
with the prospect’s needs.

Need for Industry-Specific Case Studies
• Industry Relevance: Create case studies that are specific to 

different industries you serve. Prospects need to see that you 
understand their unique environment and challenges.

• Highlighting Industry Expertise: Use industry-specific lan-
guage and metrics to demonstrate your expertise and the effec-
tiveness of your solution within that sector.

Different Employee Counts and Company Sizes
• SMB vs. Enterprise: Have separate case studies for SMBs and 

enterprise clients, as they often have very different pain points, 
decision-making processes, and implementation scales.

• Customization for Company Size: Tailor the narrative to address 
the typical resource constraints of smaller businesses or the com-
plexity of solutions required by larger organizations.
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Addressing Different Problems
• Problem-Solution Fit: Ensure your case studies clearly connect 

specific client problems to your tailored solutions. Prospects 
should be able to see themselves in the story and understand 
how you can solve their issues.

• Varied Problem Scenarios: Maintain a range of case studies cov-
ering a spectrum of problems, from the most common to the most 
challenging, to show the breadth of your capabilities.

Dynamic Content for Different Sales Stages
• Early-Stage Awareness: For prospects in the early stages, use 

case studies that focus on broad issues and the general effec-
tiveness of your solutions.

• Mid-Stage Consideration: For prospects who are evaluating 
their options, provide case studies with in-depth analysis of the 
implementation process and outcomes.

• Late-Stage Decision Making: For prospects close to making a 
decision, offer case studies that detail the ROI and long-term 
benefits of your solutions.

Regular Client Check-Ins
• Client Updates: Check in with past clients featured in case 

studies to update their stories with new successes or expanded 
use of your product.

• Ongoing Success Stories: Consider creating ongoing case 
studies that document the evolving benefits a long-term client 
has experienced.
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Cross-Departmental Collaboration
• Sales and Marketing Alignment: Ensure your sales and 

marketing teams work together to identify new case study 
opportunities and to understand which types resonate most 
with prospects.

• Feedback Loop: Create a feedback loop between your customer 
service, sales, and marketing teams to capture success stories 
and client testimonials that can be developed into case studies.

Leveraging Client Diversity
• Showcasing a Broad Client Base: Illustrate the diversity of your 

client base with case studies that show a wide range of industries, 
company sizes, and geographic locations.

• Highlighting Niche Solutions: Don’t shy away from niche solu-
tions that showcase your ability to address specialized problems.

By maintaining a robust and varied case study portfolio, you 
ensure that you have a library of compelling success stories at your 
fingertips. 

These stories not only enhance your credibility but also serve as 
concrete evidence of the value you bring to your clients. 

Regularly updating and curating your portfolio is an invest-
ment in the effectiveness of your sales strategy and the growth of 
your business.
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CHAP TER 11

PITCHING TO INVESTORS

Venturing into the arena of investor pitching is a pivotal moment 
for any founder. It is an art form that blends the precision of data 
with the persuasive power of storytelling. Chapter 11 is a deep 
dive into mastering this art, designed to equip founders with the 
essential skills to secure funding and build lasting relationships 
with investors.

The journey begins with understanding the Structure of the Perfect 
Pitch. Here, you’ll learn how to craft an investor pitch that is not just 
informative but captivating. It’s a delicate balance of showcasing your 
business model, demonstrating the potential for growth, and high-
lighting your team’s capability to execute the vision. This section will 
dissect the anatomy of an effective pitch, providing you with a blue-
print that captures the investor’s interest from the opening sentence.

Next, we focus on Delivering Your Pitch with Confidence. Confi-
dence is contagious, and it’s a key ingredient in convincing investors 
to believe in you and your vision. This part of the chapter will offer 
strategies to boost your confidence, from thorough preparation to 
presentation skills, ensuring you command the room and leave a 
memorable impression.



204 ·  F r o m  F o U n d e r  t o  c L o S e r

In Understanding and Addressing Investors’ Concerns, we acknowl-
edge that beneath the numbers and projections, investors are look-
ing to mitigate risk. This section will guide you through common 
investor reservations and how to proactively address these concerns 
within your pitch, demonstrating foresight and preparedness that 
can set you apart from the crowd.

Creating a Compelling Narrative is about connecting the dots 
between data points to tell the story of your company. Investors 
invest in stories they can see themselves being a part of. You’ll learn 
how to weave your personal journey, the company’s milestones, and 
customer success stories into a coherent narrative that resonates 
emotionally and logically with investors.

Finally, The Art of Handling Q&A Sessions acknowledges that the 
question-and-answer portion of your pitch can be just as crucial as 
the pitch itself. You’ll gain insights into anticipating questions, for-
mulating articulate responses, and maintaining composure under 
pressure. This section is about turning scrutiny into opportunity, 
using Q&A to reinforce your key messages and demonstrate your 
mastery of the business.

This chapter is not just about securing a check; it’s about laying 
the groundwork for a partnership that can propel your business 
forward. You will learn to pitch not just with the aim of funding in 
mind but with a vision for mutual success, aligning investor goals 
with your company’s trajectory. 

Welcome to the art and science of pitching to investors.
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structure oF the perFect pitch
Developing the perfect pitch is an essential skill that every founder 
must master when seeking investment. Oren Klaff’s “Pitch Any-
thing” provides a robust framework that has helped countless entre-
preneurs capture the attention, and the capital, of investors. 

At its core, Klaff’s approach is about understanding how the inves-
tor’s brain works—tapping into the primal decision-making pro-
cesses rather than just the analytical mind. This method is not just 
about presenting information, but about structuring the informa-
tion in a way that is compelling, memorable, and persuasive. Here, 
we break down Klaff’s structure into its essential components.

Introduction: Setting the Frame The first step in Klaff’s method 
is setting the frame. This is about controlling the narrative and 
establishing the context within which the rest of your pitch will be 
received. It’s your chance to position yourself not as a supplicant 
asking for money, but as a valuable opportunity the investor cannot 
afford to pass up.

The Opening: The Big Idea Klaff suggests starting with a “big ide-
a”—a bold, even provocative statement that captures the essence 
of what you are offering. This idea should be powerful enough to 
disrupt the status quo, positioning your business as a game-changer. 
It should promise to solve a significant problem or capitalize on an 
immense opportunity.

The Problem: Identifying the Pain Point Next, Klaff advises 
focusing on the problem that your business solves. It’s essential 
to identify a genuine pain point that the investor can understand 
and appreciate. This is not just about stating the problem but about 
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making it real for the investor, so they feel the urgency and the 
need for a solution.

The Solution: Introducing Your Offering After identifying the 
problem, you present your solution. Your offering should be posi-
tioned as uniquely capable of solving the problem. Klaff emphasizes 
that it’s not just about the features of your product or service, but 
about the transformation it brings about and its value proposition.

The Secret Sauce: Your Unique Advantage Klaff encourages you to 
reveal what he calls your ‘secret sauce’—the thing that makes your 
solution novel and your company uniquely positioned to succeed. 
This could be your technology, your methodology, or some “inside 
knowledge” you have that gives you an edge in the market.

The Method: How It Works Here, you outline how your solution 
works, but Klaff warns against getting too technical. The idea is to 
provide just enough information to show that you have a solid plan, 
but not so much that you lose the investor’s interest with details 
that are too granular.

The Promise: The Potential for Reward In this part of the pitch, 
you highlight the potential for reward. Klaff’s approach is about 
showing the investor the growth potential and the financial upside 
of your solution. This should be backed by solid data and a clear 
path to returns.

The Proof: Showcasing Success You must then provide proof that 
your solution works. This could be in the form of testimonials, case 
studies, or traction that you’ve already gained. Klaff suggests that 
any evidence you provide should be indisputable and compelling.
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The Deal: The Investment Opportunity Finally, you present the 
deal. Klaff recommends being clear about what you are asking for 
and what the investor will get in return. This is where you discuss 
the investment terms, expected returns, and exit strategy.

Throughout this structure, Klaff emphasizes the importance of 
maintaining control of the pitch, leading the investor through the 
narrative you’ve crafted, and not getting sidetracked by questions 
or objections until you’ve delivered your complete message.

exAmple pitch usinG oren klAFF’s structure
Introduction: Setting the Stage

“Good morning, I appreciate the opportunity to present to you today. 
What I’m about to share isn’t just another business proposal—it’s 
an invitation to be part of a paradigm shift in the way we approach 
the health and wellness industry.”

The Opening: Presenting the Big Idea
“Imagine a world where personal health management is as intuitive 
and engaging as checking your social media feed. That’s the future 
our company, HealthSync, is creating. We’re not just developing 
another health app; we’re revolutionizing how individuals interact 
with their health data, making it as socially connected as a network 
and as personalized as a fingerprint.”

The Problem: The Pain Point
“The problem today is clear: people are overwhelmed with health data from 
various sources, but it’s all noise and no signal. Wearables, diet tracking, 
sleep scores—the data is there, but it’s fragmented and confusing. Users 
are lost in the sea of numbers with no clear path to wellness. This confu-
sion leads to disengagement, and valuable health insights are lost.”
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The Solution: Introducing the Offering
“Our solution is HealthSync—a platform that consolidates all health 
data into an engaging, cohesive narrative. By applying advanced AI 
and machine learning, we translate raw numbers into actionable 
health insights, all within a user-friendly interface.”

The Secret Sauce: Our Unique Advantage
“What makes HealthSync exceptional is our proprietary ‘Health 
Narrative Engine.’ It takes disparate data and weaves it into a per-
sonalized health story, complete with tailored recommendations 
and nudges towards healthier habits. This isn’t just analytics; it’s 
a bespoke health companion, learning and adapting to each user.”

The Method: How It Works
“HealthSync works seamlessly by integrating with existing health 
devices and apps. Our platform aggregates the data, analyzes it, and 
provides a simple, actionable plan for the user. We ensure privacy 
and security are paramount, using state-of-the-art encryption and 
compliance with global health data standards.”

The Promise: The Potential for Reward
“The potential for HealthSync is enormous. The global digital health 
market is expected to exceed $500 billion by 2025, and with our 
early user growth rates, we project a capture of 1% market share 
within the first-year post-launch. That’s a conservative estimate of 
$5 billion in revenue, with our current conversion rates.”

The Proof: Showcasing Success
“In our beta testing phase, we’ve seen a 40% increase in user engage-
ment compared to industry standards. We have glowing testimoni-
als from early users who’ve made significant health improvements 
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using our platform. Moreover, we’re backed by leading experts in 
health tech, solidifying our credibility.”

The Deal: The Investment Opportunity
“We’re seeking a $10 million investment to accelerate our growth, 
refine our technology, and expand our reach. In return, we’re offer-
ing a stake in HealthSync that not only promises substantial finan-
cial returns but also the opportunity to be part of a venture with 
significant social impact.”

