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Thank you very much Grant. Interestingly enough Grant and I met five or six years ago. I was actually 

working at a tech accelerator where we caught up, and our paths merge again five years down the 

track. It's very cool being in this environment, I love seeing so many faces. The last time I had a 

physical audience was a long time ago because we have webinars now, we have online events, and 

so this is very different which is quite nice. I can see everyone's faces (which is a little bit scary) but 

good. 

 

Who here has got a tech company or a software business an application? Hands right up be proud of 

it, right up. Okay who here works in sales? Most of you all of you should put your hands up. All of 

you should put your hands up… Nice, so I’m Sales Trainer, and a Growth Coach but my journey didn't 

start that way. I've actually been working in the tech sector for a long time. I’m really fascinated with 

the tech sector and I’m fascinated about the growth of the tech sector. I looked at the recent 

numbers of the Top 200 companies and last year alone, in 2020 just the top 200 companies in the 

tech sector they rounded up to 12.7 billion dollars worth of revenue - which is massive, and this is 

only the top 200 companies in New Zealand. This on a global scale it's significant. It's huge and it 

keeps growing.  

I joined my first tech company in 2005 which was a tech company that miserably failed, but since 

then in the last decade worked in tech accelerators. Our job in tech accelerators is to build high 

growth companies, and high growth companies are expected to grow at a minimum rate of 20 

percent year on year for a minimum of three years in a row. They need to get a hat-trick and I got 

really obsessed about how companies grow. Over the last 10 years I’ve studied almost 400 different 

companies. Different tech companies from different regions in the world, from the US Europe and 

New Zealand and companies like Vend. They recently had a nice juicy exit, sold for 480 million 

dollars to an overseas group. Half a billion dollars for a tech company. Another example is Xero. Xero 

software they have got a market cap rate of 21 billion dollars. These are huge numbers and they all 

started from nothing… from crazy people in a bar sitting around, at a networking event or 

somewhere. They come up with an idea and generate these massive economies on the back of that.  

One of the companies I was involved with at one of the tech accelerators was Unleashed Software, 

another example from last year that have sold for an undisclosed amount and what really fascinated 

me is five or 10 years ago now, how this company grew from five people in our accelerator space to 

now 80 different countries with staff all over the world. I remember the story of unleashed software 

when they were in our office they had a tiny little office space as every startup does they usually 

have a little foosball table table tennis on the back of it that needs to be folded up and down 

depending on how many players you have. When I first joined they had five people and every 

quarter we had to give them more space. We had to expand the office space and they grew so fast 

that we actually had to knock down walls and make more space to accommodate for them. 

Significant growth. Usually companies go through five distinct stages when they grow, and I've 

tapped out at five million dollars on the chart because there are lots of different stages and I just 

wanted to focus on the first five stages. This is the journey from a seedling of a company, a tiny little 
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company with an idea to a company that's roughly doing five million dollars in annual recurring 

revenue. 

In the early stages you usually it's all about exploring a market. It's exploring a niche finding your 

market space and after you find your market space, it's more around putting in place systems and 

processes matching what you sell with what the market actually wants or needs. What I’ve identified 

is that along this journey there are a couple of bottlenecks where companies get stuck. They just 

don't move past that unless they tweak what they do and overcome these bottlenecks. They get 

stuck at this stage and oftentimes either grow or fail. As startups will fail I wanted to cover off the 

key problems, and the first problem is number of leads. I've spoken to people in real estate, 

advertising, and other industries. I think we can all assume that we all struggle with finding leads for 

our businesses. I think it's one of the biggest pitfalls, one of the biggest barriers. Funnily enough at 

hubspot they undertook some research and 60 of marketers struggle with leads. So if marketers 

struggle to get leads, and we as salespeople depend on leads, it's just a vicious cycle. Investigating, it 

comes down to is a very manual approach. A lot of companies take a manual, ad hoc approach to 

finding new leads. The beautiful thing is we now have technology that we can leverage to overcome 

these challenges. 

