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Executive Summary

Let’s be honest about the state of enterprise revenue: it’s noisy out there. Our buyers are
overwhelmed, and our teams often confuse "activity" with "progress." As leaders, we see it in
the pipeline reviews—deals that stall not because we lost to a competitor, but because we lost
to "No Decision."

We now know, thanks in large part to the research that Matt
Dixon and Ted McKenna published in The JOLT Effect, that selling
has fundamentally changed. A massive percentage of deals die
not because customers prefer the status quo, but because the
buyer is paralyzed by the fear of making a mistake. They aren't
clinging to their current state because they love it; they're
clinging to it because they’re terrified of the personal risk
associated with failure.

To break this paralysis, the traditional pitch fails. The shift we need to make isn’t just tactical;
it’s a fundamental change in our engagement context. We must move from "Here is what we
sell" to "We can help you be more successful."

This white paper outlines the Value Selling framework and approach. It is designed to turn your
Account Executives into true "choreographers" of the customer lifecycle. It is about getting
your team "in the boat" with the customer—co-creating the path to value so that when they
win, we win.
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SECTION 1: The Mindset Shift — Authenticity & "The Boat"

The first thing we must fix is the mental model. Complex B2B selling isn’t about beating the
competition. Effective selling requires bating the buyer’s fear and eradicating our own limiting
beliefs.

The Salesperson as Choreographer

To overcome buyer indecision, we need to teach our teams that
they are the choreographer of the team calling on the account.
W This requires a specific posture. We aren’t looking for aggressive
y’ / closers; we are building reps who are authoritative, humble, and
authentic.

In the age of Al, authenticity is your only differentiator. Your reps must drop the "persona" of

the salesperson and show up as curious problem solvers. By doing so, they take the burden of
"how" off the customer’s shoulders. They help the customer understand the issues inherent in
change management, effectively "de-risking" the decision.

"In the Boat"

This is the litmus test for your culture: Is your team sitting across the table negotiating, or are
they "in the boat" with the client?

Being on the same side changes the dynamic. It signals to the anxious buyer: "I’m not just
selling this to you; I’'m here to ensure you don’t fail." That signal is the antidote to risk. It builds
the trust required to co-create a solution rather than just pitch one.

SECTION 2: The Four Pillars of the Path

How do we operationalize this mindset? We follow a distinct path—the Value Selling Path—
that anchors everything we do to business impact.

1. Anchor to Business Value

If we aren't talking about the customer’s top-line goals, we’re just noise. Anchoring to value
attracts senior sponsors and protects the deal from
procurement-driven cost pressure.

Curiosity is the superpower here. If your rep isn't genuinely
curious about how the customer makes money, they cannot
anchor to value.
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2. Enable Your Internal Champions

You cannot be in every room. Your champions must be able
to explain the story and defend the investment when you
aren't there. A rep who does not enable their champion with
narratives, slides, and confidence is surrendering control of
the deal.

3. Discovery as Co-Creation

We've all seen it: reps firing off their "20 discovery questions" like a hostage negotiator. This
must stop. Discovery is a constant—from before the first outreach through every conversation.

Great discovery is co-creation. It is hypothesis-led but open to correction. It should sound like:
"Here’s what we’ve seen in companies like yours. Tell me where we are off." We invite the
customer to correct our map, giving them ownership of the solution.

4. Lead with a Point of View

Anxious buyers want a recommendation. They
don’t want you to ask, "What do you want to do?"
They want to hear: "Here’s what we recommend
based on our experience." A strong POV reduces
the cognitive load on the buyer and builds
authority.

SECTION 3: The Toolkit — Doing the Homework

You can’t anchor to value if you don’t know what the value is. Research isn’t optional—it is the
engine room.

The Internal Clean Sweep

Before reps ever open Google, they must look inward. Nothing destroys trust faster than
pitching "partnership" while support tickets sit unresolved.

e Action: Scan internal resources (SFA, Support). Know the baggage before you walk in.
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The Digital Toolkit & Financial Fluency

e Seeking Alpha: Use earnings call transcripts to hear
the "voice" of the executive team.

e Contract Fluency: Too many reps leave money on
the table because they don't understand the
financial implications of their own contracts.
Enablement must teach reps to read a P&L and
understand the total cost of ownership discussions
that procurement will use against them.

e Google (The Right Way): Search executives for
recent interviews and quotes. Authenticity means
knowing what they care about before you say hello.

SECTION 4: Recommendations for Revenue Leaders
Your job is inspection and accountability. You get what you measure.
1. The "Up or Out" Discipline
Pipeline bloat kills morale and forecast accuracy. Adopt an "Up or Out" philosophy.
¢ Inspect the Momentum: If a deal hasn't moved stages in 30 days, is it real? If we can't
get access to power or validate our hypothesis, we must have the courage to qualify it
out so we can focus on deals we can win.
2. Mandate the Account Intelligence Worksheet
Before a rep can move an opportunity into pipeline, require them to fill out the Account
Intelligence Worksheet (see the associated Value Selling Playbook). If they don't know the Top
3 Issues from the annual report, they are flying blind.
3. Scrutinize the Relationship Trend
We look at org charts, but ignore momentum. Use the Influence Map to spot the red flags:

specifically, stakeholders who are "Strong" but Trending Negative. This is where deals die
quietly.
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SECTION 5: Recommendations for Enablement Professionals

Your job is capability building. You must move from "Sales Enablement" to "Revenue
Enablement," supporting the entire lifecycle from SDR to Customer Success.

1. Build the Value Hypothesis Template

Do not let reps freestyle. Create a template that forces clarity on the Business Problem,
Financial Impact (Cost of Inaction), and Influence. Run workshops where reps co-create these
with their peers.

2. Teach Financial & Contract Literacy

Most reps fear financial documents. Demystify them. Run "earnings call breakdown"
workshops. Teach them the difference between "price" and "cost" so they can defend value
against procurement.

3. Certify on Champion Enablement

It is not enough to tell reps to "get a champion." We must teach them how. Create a story
library and internal prep meeting scripts. Roleplay the "prep meeting" where the rep prepares
the champion to sell internally.

Conclusion

Value selling is about discipline. It’s about
doing the work competitors won't. It’s about
understanding the customer’s business so
deeply that you can walk in—humble,
confident, and authentic—and help them
succeed.

When we anchor to value, enable champions,
choreograph the process, and get "in the boat," we don’t just make a sale. We overcome the
fear that stops the sale from happening. We become partners in success.

Let’s get to work.

Lee Levitt Principal Consultant, Acelera Group
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