Conclusion: Wrapping Up the Narrative
“We’re not just offering an investment; we’re offering the chance to 
shape the future of personal health. HealthSync is poised to become 
the new standard in health management. Join us in making this 
vision a reality.”

In this example, each part of Klaff’s structure is used to build upon 
the previous one, leading the investor through a carefully crafted 
narrative. The pitch begins by capturing attention with a bold vision 
for the future, then methodically addresses the problem, solution, 
and the unique advantage the company holds. 

It brings the investor along a journey that showcases potential mar-
ket dominance, demonstrated traction, and clear business acumen. 
The conclusion ties everything back to the overarching vision, leav-
ing the investors with a clear understanding of both the business 
potential and their role in the venture’s future success.
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deliVerinG your pitch With conFidence
Delivering a pitch with confidence is paramount when engaging 
investors. Confidence not only conveys that you believe in your 
venture but also assures investors that their capital is in capable 
hands. Here are the approaches and exercises to ensure you deliver 
your pitch with the utmost confidence.

Practice, Practice, Practice
The cornerstone of confidence is preparation. Rehearsing your pitch 
repeatedly will not only help you memorize your key points but 
also enable you to deliver them naturally and with ease. It’s about 
knowing your material so well that it becomes second nature.

• Repetition: Practice your pitch multiple times a day, refining 
your delivery each time. Record yourself, watch it back, and 
note areas for improvement.

• Peer Review: Present to friends, family, or mentors, and encour-
age them to ask difficult questions. Use their feedback to fine-
tune your delivery.

The “Who Cares?” Test
As you practice, continuously ask yourself, “Who cares?” for every 
point you make. This will help you focus on what truly matters to 
the investor. Every statement in your pitch should clearly answer 
why it is important to your audience.

• Relevance Checking: After each practice session, review your 
pitch and eliminate any parts that do not directly address the 
investor’s interests or the core message of your venture.

• Audience Perspective: Try to view your pitch from the perspec-
tive of the investor. Consider what they are looking for and what 
might excite or concern them about your proposal.
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Breathing Exercises for Pre-Pitch Composure
Proper breathing can significantly impact your delivery by reducing 
stress and improving voice control.
• Diaphragmatic Breathing: Also known as belly breathing, it 

involves deep breathing into the diaphragm rather than shallow 
breathing into the chest. Practice by placing one hand on your 
abdomen and the other on your chest; your abdomen should 
expand more than your chest as you breathe deeply.

• 4-7-8 Breathing Technique: Breathe in for four seconds, hold 
the breath for seven seconds, and exhale slowly for eight seconds. 
This technique can lower anxiety and bring your heart rate down 
before stepping into the pitch room.

Improv Comedy Exercises for Improvisation
Improv exercises are excellent for sharpening your ability to think 
on your feet and respond to unexpected situations during your pitch.

• Solo Word Association: Start with a word related to your busi-
ness and then quickly say another word that is associated with 
it. Continue the chain for a few minutes, which will train your 
brain to make rapid associations and responses.

• The “Yes, and…” Monologue: Take any aspect of your business 
and start talking about it. Every few sentences, add “Yes, and…” 
to build upon the previous point with something new. This not 
only fosters positive momentum but also helps in layering addi-
tional details that may be useful during your pitch.

Visualize Success
Visualization is a powerful tool for building confidence. Imag-
ine delivering your pitch flawlessly, engaging the investors, and 
receiving a positive response. This mental rehearsal can boost 
your confidence.
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• Mental Walkthrough: Close your eyes and visualize the entire 
process from walking into the room, setting up, delivering each 
part of your pitch, handling questions, and seeing the investors’ 
impressed reactions.

• Positive Outcome Imaging: Visualize the handshake after a 
successful pitch, the investors’ nods of approval, and even imag-
ine the celebratory moment when the investment is secured.

Physical Posture and Presence
Your physical presence speaks volumes before you even begin 
your pitch.

• Power Posing: Adopt a powerful stance before going into the 
pitch. Standing tall, with your shoulders back and your hands on 
your hips, can cause a hormonal shift that increases confidence.

• Mirroring Exercise: Practice mirroring the body language of 
confident speakers. Notice how they stand, move, and gesture, 
then incorporate these elements into your own practice.

Mastering Your Pitch Content
Confidence also comes from having a deep understanding of your 
pitch content, which allows you to navigate your narrative deftly.

• Knowing the Numbers: Be intimately familiar with all the data 
and numbers in your pitch. Investors will expect you to have 
this information at your fingertips.

• Anticipating Questions: Prepare for the questions investors are 
likely to ask. Have clear, concise answers ready that tie back into 
your main pitch narrative.

Mental Preparedness
A confident mindset is essential for a successful pitch. This includes 
being prepared for any outcome and staying mentally flexible.
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• Contingency Thinking: Have a plan for various outcomes. 
Knowing you have a plan regardless of the investors’ reactions 
can provide a sense of security.

• Embracing Uncertainty: Accept that not everything may go 
as planned. Be ready to adapt your pitch or answers on the fly, 
which is where your improv practice will come in handy.

By incorporating these practices into your preparation, you’ll not 
only refine the content of your pitch but also enhance the delivery. 
Confidence in pitching is an amalgamation of thorough knowledge, 
psychological readiness, and practiced responses. 

When you stand before investors, it will be the clarity of your vision, 
the conviction in your voice, and the poise of your presence that will 
convey the strength of your proposal and make a lasting impression.

understAndinG And AddressinG inVestors’ concerns
When pitching to potential investors, founders must not only 
present a compelling case for their business but also preemptively 
address the concerns investors naturally have. 

Understanding these concerns and having ready responses can sig-
nificantly enhance the credibility of your pitch. Here’s a detailed 
look at the top seven concerns every investor typically harbors and 
how to effectively address them.

Product or Service Viability
Investors need to believe in the viability of your product or service 
in the marketplace.
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How to Address It:
• Provide clear evidence of market research, including user feed-

back and beta testing results.
• Show traction through early sales, user growth metrics, or 

pre-orders.
• Your pitch deck should include a competitive analysis and a 

unique value proposition that differentiates your offering.

Market Size and Growth Potential
Investors want to ensure that the market size is large enough and 
has the potential for growth to provide a substantial return on 
their investment.

How to Address It:
• Include industry reports and forecasts that validate the market 

size and growth trajectory.
• Highlight any trends or changes in consumer behavior that 

support a growing market.
• Prepare answers that articulate how your business can scale and 

capture a significant market share.

Business Model Sustainability
Investors are concerned about whether your business model is sus-
tainable over the long term.

How to Address It:
• Clearly outline your revenue streams and provide a detailed 

breakdown of your pricing strategy.
• Discuss your customer acquisition cost and long-term value, 

demonstrating a sustainable customer lifecycle.



p i t c h i n g  t o  i n v e S t o r S  ·  2 15

• Ensure your financial projections are conservative, realistic, and 
based on sound assumptions.

Team Capability and Experience
Investors often bet on the jockey, not just the horse. They need to 
have confidence in the ability of your team to execute the busi-
ness plan.

How to Address It:
• Showcase the experience and qualifications of your team mem-

bers, highlighting any previous entrepreneurial successes.
• Discuss the roles of each team member and how they contribute 

to the company’s growth.
• Be transparent about gaps in the team and your plans to fill them, 

perhaps through future hiring or advisory board appointments.

Financial Management
Investors are concerned about how their funds will be used 
and managed.

How to Address It:
• Have a detailed use-of-funds statement ready, outlining how 

the investment will be allocated.
• Show your financial acumen by discussing financial controls, 

accounting systems, and budgeting processes.
• Demonstrate due diligence readiness with financial documents 

that are in order, audited, and GAAP compliant.

Scalability
Investors are looking for businesses that can scale rapidly without 
proportional increases in costs.



2 16 ·  F r o m  F o U n d e r  t o  c L o S e r

How to Address It:
• Illustrate your scalability plan with concrete steps on how you 

will expand operations, enter new markets, or scale production.
• Discuss any existing scalable processes or systems already 

in place.
• Provide case studies or examples from similar companies that 

have successfully scaled.

Exit Strategy
Investors want to know there is a clear exit strategy in place that 
will allow them to realize a return on their investment.

How to Address It:
• Outline various exit strategies, such as an acquisition, merger, 

or IPO, that could provide liquidity events for investors.
• Discuss industry trends in M&A or IPOs that support your 

proposed exit strategies.
• Be prepared to talk about any interest already shown by poten-

tial acquirers or the potential for future acquisition based on 
industry dynamics.

Integrating Responses into Your Pitch
While it’s essential to have these responses prepared, the art lies 
in integrating them seamlessly into your pitch rather than waiting 
to be asked.

• Proactively address these concerns throughout your pitch deck. 
For instance, when discussing the market, pre-empt questions 
about market size and growth potential.

• Create a narrative in your pitch that naturally leads to discus-
sions on team capability, financial management, and scalability.
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• Your financial slides should be designed to not only showcase 
projections but also display your understanding of fiscal respon-
sibility and strategic fund allocation.

• Develop a dedicated slide that outlines potential exit strategies, 
showing investors that you are looking ahead and considering 
their ROI.

Due Diligence Readiness
Being due diligence-ready shows investors that you are serious and 
well-prepared.

• Have a due diligence package prepared in advance, includ-
ing financials, legal documents, patents, contracts, and busi-
ness plans.

• Develop a secure virtual data room where all documents can be 
reviewed, which demonstrates transparency and organization.

• Offer this due diligence package proactively to investors after 
the initial pitch to facilitate their decision-making process.

Closing Thoughts
By addressing these concerns head-on, you not only preempt inves-
tor queries but also demonstrate a comprehensive understanding 
of what it takes to run a successful business. 

This level of preparation and transparency builds trust and can 
significantly increase your chances of securing investment. 

Remember, your goal is to make the investment decision as easy 
as possible for the investor by eliminating doubts and providing 
reassuring clarity on every aspect of your business venture.
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the Art oF hAndlinG q&A sessions
The question-and-answer (Q&A) session is where your pitch is put 
under the microscope. It’s a critical component of the pitching pro-
cess where investors probe for weaknesses, test your knowledge, and 
gauge your passion and commitment. Mastering the Q&A session 
is an art form, and here we’ll explore how to navigate this with 
poise and substance.

prepArAtion is key
Anticipate potential questions and rehearse clear, concise responses. 
Understanding common investor queries will help you prepare for 
the majority of what might come your way.

1. How Did You Arrive at Your Valuation?
Investors are looking for logic and reason in your valuation.

Sample Answer: “Our valuation is based on a combination of factors 
including market size, our current traction, growth projections, 
and comparable valuations in recent funding rounds within our 
industry. We’ve also factored in our proprietary technology and 
the expertise of our team.”

