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Mark Stuyt

About Mark:

▪ Founder – Chief Engagement Officer, Neural Impact Inc.

▪ 10 Years management consulting to global Microsoft Dynamics community

▪ 20 year sales professional (CA, Pivotal CRM, PeopleSoft, SAP)

▪ Developed Microsoft Accelerated Selling Methodology

▪ Developed Microsoft Industry Acceleration Content

▪ >100 1:1 IPP partner workshops









Industry Win Rates

20%

50%

80%
1-3 Industries 

(teach)

>3 Industries 

(service)

1 Industry 

(disrupt)



Changing 

Buyer Behavior

Buying Brain

Emotional 

Engagement

Industry 

Engagement

Whiteboard 

Engagement

Disruptive 

Service 

Offerings

Industry 

Solution 

Presentations

Focus:
• Buyer 2.0 
• 20/50/80 shift
• Industry Focus

Focus:
• Risk identification
• Packaged Offerings (BVA)

Focus:
• Buying Psychology

Focus:
• Research & Preparation
• Emotional Messaging Framework

Focus:
• Credentialing Whiteboard

Workshop Agenda

Focus:
• Executive Engagement
• Objection Handling



Learn by Doing

We retain ….

20% if we just hear it

50% if we hear and see it

70% if we say it

90% if we say and do it



Selling to Buyer 2.0



RISK

NEEDS

NEEDS   

RISK

Buyer 2.0



Impacts

Focus
Demand has shifted to favor vertically-specific solutions
Traditional “services” business model under pressure
IP becoming both a strategic differentiator and economic necessity

Marketing:
Moving from tactical necessity to strategic growth engine
Prospects will find you before you find them: higher volume of lower value “leads” 
Meaningful content creation becoming increasingly critical

Sales:
Selling cycles will continue to contract
Solution Selling far less effective
Increasingly difficult to differentiate on product



Buyer 2.0 Context

High implementation costs

Lack of interoperability

Extraordinary complexity

Frustrated business leaders

High cost of ownership

High switching costs

Poor end-user adoption

Hard-to-measure business results



Value vs. Risk

vs.



Engagement Psychology





24 X 78



e-motion



.



5%
Conscious 

Logical

95%
Unconscious 

Intuitive

Decision Making is Nonconscious







Buying Psychology

    Primacy Anchoring
Premature
Cognitive

Commitment

Confirmation
Bias

Consistency
Principle

Recency



Summary

Buying Decisions Are Made Early

Emotions Drive Decisions

Fear/Risk >Greed/Desire/Joy

Tribal = Safety

Why >How + What



Tribal (Industry) Selling



Strategic Tipping Point

Qualify Develop Solution Proof Close

Emotional

Discovery

BDM

Whiteboard

BVA

Workshop

Solution

Demo

Proposal 

Presentation

STP

Strategic

Tipping

Point STP



Solution

Selling

SALES CYCLE

S
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S
 S

K
IL

LS

Industry

Selling

Skills Shift



20% Sales Motion



50% & 80% Sales Motion



Strategic Tipping Point



Exercise

Identify and prioritize your top 

three current sales process risks.

Workbook Exercise

Sales Gaps



Summary

Service, Teach, Disrupt

No BDM = 20% win rate

Strong biases (decisions) are formed prior to 
demonstrations being delivered

Selection/disruptive services are critical

Identify risk, as well as solution fit 



Lunch



Industry Engagement



Emotional (Tribal) Differentiation

Logical

Differentiation
Product Advantage

Pricing Advantage

Geographical Advantage

People Advantage

Emotional 

Differentiation

Industry Experience/Content

Industry IP

Educational Insight (Teaching)

Selection Process Disruption

Executive Bias

Lower Risk Profile (Safety)





Industry

Drivers &

Market 

Forces

Business 

Impacts

Project 

Objectives

Challenges 

& Barriers

Solution 

Requirements

Business 

Case Impact

What Drives Change?



Where to Start?

38



Where to Start?

39



Team Creation

Teams of three or four

Select a focus industry

Create a team name



Economy

Regulatory Change

Suppliers

Competition

Customer Behavior

Declining Revenue

Margin Pressure

Limited Differentiation

Industry Drivers & 

Market Forces
Measurable Impacts

Industry Drivers & Market Forces

EXTERNAL pressures that FORCE organizations to 
invest in new business systems!



Workbook Exercise

Research and document  
industry drivers, market 
forces & impact metrics.

