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Workshop Agenda

 Introductions 

 Overview & Introductions

 “Why” Discussion

 TAM & SAM Target Market Discussion

 FAM Target Market Discussion

 SWOT Analysis Discussion

 Competitive Discussion

 FAM Targets Discussion

 GAP Discussion

 Neuromarketing Overview

 Prospect Profiling

 Persona details, prospect drivers, search attributes, segment demographics, needs, behavior-based profiles

 Messaging

 Brand messaging, R-Complex messaging, messaging houses/cubes, mission statement, tone & voice, unique selling propositions

 Marketing & Sales Enablement Asset Requirements

 Asset map to Buyer’s Journey, asset list & content elements

 LinkedIn Sales Navigator Social Selling training, lead generation, engagement & nurturing 

 Prospect Qualification and Scoring Matrix, lead nurturing, email drip campaigns

 CRM Integration

 Dynamic Sales Playbook

 Conclusion



The Golden Circle adapted from the book Start with Why by Simon Sinek

The Old Way The New Way

We believe in 
challenging the status 

quo.

Our products are 
elegant and easy to 

use.

We make iPhones.

1

2

3

EXERCISE: Why?



ECHO’s Why

“Echo Technology Solutions is passionate 
about helping you avoid risks and increase 
profits by instantly becoming or augmenting 
your information technology, security, or 
development team.

We do this by leveraging our proven, certified, 
and efficient business-centric experts to help 
your small to mid-sized firm lower costs, 
concerns, and complexities.”



EXERCISE: TAM

TAM

SAM

FAM



EXERCISE: SAM

TAM

SAM

FAM



EXERCISE: Focused Available Market

Level 1

Level 2

Level 3



EXERCISE: FAM-MSSP?

TAM

SAM

FAM



EXERCISE: FAM-GRC?

TAM

SAM

FAM



EXERCISE: FAM-CLOUD?

TAM

SAM

FAM



Target 
Prospect

Solution: Consultative Embedded IT/IS/Dev Team

Size: 11-50, 51-200, 201-500, 501-1000 employees 

Geos: No CA

LinkedIn 
Verticals:

Accounting, Banking, Biotechnology, Broadcast Media, Capital Markets, 
Electrical/Electronic Manufacturing, Financial Services, Hospital & Health Care, 
Insurance, Investment Banking, Investment Management, Legal Services, Media 
Production, Medical Devices, Nonprofit Organization Management, 
Pharmaceuticals, Philanthropy, Publishing, Venture Capital & Private Equity

Attribute 1: Have little to no internal IT/IS/Dev team

Attribute 2: Regulated (GRC) and/or technology/security-related risk factors

Attribute 3: Well-funded, high-growth, well-managed

NOTES: Client requirements can support $10K+/mo in technology services

Level 1 Targets



Target 
Prospect

Solution: Consultative Embedded Salesforce Dev Team

Size: 201-500, 500-1000, 1001-5000

Geos: No CA, So CA

LinkedIn 
Verticals:

Consumer Electronics, Consumer Goods, Consumer Services, Retail

Attribute 1: Large sales force that requires advanced Salesforce.com capabilities

Attribute 2: PCI DSS regulated

Attribute 3: Well-funded, high-growth, well-managed

NOTES: Client requirements can support $10K+/mo in development services

Level 2 Targets



Target 
Prospect

Solution:

Size: 201-500, 500-1000, 1001-5000

Geos: Top MSAs (CA, TX, NY, etc.)

LinkedIn 
Verticals:

E-Learning, Higher Education, Accounting, Banking, Biotechnology, Broadcast 
Media, Capital Markets, Electrical/Electronic Manufacturing, Financial Services, 
Hospital & Health Care, Insurance, Investment Banking, Investment 
Management, Legal Services, Media Production, Medical Devices, Nonprofit 
Organization Management, Pharmaceuticals, Philanthropy, Publishing, Venture 
Capital & Private 

