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There is nothing new under the sun but there are
lots of old things we don't kRnow.

(Ambrose Bierce)

izquotes.com
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What do you want to accomplish?
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“A goal is a
DREAM with a

—Napoleon Hill
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Goal & Destination
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WHY: The purpose,
cause or belief behind
what you are doing.

HOW: The actions taken Think from
to realize the WHY T the inside out
WHAT: The product,

service or job function.
Provides tangible proof
of your purpose.
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LEVEL5  FIRSTWHO ... CONFRONTTHE HEDGEHOG CULTURE OF TECHNOLOGY
LEADERSHIP  THEN WHAT ~ BRUTAL FACTS  CONCEPT  DISCIPLINE ACCELERATORS

DISCIPLINED THOUGHT 8 DISCIPLINED ACTION
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Jim Collins— Good to Great



Minimum

Target

Win
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The Theory of Constraints
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Visionary
» 20 Ideas
+ Creativity/Problem Solving
+ Big Relationships
+ Culture
+ R&D
+ More on Emaolion

Integrator
Lead, Manage,

Accountability (LMA)
Profit & Loss/Business
Plan

Remove Obstacles &
Barriars

Special Projects

More on Logic

Operations Finance

ebs/growth

= LALA

= Sales/Revenuws Goal

= Salling

« Markeling

» Sales & Marketing
Process

LhA

Customer Senice
Process Managament
Making the Produwct
Prowviding the Service

= LAA

« ARSAP

+ Budgeting

* Reparting

+ HR/&dmin

= T

« Office Managament

Credit Gino Wickman — Traction EOS



N
Science:
the careful study of the structure and behavior of the
physical world, especially by watching, measuring, and

doing experiments, and the development of theories to

describe the results of these activities

*Cambridge Dictionary
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Desired Outcome is a

Transformative Concept
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Lifetime Average Value Number of Retention
Value of Sale Transactions Time Period

5 - A - @™

Customer Lifetime Profit
Lifetime Value Value Margin
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Customer Acquisition Cost Formula

[ Sales & Marketing Cost]

[ # Of New Customers ]
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Customer
Acquisition
Cost




ﬁ

Required # of | Internal Cost | "otentialvalue
e s / g rO\X/ Activities for #| Incurred to ag:t?\fi;?:sei;f;feiz Value P.M.
of Sales per |Generate # of | (your Acv/LVC)
mo Sales
Outreach 100.00% 11433 S 883|6S 875|S 5.25
Engagement (Conversation/email reply) 2.50% 286 S 35333 | S 349.86 | S 209.92
MQL (booked 1st time meeting) 7.00% 20 S 5,04762|5S 4,998.00 | S 2,998.80
SQL (kept 1st time meeting) 70.00% 14 S 7,21088 | S 7,140.00 | S 4,284.00
Pipeline 10.20% 10 $ 10,301.26 | $ 10,200.00 | $  6,120.00
Closed/won 40.00% S 100,000.00 | S 60,000.00
Retention 95.00%
Required # of | Internal Cost | Potential value
e S g rO\X/ Activities for #| Incurred to ger?e.r?tEd per # of Value P.M.
activities per event
of Sales per |Generate # of (Your ACV/LVC)
mo Sales
Steps Ratios 0,000.00 60%
Outreach 100.00% 1112 S 883|6S 26.99 | S 16.19
Engagement (Conversation/email reply) 9.00% 100 S 98.15| S 299.88 | S 179.93
MQL (booked 1st time meeting) 12.00% 12 S 81790 | S 2,499.00 | S 1,499.40
SQL (kept 1st time meeting) 70.00% 8 S 1,16843 | S 3,570.00 | S 2,142.00
Pipeline 17.00% 6 S 1,669.19 | S 5,100.00 | S 3,060.00
Closed/won 40.00% | NENNC e S 30,000.00 | $  18,000.00
Retention 95.00%
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.
BENCHMARK & CONTINUOUSLY IMPROVE

3% Have an immediate need and
buying a solution

7% have a problem & are searching for a
solution

30% not considering

30% have no interest

30% just bought or are a hard 'no' and
sticking with the status quo

ebs/growth

Credit Chet Holmes: The Ultimate Sales Machine



If you didn't exist, what would
customers use?

What features/ capabilities do you
have that alternatives do not?

What value do the attributes enable
for customers?

Who cares a lot about that value?

What context makes the value
obvious to your target segments?

ebs/growth

Credit April Dunford — Obviously Awesome



FUEL YOUR
SALES
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Without Strategy, execution is aimless.

Without execution, strategy is useless.

Morris Chang
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@ScottAdamsSays

Dilbert.com

10-15-16 © 2016 Scott Adams, Inc. /Dist. by Universal Uclick
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SMARKETING
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Total Sales Emails Sent and Response Rate

200%

m% IIIIIIIII
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Performance Against Benchmarlk

-100%
01/2020 04/2020 07/2020 10/2020 01/2021 04/2021 07/2021 10/2021
Month
® Sales Email Sends  -# Sales Email Responses %

*Format for dates is month/year
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Sales Calls =
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List Development & Data Strategy

* Tier 1 — New Data
* Tier 2 — Validated/No Reply

* Tier 3 — Replied/Know Preferred
Channel

* Tier 4 — Meeting Booked

* Tier 5 — Strategic Account
Management of Customers

* Tier 0 — Bad
Data/Append/Replenish
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accelerate
sales

assist
recruitment
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use cases of cold outreach

enter new test product modernise
markets market fit cold calling

link increase ROI contact
building conferences investors




Deliver value or go away




ebs/growth



4-steps

O @ e

Build Trust Permission based Lead conversation Call to Action
opener with questions
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Building Trust
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TASK ORIENTED

C

Behavioral Styles:
* Dominant

INTROVERTED EXTROVERTED

e Steady Relator
* Compliant S

PEOPLE ORIENTED
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Rapport

Mirroring
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Magic 3 Questions

“” Can you give me an example?

@ Because of that, what?

With or without my help, is this something that you need to solve?
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e
Email

Subject: 1 to 3 words, when appropriate use their name

Message: less than 50 words

No jargon

No marketing

15t line viewed in “preview pane” is critical — name the problem

Use only one call to action

Make CTA very low-threat

Use a sequence — need multiple touches
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Muke f Work

ACTION!

/
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Sales Talent | Sales Development |Sales Data

Take Control | Gain Visibility | Dominate Your Market

ebS/gl’O\/(/th sales@ebsgrowth.com 724.609.3578
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