Workbook Exercise

Emotional Messaging Framework:

Industry Drivers/Market Forces & Impacts Metrics



“Trigger Events”

Money

Risk

Control



Workbook Exercise

Document target 
industry trigger events.

Workbook Exercise

Emotional Messaging Framework

Trigger Events



Inventory 

Management

Scheduling

Billing

Merchandising

Loyalty Mgmt.

Mobile, EDI, POS Integration

Operation Challenge
Functional/Technical 

Gaps

Root Cause



Workbook Exercise

Identify your target 
industry’s four most 
compelling trigger 
events. Document their 
root cause business 
processes and core 
functional requirements.

.

Workbook Exercise

Emotional Messaging Framework

Root Cause Business Challenges



Emotional Messaging Framework - Retail

Industry Driver 

Economic:

• Rebounding economy

• More disposable income

Regulatory:

• EMV (chip & pin)

• Taxation/Minimum Wage

Suppliers:

• Opening new channels

• B2B to B2C

• Longer lead times

Competitors:

• New online entrants

• Heavy discounting

• New specialty entrants

• Free shipping (Amazon)

• Click & collect

Customers:

• On-line shopping increase

• Declining brand loyalty

• Fast fashion: value (cheap)

• Off-price shopping

• Show-Rooming

• New payment forms

• Aging demographic

Impacts

Marketing Costs ↑

Returns ↑

Gross Margins ↓

Profits ↓

Labour Costs ↑

Customers ↓

Differentiation ↓

Working Capital ↓

YOY Same Store Sales  

↓

Inventory Levels ↑

Sales Per Sq. Foot ↓

Inventory Turns ↓

Leasing/Real Estate 

Costs

Average  Purchase 

Value ↓

Merchandising Costs ↑

WHY 

(Trigger Event)

Business Issue

Benefit/Outcome

Leadership

M&A (Growth)

Expansion (geo)

New product/service

Negative PR Event

Security Breach

Decline in YOY Sales

Missed Earnings Call

Market Share Loss

Inventory Write-Off

Store Closure

Technology Failure

Lost Contract

Change of Control

Bad Decision

Fine/Penalty

Chip & Pin Reg.

Theft/Shrinkage

Incurred Tax Liability

HOW

Function

Business Process

Management

Omni-channel

Merchandising

Inv. Control/Mgmt.

Warehouse Mgmt.

Forecasting

Loyalty Mgmt.

Pricing/Promotions Social

Rebates

Reporting

Store Management

Service

Distribution

Demand Planning

Contract Management

WHAT

Solution

Key Requirement

IT/End User

Social Listening

IoT

Machine Learning

RFID

3PL

Point of Sale

IFRS

Mobile 

Chat Support

Multi-X

POS Integration

EDI

IP/Product 

Development 

Prioritization

Marketing 

Messaging & 

Collateral

Sales 

Engagement & 

Assets



Break



Creating Industry Sales Assets





Industry Engagement Assets

Alignment e-mail

Whiteboards

Action Plan

Alignment Letter

Demo Plan

Trial/POC Plan

Close Plan

Proposal Presentation

Solution Proposal



Emotional Discovery



Alignment E-mail
Project Drivers (Emotional)

Thank you again for taking the time to share your business objectives and project goals with me today. Based on our discussion, and those I had 
with <Project Lead> and <Subject Matter Expert/IT> I have summarized my understanding of <Prospect Company’s> <ERP/CRM/XXX> project 
for your team’s review. 

I understand the primary business challenges behind your initiative are:

• Geographical expansion – outgrown current system

• Inaccurate demand forecasts

• Volatile raw materials prices

• Inaccurate data/reporting

• Lack of measurement and allocation of environmental cost per finished goods produced

• Decreasing gross margins 

• Inability to open new distribution channels

• Increase in returned goods

• Increase in Inventory write-offs

• Increasing regulatory and compliance requirements 

• Inability to manage multiple manufacturing sites within a single system

The above challenges are impacting client relationships, your ability to properly plan production resources, maximize plant capacity and capitalize 
on your recent expansion/acquisition. The economic impact is estimated to be in the hundreds of thousands of dollars annually.