Attribute 1: Expanding or supplementing IT/IS/Dev teams

Attribute 2: Regulated (GRC) and/or technology-related high risk factors

Attribute 3: Well-funded, high-growth, well-managed

NOTES: Client requirements can support $20K+/mo in technology services

Level 3 Targets



SWOTs

1. Business approach to IT
2. Mature, proven client track record
3. Tactical & strategic, full spectrum

1. Limited certifications
2. No SFDC architects
3. Lack qualified security assessor

1. GRC business risk assessment
2. Cloud migration/risk expertise
3. Consultative vs. IT quick-fix

1. Limited marketing/reach
2. Competitors have certs
3. Growth constraints 



Solution Strength

IT / IS team 

creation

Fast, efficient, integrated, certified, 

strategic, business-centric, proven, GRC 

risk mitigation expertise

IT / IS team 

augmentation

Non-disruptive, experiences, seamless, 

integrated, certified, strategic, business-

centric, proven, proven, GRC risk 

mitigation expertise

SFDC / App Dev Fast, efficient, technical + business-

centric, proven, low-risk, process-flow-

centric, practical vs. theoretical

Strength of Solutions



# Trust Factors

Have all typical and basic certifications

Lack several advanced certs (CCNA, Scrum Master, 

GRC, QSA, etc)

Level of Trust



Competitor Weakness

Intuz, Margasoft, Xantrion, 

SPOC, Kinetix, Precision, 

LookingPoint, parachute, 

MicroMenders, 42 Inc, MPA, 

Janus, Endsight

IT quick-fix tactical vs. 

consultative long-term 

business-centric, limited GRC 

expertise, limited SFDC dev 

expertise

Primary Competitors

https://clutch.co/it-services/msp



GAPs

100 Clients + 6 Clients

<$10K/mo per Client >$10K/mo per Client

<$50K MRR >$50K MRR

No Marketing KPIs Best Practice Conversions

Sales KPIs: <10%  SQL close >10% SQL close



KPI Goal: Average to Best Practice



Neuroscience Overview





Neurotransmitters & Chemicals

Calm
Comfortable
Rational

Excited
Pleasurable
Emotional

Angry
Fearful

Instinctual

Anxious
Concerned
Stressed

Peaceful
Relaxed
Logical

Trusting
Loving
Joyful



We are more 
Instinctual, 

Emotional, or 
Logical.



Technical, detailed, alert, analytical, observational, cautious
“Approval Buyers,” cautious, safe, secure, need approvals or 
input from others at firm. “Rocket Scientists,” detail-oriented, 
ROI-focused, facts & figures, graphs & charts, engineers.
High Norepinephrine = high anxiety & stress—focus on keeping 
them calm, informed, and making logical and safe decisions.

Creative, emotional, perceptive, goal-oriented, friendly
“Friendly Buyers,” easy-going, talkative, relationship-oriented, 
love stories, keep up with Joneses. “Partner Buyers,” need 
approval and collaboration from others on their team. 
Medium Norepinephrine = medium anxiety & stress—focus on 
passion, purpose, helping others, relationships, fun, stories.

Calm, hard-working, ethical, in control, stubborn, fast decision
“Detailed Buyers,” focused on black & white, making the 
perfect & right decision, detail oriented, they are always right.
“Command Buyers,” in control, decisive, fear of loss, respect 
you if you’re strong and unintimidated, they are always right.
Low Norepinephrine = low anxiety & stress—focus on fear of 
loss, being in control, making the right decision, integrity.  



Personality Profi l ing



Messaging: Why is it Crit ical?

34%

Better sales messaging = 34% more sales



Conditions Complaints Consequences Choices

Does the prospect’s 
environment match our 

ideal profile?

Do the prospect’s issues 
reflect our value 

propositions ?

Does the prospect 
understand the 

consequences of 
inaction?

What are the customers 
best 3 choices?

What solutions do we 
offer? 

- • Simplicity

- • Unexpectedness

- • Correctness

- • Credibility

- • Emotions

- • Stories

“Sticky” 
SUCCESs Model

Messaging Models



Neuron Color Spectrum

Wavelength Positive Emotion Neuron Stimulation Negative Emotion Neuron Stimulation