2. What Is Your User Acquisition Strategy?
Investors want to ensure you have a plan to grow your user 
base effectively.

Sample Answer: “Our user acquisition strategy is multi-faceted, 
including digital marketing, strategic partnerships, and leveraging 
network effects inherent in our product. We’ve seen a cost of acqui-
sition of $X and a lifetime value of $Y, which we plan to improve by 
optimizing our marketing channels and conversion rates.”
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3. Who Are Your Competitors and How Are You Different?
Investors will expect you to know your competitive landscape and 
how you stand out.

Sample Answer: “Our main competitors are X and Y, but unlike 
them, we offer Z, which has allowed us to capture a unique seg-
ment of the market. Our approach to [specific feature or ser-
vice] is more comprehensive and user-friendly, which has been a 
key differentiator.”

4. What Are the Main Risks to Your Business and How Do You 
Plan to Mitigate Them?
Show that you’re not only aware of potential risks but also have a 
plan to address them.

Sample Answer: “The primary risks include new market entrants 
and changes in regulation. We mitigate these through continuous 
innovation, maintaining agile development practices, and staying 
engaged with industry regulatory bodies to anticipate changes.”

5. How Will You Use the Investment?
Be specific about how you intend to allocate funds.

Sample Answer: “The investment will be allocated as follows: 50% to 
product development, 30% to marketing to scale our user base, and 
20% to operational costs. This allocation is designed to maximize prod-
uct-market fit and fuel growth while maintaining operational efficiency.”

6. What’s Your Exit Strategy?
Investors are interested in knowing how they will get a return on 
their investment.
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Sample Answer: “While our primary focus is on building a sustain-
able and profitable company, we are open to various exit strategies. 
These include strategic acquisitions, as we’ve seen interest from 
larger companies in our space, or a public offering when our finan-
cials support that step.”

7. How Do You Plan to Scale Your Business?
Investors want to know if you have a clear path to scale.

Sample Answer: “Our scaling strategy is focused on both horizontal 
and vertical growth. We plan to expand our product line and enter 
new markets over the next two years. Our infrastructure is built on 
scalable technology to handle this growth without a corresponding 
increase in costs.”

body lAnGuAGe And tone
Your non-verbal cues can be just as telling as your verbal responses. 
Maintain eye contact, use open body language, and keep your tone 
even and confident. Show that you welcome the scrutiny because 
you believe in your business and are prepared for challenges.

hAndlinG curVebAll questions
Despite thorough preparation, you may encounter unexpected 
questions. If you don’t know the answer, it’s okay to say so, but 
follow up with how you would find the answer or address the issue.

Sample Response: “That’s a great question, and while I don’t have 
that data at hand, it’s something we can analyze further. Our team 
is adept at responding to new challenges, and we’ll ensure we under-
stand and address this area thoroughly.”
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turninG questions into opportunities
Each question is a chance to reinforce your key messages. If asked 
about potential risks, pivot by acknowledging the risk but then 
emphasizing your unique position to tackle it.

prActicinG enGAGed listeninG
Pay close attention to what is being asked. Sometimes the ques-
tion behind the question is about gauging your reaction or under-
standing deeper concerns the investor has. Listen actively, and your 
responses will be more targeted and effective.

stAyinG composed
Keep your cool even if the questions are tough. Composure under 
fire is a trait that investors admire. It suggests you’ll handle the 
pressures of running a business with the same level of calmness 
and assurance.

closinG stronG
End your Q&A session as confidently as you began your pitch. 
Thank investors for their questions, reiterate your excitement about 
the business’s future, and express your hope for their involvement.

The art of handling Q&A sessions lies in your ability to be prepared, 
stay composed, and view each question as an opportunity to further 
validate your business proposition. 

By carefully considering these common investor concerns and 
crafting thoughtful, data-backed responses, you can navigate this 
part of the pitch with the same finesse as the prepared presentation 
itself, leaving investors with a strong impression of your business 
acumen and your company’s potential.
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CHAP TER 12

DEMOING WITH IMPACT

Welcome to Chapter 12, “Demoing with Impact,” where the spot-
light turns to the critical juncture in the sales process—the prod-
uct demo. Here, we delve into the nuances of turning a routine 
demonstration into an impactful showcase that not only highlights 
your product’s features but also cements its value in the minds of 
your stakeholders. This chapter is a masterclass in transforming 
standard demonstrations into pivotal experiences that can sway 
decisions in your favor.

In the section on Comprehensive Preparation: The Key to Success, 
we understand that a memorable demo is built on a foundation 
of meticulous preparation. It’s not just about rehearsing the steps 
but about tailoring the narrative to fit the audience’s context. This 
preparation involves a deep dive into the prospective client’s world—
understanding their challenges, industry standards, and how your 
product fits as the missing puzzle piece. We’ll guide you through the 
intelligence-gathering process and teach you how to anticipate and 
preemptively address questions, ensuring your demo is a responsive, 
dynamic interaction rather than a static presentation.
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Moving to Structuring Your Demo: Discovery, Stakeholder Involve-
ment, and Timing, we consider how the demo’s structure can sig-
nificantly influence its effectiveness. This section is all about crafting 
your demo to align with the stakeholders’ needs, established during 
the discovery phase. We discuss the importance of including the 
right people in the demo and selecting the optimal moment in the 
sales cycle to ensure the message is timely and resonates on all levels.

The art of presentation comes alive in Delivering a Demo that Res-
onates. Here, the focus shifts to engaging storytelling techniques, 
dynamic pacing, and persuasive communication strategies. This 
section empowers you to elevate your demo from a simple feature 
tour to an evocative narrative that clearly demonstrates your prod-
uct’s impact on the user’s daily life and business operations.

Feedback is a two-way street, as we explore in Incorporating Feed-
back Mechanisms. An effective demo is an interactive experience 
that offers insights into the audience’s perceptions. We’ll cover how 
to weave in opportunities for feedback, interpret it in real-time, and 
utilize this information to refine your product and presentation 
strategy continually.

Lastly, the crucial aspect of any demo is its flawless execution, which 
we address in Ensuring Seamless Tech Execution and Troubleshoot-
ing. Technical snafus can quickly erode confidence, so we’ll provide 
you with strategies to ensure that your demo goes off without a 
hitch. From pre-demo tech checks to a quick-thinking trouble-
shooting guide, you’ll be equipped to handle any hiccups with grace.

Chapter 12 is your guide to mastering the demo process. By integrat-
ing these sections into your approach, you’ll ensure that every demo 
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you deliver is not just seen but felt, leaving a lasting impression that 
propels your audience toward a positive decision. Welcome to the 
path of turning product demos into a compelling, confidence-in-
spiring art form.

comprehensiVe prepArAtion: the key to success
To transform a good product demo into a great one, a founder must 
immerse in preparation that extends far beyond the mechanics of 
the product. Here’s an expanded guide on ten crucial steps, plus 
one bonus strategy, for preparing a demo that not only impresses 
but also impacts your audience profoundly.

deep Audience AnAlysis
Understanding your audience is the first commandment of demo 
preparation. Research each attendee’s background, business role, 
and industry pain points. Knowing their professional language, 
challenges, and objectives will allow you to tailor your message 
so it resonates personally with them. Remember, a demo should 
feel like it was crafted for the audience’s needs, not a one-size-fits-
all presentation.

settinG your demo GoAls
Having a roadmap for your demo is essential. Outline specific, 
measurable objectives you aim to achieve. Whether it’s gaining 
strategic feedback, sparking interest for further conversation, or 
directly seeking a commitment, your goals will dictate the demo’s 
pace, content, and call-to-action, ensuring a focused narrative that 
guides your audience precisely to the intended destination.
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product proFiciency
A seamless demo requires an intimate knowledge of your product. 
Dive deep into every feature and be prepared to answer intricate 
questions or showcase alternative uses that might appeal to specific 
stakeholders. Your expertise will not only prevent awkward pauses 
but also project confidence and credibility.

proActiVe q&A plAnninG
Investors will probe for weaknesses and opportunities; anticipate 
this by preparing for their questions. Develop a robust FAQ list that 
includes both technical and business-oriented inquiries. Rehearse 
these with your team, ensuring that your responses are not just 
accurate but also aligned with your company’s strategic messaging.

crAFtinG A compellinG nArrAtiVe
Stories captivate and stick with us far longer than facts and figures. 
Construct a narrative that escorts your audience through a relatable 
struggle that your product can overcome. Use real-world exam-
ples and anecdotes that lead to a climactic reveal of your product’s 
problem-solving prowess.

polishinG key tAlkinG points
While a rigid script can stifle the natural flow of a demo, having 
polished talking points for critical moments ensures clarity and 
impact. These are the parts of your demo that underline the unique 
value proposition of your product—make them count with precise 
language, rehearsed delivery, and engaging visuals.

VisuAl Aids And desiGn
A picture is worth a thousand words, and in a demo, engaging 
visuals can help communicate complex information quickly and 
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effectively. Design a presentation that complements your verbal 
narrative with clean, intuitive visuals that underline key points. 
This not only aids understanding but also makes your demo 
more memorable.

technicAl reheArsAls
Don’t let technology failures be the downfall of your demo. Conduct 
technical rehearsals to troubleshoot and resolve potential issues 
before you’re in front of your audience. Test every click, swipe, and 
load time to ensure a smooth experience that keeps the focus on 
your product, not on technical difficulties.

lAymAn’s prActice run
Executing a practice run with someone outside of your industry 
can be eye-opening. It will challenge you to break down complex 
jargon into digestible concepts. Their feedback can be invaluable in 
making your demo universally understandable and ensuring your 
message isn’t lost in translation.

timinG And pAcinG
An effective demo respects the audience’s time and attention spans. 
Practice your demo to nail the timing, ensuring you cover all nec-
essary points without rushing or dragging. Pacing is crucial; your 
demo should have a rhythm that builds excitement and culminates 
in a strong, persuasive close.

bonus: GAmiFy your demo
And for the creative flourish: gamify an aspect of your demo. This 
could mean incorporating a short quiz with a live leaderboard or 
creating a challenge that attendees can solve using your product. It 
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engages the audience in a unique, interactive way that makes your 
product’s benefits tangible and the demo session unforgettable.

By meticulously crafting each of these facets of your preparation, 
you’re setting the stage for a product demo that does more than 
showcase a solution—it tells a story, it educates, it engages, and 
most importantly, it converts interest into action. 