Alignment E-mail
Required Capabilities (Logical)
To address these challenges, you stated that <company name> is looking for the following new core capabilities:

• Improved visibility into scheduling and capacity availability

• Improved inventory management capabilities

• RFID (receipt to ship)

• Materials and finished goods inventory consumption reports

• Batch and series traceability throughout the entire supply chain

• Compliance governance and quality management

• Aggregated production and procurement scheduling

• Integration to artificial intelligence and robot systems

• Integration to 3D and Nano printing

• Capture and transfer customer specific BoM’s into the net requirement process

• Improved BI/reporting capabilities

• Automated and finite machinery and location maintenance planning

• Quality Management

• Ability to rapidly respond to changes in demand, stock levels and production surprises

• Pegging

“How” and 
“What”



Alignment E-mail
Anticipated Impact

With these new capabilities in place, I understand the anticipated impact to be: 

• Improved capacity utilization (13% improvement target)

• Greater visibility into project and client profitability

• Improved estimating compliance and accuracy 

• Fewer quality related returns 

• Reduction of unrecoverable unscheduled overtime (8% target)

• Reduction in raw materials inventory levels

• Improved management reporting related to OTD, margins, customer credits, stock outs, sales forecasts and capacity availability 

• More control over finished goods profitability

• Improved compliance accuracy

• Higher OTD compliance

• Improved and accelerated board reporting

• Significant reductions in stock outs

The “Promise”



Alignment E-mail
Next Steps

Based on your project timeline, we will be working together over the next 16 weeks to ensure <Partner Industry 

Solution> addresses all of your project objectives. The next steps in this process are:

February 24th – on-site meeting with the Project Lead <name> and Controller <name> to review the project 

objectives, business case elements and anticipated project risks, as well as the overall timeline and key milestones. 

<Partner> will provide a summary of our understanding of the business and project drivers, anticipated solution scope 

and critical project objectives. We would also like to share some insights based on similar manufacturing projects we 

have recently implemented that we believe you might find helpful.

March 2nd – on-site meeting with CIO to discuss cloud strategy, integration framework and data transformation risks.

March 16th – on-site meeting with CFO/FD to discuss project-related business risks, data sovereignty, financial 

consolidation and compliance reporting requirements.

March 26th  – meeting with the VP of Manufacturing <name> to discuss business case expectations, long-term 

business disruption/change events, requirements prioritization and the shop-floor change management strategy.

Please confirm, clarify or correct my understanding of your project, as well as provide any additional information you 

feel my team needs to best prepare us for working with <Prospect> moving forward.

Best Regards,

Lukas Keller

Industry Specialist 

Warm the plate for 
the Strategic Tipping 
Point



Workbook Exercise

Document the primary 
inputs for your specific 
industry alignment e-
mail.

.

Workbook Exercise

Industry Alignment E-mail



Creating Bias - Delivering Industry 
Whiteboards



Anchoring Differentiation



Interactivity drives engagement - PowerPoints?
Extends interaction time

Engages the limbic/emotional brain

Picture superiority effect
10% recall after 1 week (auditory delivery)

65% to 70% recall with visual image

88% of executive prefer dialogue to PP (Forrester)

Reading & listening creates confusion

Visual channel > auditory channel

Progressive Disclosure
Surprise = Novelty

Brains are drawn to Novelty (survival mechanism)

Stimulates: attention, emotion, reward circuits (embeds memory)

Why Whiteboard?



Schema Violation

Must overcome an existing assumption 

Creates new neural networks

Drives a burst of “gamma” brainwaves

(bursts of insight and high-level information processing)

Triggers a release of dopamine and adrenalin

Channels prospects immediately into action

Brain “associates” or anchors the insight with you



Project Drivers & 

Objectives

Current 

Challenges

New Desired

Capabilities

Project

Risks

Impact & 

Measurement

Credentialing Whiteboard



Credentialing Whiteboard

Today Go Live



Credentialing Whiteboard



Next Steps….



Summary

Whiteboards result in higher levels of engagement

Whiteboard content drives the discovery process

Project risk and business case elements are critical

Look for opportunities to teach something new
what has the prospect missed?

Practice, practice, practice….



Team Exercise

Teams develop and practice their industry-specific 
Credentialing Whiteboard.



What ‘landed’ today?

