
ENGAGEMENT SUMMARY

What does a Telemetry RT3 engagement 
with RevenueTEK look and feel like?



Stage 1: Diagnostics + Risk Assessment

Stage 2: Tactical Blueprints

Stage 3: Implementation

Stage 4: Measure + Recalibrate

Stage 5: Optimise + Improve

2 – 4 weeks

2 – X months

2 – 6 weeks

Ongoing

Ongoing

ENGAGEMENT



1.  DATA EXTRACTION AND DISCOVERY

Detailed internaL survey and
risk assessment correlated to
36 interconnected drivers oF

risk and performance, completed
online by relevant internal and

external stakeholders.

Interviews with leadership,
management and staff

exploring in more depth
issues identified within

survey responses.

Review of qualitative and 
quantitative data from CRM, 
marketing and other relevant

operational systems.  Mapping 
and analysis of marketing and 

sales processes.

Online surveys of customers / 
clients, channel partners 

(distributors / resellers etc)
to confirm understanding of 

customer problems, pain 
points, buying processes 

and experiences.

Examination and profiling of 
manager & staff aptitudes for critical 

steps in the revenue process (e.g. 
closing). Identification and
quantification of skills gaps
and individual training and

development requirements.

Predictive and prescriptive
modelling of future revenue,
margin and profit outcomes
under different intervention
scenarios and assumptions.  
forensic analysis of pipeline

and other data extracts.



1. What’s working? GREEN

2. What’s not working? RED

3. Why?  Or why not?

4. Where are our most immediate
threats and opportunities for marginal
improvement(s)?

5. Where should we prioritise?

6. What ROI / payback will we get if we do?

1a.  TELEMETRY RT3 PERFORMANCE & RISK DRIVER - HEATMAPS 



Progress % Expected to Progress Recycle % Recycle No. Recycle Velocity Velocity

100

71

68

66

69

71

48

68

71

100

20

20

20

20

20

20

20

20

Raw Leads

Recognised in Category

Obtain Contract

Stakeholder Approval

Defeat Competition

Propose Solution

Need Defined

Credentials

Troubled by Problem

1b.  TELEMETRY RT3 REVENUE BASELINE



…..highlights problems months or even years before they occur? 
1c.  E2E PIPELINE MODELING AND FORWARD RISK DETECTION



1d.  NEUROMETRIC & BIOMETRIC HEATMAPS

OF TEAMS AND INDIVIDUALS  

1. Have we got the right people in the right
seats on the bus?

2. If not, where should we put those who
aren’t?

3. What training can we give my people to increase
everyone’s performance by 5%?

4. How can we recruit more high performers
in the future?

5.    How can we stop recruiting poor performers?



1e.  INDIVIDUAL BEHAVIORAL PROFILES & BENCHMARKS

1. Which aspects of the sales process are our people most / 
least suited to?

2. Which sales skills could they be better at with some training?

3. Are there things they will never be good at?

4. What do ideal “hunters” and / or “farmers” look like?

5. How can we help my people be more effective in their 
customer / client communications (written + verbal + visual)?  
Could we apply the same lessons to all of our marketing 
communications?



1f.  SALES TASK COMPETENCY ANALYSIS & BENCHMARKING

1. How does our performance at core marketing
and selling tasks / skills compare with our
peers, and against best practice?
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1g.  MARKETING & SALES PROCESS MAPPING AND ANALYSIS
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1g.  MARKETING & SALES PROCESS MAPPING AND ANALYSIS (CONT.)
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1g.  MARKETING & SALES PROCESS MAPPING AND ANALYSIS (CONT.)
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Inside Sales
Pre-Qualification

1. How are our marketing and sales systems 
processes working / not working?

2. What improvements should we consider, 
and what revenue and profit impacts can 
we expect from implementing them?



2.  TACTICAL BLUEPRINTS

How do we take the results
of the Diagnostics & Risk

Assessment and turn them
into a blisteringly clear, 

actionable set of plans for 
how to turn our marginal 

gain opportunities into 
reality?



SAMPLECO GROUP



SAMPLECO GROUP         

2.  TACTICAL BLUEPRINTS (CONT.)



2a.  IDEAL CUSTOMER / CLIENT PROFILING (ICP’s)

What does our ideal customer 
or client look like?

How will we recognize them?

Where can we find more of
them? 

How do they think?  How do 
they behave?  

What problems are causing 
them the most pain?

How can we communicate 
more effectively and talk to 
that pain?



2b.  CUSTOMER / CLIENT
PERSONAS • Managing Partner of T2 firm(s)

• Graduated from Sydney University in 
1982 and completed ICAA 
Professional Year in 1995

• Married for 28 years with 3 children 
aged 24-31

Demographics

• Male

• Aged 32

• Annual income $450K

• Lives Sydney upper north shore, 5 
bedroom home

Goals

• Keep staff happy and content with 
low turnover

• Transition out of the firm to a 2-3 
day per week consulting role

• Set the firm up well to succeed in 
rapidly changing environment

Hobbies & Interests

• Reading

• Surfing

• Spending time with 
children and 
grandchildren

• Golf

• Chess

• Camping and hiking

Challenges

• Replacing shifting compliance base 
with higher value services

• Staying current with legislation and 
regulation

• Recruitment and retention of 
director and partner-level talent

Frequent Objections

• “We paid for website and e-commerce    
upgrade 3 years ago.  Why do we 
need another one?”

• “I don’t see the ROI in technology that 
accelerates the commoditization of 
our cores services.”

Fears

• Firm disintegrates  after he retires

• Becoming irrelevant once he leaves 
the firm

• Not leaving a legacy he can be proud 
of.

Jamie

How do we profile our ideal customers 
/ clients as individuals?  

What do their lives look like?  

What things worry and motivate them?  

What are they frightened of?  

What are they trying to achieve? 

What are their biggest challenges?

Most importantly, how do we talk to 
these things in our marketing and in our 
selling conversations and maximise
their interest and engagement?
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3.  IMPLEMENTATION

How can we implement our Blueprint(s) in a structured, 
professional manner that maximises our chances of 
success, while minimizing risk and cost?



3.  IMPLEMENTATION (CONT.)

Can we implement our 
Blueprint(s) and marginal 
gain initiatives according to 
world’s best practice for 
program and change 
management - including 
PRINCEII and Six Sigma?



1. WHAT MARKETING TECHNOLOGY

DO I REALLY NEED?

2. HOW MUCH SHOULD I PAY?

3. HOW DO I IM
PLEMENT IT / THEM?



3b.  CONTENT DEVELOPMENT

How do we develop powerful, crisp, compelling
content that is topical and relevant for our ICP’s 
and personas?

How do we make sure that our content talks
Directly to our ICP’s problems and pain points?

How do we implement and follow industry 
best practice for development and delivery 
of our content?

How do we ensure that our marketing and 
sales content remains consistent across our 
marketing channels and right the way down 
through our revenue pipeline(s)?



1.
WHAT ABOUT THE SALES TECHNOLOGIES?





RT3 PIPELINE
SCANNING ANALYTICS 



THAT’S AMAZING….