The eleventh, creative bonus is your secret weapon, injecting an 
element of surprise and interaction that elevates your demo from 
informative to experiential.

structurinG your demo: discoVery, stAkeholder 
inVolVement, And timinG
A well-structured demo is a critical moment where potential clients 
or investors experience your product’s capabilities first-hand. It’s a 
showcase that goes beyond telling, diving into the realm of showing 
and engaging. In this section, we’ll dissect the process of structur-
ing your demo, focusing on discovery, stakeholder involvement, and 
timing, to ensure that your demonstration hits the mark every time.

discoVery: lAyinG the GroundWork
The discovery phase is where you gather the intelligence that will 
inform every aspect of your demo. It’s a deep dive into understand-
ing your prospect’s needs, environment, challenges, and goals.

• Conduct Thorough Research: Before planning your demo, 
research your prospect’s industry, company history, and com-
petitive landscape. Understand their business model and where 
your product fits in.
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• Engage in Conversations: Speak directly with potential users 
and decision-makers to uncover what they value most. These 
conversations can provide insights into their pain points and 
the solutions they’ve tried or are considering.

• Create User Personas: Develop user personas based on your 
discovery. These should represent the typical users of your prod-
uct, their roles, challenges, and how they would interact with 
your product.

• Identify Key Pain Points: List the pain points your product 
addresses. Ensure that these are not generic problems but spe-
cific, relatable issues that stakeholders face daily.

• Map Features to Benefits: For each feature of your product, 
identify a direct benefit that relates to the stakeholders’ needs. 
This will form the core content of your demo.

stAkeholder inVolVement: tAilorinG your ApproAch
Knowing who will be in the room is as important as knowing your 
product. Tailoring your demo to the interests and concerns of your 
stakeholders ensures that your message is relevant and compelling.
• Identify the Decision-Makers: Determine who in the room has 

the authority to make decisions and what their criteria might be. 
Your demo should speak to their interests above all.

• Understand the Influencers: Recognize that not all stakehold-
ers are decision-makers but can influence decisions. Tailor parts 
of your demo to address their specific concerns.

• Customize Your Message: Adapt your narrative for the different 
stakeholder groups. For example, technical stakeholders may 
value in-depth details, while business stakeholders might be 
more interested in ROI and efficiency gains.

• Engage Stakeholders Pre-Demo: If possible, involve stake-
holders in the planning of your demo. Ask them what they 
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hope to see or learn, which can help you further customize 
your presentation.

• Plan for Interaction: Structure your demo to be interactive. 
Encourage questions and be prepared to show features or sce-
narios on request.

timinG: choosinG the riGht moment
The timing of your demo can be as crucial as its content. It’s about 
choosing the right moment in the sales cycle and the right length 
for your presentation.

• Select the Optimal Sales Cycle Moment: Introduce your demo 
at a point in the sales cycle when the prospect has enough infor-
mation to understand the value of your product but is still look-
ing for a solution.

• Keep it Concise: Time your demo to be long enough to cover 
essential points but short enough to maintain engagement. A 
good rule of thumb is that it should not exceed 20-30 minutes 
unless the complexity of the product demands more time.

• Pace Your Content: Within your demo, manage the pace. Start 
with quick wins – simple features with immediate benefits, then 
move to more complex demonstrations as you build rapport 
and interest.

desiGninG the demo FloW
A compelling demo has a clear beginning, middle, and end, much 
like a story. It should have a logical flow that guides stakeholders 
through a journey from identifying a problem to visualizing the 
solution in action.
• Open with Impact: Start with a brief introduction that sets the 

stage for what the stakeholders are about to see. Use a surprising 
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fact, a poignant question, or a bold claim to grab attention right 
from the start.

• Show, Don’t Tell: Instead of talking through a feature list, 
demonstrate how each feature works in practice. Use real-life 
scenarios that stakeholders can relate to.

• Highlight Differentiators: Make sure to emphasize what sets 
your product apart from the competition. Why is your solution 
the best choice for them?

• Close with a Call to Action: End your demo with a clear call 
to action. What do you want stakeholders to do next? Make it 
easy for them to take the next step.

reheArsinG your demo
Practice is crucial. Rehearse your demo multiple times, in front of 
an audience, if possible, to refine your delivery and become com-
fortable with the flow of your presentation.

• Practice With Peers: Run through your demo with colleagues 
who can provide feedback from different perspectives.

• Simulate the Environment: If possible, practice in the same 
room and with the same equipment you’ll use on the day.

• Refine Your Timing: Use a timer during rehearsals to ensure 
that you’re pacing the demo correctly and can adjust as needed.

incorporAtinG FeedbAck mechAnisms
A dynamic demo isn’t a monologue; it’s a dialogue with your 
audience. Build in opportunities for feedback throughout 
your presentation.

• Check for Understanding: Pause at key moments to ensure 
stakeholders are following and to address any immedi-
ate questions.
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• Use Live Surveys: If appropriate, use tools like live surveys or 
polls to gather real-time feedback during the demo.

• Gather Post-Demo Feedback: After the demo, seek feedback 
on what stakeholders found most and least compelling. This 
information is gold for refining future demos.

ensurinG seAmless tech execution
Technical hiccups can distract from even the most well-structured 
demo. Ensure everything works flawlessly.

• Test Every Scenario: Prior to the demo, test every scenario you 
plan to show. If you’re using a live system, ensure all data and 
functionalities are set up correctly.

• Have Backups Ready: Always have backups ready in case of 
technical failure. This includes having backup devices, offline 
versions of your demo, or screencasts.

• Plan for Troubleshooting: Know basic troubleshooting steps 
for the technology you’re using. If something goes wrong, you 
should be able to address it quickly and without panic.

From the groundwork of discovery to the nuance of stakeholder 
engagement, and the strategic timing of your presentation, each 
element plays a pivotal role in crafting a demo that resonates and 
leaves a lasting impression. 

Remember, the best demos are those that not only showcase a prod-
uct but also tell a story, create a connection, and prompt a clear 
action from the audience.
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deliVerinG A demo thAt resonAtes
Delivering a demo that resonates with your audience is about far 
more than showcasing a product; it’s about creating an experience 
that leaves a lasting impression. 

It’s the culmination of understanding your product’s potential 
impact and presenting it in a way that is both engaging and enlight-
ening. Here are several key factors to consider when delivering a 
demo that truly resonates.

control oF the mouse
The control of the mouse or pointer is a subtle but powerful tool for 
guiding the audience’s attention. Use smooth, deliberate movements 
to lead their eyes to what’s important without causing distraction. 
Avoid erratic or rapid scrolling that can be disorienting. Instead, 
let your cursor movements choreograph the demo, highlighting 
features, and data with precision.

modulAtion oF Voice
Your voice is a potent instrument that conveys enthusiasm, cer-
tainty, and competence. Use modulation to emphasize key points 
and maintain interest. Practice varying your pitch and volume to 
keep the demo dynamic and avoid a monotonous delivery that can 
lead to disengagement. Articulate clearly and pause strategically to 
allow your message to resonate.

prepAred demo Account
Ensure that you have a demo account loaded with relevant data and 
scenarios that will be shown during the presentation. This should 
be separate from any live environments and populated with clean, 
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controlled data that clearly demonstrates the product’s capabilities 
without exposing sensitive information.

reliAble internet connection
An unstable internet connection can derail even the most well-pre-
pared demo. Verify the connection beforehand, and if possible, 
have a dedicated network for your demo. Consider having offline 
alternatives or recordings as a backup to mitigate any unforeseen 
connectivity issues.

sequencinG oF FeAtures
The order in which you present features should tell a story, from basic 
to more complex functionalities. Start with features that address the 
most common pain points before moving on to advanced features 
or unique selling points that differentiate your product.

contextuAl use cAses
Present features within the context of real-world use cases that res-
onate with your audience. Describe scenarios that mirror the chal-
lenges your audience faces and show precisely how your product 
provides the solution. This not only demonstrates understanding 
but also helps the audience envision themselves using the product.

AnticipAtinG user scenArios
Be prepared to go off-script if the audience shows interest in a par-
ticular feature or use case. Have a strong understanding of various 
user scenarios and be ready to present them on the fly. This adapt-
ability can be particularly impressive to an audience, showing the 
flexibility and depth of your product.
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hiGhliGhtinG inteGrAtions And compAtibility
Demonstrate how your product integrates with other tools or sys-
tems your audience might already be using. Compatibility can be a 
significant selling point, so show any plugins or APIs that enhance 
your product’s functionality within an existing ecosystem.

demonstrAtinG VAlue, not Just Function
Throughout the demo, emphasize the value each feature brings, 
not just its function. Explain how each functionality translates 
into cost savings, revenue generation, efficiency improvements, or 
other benefits. This value-driven approach helps stakeholders justify 
the investment.

creAtinG moments oF WoW
Plan for a few ‘wow’ moments in your demo—features or results 
that will leave a strong impression. These should be strategically 
placed to capture attention and ignite the audience’s imagination 
about the product’s potential.

closinG With clArity
End your demo with a clear and concise summary of the key ben-
efits and differentiators. Reiterate the value proposition and leave 
the audience with a compelling reason to choose your product. This 
is also the time to open the floor for questions, engage in deeper 
discussions, and establish the next steps.

Delivering a demo that resonates is an exercise in storytelling, pre-
cision, and persuasion. By focusing on these key aspects, you can 
turn a standard product demonstration into a persuasive narrative 
that clearly communicates the value of your offering. 
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It’s about showing your audience not just a product in action, but a 
solution to their needs and a catalyst for their success.

incorporAtinG FeedbAck mechAnisms
Incorporating feedback mechanisms into your product demo is not 
just about gathering data; it’s a strategic approach to engage with 
your audience, validate the product’s fit, and adapt your pitch in 
real time. 

It transforms a one-way presentation into an interactive experience 
that values the voice of the customer. Here are several key strategies 
for integrating feedback throughout your demo process.

eArly FeedbAck: settinG the tone
Begin by setting an interactive tone, inviting feedback from the 
very start. This can be as simple as asking preliminary questions to 
gauge the audience’s familiarity with your product or their level of 
interest in certain features. Early feedback helps tailor the direction 
of your demo and immediately involves the audience, making them 
active participants in the process.
• Pre-Demo Surveys: Before the demo, distribute quick surveys 

to understand what the audience hopes to learn or see in your 
demo. This not only guides your presentation focus but also 
demonstrates a customer-centric approach.

• Opening Questions: Start your demo by asking the audience 
what they’re excited to discover. Use their responses to adjust 
your presentation flow on the spot or emphasize features that 
resonate with the audience’s interests.
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mid-demo check-ins: GAuGinG enGAGement
During the demo, build in natural pauses to solicit feedback. This 
keeps the audience engaged and allows you to measure their reac-
tions to what’s being presented.

• Feature-Specific Queries: After demonstrating an important 
feature, pause to ask the audience for their thoughts or if they 
can envision this feature benefiting their workflow. This helps 
identify if the feature is hitting the mark or if further clarifica-
tion is needed.