Workbook Exercise

Key Takeaways



Win-Rate Acceleration 
Workshop

Day II



Changing 

Buyer Behavior

Buying Brain

Emotional 

Engagement

Industry 

Engagement

Whiteboard 

Engagement

Disruptive 

Service 

Offerings

Industry 

Solution 

Presentations

Focus:
• Buyer 2.0 
• 20/50/80 shift
• Industry Focus

Focus:
• Risk identification
• Packaged Offerings (BVA)

Focus:
• Buying Psychology

Focus:
• Research & Preparation
• Emotional Messaging Framework

Focus:
• Credentialing Whiteboard

Workshop Agenda

Focus:
• Executive Engagement
• Objection Handling



Credentialling Whiteboard Deliveries



Break



Disruptive the Buying Journey



Objectives

Validate the project business case

Surface an unexpected project or business risk

Create an emotional bias (strategic tipping point)

Change something (scope, selection process, business 
case, governance, etc.)

Position a consulting engagement inside the sales 
cycle



RISK

PRICE

NEEDS

NEEDS

PRICE

RISK

What’s Different 



Strategic Tipping Point



Primary Emotions



• Always goes the extra 

mile

• Doesn’t give up easily

• Self-motivated

• Interested in feedback 

and development

• Always has a different 

view of the world

• Understands the 

customer’s business

• Loves to debate

• Pushes the customer

• Reliably responds

• Ensures that all 

problems are solved

• Detail oriented

• Follows own 

instincts

• Self-assured

• Independent

• Builds strong customer 

advocates

• Generous in giving time 

to help others

• Gets along with 

everyone

Hard Worker Challenger Relationship Builder

Lone Wolf Problem Solver

Sales Professional Segmentation

© 2013 CEB. All Rights Reserved. 



Profile Impact

20%

54%

25%

25%

26%

10%
18%

7%
11%

4%

Low Complexity Sale High Complexity Sale

Relationship Builder

Problem Solver

Hard Worker

Lone Wolf

Challenger
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© 2013 CEB. All Rights Reserved. 



Challenge vs. Relationship

© 2013 CEB. All Rights Reserved. 



BDM/FDM/TDM Insights

Risk reduction

Business case/ROI impact (flawed or expanded)

Competitive advantage 

New/hidden business risk

Lack of control/decision making barriers

Industry peer performance gap

SME/LOB Insights

Industry innovations

Business process improvements

Reduced business disruption

Functional requirements gap

Customer innovation story/case study

Project/IT Insights

Project timeline acceleration

Project methodology innovation

Infrastructure risk

Cost savings

Project challenges

E
m

o
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o
n

a
l 
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n

g
a
g

e
m

e
n

t

Industry Insights



Services

$

$

$

$

$

$Consult Design Implement Integrate Maintain Manage Adopt

Support

Services

Partner Services Portfolio

Project

Services

Selection

Services



Selection Risks

Demonstration focus

Proof of concept/prototype

RFI/RFP

IT driven project

3rd party/external consultant

Us vs. them approach

Limited business participation



Underwhelming business case

Unrealistic timeline

Missing industry capabilities

No clear scope element prioritization

Compliance gaps

No governance model

“Current-state” focus

Business/Project Risks



Selection Service Offerings

Business Value Assessment

Business Alignment Workshop

Business Impact Assessment

Vision and Scope Definition

Business Case Expansion/Validation

Business/Project Risk Assessment

Cloud Readiness Assessment

WHY, HOW & WHAT Options



Educational Service Offering - Enlighten



Selection Service Offer Alignment

Industry Driver 

Economic:

• Rebounding economy

• More disposable income

Regulatory:

• EMV (chip & pin)

• Taxation/Minimum Wage

Suppliers:

• Opening new channels

• B2B to B2C

• Longer lead times

Competitors:

• New online entrants

• Heavy discounting

• New specialty entrants

• Free shipping (Amazon)

• Click & collect

Customers:

• On-line shopping increase

• Declining brand loyalty

• Fast fashion: value (cheap)

• Off-price shopping

• Show-Rooming

• New payment forms

• Aging demographic

Impacts

Marketing Costs ↑

Returns ↑

Gross Margins ↓

Profits ↓

Labour Costs ↑

Customers ↓

Differentiation ↓

Working Capital ↓

YOYSS Sales  ↓

Inventory Levels ↑

Sales Per Sq. Foot ↓

Inventory Turns ↓

Leasing/Real Estate 

Costs ↑

Average  Purchase 

Value ↓

Merchandising Costs ↑

WHY 

(Trigger Event)

Business Issue

Benefit/Outcome

Leadership

M&A (Growth)

Expansion (geo)

New product/service

Negative PR Event

Security Breach

Decline in YOY Sales

Missed Earnings Call

Market Share Loss

Inventory Write-Off

Store Closure

Technology Failure

Lost Contract

Change of Control

Bad Decision

Fine/Penalty

Chip & Pin Reg.