630 - 780 nm
Passion, Importance, 
Energy, Excitement

Dopamine
Norepinephrine

Anger, Fear, Impact, 
Aggression

Cortisol 
Norepinephrine

590 - 630 nm
Playful, Energetic, Fun, 

Frugal
Dopamine

Norepinephrine
Concern, Ignorance, 

Deceit, Edgy
Cortisol 

Norepinephrine

570 - 590 nm
Happy, Friendly, Easy, 

Simple
Dopamine

Norepinephrine
Caution, Criticism, 
Jealousy, Lazy

Cortisol

500 - 570 nm
Natural, Safe, Stable, 

Harmonious
Serotonin
Oxytocin

Money, Greed, Mistrust, 
Jealousy

Cortisol

450 - 500 nm
Serene, Trustworthy, 

Inviting, Calm
GABA

Oxytocin
Tired, Uninterested, 

Dispassionate
Cortisol
Serotonin

420 - 500 nm
Dependable, Expert, 

Peaceful
GABA Serotonin

Depressed, Cold, 
Passive

GABA
Serotonin

390 - 420 nm Luxurious, Mysterious GABA Gloomy, Sad, Moody GABA



The 3-Act Play

ACT I

Departure

ORDINARY 
WORLD

Begins Hero’s 
Journey

ACT II

Trials

NEW WORLD

Overcomes 
Obstacles

ACT III

Return

RETURN HOME

Defeats 
Antagonist &
Returns with 
Magic “Elixir”



The 3-Act Sales Play™

ACT II

Trust Me

ACT III

Believe Me

ACT I

Like Me

Relaxed
Confident
Friendly

Urgent
Concerned
Staccato

Calm
Authoritative

Knowledgeable



3 Act Sales Story

3 Value Propositions

3 Logical Choices

The Power of 3

or

Credible Visual Contrasts

Contrasts & Threes

Waiting for 

customers to 

call you.

Immediately 

connecting 

with thousands.



Decision-
makers

EvaluatorsInfluencers

Blockers
Almost any level or role

May view new vendor as 
disruptive to “status quo”

???

Non-managerial, LOB

???
C-Level, VP-Level

Senior management has 
final signature authority

???

Director, Manager

Responsible for evaluation 
and recommendation of 

vendors

No authority, but 
can offer insights 
into company & 
needs and open 
doors to Decision 

Makers and 
Evaluators

Prospect Roles



Type More emotional

Title Senior-Level, Manager, Director

Role Accounting, HR, Sales, Marketing, Operations, Finance

Experience 5+ years

Education Bachelor+

Key Influencers C-Level, IT/IS, Customers, Vendors

Business Needs Tactical to solve Line-of-Business revenue-blocking issues

Inf luencer Persona



Type More logical

Title CTO, CIO, CISO, COO, VP, Director

Role Operations, Development, IT, IS, Technology

Experience 5+ years

Education Bachelors+

Key Influencers LOB, CEO

Business Needs Tactical & Strategic to remove roadblocks for LOB 
stakeholders + creating strategic growth infrastructure

Evaluator Persona



Type More instinctual

Title CFO, COO

Role Final decision maker, may also be Blocker or Evaluator

Experience 10+ years

Education Masters

Key Influencers LOB, IT/IS, Customers, Vendors, CEO

Business Needs Strategic to position firm for scalable & efficient growth

Decision-Maker Persona



Conditions Complaints

ConsequencesChoices

Emotional Instinctual

InstinctualLogical

Sales 
Messaging 

Questions to 
Engage and 

Quality 
Prospects

Sales Messaging Cube™



 Used to gather facts

 Non-threatening & friendly

 Used judiciously

 Reduced with proper preparation

 Best asked of Influencers

 Prompted by: “what, how, when, where, 

today, goal, vision, thought”

Condit ion Questions
ACT I

Like Me



Prospect

Influencer 1: Describe your firm’s “why,” the reason you are in business and the 
passion and purpose that drives your firm

Influencer 2: Describe your firm’s current situation, how are you doing things today, 
what do you have in place, how is that working for your team?

Evaluator 3: Describe your firm’s current situation, how are you doing things today, 
what do you have in place, how is that working for your team?

Evaluator 4: Describe your firm’s plans to change or improve the above.

Decision 5: Describe your firm’s “why” and your quarterly goals and strategic long-
term vision

Decision 6: Describe how you envision empowering your team to meet your firm’s 
goals and vision

NOTES:

Condit ion Questions
ACT I

Like Me



 Probe for concerns

 Build perceived value

 Show empathy

 Don’t offer solutions yet

 Best asked of Evaluators

 Prompted by: “problem, issue, 

pain, concerns, dislikes, etc.”

 Customers should feel pain

Concern Questions
ACT II

Trust Me



Prospect

Influencer 1: What are your three primary concerns that might hinder your firm’s 
ability to achieve its “why?”

Influencer 2: What are your three top problems that are causing issues?

Evaluator 3: What are your three top problems that are causing issues?