• Interactive Polling: Utilize live polling at strategic points in 
your demo to get instant feedback on user preferences or to 
make decisions on what to showcase next. This not only keeps 
the presentation dynamic but also gives you valuable insights 
into the audience’s priorities.

end-oF-FeAture recAp: conFirminG VAlue
At the close of each feature or section, take a moment to recap and 
ask for feedback. This ensures that the value proposition of each 
segment is clearly understood and allows the audience to voice any 
concerns or questions while the information is fresh.

• Recap with Rationale: After covering a feature, briefly recap 
and explain the rationale behind it, then invite feedback. It’s 
a checkpoint that helps confirm the audience is following and 
finding value in what you’re presenting.

• Live Feedback Channels: If the demo is virtual, offer a live chat 
or reaction buttons for instant feedback. For in-person demos, 
reading body language can also serve as immediate feedback, 
but always encourage verbal interaction for clarity.
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post-demo FeedbAck: reFlectinG And ActinG on insiGhts
Once the demo concludes, it’s crucial to collect feedback that can 
refine future demos and inform product development.

• Structured Feedback Forms: Provide a structured form to cap-
ture detailed feedback. Tailored questions about specific features, 
the overall presentation, and the perceived value of the product 
can yield actionable insights.

• Follow-Up Discussions: Schedule follow-up discussions with 
key stakeholders to delve deeper into their feedback. This 
one-on-one time can reveal more nuanced insights than 
group settings.

continuous FeedbAck loop: FosterinG improVement
A demo isn’t the end but a step in the ongoing process of product 
and presentation refinement. Establish a feedback loop that con-
tinuously informs and improves your demo strategy.

• Internal Reviews: After each demo, review the feedback with 
your team. Discuss what worked, what didn’t, and why, and 
adjust for the next demo.

• Customer Journey Tracking: Track the customer journey post-
demo to see how feedback during the demo correlates with 
actions taken by the prospect. This can help tie specific demo 
components to sales outcomes.

incorporAtinG FeedbAck into product deVelopment
Beyond refining your demo, feedback should also be channeled back 
into product development. Real-world reactions and suggestions 
from potential users are invaluable for product teams.

• Direct Transmission to Product Teams: Ensure there’s a direct 
line of communication from the sales team to the product devel-
opers to transmit feedback received during demos.
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• Feature Request Tracking: Keep a log of feature requests and 
comments made during demos. Over time, patterns in this feed-
back can highlight opportunities for product enhancements or 
new feature development.

bonus: GAmiFicAtion oF FeedbAck
Finally, consider gamifying the feedback process. For example, offer 
a leaderboard for the most insightful feedback or provide rewards 
for engagement during the demo. This not only makes the pro-
cess enjoyable but also encourages more in-depth and thought-
ful responses.

Incorporating feedback mechanisms throughout your demo is a 
multifaceted approach that prioritizes the voice of the customer. 
It demonstrates that your company values user input and is com-
mitted to delivering solutions that meet and exceed market needs. 

By making feedback an integral part of your demo process, you 
ensure that your presentations are ever-evolving, increasingly effec-
tive, and deeply resonant with your audience.

ensurinG seAmless tech execution And 
troubleshootinG
The success of a product demo can hinge on flawless technical exe-
cution. In a world where first impressions are crucial, technical 
glitches can significantly undermine the perceived reliability of 
your product and your company’s professionalism. Here’s how to 
ensure technical execution is seamless and how to troubleshoot 
effectively if things don’t go as planned.
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choosinG the riGht soFtWAre plAtForm
The platform you choose for your demo plays a significant role 
in how smoothly it runs. Popular options like Teams, Zoom, and 
Google Meet have their own sets of features and limitations.

• Familiarity and Functionality: Choose a platform that is not 
only widely used and accepted but also one that you and your 
team are thoroughly familiar with. This will allow you to uti-
lize its features to their fullest and avoid any navigation-re-
lated hiccups.

• Platform Reliability: Research the reliability of these platforms, 
particularly under heavy usage. Consider factors like server sta-
bility, ease of access for users, and quality of support in case 
of issues.

• Interactive Features: Look for platforms that offer interactive 
features like screen sharing, remote control, and breakout rooms 
which can enhance the interactivity of your demo.

usinG Ai note-tAkers
AI note-takers like Otter.ai can provide live transcriptions of your 
demo. This technology serves multiple purposes:

• Accurate Records: They ensure an accurate record of what was 
said during the demo for both you and the audience, which can 
be invaluable during follow-ups.

• Engagement for the Hearing Impaired: Live transcriptions 
make your demo more accessible to participants who are hear-
ing impaired or those for whom English is a second language.

• Focus on Delivery: With AI notetaking, you can focus more on 
delivering your message and engaging with the audience rather 
than worrying about taking notes.
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recordinG demos
Recording your demos using software like Gong or Chorus provides 
several advantages.
• Review and Improve: Recordings allow you to review your 

demo and assess what went well and what can be improved. Pay 
particular attention to the flow, the clarity of your explanations, 
and audience reactions at different points.

• Team Feedback: Share recordings with your team or a coach 
for constructive feedback. Their insights can help refine your 
approach, messaging, and delivery.

• Training Tool: Use recordings as a training tool for new team 
members. They can learn by watching real demos and under-
standing the nuances of a successful presentation.

prepAre For All continGencies
Having a plan B (and even a plan C) is essential. Here are some 
contingency preparations:

• Backup Connections: Always have a backup internet connec-
tion available. Whether it’s a mobile hotspot or a secondary 
Wi-Fi network, ensure you can quickly switch if your primary 
connection fails.

• Hardware Redundancy: Have backup hardware on hand, such 
as a second laptop or tablet. This can be a lifesaver if your pri-
mary device malfunctions.

• Offline Versions: Prepare offline versions of your demo. In case 
of platform failure or connectivity issues, being able to present 
from a local copy keeps the show on the road.

AnticipAte And simulAte FAilures
Conduct dry runs where you simulate potential failures and prac-
tice your response. For example:
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• Interrupted Audio/Visuals: Know what to do if your audio 
cuts out or if the audience can’t see your shared screen. Prepare 
clear instructions for these common issues that you can relay 
calmly and confidently.

• App Crashes: If an application crashes mid-demo, practice 
quickly and smoothly reopening it or moving to an alternate 
demonstration method without losing your audience’s attention.

• Unexpected Interruptions: Have a plan for handling unex-
pected interruptions, such as a fire alarm or other unfore-
seen disruptions.

leVerAGe supportiVe tech tools
Implement tech tools that support the smooth running of your demo.

• Remote Desktop Tools: Tools that allow you to control another 
desktop remotely can be helpful in troubleshooting issues from 
afar or co-navigating a product walkthrough.

• Diagnostic Software: Use diagnostic tools to check the health 
of your system before starting your demo. These can alert you to 
potential issues like low memory, high CPU usage, or impending 
updates that could disrupt your presentation.

AFter-Action reVieW
Following each demo, conduct an after-action review focused on 
the technical aspects.

• Evaluate the Performance: Discuss with your team what 
tech-related issues arose, how they were handled, and how they 
could be prevented in the future.

• Update Your Checklist: Maintain a dynamic checklist of tech-
nical preparations that you update after each demo, adding new 
learnings and check items as needed.
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Remember, every element of your presentation—from the choice of 
platform to the contingency plans—reflects on your product and 
your company. 

Your ability to handle the unexpected with grace and efficiency 
not only preserves the focus on your product’s benefits but also 
demonstrates your team’s competence and professionalism.

demo checklist you cAn use
A comprehensive demo checklist is an indispensable tool for any 
founder. It ensures that you cover all necessary bases to deliver a 
seamless and effective presentation. This checklist is designed to 
guide you through the essential steps before, during, and after your 
product demo.

pre-demo prepArAtion
Technical Setup and Equipment:

• Test Your Internet Connection: Is it stable and fast enough for 
high-quality streaming?

• Check Your Audio and Video: Are your microphone and web-
cam clear and functioning?

• Prepare Your Demo Environment: Is the background profes-
sional and free from distractions?

• Update and Charge Devices: Are all devices fully charged or 
plugged in? Have updates been installed to prevent automatic 
restarts during the demo?

• Have Backups Ready: Do you have backup equipment and a 
secondary internet connection?
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Software and Platform:
• Choose the Right Platform: Is the chosen platform (Teams, 

Zoom, Google Meet) reliable and familiar to all participants?
• Familiarize Yourself with Platform Tools: Do you know how 

to use features like screen share, breakout rooms, and polls?
• Setup AI Note-Takers: Are transcription services like Otter.ai 

ready to capture the demo?
• Recording Software: Is recording software like Gong or Chorus 

set up and functioning?

Content and Presentation:
• Review Your Script: Is your demo script polished and does it 

include engaging storytelling elements?
• Rehearse the Demo: Have you practiced the demo multiple 

times, ensuring smooth delivery?
• Prepare Answers for Anticipated Questions: Do you have 

responses ready for expected inquiries from the audience?
• Create an Interactive Element: Have you included interactive 

components to engage the audience?

Stakeholder Engagement:
• Confirm Attendee List: Are all key stakeholders confirmed 

to attend?
• Pre-Demo Survey: Have you sent out a pre-demo survey to 

understand what attendees expect to see?
• Pre-demo Agenda: Have you sent out an agenda for the 

demo call?

durinG the demo
Execution:

• Start Recording: Have you started the recording feature?
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• Manage the Room: Are all participants muted upon entry to 
prevent background noise?

• Monitor the Chat: Is someone assigned to monitor the chat for 
questions and technical issues?

Engagement:
• Call Participants by Name: Are you engaging with participants 

by name to create a personal connection?
• Interactive Polling: Are you using live polls to collect 

instant feedback?

Technical Considerations:
• Screen Sharing: Are you sharing the correct screen and is all 

confidential information hidden?
• Camera Position: Is your camera at eye level to simulate direct 

eye contact with the audience?
• Audio Clarity: Are you speaking clearly and is your microphone 

picking up without issues?

Content Delivery:
• Feature Highlight: Are you emphasizing the key features and 

their benefits as planned?
• Time Management: Are you on track with your demo timing? 

Do you have enough time for Q&A?

post-demo FolloW-up
Feedback and Evaluation:

• End-of-Demo Feedback: Did you collect immediate feedback 
following the demo?

• Send Follow-Up Survey: Have you sent a post-demo survey to 
gather detailed feedback?



24 6 ·  F r o m  F o U n d e r  t o  c L o S e r

Review and Adaptation:
• Review the Recording: Have you reviewed the recording to 

assess the demo’s effectiveness?
• Team Debrief: Have you conducted a team debrief to discuss 

what went well and what didn’t?

Next Steps and Communication:
• Outline Next Steps: Did you clearly communicate the next steps 

to the audience at the end of the demo?
• Follow-Up Communication: Have you followed up with 

attendees to thank them for their time and provide additional 
resources or answers to questions?