Theft/Shrinkage

Incurred Tax Liability

HOW

Function

Business Process

Management

Omni-channel

Merchandising

Inv. Control/Mgmt.

Warehouse Mgmt.

Forecasting

Loyalty Mgmt.

Pricing/Promotions Social

Rebates

Reporting

Store Management

Service

Distribution

Demand Planning

Contract Management

WHAT

Solution

Key Requirement

IT/End User

Social Listening

IoT

Machine Learning

RFID

3PL

Point of Sale

IFRS

Mobile 

Chat Support

Multi-X

POS Integration

EDI



Business Alignment Workshop

Industry 

Drivers & 

Market 

Forces

Business 

Metric 

Impacts

Project 

Objectives

Operational 

Challenges & 

Barriers

Solution 

Requirements 

(new 

capabilities)

Business Case 

Impact



Strategic Tipping Point Moment

Where is the risk?

Can you expand the 

business case?

Why will the project fail?

Why will it lose funding to 

competing internal 

projects?

Is the project aligned with 

strategic growth 

initiatives?



Industry, Business & 

Project Drivers

Current Situation & 

Root Cause

New Desired

Capabilities

Business Case 

Expectations

(key metrics

Project & 

Business Risks

BDM Credibility Whiteboard



Disruptive Service Positioning

Where is the risk?

Why will the project fail?

Why will it lose funding?

Who will be impacted?

What is missing?



Selection Service Offerings

Business Value Assessment

Business Alignment Workshop

Business Impact Assessment

Vision and Scope Definition

Business Case Expansion/Validation

Business/Project Risk Assessment

Digital Transformation Acceleration Workshop

WHY, HOW & WHAT Options



Disruptive BDM Whiteboard

Business Impact 

Assessment

Business Alignment 

Workshop

DT Acceleration 

Assessment
Objectives

Scope

Participants

Outcomes

Cost

Commitment

New Product 
Category

International 
Expansion

B2B to B2B2C

New Shop Floor 
Equipment

Regulatory Change 
(traceability)

Litigation (recall)

Acquisition

Raw Material 
Cost/Currency Fluctuation 

New Entrant

Advanced MFG 
(Robotics)

IPO/Capital 
Infusion/Exit

New Environmental 
Legislation

Negative PR event

Business Risk

Inventory control Supplier monitoring

Production planning Quality

Quality control Food safety compliance



Common Objections

You’re biased

You’re not qualified

We’ll do the work ourselves

We’ll hire a 3rd party consulting firm

We won’t pay for the engagement



Summary

Search for why projects will fail

Develop and package disruptive selection services
Value expansion or risk reduction

“Surprise” the business sponsor with new information
Teaching leads to differentiation (and curiosity)

Focus on solving “why” problems
$, risk, control



Go/No Go?



Exercise

Develop three (tactical, 
operational, strategic) field 
disruptive service 
offerings. Consider scope, 
cost and outcomes.

Exercise

Disruptive Service Offerings



Canadian Pacific Railway



Lunch



Disruptive Whiteboard Deliveries



Exercise

Teams develop their industry-specific 
BDM Disruption Whiteboards.



Exercise

Facilitate BDM 
Disruptive Whiteboards
in a role play 
environment to the 
buying team.



What ‘landed’ today?

Take Aways

Workbook Exercise

Key Takeaways



Closing Industry Deals



Proposal Presentation

NEVER e-mail proposals

Create constructive tension

Flush out hidden objections

Anchors “structured” bias

Ask for a commitment



Cognitive Dissonance
Result of having two conflicting objectives
Brain defaults to “Present Bias”
Ends in “no decision”

Remind prospects of their pain

Decision Paralysis
The more confusing the information, the 
greater the reliance on the limbic and 
reptilian systems.

No decision = safety

Decision Theory



Tension Line



Agenda & 

Objectives 
Business

& Project 

Drivers

Operational

Challenges &

Economic/Risk

Impacts

Solution 

Recommendation

Benefits

Pricing

Close 

Objection 

Handling

Tension Line



Agenda
Project Drivers

Operational Challenges

Current State Impacts

Solution Recommendation

Implementation Approach

Anticipated Benefits

Investment Options

Next Steps



Have we missed any significant business drivers or 
objectives?