Evaluator 4: What are your three main roadblocks that might prevent you from 
implementing your future plans?

Decision 5: What are the three main reasons why you might be delayed or 
prevented from reaching your quarterly or long-term company goals?

Decision 6: What are the top three obstacles you’d like to remove to ensure that 
your team can drive better operational efficiencies & cost reductions?

NOTES:

Concern Questions
ACT II

Trust Me



 Explore perceived impact of concerns

 Build customer perception of value

 Best asked of Evaluators & Decision Makers

 Focus on the Consequences of inaction

 Prompted by: “Impact, Result, Cause, Effect, 

Cost, Disaster, Worst Case, etc.”

 Customer should feel fear

Consequence Questions
ACT II

Trust Me



R-Complex Messaging

Old School = Value Propositions
New School = R-Complex Messaging

ANXIETY INCREASES 
NOREPINEPHREIN & CORTISOL



Type

Emotional Driver Job satisfaction, recognition from my peers and superiors, lower job 
stress, lower efforts, friendly vendors that are easy to work with

Instinctual Driver Help my firm lower risks and avoid competitive pressures and loss of 
revenue

Logical Driver Help others in my firm lower costs & efforts while improving efficiencies.

Inf luencer Drivers



Type

Emotional Driver Job satisfaction, recognition from my peers and superiors, lower job 
stress, lower hassles, friendly vendors that are easy to work and reliable.

Instinctual Driver Help my team lower risks and avoid competitive pressures and loss of 
market share. 

Logical Driver Help my team lower costs, reduce efforts while improving efficiencies.

Evaluator Drivers



Type

Emotional Driver Praise from my board or superiors and direct reports, industry 
recognition, satisfaction from attaining my goals.

Instinctual Driver Avoid being fired by board or superiors, attain quarterly revenue and KPI 
targets, avoid competitive pressures and loss of market share. 

Logical Driver Ensure my firm lowers costs and reduces efforts while improving 
efficiencies and lowering risks. Ensure strategic foundation is in place to 
attain long-term goals and vision.

Decision-Maker Drivers



Prospect

Influencer 1: What might happen to your colleagues if your firm fails to achieve it’s 
short-term goals and long-term plans?

Influencer 2: What happens if your colleagues are unable to solve their three top 
problems that are causing the issues you described?

Evaluator 3: What happens if your team is unable to solve their three top problems 
that are causing the problems you described?

Evaluator 4: What is the impact to you and your firm if you fail to remove the three 
main roadblocks you just outlined?

Decision 5: What consequences do you face if your firm is delayed or prevented 
from reaching your quarterly or long-term company goals?

Decision 6: Can you quantify how it might hurt your firm if you can’t remove the 
obstacles that will prevent your team from driving better efficiencies 
and cost reductions?

NOTES:

Consequence Questions
ACT II

Trust Me



 Shift focus to ONLY 3 solutions

 Get customer to repeat benefits

 Should be open questions, not closed

 Focus on the “relief” (value benefits)

 Help rehearse customer’s pitch to others

 Prompted by: “Would, Could, Might, How, 

Which, What if, Can we, etc.?”

 Customers should feel relief & joy

Choice QuestionsACT III

Believe Me



Prospect:

Influencer 1: What if there was an easy way to help your colleagues achieve all their 
short-term goals and long-term plans?

Influencer 2: What if you could help your colleagues solve their three top problems 
that are causing the issues they face?

Evaluator 3: What if you could assist your team in solving the three top problems 
that are causing severe issues?

Evaluator 4: What if there was a way to avoid the devastating impact you face by 
failing to remove your three main roadblocks to success?

Decision 5: What if you could avoid the serious consequences of being delayed or 
prevented from reaching your quarterly or long-term company goals?

Decision 6: What if you could remove the obstacles that will prevent your team 
from driving better efficiencies and cost reductions?

NOTES:

Choice QuestionsACT III

Believe Me



~8 words
Echo instantly becomes or augments your technical team.

~15 words 
Echo Technology Solutions instantly becomes or augments your technical team to help you avoid 

risks and increase profits.

~25 words

Echo Technology Solutions helps small to mid-sized firms avoid risks and increase profits

by instantly  their information technology, security, and development team.

~50 words

Echo Technology Solutions is passionate about helping you avoid risks and increase profits

by instantly becoming or augmenting your information technology, security, or development team.