Technical Considerations:
• Internet Stability: Did you experience any connection issues 

that need to be addressed for future demos?
• Software Performance: Were there any glitches or hiccups with 

the demo software that need to be investigated?

Sales and Lead Generation:
• Lead Qualification: Have you reviewed the list of attendees to 

identify hot leads for immediate follow-up?
• CRM Update: Have you updated your CRM with feedback and 

the status of each attendee?

This comprehensive checklist is designed to ensure that you leave 
nothing to chance. 

By meticulously preparing for every aspect of your demo, you can 
deliver a presentation that not only showcases your product but 
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also demonstrates your company’s commitment to excellence and 
customer satisfaction. 

Remember, a successful demo is one that not only presents a prod-
uct but tells a story, captures imagination, and drives action. With 
this checklist, you’re well on your way to achieving just that.
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CHAP TER 13

POST-SALES PROCESS AND 
MANAGING FEEDBACK LOOPS

As the ink dries on a closed deal, a pivotal transition begins. Chap-
ter 13, “Post-Sales Process and Managing Feedback Loops,” delves 
into this transformative phase, where the celebratory handshake 
of a successful sale evolves into the ongoing handshake of part-
nership and growth. This chapter uncovers the essence of Client 
Success 101 - A Modern Mindset, a foundational philosophy that 
recognizes the enduring value derived from a sale is not captured 
by the transaction itself, but rather by the success and satisfaction 
of the client thereafter.

It’s a mindset that extends beyond the conventional metrics of sales 
performance to embrace a holistic vision of customer achievement. 
Here, we will explore the tenets of client success that every modern 
business must adopt—understanding that the real work begins not 
when a sale is made, but when a customer starts using the product. 
This mindset is about accompanying the customer on their journey, 
ensuring they extract maximum value and meet the objectives that 
led them to your solution in the first place.
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The narrative then shifts to the critical strategies for Post-Sale: Nur-
turing the Relationship for Repeat Business. It’s in these interactions 

— post-sale — that the true depth of the customer relationship is 
cultivated. This section will guide you through the multifaceted 
approach to relationship management that focuses on maintaining 
engagement, providing ongoing support, and creating additional 
value that reinforces the customer’s decision to choose your solution, 
thereby paving the way for repeat business and loyalty.

In any relationship, communication is key; in the customer-busi-
ness relationship, it is paramount. Hence, Implementing Feedback 
Loops for Continuous Improvement becomes an essential practice. 
We’ll dissect the methodology of building effective channels for 
feedback that can turn customer insights into actionable improve-
ments. This feedback, systematically harvested and judiciously 
applied, becomes the driving force for product refinement, service 
enhancement, and the overall elevation of the customer experience.

But the process doesn’t halt with feedback implementation. 
Wrap-Up: Setting the Stage for Future Success involves a meticu-
lous review and forward-planning. It’s about consolidating gains, 
learning from the customer journey, and establishing a framework 
that ensures the relationship does not stagnate but grows stronger 
and more fruitful. This section is about the tools and strategies that 
help anchor the customer’s success to your own, setting measurable 
objectives that spell out a clear path forward for both parties.

Finally, the art of transforming satisfied customers into active 
promoters is unveiled in Establishing Referral Mechanisms 
Post-Close. A satisfied customer’s recommendation is a powerful 
endorsement; thus, creating a structured referral program is not 
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just beneficial—it’s strategic. We’ll delve into constructing referral 
systems that incentivize and make it effortless for customers to 
spread the word about your solution, turning their success into 
your most compelling marketing campaign.

In essence, Chapter 13 serves as your guide to weaving the post-sales 
process into the fabric of your company’s culture, ensuring that 
every sale is a step toward building a durable, customer-focused 
business. The sale is the beginning, the foundation upon which 
a long-term relationship is built, and it’s in the nurturing of this 
relationship that true, sustained success is realized.

client success 101 - A modern mindset
In the current business ecosystem, the convergence of customer 
success and customer service marks the genesis of a modern mind-
set that is reshaping the way companies interact with their clients. 

Customer success is a proactive, holistic approach that seeks not 
only to resolve issues but to ensure customers achieve their over-
arching goals through your product or service. Let’s unpack this 
paradigm, delineating the practices that constitute a customer-cen-
tric culture within your organization.

customer success Vs. customer serVice
Understanding the distinction between customer success and 
customer service is the first step in adopting this modern mind-
set. Customer service is reactive, typically coming into play when 
problems arise.
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It’s about issue resolution and immediate satisfaction—important, 
but not comprehensive. Customer success, on the other hand, is a 
proactive commitment. 

It’s the long game, concerned with the continuous value customers 
gain from your solution and their success because of using it. It’s 
about building a relationship beyond the sale, guiding, and sup-
porting customers as they integrate your product into their business 
operations and strategies.

AdoptinG A true customer success mindset
To truly embrace a customer success mindset, your company must 
pivot from a focus on what your product does to what your cus-
tomers can achieve with it. It requires a deep understanding of the 
customer’s business environment, goals, and challenges, and how 
your solution fits within that context.

• Customer Goals: Regularly asking, “How can we help our cus-
tomers achieve their goals?” puts you in a position to align your 
services with the customer’s success metrics. This may mean 
adapting your product roadmap to better serve the evolving 
needs of your customers.

• Maximizing Value: Continually ponder, “How can we maxi-
mize value for our customers?” This could involve developing 
additional features, offering complementary services, or pro-
viding educational resources that help customers get more out 
of your product.

• Long-term Services: Reflect on, “What services can we add 
that would ensure customer success in the long-term?” This 
might translate to offering consulting services, customer success 
management, or ongoing training sessions that help customers 
continually refine their use of your product.
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solicitinG And ActinG on customer FeedbAck
An integral part of customer success is understanding customer 
perceptions of your product. This requires soliciting candid feed-
back and being prepared to act on it.
• Product Dislikes: Ask your customers, “What don’t you like 

about our solution?” This opens the door to frank conversations 
that can reveal critical areas for improvement.

• Areas for Improvement: Inquire about, “What areas can we 
improve?” This demonstrates a willingness to listen and a com-
mitment to ongoing enhancement.

• Desired Enhancements: Encourage suggestions by asking, 
“What enhancements would you like to see?” This can help pri-
oritize your development efforts based on actual customer needs.

• Reasons for Non-Selection: Understanding why a customer 
might not choose your solution is invaluable. Ask, “Why didn’t 
you choose our solution?” and even, “What made our competitor 
the right choice for you?” These questions can uncover your 
product’s weaknesses and highlight competitive advantages that 
you may need to address.

buildinG A customer success strAteGy
Developing a robust customer success strategy involves several 
key components:

• Customer Journey Mapping: Outline the customer journey 
post-sale to identify all touchpoints where you can add value.

• Success Metrics: Define clear metrics for customer success, 
which could include usage statistics, satisfaction scores, or busi-
ness outcomes directly tied to your product.

• Regular Check-Ins: Implement a schedule of regular check-
ins with customers to discuss their progress, challenges, 
and successes.
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• Feedback Loops: Establish formalized feedback loops that allow 
you to capture and analyze customer input systematically.

• Cross-Functional Teams: Foster a culture where customer suc-
cess is a company-wide responsibility, involving product devel-
opment, marketing, sales, and support teams in the process.

cultiVAtinG A culture oF success
A customer success mindset must be ingrained in the company cul-
ture. It’s about every team member, from the top down, embracing 
the idea that the company’s success is directly linked to the success 
of its customers.

• Training: Invest in training for your team to understand 
customer success principles and how they apply to their spe-
cific roles.

• Customer Advocacy: Create roles or teams dedicated to cus-
tomer advocacy, ensuring there are champions within your 
company focused solely on customer outcomes.

• Success Stories: Share customer success stories internally to 
celebrate wins and illustrate the impact of your work.

Adopting a modern customer success mindset is about shifting from 
a transactional relationship to a transformational one. It’s a com-
prehensive approach that positions your customers’ achievements 
as the central narrative of your business story. 

By doing so, you not only elevate the customer experience but also 
lay a foundation for sustainable growth, innovation, and mar-
ket leadership.
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post-sAle: nurturinG the relAtionship For 
repeAt business
Once a sale concludes, the real work begins to transform a one-
time buyer into a loyal, repeat customer. The post-sale phase is not 
merely a follow-up; it’s an ongoing dialogue and a commitment 
to client care that can significantly impact your business’s future. 
This section focuses on developing a robust post-sale client care 
campaign and establishing the right touchpoints to nurture these 
valuable relationships.

pros And cons oF hAVinG A robust post-sAle  
client cAre cAmpAiGn

A robust post-sale strategy is fundamental for customer retention 
and brand loyalty. The advantages include increased customer satis-
faction, higher chances of repeat business, and enhanced reputation 
through word-of-mouth. 

Customers feel valued and are more likely to become advocates for 
your brand. Furthermore, such campaigns provide invaluable data 
on customer preferences and behavior, enabling targeted upselling 
and cross-selling opportunities.

However, it’s essential to consider the potential drawbacks. These 
campaigns require significant resources and may increase opera-
tional costs. There’s also the risk of overwhelming customers with 
too much communication if not executed with sensitivity. It’s about 
finding the balance between being attentive and being intrusive.

hAndinG oVer to the serVice mAnAGer
Post-sale, the handover to a service manager or customer success 
team is a critical transition. This individual or team becomes the 
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customer’s primary contact, embodying the ongoing commitment 
to their success with your product. 

They should have a deep understanding of the customer’s goals, the 
nuances of their business, and how your product fits within that 
context. The handover should be seamless, with all relevant customer 
information and history passed on to ensure continuity of care.

touchpoints thAt Work
Establishing effective touchpoints throughout the customer journey 
is crucial for maintaining connections and delivering continuous 
value. Here are eight touchpoints that can make your post-sale 
relationship thrive:

• Welcome and Onboarding: After the sale, initiate a structured 
onboarding process that educates the customer on using your 
product effectively.

• Follow-Up Call: A check-in call every few days post-purchase 
can answer initial questions and reassure the customer of 
your support.

• Satisfaction Survey: Send out a satisfaction survey to gauge 
the customer’s early impressions and identify any immedi-
ate concerns.

• Educational Content: Share valuable insights, tips, and best 
practices related to your product to help the customer get the 
most out of their purchase.

• Milestone Recognition: Celebrate milestones in the customer’s 
journey, like the completion of a project or achieving a specific 
outcome with your product.

• Product Updates: Keep customers informed about product 
updates, new features, and enhancements that could bene-
fit them.
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• Anniversary Check-ins: Mark the anniversary of their purchase 
with a personalized communication reflecting on their year with 
your product and discussing future goals.