Which of these operational impacts do you feel is the 
most critical to address immediately?

What other business case elements have we missed?

Are the economic impacts accurate?

What would you add to this list now that you are at the 
end of your discovery process?

Transition Questions



Project Drivers

Grow Revenue
Current system cannot support growth/expansion

Average deal size is declining

Improve Profitability
Complex estimating process resulting in scoping errors

Increasingly complex and unpredictable IT costs

Reduce Risk
Accelerating pace of regulatory change

Increasing customer satisfaction issues

Growing dependence upon external consultants

Increase in AV/malware incidents

Increase Control
Limited visibility into project profitability

Limited visibility into resource availability 

Inaccurate sales forecasts

Emotionally 
charged (“WHY”)

• Growth

• Profitability

• Risk

• Control



Operational Challenges

Project Profitability
Project documentation is hard to locate and manage 
(multiple versions circulating)

Onboarding new consultants takes 5-7 days

Undisciplined time entry – weekly at best

Over servicing clients 

Estimating
Inaccurate RFP responses and client estimates/quotes 
are being sent to clients (unstructured approval 
process)

Disparate estimate development team

Cycle-to-Cash
Unstructured change order process

Invoicing disputes delaying payments

Long billing cycle

Management Reporting
Current system does not support multi-
company/currency

Delays & inaccuracies due to non-integrated systems

Overly dependent on Excel 

Limited regulatory compliance reporting

Use prospect 
language (“HOW”)



Current State Impacts

Project Profitability
Project write-off/write downs

$1600 lost billable time/consultant/year

Estimating
Low “new business” win rate (27%)

High project schedule & cost variance

Missing project milestones

Cycle-to-Cash
8 days to close month end

DSO is 74 days

Management Reporting
69% utilization

45% forecast accuracy

Building code compliance violation & penalty

Impacts must come 
from directly the 
prospect.



• Time/expense entry

• Estimate creation

• Change orders

• E-mail

• Web conferencing

• File sharing

• Invoicing

• Collections

• Payables

• Bid management

• Client management

• Customer acquisition

• Project/Client Profitability

• Forecasting

• Consolidation

Islands of Information



Single Integrated System

Single Integrated Business System:
Project Accounting

Project Team Collaboration

Visual Scheduling

Receivables & Payables Mgmt.

Mobile/Web-Based Time Entry

Opportunity Mgmt.

Approvals Workflow

M



Leadership Dashboard

Project/Client Profitability

WIP Reporting
• aging

• write-off

• analysis

Resource Forecasting

Utilization Calculator

Working Capital Mgmt.

Sales Forecasting



Accelerated Time-to-Benefit
Rapid Implementation Approach

QuickStart PSO

Hardware

Software

System configuration

Application configuration

Data

Test



Anticipated Benefits

Improved Project Estimation
Improved project profitability

Reduction in project write-offs/downs

Reduce DSO by 12 days

Improved Resource Scheduling
Increase billed time by 6%

Web-based time entry (weekly) 
Improve time capture by 1.5%

Capital Preservation
No initial hardware or license investment required

Improved Sales Effectiveness
Improved forecast accuracy

Increase close ratio by 10%

Increased Utilization
Accelerated consultant onboarding

Reduce bid/estimate development time by 15%

Reduced business risk
Regulatory compliance

Business grade archiving/retrieval

99.9% uptime SLA

Fewer invoice disputes

Impacts must come 
from directly the 
prospect.



Proposal Element On Premise Cloud

Microsoft Dynamics for 

Professional Services

Partner IP

QuickStart Implementation

PSO Best Practices Training

Office 365 E3

Hardware

Annual Maintenance & Support

Total

Investment Options



Next Steps

Go-live date

Proposed start date

Prospect resource requirements

Preparation activities

Considerations

Ask for a commitment!

Signed letter of engagement



Teams prepare proposal 
presentations for delivery to a 
‘live’ prospect (30 minutes 
max)

90 minutes to prepare…..

Team Exercise



Next Steps…



Change Is Hard

https://www.youtube.com/embed/MFzDaBzBlL0


Exercise

Determine which existing 
opportunities are at risk 
and the next steps 
required to correct

Workbook Exercise

Opportunity Review



Exercise

Document next 
steps/action plan and 
target completion dates.

Workbook Exercise

Action Plan



What ‘landed’ today?

Workbook Exercise

Key Takeaways