Another key barrier to growth is the difficulty in converting users. You may have a lot of website 

visitors but as we all know these views on your website and visitors that you can track google 

analytics don't convert to paying customers. In fact 96% of the people that visit your website aren't 

actually ready to buy at all which means you have all these people coming to see you with none of 

them actually converting to a paying customer. What we've identified is that there's a heavy over 

reliance on touchless acquisition. A lot of companies believe they can put up a website with their 

phone numbers and a nice beautiful value proposition. They believe customers will call. Then lastly, 

and this one was quite interesting, a lot of companies have bottlenecks because of low levels of 

confidence. Confidence is twofold. On one side you have customer confidence, and when I talk 

about customer confidence it's that customers don't yet trust your product. Customers don't see 

your product or your service as credible and so that's one side of the coin. The other side of the coin 

is sales confidence. Who here is confident every single day of the week? Monday to Friday you're 

confident. You're going out there, you're going to smash some sales? Those of you who still have 

your hand up nice! Good stuff, good stuff. 

Sales performance and performance confidence is actually quite low. Salesforce did research and 

out of 6000 professionals interviewed from mid last year, most of them had moderate to low 

performance confidence. They didn't feel like (and we're talking about salespeople) they didn't feel 

like they could perform on a regular basis. I find this very interesting and I want to talk you through a 

little bit more detail on how you can overcome these challenges, how you can overcome these 

problems and what you can do regardless of whether you work in tech whether you work in a 

service based industry retail or advertising. 

 

The key piece to understand is that as a company you can now automate your lead flow. You can 

make conversion (the process of converting customers from your website) a lot more effortless, a lot 

less manual and another piece is to instill confidence. It's very important to install confidence both in 

your team and yourself as a sales person, but also in your customers. Two sides of the confidence 

equation. When you do that right something beautiful happens, you start getting some key growth. 

If you have a look at the pyramid in front you (slide 9), you have these stages of growth. It goes from 

scaling on the top. When scaling growth you have systematic growth steady growth… but where we 



find most companies to be is in stagnant growth which means they're not going up they're not going 

down. They’ve stagnated and like anything in physics eventually is it has to go up, or it goes down. It 

doesn't continuously go in the same direction. What we find is that eventually conversions start to 

go down, leads start to go down, cash starts to go down and it puts huge amount of stress on the 

team, the business owners and there's a danger of business failure. With a couple of tweaks, some 

small tweaks in your sales strategy you can actually figure out your conversion, and increase your 

conversion then put money back into your business. You can invest into automating your leads and 

then scale up what works… and scale your business. That's sort of the idea behind it. We followed 

this approach based on the work we did in the tech accelerator space at Self starters last year during 

lockdown. I took all that knowledge that was gathered over the last 10 years and I tried to figure out 

how we can implement it and make the techniques more accessible to more companies throughout 

New Zealand. 

I got a phone call from one of my friends, Drew. He's based in Australia and he was working for a 

company. He just started a new role as a business development manager for a company that had 

raised two point eight million dollars in capital. They had Rocket Internet, Maersk (if you know the 

logistics company Maersk). They had some huge backers. With huge backers and huge capital raised 

come huge expectations, and Drew called me up because he had no sales experience, no sales 

process, no sales data to go by, but all these expectations. We tried to understand what we could 

work on - how we could tweak it to find and meet these sales expectations. What we found is that 

the first thing we needed to work on was conversion. So as we go out and we hunt for business we 

need to make sure we can actually convert them into customers, or convert them into meaningful 

conversations with people. One of the things we noticed quite early on is that the sales team didn't 

like hunting for business, I think most of us here we don't like picking up the . We don't like doing 

the cold calling, we don't like sending pesky linkedin messages “Buy my product - I've got a special 

for you… connect with me”. We found that by installing some tweaks on the conversion and lead 

generation that we were able to scale the business. What's really cool is that from no experience he 

managed to get two hundred thousand dollars in sales quite rapidly. Six months down the track I 

remember the phone call that we were on and he was saying they had just closed another business 

customer and in total they were on two million dollars worth of revenue for the six months period. 

Drew was so successful we actually created a Drew method out of this. He's very good but I want to 

show you how what we did so that you can copy that and implement it in your business. The first 

piece is around positioning. Positioning is really important because when we talk about conversion, 

positioning defines your pricing. It defines the process, it defines your competitors, it defines what 

you're being compared with in the market. A lot of it depends on how well you position yourself in 

the market and so the first thing we worked on was the positioning piece. 

Positioning is this magical word that we always use, but there was a study by Ogilvy & Mather. They 

did a study on which variables would contribute to the highest amount of revenue in the business. 