• Special Offers: Provide exclusive offers or early access to new 
products as a token of appreciation for their business.

reGulAr neWsletters
Regular newsletters can keep your customers informed about com-
pany news, product developments, and industry insights. They serve 
as a soft touchpoint that keeps your brand top of mind without 
requiring direct engagement from the customer.

community buildinG
Foster a sense of community among your customers. Invite them 
to join user groups, forums, or social media communities where 
they can share experiences, ask questions, and connect with other 
users. This not only provides them with a support network but also 
deepens their engagement with your brand.

customer support Accessibility
Ensure that customer support is easily accessible. Whether it’s 
through a dedicated support line, chat, or email, customers should 
feel that help is readily available. Providing multi-channel support 
options caters to different preferences and increases the likelihood 
of positive customer service experiences.

personAliZed oFFers bAsed on usAGe dAtA
Use the data collected on how customers interact with your product 
to create personalized offers that cater to their specific usage patterns 
and needs. This demonstrates a nuanced understanding of their 
relationship with your product and can lead to targeted upselling.
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Nurturing the post-sale relationship is about creating a customer 
experience that extends far beyond the initial transaction. It’s about 
building a journey of continuous engagement, tailored experiences, 
and proactive care that cements a sense of partnership between your 
customers and your brand. 

A well-orchestrated post-sale strategy not only secures repeat busi-
ness but also fosters a loyal customer base that will advocate for 
and grow with your company. By implementing thoughtful touch-
points and ensuring seamless transitions to service managers, your 
post-sale process becomes a powerful engine for sustainable busi-
ness success.

implementinG FeedbAck loops For 
continuous improVement
In a business climate where agility and customer-centricity are par-
amount, feedback loops serve as critical conduits for the continuous 
flow of information across all departments. 

These loops enable a business to stay aligned with customer needs 
and market trends. Implementing strategic feedback loops between 
Sales, Client Success, Marketing, and Product teams can catalyze 
continuous improvement and foster a collaborative culture. This 
chapter explores various feedback loops and tactics to optimize 
them for sustained growth and innovation.

sAles And client success FeedbAck loop
The bridge between Sales and Client Success is vital for under-
standing the customer lifecycle from the initial sale to ongo-
ing engagement.



p o S t - S A l e S  p r o c e S S  A n d  M A n A g i n g  f e e d b A c k  l o o p S  ·  2 59

• Post-Sale Debriefs: Conduct debrief sessions where sales teams 
share customer expectations and goals with client success man-
agers, ensuring a personalized follow-up.

• Client Success Insights: Client success teams should regularly 
report back on customer health, satisfaction, and usage patterns 
to sales, informing the type of prospects to target and the selling 
points that resonate most.

• Joint Account Planning: Encourage joint strategy sessions for 
key accounts, where sales and client success collaborate on tai-
lored plans for upselling or renewals based on customer feedback.

• Shared CRM Annotations: Utilize a CRM where both sales and 
client success can annotate account records with insights, keep-
ing both teams informed about client sentiment and experiences.

client success to mArketinG FeedbAck loop
Client success teams are in the trenches, directly interacting with 
customers and can provide invaluable insights to the market-
ing team.
1. Customer Stories and Testimonials: Client success can supply 

marketing with customer success stories, testimonials, and case 
studies that demonstrate the real-world value of the product.

2. Market Feedback for Content Creation: Regularly channel 
feedback from clients about their challenges and achievements 
to the marketing team, aiding in the creation of relevant, tar-
geted content.

3. Product Feature Requests: Relay common feature requests 
or feedback on product usability to marketing, helping them 
to create campaigns that highlight new features or prod-
uct improvements.
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4. Segmentation Data: Provide marketing with data on customer 
segments that find the most value in your product, allowing for 
more focused and effective marketing strategies.

client success to product FeedbAck loop
A dynamic feedback loop between client success and product devel-
opment is essential for driving product enhancements that meet 
customer needs.

• Feature Enhancement Requests: Systematically collect and cat-
egorize feature requests from customers and share these with 
the product team to inform the product roadmap.

• Usage Pattern Analysis: Share analysis of how customers use the 
product, including any workarounds or unexpected use cases, 
to inspire product improvements or new feature development.

• Customer Satisfaction Scores: Use customer satisfaction scores 
to prioritize product updates or fixes that will have the most 
significant impact on customer happiness.

• Beta Testing Coordination: Client success can help identify 
and manage a group of customers willing to participate in beta 
testing, providing the product team with early, actionable feed-
back on new features.

FeedbAck From customer support to All depArtments
Customer support often deals with immediate customer issues and 
can provide a wealth of feedback to various departments.

• Issue Trends: Report on trending issues or common questions to 
inform all departments of potential areas of improvement, whether 
it’s in product design, communication strategies, or sales processes.

• Knowledge Base Contributions: Encourage customer support 
to contribute to a knowledge base that all departments can access, 
ensuring that any customer issue informs future decisions.
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• Resolution Feedback: Analyze the feedback from resolved sup-
port tickets to identify any gaps in the product or service that 
need to be addressed.

the role oF leAdership in FeedbAck loops
Leadership plays a crucial role in championing and maintaining 
feedback loops.

• Executive Sponsorship: Have leaders from each department 
sponsor the feedback loop initiative, demonstrating its impor-
tance to the company’s culture and operations.

• Cross-Departmental Meetings: Organize regular meetings 
where leaders from sales, client success, marketing, and prod-
uct come together to discuss feedback and its implications for 
their areas.

oVerAll need For AliGnment
The overall need for alignment between Client Success, Sales, Mar-
keting, and Product cannot be overstated. Feedback loops are the 
threads that weave these departments together, ensuring that the 
entire organization moves in unison toward shared goals.

• Unified Customer View: Maintain a unified view of the cus-
tomer across all departments, ensuring that every team has a 
holistic understanding of customer interactions, preferences, 
and feedback.

• Regular All-Hands Meetings: Host regular all-hands meetings 
where feedback is shared, success stories are celebrated, and 
lessons are learned from challenges faced.

• Integrated Technology Stack: Utilize an integrated technology 
stack that allows for seamless sharing of customer data and 
feedback across departments.
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• Continuous Improvement Culture: Cultivate a culture of con-
tinuous improvement where feedback is actively sought, wel-
comed, and acted upon by all departments.

Feedback loops are more than just mechanisms for gathering infor-
mation—they are the lifeblood of a customer-centric organization. 

By fostering open channels of communication and ensuring align-
ment between key departments, a business can adapt, innovate, and 
grow in harmony with its customers’ evolving needs. 

Implementing and maintaining these loops is a commitment to 
not just the company’s products but to its very ethos of perpetual 
growth and improvement.

estAblishinG reFerrAl mechAnisms post-close
After a sale, the journey with your customer enters a new phase, one 
where the experience of your product and service can spark potent 
word-of-mouth promotion. Establishing referral mechanisms post-
close is a strategic move that can capitalize on customer satisfaction 
to fuel business growth. This section details how to implement refer-
ral mechanisms, their importance, and three tactical approaches 
to harness this powerful marketing tool.

the importAnce oF reFerrAl mechAnisms
Referrals are a low-cost, high-impact marketing strategy. Cus-
tomers acquired through referrals typically have a higher life-
time value and are more likely to become referrers themselves, 
creating a compounding effect. Referrals also carry the weight of 
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personal recommendation, which often holds more sway than tra-
ditional advertising.

Moreover, referral programs can strengthen customer relationships. 
By offering incentives for referrals, you are not only encouraging 
customers to promote your business but also giving them a stake 
in your success. This shared interest can deepen their loyalty to 
your brand.

implementinG reFerrAl mechAnisms
Implementing an effective referral program begins with under-
standing what motivates your customers to share their experiences 
with others. This motivation often stems from their satisfaction and 
the value they perceive from your offerings. The key to a successful 
referral program is to make the process as easy and rewarding as 
possible for both the referrer and the referee.

• Simplicity in Sharing: Design a referral process that is straight-
forward. Whether it’s a link, a form, or a referral code, ensure 
that sharing is as simple as clicking a button or forwarding 
a message.

• Trackable Referrals: Utilize software that can track referrals 
back to the source, ensuring that every customer who makes 
a referral is recognized and rewarded. This tracking also pro-
vides valuable data about which customers are your most 
active promoters.

• Communication: Clearly communicate the benefits of the 
referral program to your customers. This should be done right 
after the sale, and then periodically, through your customer 
success touchpoints.
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tActics For eFFectiVe reFerrAl mechAnisms
To maximize the impact of your referral program, consider these 
three tactical approaches:

• Incentivize Referrals: Offer compelling incentives that motivate 
customers to make referrals. This could be a discount on future 
purchases, a free month of service, or a gift. Ensure the reward 
is relevant and valuable to your customer base. For instance, if 
your customers are businesses, a discount on future transactions 
may be more appealing than a one-off gift.

• Leverage Moments of High Satisfaction: Identify moments 
when customer satisfaction is highest—such as after successful 
customer support interactions or major wins with your prod-
uct—and prompt customers to make referrals then. This is when 
their positive sentiment about your brand is most potent and 
when they’re likely to share their experiences enthusiastically.

• Personalize the Referral Experience: Tailor the referral pro-
gram to individual customer preferences and behaviors. Use the 
data you have on customers to personalize communication and 
rewards. For example, if a customer frequently uses a particular 
feature of your product, offer them an incentive related to that 
feature for making a referral.

reFerrAl proGrAm best prActices
For your referral program to be truly effective, it should adhere 
to best practices that align with your overall customer experi-
ence strategy.

• Continuous Promotion: Don’t limit the promotion of your 
referral program to a one-time event. Integrate it into your 
ongoing marketing and communication efforts, making sure 
it’s always visible and top of mind.
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• Feedback and Adaptation: Regularly gather feedback on the 
referral program itself and be willing to make changes. If certain 
incentives aren’t motivating referrals, consider what changes 
could make them more appealing.

• Recognition and Appreciation: Publicly recognize and show 
appreciation for customers who make successful referrals. 
This can be done through social media shout-outs, thank-you 
notes, or even case studies that highlight their success with 
your product.

• Align With Customer Success: Ensure that your referral pro-
gram is a topic in the regular check-ins that customer success 
managers have with clients. When a customer’s success confirms 
that a customer is achieving their goals with your product, that’s 
an opportune time to discuss the referral program.

Establishing referral mechanisms post-close is a strategic step that 
can significantly amplify your brand’s reach and strengthen your 
customer relationships. 

