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Actually, my job, it’s just… PowerPoint 
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*really old stat

presentations created every 
day
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TRILLION 
DollarPROBLEM
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— IDC

Marketing & Sales Misalignment:
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Phase 1

Research
& Inputs
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Phase 1: RESEARCH AND INPUTS

S C A L I N G  T H E  N A R R A T I V E  # B 2 B M X

Seek differentiation
Be the analyst



Insights & Idea 
Generation

Phase 2

S C A L I N G  T H E  N A R R A T I V E  # B 2 B M X



Is this defensible?

Is this original?

Are we in agreement?

Write the whole narrative; 
vet the big ideas; circulate with key 
leaders and ask:
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somebody wants 
something, 
something is 
standing in their 
way of getting it.”
— Aaron Sorkin
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“Too many solutions…
without problems.”

— Christopher Lochhead
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Solution
Mapping

Phase 3
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Disengagement



Disparate 
tools and 

data…



Poor 
measurement
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Key Idea
Visualization

Phase 4
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Information Retention (Recall Rate)

10
% 6X IMPROVEMENT

65
%

Picture Superiority Effect

Verbal

Verbal 
+

Visual
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Design: Let’s show 100 small 
seller silhouettes, and then 

60 of them xed or grayed out 
somewhat pejoratively



Be Ready

The thin
margin
of error

The 
Revenue
Leader’s
80/20
Game
It can work 
for awhile. 
Until it 
doesn’t.

20
deals

Low to Mid 
Performing Reps

High 
Performing
Reps

60
deals

Opportunity for Change
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82%
say they’re more 
exposed to 
compliance risk 
than five years 
ago

The Compliance Risk Curve

90%
expect compliance 
operating costs to 
increase by up to 30%

In Their Efforts to Address Compliance, 
Fragmented Approach Exacerbates Risk and Cost
Why finance and IT leaders must transition from a point solution to a platform approach for tax tech 
and regulatory technology

Value Added Tax
App

Sales Use Tax
App

E-Invoices
App

Info Reporting
App

Tax Withholding
App
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Disrupt and Flatten the Curve

App

App

COMPLIANCE PLATFORM
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Revenue Leaders Lack Visibility Into 
How to Drive True Transformation

The Trap
Analyze Transactional 
Deal Data, Over
and Over

CRM Deal Data

Closed Won/Lost Lead Conversion

Sales Cycle Length Accounts Touched

Levers: Anecdotal
• Ask managers

• Broad enablement or 
content changes

• Helicopter deal parent

The Opportunity
Analyze rich set 
of behavior to 
understand seller 
performance

Seller Data
Themes Covered Messages delivered

Applying manager feedback Discovery questions

Time spent prospecting Listening to meetings

Time talkingEmail Sequence engagement

Time listening Content shared Negotiation skills

Levers: Data-Driven

Forecasting based on
both seller and deal data

Individualized content & 
training recommendations

Coach on skills;
not just deals



The Consequence: Unhappy 
Buyers and Struggling Sellers

34%
The number of customers who say 
add their rep value to sales process

The percentage of reps that hit 
at least 100% of their quota.

40%



How We Do It
The #1 Revenue Productivity Cloud

Analyze Team
Revenue Leadership

Enhance Performance
Sales Management
& Enablement

Engage Buyers
Marketing & Sales

Unify Data
Rev/Sales Ops

RevQ Forecasting Conversation Intelligence

Sales CoachingRevenue Enablement

Sales Content Management Digital Sales Room

Seller Data Platform
CRM Sales Meetings

Deal Data Seller Engagement
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Ramping new 
reps faster

Higher 
knowledge 
retention

Improve 
revenue 

performance

More practice, 
more perfection

Successful 
transformation 

programs 

Increased 
seller 

engagement

Reduced 
Ramp Time 

by 45%

More than 30% 
growth in reps 

achieving an A-grade

Program launched in 
two-thirds of the 
allotted time with 

100% participation

200% Increase in 
quota attainment 

Year on Year

54% Increase in 
completion of 

practice role plays 

30% higher engagement 
and 220% increase in 

completion rates

Be Ready to Create Revenue Excellence



Testing &
Iteration

Phase 5
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What’s working? What’s 

not?

Digital sales rooms
Call recordings

Beta testers



Launch 
& Scale

Phase 6
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CMO delivering vision Seller giving it a whack



71%
Of us expect 

personalization

76%
Are frustrated when

we don’t find it





STRATEGY DECKMessaging Framework First Call Deck

Demo Deck Proposal TemplateCorporate Template



Discovery Deck

Product Drilldown Decks

Presentation 
Accoutrements



PRESENTATION EXCELLENCE
FROM AFTERTHOUGHT TO STRATEGIC ADVANTAGE

STRATEGIC
MESSAGING

VISUAL
STORYTELLING

TAILORED
MOMENTS

SYSTEMS
APPROACH



There’s a team for that!



Phase 6

Launch 
& Scale

Phase 2
Insights & Idea 

Generation

Phase 3

Solution
Mapping

Phase 5
Testing &
Iteration

Concept
Visualization

Phase 4

Phase 1

Research
& Inputs
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July 23-24
Come Level up!

Park City



B2B’s partner in Presentation Excellence

www.ghostranch.com
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