We do this by leveraging our proven, certified, and efficient business-centric experts

to help your small to mid-sized firm lower costs, concerns, and complexities.

WHY:

HOW:

WHAT: 

WHO:

Sales Messaging House



Brief introduction
Two sentence problem statement

Detailed solution information

Brief Conclusion

Closing statement

Ineffective “Push Model” Messaging

Before…



Customized & 
Personalized Neuron 

Assets™

Profile, personality, preferences

After…

Prospect
Survey



New Sales Messaging

The Good News: Your firm is experiencing rapid 

growth and the future looks bright.

The Bad News: You don’t yet have a fully mature 

IT or IS team with tactical and strategic business-

centric expertise that can instantly solve 

technology issues while ensuring scalability.

The Good News: Your company is an emerging 

industry leader with thousands of customers.

The Bad News: You could lose many of those 

customers & get fined or sued  due to security 

breaches, credit card issues, SSL certification 

problems, or compliance/audit failures. 

The Good News: Your customer opportunities are 

growing along with your global sales team.

The Bad News: Your sales team has difficulty 

exceeding quotas due to inefficient, cumbersome, 

unintuitive, non-integrated, and antiquated 

Salesforce CRM/APP development & integration.

EFFICIENT TECHNICAL TEAM PROVEN SECURITY EXPERTS AFFORDABLE CRM/APP DEVELOPERS



Buyer’s Journey



Discover/Awareness Stage Assets?

LinkedIn Social Selling Messaging

Blog posts

Newsletters

Press releases

Interactive qualification videos

Website updates & SEO/SEM

Webinars & local events

INDUSTRY LEADERSHIP

Social Media
Social Selling Copy
Blog Posts (short)

Newsletters
Press Releases

Analyst Information
Websites
Events

Videos (short)
SEO / SEM

Elevator Pitch

Discover Assets



Research/Scope Stage Assets?

IT & IS eBooks

Customer case studies

White papers

Solution briefs

Solution guides

THOUGHT LEADERSHIP

eBooks
Case Studies

White Papers (short)
Articles

Solution Briefs
Blogs (long)
Newsletter

Videos (long)
Webinars

Solution Guide
Social Selling

Research Assets



Evaluate Stage Assets?

FAQs

External sales deck

Telescripts & Social Selling scripts

Sales Question Matrix

Dynamic Interactive Sales Playbook

Content repository / PointDrive setup

Industry-specific best practice guides

SOLUTION 
LEADERSHIP

Sample Use Cases
White Papers (technical)

Product Demos
Data Sheets

FAQs
External Overview Deck 

Cheat Sheets
Telescript

Sales Question Matrix
Account Action Plan
Internal Sales Deck

Sales Playbooks
Social Selling scripts
Content repository

Evaluate Assets



COMPANY 
LEADERSHIP

External Detailed Deck
ROI / TCO Analysis

Deep Dive Use Cases
Proposal Templates

Demos
Trials

Decide Stage Assets?

Customer technical sales decks

ROI/TCO analysis spreadsheets

Proposal templates

Advanced sales training

Decide Assets



New School: Social Sel l ing

• 31% more team quotas met

• 29% more forecast accuracy

• 21% more rep quotas met



Six Steps to Social Sel l ing Excel lence

1. Profile 

2. Query

3. Connect 

4. Message

5. Inform 
6. Engage



Six Steps to Social Sel l ing Excel lence

1. Profile 

2. Query

3. Connect

4. Message

5. Inform 
6. Engage



• Review Current Client Profiles

• Determine Optimal Type(s)

• Create Target Profiles

Step 1: Profi le



• Sales Navigator Search

• Type in keywords (Boolean)

• Select optimal filters

Step 2: Query



Type

Title CIO, CFO, CEO, VP Finance

Seniority Level CxO, Partner, Owner, VP

Job Description Company or LOB executive management

Years of Experience More than 10 years

Company Size 201+

Industry Accounting, Banking, Financial Service

Geography Greater San Diego Area

Education Typically Masters (MBA, etc.)