By making the referral process easy, rewarding, and well-inte-
grated into the customer journey, you create a powerful channel 
for organic growth. A well-designed referral program is not just a 
growth lever; it’s a testament to the value your customers find in 
your product—a value they are eager to share with their networks.
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CHAP TER 14

RESOURCES & REFERENCES

In the spirit of continuous learning and development, Chapter 14 
provides a collection of “Resources & References.” This carefully 
curated list includes essential reading materials, insightful blogs, 
and engaging podcasts that are invaluable for founders, sales lead-
ers, and customer success managers aiming to refine their craft and 
lead their businesses to new heights.

books For Further reAdinG:
1. “Influence: The Psychology of Persuasion” by Robert B. Cialdini
2. “Crossing the Chasm” by Geoffrey A. Moore
3. “Blue Ocean Strategy” by W. Chan Kim and Renée Mauborgne
4. “The Art of Possibility” by Rosamund Stone Zander and Ben-

jamin Zander
5. “Drive: The Surprising Truth About What Motivates Us” by 

Daniel H. Pink
6. “Good to Great” by Jim Collins
7. “Pitch Anything” by Oren Klaff
8. “Sales Superpowers” by Justin Michael
9. “The Innovator’s Dilemma” by Clayton M. Christensen
10. “The Lean Startup” by Eric Ries
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11. “Built to Last: Successful Habits of Visionary Companies” by 
Jim Collins and Jerry I. Porras

12. “SPIN Selling” by Neil Rackham
13. “The Ultimate Sales Machine” by Chet Holmes
14. “Challenger Sale” by Matthew Dixon and Brent Adamson
15. “Selling to Big Companies” by Jill Konrath
16. “New Sales. Simplified.” by Mike Weinberg
17. “Little Red Book of Selling” by Jeffrey Gitomer
18. “High Output Management” by Andrew S. Grove
19. “The First 90 Days” by Michael D. Watkins
20. “The Sales Acceleration Formula” by Mark Roberge
21. “The Hard Thing About Hard Things” by Ben Horowitz
22. “Never Split the Difference” by Chris Voss
23. “The 22 Immutable Laws of Marketing” by Al Ries and Jack Trout
24. “Contagious: Why Things Catch On” by Jonah Berger
25. “Made to Stick: Why Some Ideas Survive and Others Die” by 

Chip Heath and Dan Heath
26. “Value Proposition Design: How to Create Products and Services 

Customers Want” by Alexander Osterwalder

bloGs For continuous leArninG:
1. Seth Godin’s Blog - Insights from one of the most respected 

voices in marketing and business.
2. Neil Patel - Practical digital marketing and SEO advice.
3. HubSpot Blog - A treasure trove of sales and marketing content.
4. Moz Blog - The latest in SEO and inbound marketing.
5. Kissmetrics - Analytics and marketing guides to help fine-tune 

your strategy.
6. Sales Hacker - Non-traditional sales strategies and techniques.
7. Buffer Blog - Social media strategies and insights.
8. Copyblogger - Content marketing and copywriting best practices.
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9. MarketingProfs - Marketing advice from a variety of 
expert contributors.

10. Harvard Business Review - A wealth of knowledge on business 
leadership and management.

podcAsts For onGoinG enGAGement:
1. “The Tim Ferriss Show” - Tim Ferriss interviews world-class 

performers from eclectic areas.
2. “How I Built This with Guy Raz” - Stories behind the people who 

created some of the world’s best-known companies.
3. “The GaryVee Audio Experience” - Gary Vaynerchuk on mar-

keting and business.
4. “Masters of Scale with Reid Hoffman” - LinkedIn co-founder 

Reid Hoffman tests his theories with famous founders.
5. “Marketing Over Coffee” - Conversations about marketing over 

a cup of coffee.
6. “The Art of Charm” - Interviews with entrepreneurs and 

thought leaders.
7. “The Tony Robbins Podcast” - Business and personal development.
8. “Mixergy” - Startup stories with proven entrepreneurs.
9. “The SaaS Podcast” - Insights and tactics for building great 

SaaS businesses.
10. “Social Media Marketing Podcast” - Latest trends in social 

media marketing.

Each of these resources offers unique insights and perspectives 
that can enhance your knowledge and approach to sales, customer 
success, and business growth. Whether you’re looking to dive into 
a comprehensive read, stay updated with the latest industry blogs, 
or gain wisdom on the go with podcasts, this list is your gateway 
to a wealth of knowledge.
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CHAP TER 15

SUMMARY & CONCLUSION

As we reach the culmination of this comprehensive guide, Chapter 
15 stands as a reflective pause, offering a moment to consolidate the 
wealth of knowledge shared and to cast our gaze forward. 

In this chapter, “Summary & Conclusion,” we encapsulate the jour-
ney we’ve embarked upon and peer into the horizon for found-
er-led sales. It’s a chapter of both reflection and anticipation, tying 
together the myriad strands of insight we’ve woven throughout 
this guide.

recAppinG the Journey
From the very beginning, our journey has been about transforma-
tion—from founder to closer. We opened with an Introduction that 
set the stage, outlining the guide’s intent and who it was crafted for, 
ensuring clarity on the practical use of the insights within.

We ventured into the heart of B2B enterprise sales in Chapter 2, 
dissecting the Enterprise Sales Ecosystem and the pivotal Found-
er’s Role in Sales Strategy. Here, we learned the significance of 
Crafting a Compelling Value Proposition and the skills required 
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for Navigating Long Sales Cycles and Building and Managing a 
Sales Team.

Chapter 3 introduced us to Outbound Sales and the Dream 100 
Methodology, enriching our understanding of CRM management 
and the importance of targeted account lists. Account Mapping 
and the Strategic Selling Methodology were illuminated in Chap-
ter 4, teaching us the fine art of engaging multiple decision-makers 
and leveraging account mapping tools.

The mastery of Cold Calling was explored in Chapter 5, revealing 
the RRM method and the nuances of crafting effective scripts and 
using technology to enhance results. Chapter 6 took us through 
Email Outreach, where the power of personalization and sequenc-
ing was juxtaposed against the backdrop of legal considerations.

Chapter 7 was dedicated to Social Selling, specifically on LinkedIn, 
showcasing the art of profile optimization, content strategy, and 
leveraging multimedia for engagement. Chapter 8 emphasized the 
personal touch with “Pressing the Flesh” at events, networking, 
and the underestimated power of the “Five Minute Coffee.”

As we progressed, we tackled Discovery Calls in Chapter 9, focus-
ing on the PCW methodology and its role in qualifying opportu-
nities. This was complemented by the strategic use of Case Studies 
in Chapter 10, where we discussed their structure, relevance, and 
integration into the sales process.

Chapter 11 was a deep dive into Pitching to Investors, sharing the 
structure of the perfect pitch and techniques for delivering with 
confidence. The delicate choreography of Demoing with Impact 
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was the focus of Chapter 12, underlining the importance of prepa-
ration and technical proficiency.

In Chapter 13, we examined the Post-Sales Process, emphasiz-
ing the need for creating feedback loops and the importance of 
client success. This journey has been rich with insights and strat-
egies, each designed to equip founders with the tools needed for 
sales excellence.

As we look back on this journey, it becomes clear that founder-led 
sales are both an art and a science—a discipline that requires a 
blend of strategy, empathy, and relentless pursuit of customer suc-
cess. With these chapters as your compass, the road ahead is one 
of opportunity, growth, and the promise of sales success that is not 
only achieved but also sustained.

settinG Forth: the roAd AheAd For Founder-led sAles
The road ahead for founder-led sales is paved with the promise of 
innovation, the potential for genuine customer connections, and 
the pursuit of sustainable growth. In leveraging the insights from 
this guide, founders are equipped not just with knowledge, but 
with a blueprint for action—a strategic plan that, when applied, can 
transform their sales approach and business trajectory.

ActionAble plAn For Founders
As a founder, the first step on this road is to internalize the guide’s 
principles, integrating them into your daily practices and long-term 
strategy. Here’s how to transform the content of this book into a 
dynamic action plan:
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• Reflect on Each Chapter: Start by reflecting on each chapter’s 
key takeaways. Which strategies resonated most with your cur-
rent business needs? Identify at least one actionable insight from 
each chapter that you can implement immediately.

• Set Specific Goals: Define clear, measurable goals based on the 
insights you’ve gathered. Whether it’s improving your cold call-
ing conversion rate or enhancing your LinkedIn engagement, 
set specific targets that will drive your efforts forward.

• Create a Timeline: Assign a timeline to each goal. Some strat-
egies may yield immediate results, while others, like nurturing 
long-term client relationships, will develop over time. A timeline 
helps you manage expectations and track progress.

• Implement Incrementally: Resist the urge to implement all 
strategies at once. Prioritize based on your most pressing sales 
challenges and introduce new tactics incrementally to avoid 
overwhelming your team and processes.

• Empower Your Team: Share this guide with your sales and 
client success teams. Encourage them to read and discuss 
how they can collectively apply these principles. Collaborative 
implementation ensures a cohesive approach to sales and cus-
tomer relations.

• Monitor and Adapt: Regularly monitor the outcomes of the 
strategies you’ve implemented. Use the feedback loops discussed 
to gather data and insights and be prepared to pivot your tactics 
in response to what you learn.

• Cultivate Continuous Learning: Foster a culture of continuous 
learning within your organization. Encourage team members to 
seek further education through the recommended books, blogs, 
and podcasts, and to share their insights with the group.

• Leverage Technology: Utilize CRM and sales acceleration tools 
to streamline your sales processes. Automation can free up 
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valuable time, allowing you to focus on building relationships 
and strategizing.

• Network and Engage: Make networking a habitual practice. 
Attend industry events, engage in online communities, and 
connect with other founders. Learning from peers can be just 
as valuable as learning from formal resources.

• Seek Feedback: Regularly ask for feedback—not just from cus-
tomers, but also from mentors, peers, and team members. A 
fresh perspective can often highlight areas for improvement 
that you might have overlooked.

• Celebrate Wins and Learn from Losses: Celebrate your suc-
cesses and analyze your losses. Both are rich sources of learning 
and will help you refine your sales approach.

• Stay Customer-Centric: Always keep your customers’ success 
at the forefront. Every sales strategy you implement should 
ultimately enhance the customer experience and contribute to 
their success.

The road ahead for founder-led sales is one of continuous evolution 
and adaptation. It requires a balance of strategic planning, agile 
execution, and an unwavering commitment to customer success.

In setting forth on this road, remember that the journey of sales 
is perpetual. There is always room for improvement, always a new 
strategy to test, and always an opportunity to deepen customer 
relationships. 

This book is your starting point, but the path ahead is yours to chart. 
With a steadfast application of these principles and a commitment 
to relentless improvement, the road ahead is ripe with opportunities 
for growth and success. 
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vative strategies within the pages of this guide, offering readers 
an opportunity to leverage his insights for their entrepreneurial 
success. He brings to bear not just the methodologies that have seen 
him excel in his roles but also the lessons learned from the diverse 
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