30% increase came from just changing the offer of what you're selling and how you're selling - the 

messaging piece of what you tell people that you do. The other 70% increase was through changing 

who you actually speak to about your product. In the case of Drew we stopped talking to everyone 

and we just talked to a specific niche market. We made our offer very clear to that market. 

 

Our second piece is the process piece. An interesting study from the Harvard Business Review 

showed companies that have a very clear sales process perform 28% better than companies that 

don't have a sales process. Process is key. Unfortunately most sales people don't follow a sales 
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process, so it's lucky for us Drew was from a military background and he's very good at discipline so 

he had a very good process. 

Lastly it's about promotion. The promotion piece is about showing empathy to customers - showing 

that you understand their problem. Build trust with your audience through a clear sales process that 

is the same every time and shows customers the working pieces. This establishes authority and 

builds trust. What you get with the positioning, the process, and the promotion is a clear way in 

which you can attract customers. Because you have such strong positioning in the market you have a 

clear message, a clear target market, and it attracts people. You've got a clear process of converting 

these clients or prospects that you attract, and you can nurture them into converting to sales. 

So we've applied this to a bunch of different companies in the last nine/ten months now and proven 

the approach. Another example was a company called Stork (slide 12). This is a few years back now 

but we applied the same methodology of going out positioning really well, defining a clear process 

then promoting that. We tried our traditional sales approaches - going to networking events, but we 

struggled. We couldn't convert businesses, we couldn't capture leads. The market was lawyers. 

Lawyers are very good with time. They they work in little increments, and when they go to a 

networking event they're not there 40 minutes beforehand… they're there at two minutes before 

the gig starts and they leave two minutes after the after the finishing speech. To try to network with 

lawyers was very hard so we had to change our process. We changed the process to do live events 

and have them as part of continuous professional development. The laywers needed to do anyway, 

so through changing the process piece we were able to onboard a thousand paying customers in the 

space of 12 months from zero brand to something established. 

We've tried in a couple of different industries now. You can use it in logistics, you can use it in Real 

Estate. You can apply it in advertising, you can apply to sales training or marketing, car sales… 

anything that you sell. Make sure that you go back to the three key pieces: The first one is the 

positioning piece. Make sure you're clearly positioning yourself. The mistake that we see companies 

make is one they don't actually map out what kind of sales they need to make to achieve their 

revenue targets. This means their pricing is all over the show, their targeting is all over the show, 

their customer acquisition costs all over the show and so you need to be quite clear to make your 

venture successful. The other piece that companies that fail to do is they don't tweak their 

marketing message. You can't get it right on the first trial. You need to tweak and continuously test 

to figure out what works. The third piece is not adjusting to the context, which sort of goes back into 

the market messaging. Change positioning depending on who you speak with (eg CEOs vs CFOs). 

Whether you talk to a young adult or someone at the later stage in life you need to tweak your 

messaging consistently. Then there is the process. So this second piece is all about creating 

structure. These companies that generally perform slower or have that stagnant growth, they don't 

have process. Make sure that doesn’t happen to you.  

The third piece to mention is automating lead generation. If you're like me you don't want to do cold 

calling, you don't want to do picking up the phone or going to networking events Monday, Tuesday, 

Wednesday, Thursday, Friday, Saturday, Sunday.. two of them in a row… If you’d like to avoid some 

of that then you need to figure out a new way to generate leads and automate it. Take it away from 

your plate so you can focus on what you love doing most. If you love talking to people but don't like 

hunting those people then automate that process. We found that it works wonders for sales teams.  

The last piece is the promotion piece. Make sure that you continuously try new ways to find leads 

new ways to connect with people. Networking events, online events, linkedin, facebook… maybe it's 

tick tock (who knows). Maybe it's snapchat or maybe it's the next thing that's coming up. Make sure 



you measure performance. It's astounding how many companies don't know what leads to sales. 

Measure your performance. Measure the numbers. Look at what what's converting and what is not, 

and lastly make sure you apply it to many channels. Don't just rely on website traffic to come 

through or just google adwords or just facebook advertising, or just pamphlet drops. Make sure you 

have a combination of channels and constantly change them around and tweak and see what works. 

Change your messaging, change your offers, change your target market and that should help you 

grow your business and find some sales success. 

That is it. Thank you for your attention. Grow confidently, build more leads and more sales. Follow a 

good process, promote your business and get onto the growth path of success. 


