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The primary desired outcome:
• �Putting specific, identifiable, service delivery processes, 

customer experience elements, and standards in place

Why this stage is first:
• �In order to promote our remarkable service, it must be just that 

- remarkable. We cannot deliver the same way our competitors 
do and sell it as exceptional to prospective customers.	

• �Often, even subtle or slight process or delivery  
improvements make a huge difference from the prospective 
customer’s perspective.

How to know if you are here

Here’s what we are thinking:
• �I know we do things better than competitors, but I can’t pin 

down exactly how in processes.
• �While I have great faith in how we deliver, customers see us  

as reliable, but not remarkable
• �How can I make big improvements without spending a lot, 

tanking efficiency, or promising the moon?
• �The points we emphasize when we talk about what we do  

feel too generic	

Here’s what we are feeling:
• �Frustrated that clients see us as “just like the others” or like  

a commodity				  
• �Discouraged that our efforts aren’t resulting in raving fans  

and that people seem indifferent about us	
• Irritated that customers only seem to care about price		
• �Annoyed by the revenue and opportunities we seem to  

be missing out on	

Here’s what we are doing:
• �Leaning heavily on our experience, expertise, quality, and 

“customer service” to sell ourselves
• �When asked what we do and why people should buy from us, 

I ramble or focus on providing “information” (services offered, 
territory, etc.)

• �Talking almost exclusively about our company and what we  
do rather than what the customer gets

• �Focusing on what our customer needs (like our service) rather 
than what they want (an experience that addresses their 
specific pain points)	
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How we reach the desired outcome:
• �Clearly identify exactly who we want to serve and their 

specific pain points and desires		
• �Choose their top technical and experiencial priorities and 

concerns to shape the experience we provide
• �Develop and teach our team the technical and experiential 

customer experience journey		
• �Apply measurable standards to processes and experiencial 

elements that address specific customer concerns and  
pain points

Milestones to move on to next stage:
• �You know who your customer is, what they care about, and 

how those cares relate to your service
• �You can identify specific service delivery processes or 

methods and can connect those to specific customer 
priorities and pain points

• �Processes and scripts related to the customer experience are 
in place and consistently followed	

• �Clients are expressing deep appreciation for your service to 
you, your team, and to peers and friends		
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The primary desired outcome:	
• �Develop the language to clearly and consistently articulate 

our competitive edge directly to prospects	

Why this stage is next:			
• �Having raving fans after working with us is great. But future 

opportunities require that we can quickly and consistently 
explain to prospects why we are the obvious choice.

• �It’s not just who provides a better service, experience, or 
product. It’s who can explain that they provide the better 
service, experience, and product that will win.

	
How to know if you are here:	

Here’s what we are thinking:
• �I can’t seem to articulate how we address the prospect’s 

pain points in a way that “clicks”			 
• �My elevator speech or 3-minute conference presentation just 

seems to fall flat					   
• �Our business development and sales staff are still talking 

about their experience, expertise, and competence
• �We crush it on execution, but we just can’t explain why in a 

compelling way

Here’s what we are feeling:		
• �Deflated when customers we could serve exceptionally well 

choose a provider with lower performance standards
• �Insecure that our “edge” just isn’t enough to overcome a 

gifted salesperson from Brand X		
• �Frustrated that all of our care and attention to detail goes 

unnoticed or unrewarded		
• �Finding the right words is daunting because I’m not a 

naturally gifted salesperson		
	
Here’s what we are doing:	
• �Having business development or sales conversations  

with people who don’t get excited about what we offer
• �Still leaning heavily on our experience, expertise, quality,  

and “customer service” to sell ourselves so we don’t  
sound “salesy”			 

• �Letting our business development and sales staff “wing it” 
which results in inconsistent pitches	

• �Fumbling when customers ask pointed questions about why 
they should choose us instead of a competitor		
	

How we reach the desired outcome:	
• �Develop easily repeatable, meaningful talking points for 

each component of our competitive edge
• �Verify we are on the right track by asking existing 

customers we trust to give us honest feedback
• �Practice using our talking points until they become 

memorized and easy to recall when it counts	
• �Edit as necessary based on real-world conversations and 

feedback		

Milestones to move on to next stage:	
• �Customers consistently get excited when we talk about 

what we offer				  
• �We are fluent in our talking points and say them 

conversationally				  
• �We are confident and feel prepared any time we have a 

conversation with prospects		
• �Customers share success stories related to our talking 

points when in testimonials and referrals	
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The primary desired outcome:
• �Develop relevant, compelling brand messaging for marketing 

assets and collateral that we believe in and will use	

Why this stage is next:
• �Being able to directly convert a prospect is amazing. But a lot of 

opportunity is left on the table when we cannot get prospects to 
that level of engagement or interaction.		

• �To build a reputable brand, our messaging needs to be on point, 
compelling, and consistent from beginning to end.	

How to know if you are here

Here’s what we are thinking:
• �My website and marketing don’t explain what makes us great, but 

I don’t know when to push back or what to say instead.
• �Our conversions are good once we get in front of the customer, 

but how many never even get that far?		
• �I don’t know how to get all the elements of our competitive edge 

into a bigger-picture clear, compelling, consistent message.
• �We don’t have a consistent message between our website, social, 

and marketing collateral that I believe in	

Here’s what we are feeling:
• �Fearful that we could be losing ground to competitors because 

their marketers “get it” and ours don’t		
• �Irritated that when I push back to marketers they dismiss our unique 

competitive edge in favor of what “worked for someone else”	
• �Overwhelmed by crafting an overarching message, which seems 

like a weird and confusing puzzle to solve		
• �Exhausted from trying to come up with random talking points that 

put it all together in a way that makes sense

Here’s what we are doing:
• �Giving up on trying to improve our website, posting on social 

media, or do any meaningful outreach because it feels like a 
waste of time					   

• �Settling for getting our marketing assets and collateral “good 
enough” instead of a “good representation” of our company

• �Delegating marketing related activities to employees or providers 
to just get something going		

• �Living with a website that hasn’t been updated in a very long time	

How we reach the desired outcome:
• �Develop an overarching branding message that integrates  

the pertinent elements of our competitive edge using the 
StoryBrand framework	

• �Identify the critical parts of the branding message that must  
be incorporated into all marketing efforts		

• �Align a consistent, clear, and compelling messaging theme  
that accurately explains our competitive edge across all  
marketing platforms					   

• �Develop outreach programs that incorporate our branding message 
and highlight the elements of our competitive advantage	

Milestones to move on to next stage:
• �You are happy with your website content and know that it accurately 

represents your company and your competitive advantage	
• �Customers share success stories, testimonials, and referrals using 

your branding message, without being prompted
• �You are actively using your branding message and elements of  

your competitive advantage consistently in outreach efforts
• �You don’t have to wonder what to talk about to get prospective 

customers to understand how great your company is	
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