Key Influencers Board of Directors, shareholders, LOB, IT, IS

Company Type Public Company, Privately Held

Function Accounting, Finance

Keywords Strong, control, forceful, demanding, confident, superior, 

LinkedIn Target Fi lters Example



Type

Title COO or CFO or Sales or Marketing or Development or Operations or Technology or Security or IT

Seniority Level C-Level or VP or Director or Manager

Geography San Francisco Bay Area

Company Size 201-500, 500-1000, 1001-5000

Industry E-Learning, Higher Education’ Accounting, Banking, Biotechnology, Broadcast Media, Capital Markets, 
Electrical/Electronic Manufacturing, Financial Services, Hospital & Health Care, Insurance, Investment 
Banking, Investment Management, Legal Services, Media Production, Medical Devices, Nonprofit 
Organization Management, Pharmaceuticals, Philanthropy, Publishing, Venture Capital & Private 

Years of Experience 3 to 5 years, 6 to 10 years, More than 10 years

Company Type Public Company, Privately Held

Function Finance, Operations, Program and Project Management, Product Management, Sales, Marketing, 
Information Technology

Keywords Salesforce OR GRC OR compliance OR security OR technology OR development OR CRM OR IT OR IS OR 
applications OR audits OR regulations

LinkedIn Target Fi lters



Six Steps to Social Sel l ing Excel lence

1. Profile 

2. Query

3. Connect

4. Message

5. Inform 
6. Engage



• Edit personal profile

• Create relevant group(s)

• Create “Like Me” messaging

Step 3: Connect

ACT I

Like Me



• Find common ground

• Find compelling reasons

• Use emotional keywords

ACT I

Like Me

Step 3: Connect



Connect Messages:

• I noticed we’re both in the LinkedIn 

XYZ Group and thought we should 

Connect.

• We have some mutual 1st-Level 

LinkedIn Connects so I thought we 

should Connect.

• I’d like to Connect so I can invite 

you to join our exclusive LinkedIn 

ABC Group.

Step 4: Message



Six Steps to Social Sel l ing Excel lence

1. Profile 

2. Query

3. Connect

4. Message

5. Inform 
6. Engage



ACT II

Trust Me

• Use “Trust Me” messaging

• Include R-Complex drivers

• Offer something free

Step 5: Inform



Step 5: Inform

Inform Messages:

• I thought you’d be interested in this great 

article about [topic]. [link]

• I thought you’d like to read about this 

company that had [consequence]. [link]

• If you’re thinking about [topic], I recommend 

you read this article. [link]



Unknown Urgent Risks

Old School = Value Propositions
New School = R-Complex Messaging

ANXIETY INCREASES 
NOREPINEPHREIN & CORTISOL



Step 6: Engage

ACT III

Believe Me

• Create “Believe Me” Messaging

• Include logical keywords

• Use Call to Action



Step 6: Engage

ACT III

Believe Me

Engage Messages:

• I noticed you read the article I 

recommended about [topic] and thought 

you’d like to join us for a special webinar on 

this topic…[link]

• If you’d like to learn how to avoid 

[consequence], consider joining our next 

webinar…[link]

• We’re hosting a special event at Stone 

Brewery on 8/1/17 at 6pm, would you like 

to join us? [link]



LinkedIn Profi le Analysis



Prospect Scoring & CRM Integration

Target Title Keywords Score # Target Industries Score # Function Score # Seniority Level Score # Target Education Score # Target Employees Score # Geographies Score # Keywords Score #

Operations 5 Airlines/Aviation 10 Operations 10 CxO 20 Bachelor 5 1-10 employees 0 Greater San Diego Area 15 Manufacturing 10

Manufacturing 5 Automotive 10 Finance 5 Partner 15 Masters 10 11-50 employees 0 Orange County, California Area 10 Facility 10

Plant 5 Medical Devices 10 Sales 5 Owner 15 51-200 employees 5 Los Angeles County 5 Maquilladora 10

President 10 Electrical/Electronic Manufacturing, 10 Business Development 5 Vice President 10 201-500 employees 10 United States 0 Plant Management 10

Supply Chain 10 Aviation & Aerospace 10 Quality Assurance 5 Director 5  501-1,000 employees 15 0 Program Management 5

Finance 5 Computer Hardware 5 Product Management 5 Manager 5 1001-5000 employees 5 0 Quality Assurance 5

Supply Chain 10 Consumer Electronics 5 0 0 5001-10000 employees 0 0 Supply Chain 5

CEO 0 Consumer Goods 5 0 0 10,001+ employees 0 0 Executive 5

SCORE 10 10 10 20 10 15 0 80



Dynamic Interactive Sales Playbook



Neuron Personality Profi le™



S T R AT E G I C WORK SHOP


