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Introduction

Pitch Like A Pro™

When I started my first company in 2008, I was not new to 
pitching, but in retrospect I can tell you, I had no idea what I was 
doing. When I was young, I feared public speaking like the plague. 
Although I now consider myself a pro when it comes to pitching, I 
started with a fear of presenting. I basically started with zero 
pitching skills. My point is, anyone can learn everything I teach 
here.  

To get the most out of this program, take these ideas to heart and 
put them into practice. There is nothing like building confidence 
through real-world practice and repetition. There is no magic pill 
here, and I did not invent any of these techniques. Instead, I 
picked them up along the way through relentless studying, 
coaching, and practice. 

 
 
Tobias Dahlberg 
Instructor 
Founder - The Future Academy® 
tobias@thefutureacademy.com 

For this to work for you, you have to make it your own. I would not 
change the order of the 10 P's, but if you find a way that works 
better for you, change it. Here is how I believe this method will help 
you. 
 
+ It will provide a clear structure with checkpoints to ensure 
excellent preparation and delivery 
 
+ It can significantly increase your sell-through rate and your 
pricing  
 
+ It should remove the feeling of "selling," and help you avoid 
haggling on price 

+ It should provide better confidence, a more secure future, 
position, and income 
 
+ You will probably come to love the whole process of pitching 

I designed the program to be as simple and easy-to-use as 
possible. I could have made it a lot longer, but I was worried you 
would not complete the program. If you have questions or want 
support, join the group on our learning platform and let me help 
you implement these ideas. 

 
Let's get you winning some new business. I am rooting for you! 

This Is The Guidebook I Wish I Had 
When I Started My First Consultancy

mailto:tobias@thefutureacademy.com
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The 10P Method

Pitch Like A Pro™

The 10P Method is a step-by-step process for pitching anything. These ten steps should be followed in the 
exact order for the best possible results. The method will help you increase your success rate and sell at 
higher prices. You will do so by positioning yourself as "the only viable choice", by solving the right problem, 
and by getting paid for the real value of your offering. This is what it means to Pitch Like A Pro. 

Position | Be Their Only Viable Choice 
Position yourself as a true pro, the expert and the only viable choice. 
Reframe their pitch and out-position your competition in this crucial 
step of your pitch. This exciting step can change everything.

Packaging | Make Your Deal Irresistible 
Supercharge the your offering by packaging your deal in a way that 
removes as much risk and friction as possible, while creating urgency 
and rewarding a fast decision. Offer a deal they cannot refuse. 

1
2
3
4
5

6
7
8
9
10

Psychology | Start With The Mind 
To successfully pitch and win business, you must first understand the 
psychology and relationship of the buyer vs. the seller. Start by framing 
the situation and understanding the underlying psychological drivers. 

Preparation | Prepare To Win 
Most pitches are won or lost before the actual presentation. The 
preparation part includes preparing a clear, concise, and compelling 
presentation and proposal, and showing up as your best self.  

Possibility | Envision Their Potential 
Start by demonstrating your belief and vision in a greater future. doing 
Take the lead, create positive energy, and get the full attention of your 
audience. 

Problem | Tell The Truth That Hurts 
Disrupt the pitch by shifting from rosy future to harsh reality. Shine light 
on the most pressing, painful problems your prospects has failed to 
realize and pace the way for your expert positioning.

Proposition | Seduce Them With Your Solution 
With a good build-up and dramatic arc, your audience should now be 
leaning forward to hear your solution. Here is where you lay out the big 
vision, concept or idea and make a promise to make it real. 

Product | Show Them What You've Got 
After your audience has grasped your big idea and promise, now 
show them what you've got ( your product, service, plan, project, 
business plan.) Share the key features and benefits, then move on.

Price | Anchor Your Price In Value 
Now it's time to anchor your price in the massive value you are going 
to deliver. Get them to see the value of their potential upside. If price is 
a deal-breaker, you have missed your goals in the previous steps. 

Proof | Remove Their Fears 
Provide sufficient proof that your promise will be made real. Use 
referrals, testimonials, prototypes, cases, results, and other wasy to 
convince your prospects that they can trust you with their investment.
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Principles

Pitch Like A Pro™

Use these guiding principles and apply them across all the steps.

Your pitch is not about you; it's about them. Don't make the mistake of 
"broadcasting" your presentation like it would be the almighty truth. Your pitch is 
about getting your audience to ask themselves the right questions, to have 
insights, and to influence their thinking and decisions. Ask open-ended questions 
to trigger interaction and to make people think. Give people a chance to let the 
questions sink in, and let them ask or comment whenever it fits the flow. When 
you pose a question, the brain cannot ignore it, even if people don't speak out. 

Lead With Questions

Tell Stories And Use Metaphor
Your pitch is like a play. Or maybe you prefer to think of it as a movie. It has a 
dramatic arc and a storyline. You are there to take people on a journey of 
exploration and discovery. Remember that people respond better to stories and 
metaphors than boring facts or abstractions. Stories activate and stimulate various 
parts of the brain and release neurochemicals in a whole different way than facts 
and bullet points. 

There is nothing like a deep human connection. The fact is, people, buy from people 
they like, know, and trust. Pitching like a pro does not mean performing flawlessly 
and rising above the audience. On the contrary, you are there to create a human 
connection and begin a relationship. There is no better way to connect than by 
being relatable. Help your audience relate by being open, honest, humble, even 
vulnerable. Instead of talking about how great you are (and coming across as an 
obnoxious jerk), share your story of struggle, how you discovered, learned, and 
grew to become what you are today. They will respect and like you more for it.

Make People Relate

When you hear the word "pitching," maybe you are thinking of a boardroom and a 
person standing in front of an audience speaking, while the audience listens in 
silence. But a great pitch is more like a conversation, not one-sided broadcasting. 
Your goal is to inspire your prospect, to help them have insights, and to turn them 
into clients. To do this, you should not expect to deliver a flawless presentation 
without interaction. Your prospect should not sit quiet like a judge evaluating your 
performance, but instead engage in the presentation, ask questions, and reflect. 

Make Your Pitch A Conversation

The key to increasing your success with pitching is to keep 
learning and improving. This process works when you know 
how to use it. You are never done; you will never be "perfect" 
because no such thing exists. But you can win a greaty amount 
of deals, with high prices, on your terms. Just make sure you 
alway keep learning and you will get there.

Always Be Learning

Need we say more?

Keep It Simple.
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Pitch Like A Pro™

In every negotiation and client relationship, there 
exists a power-relationship between buyer and 
seller. Unfortunately, most buyer-seller relationships 
are dominated entirely by the buyer. If this sounds 
familiar, you probably know the reason why this 
happens. You are seen as too similar, and therefore 
easily replaceable. When your client dictates all the 
terms, including the price you get paid, people tend 
to live under constant pressure and anxiety. They 
suffer because of poor terms and conditions, cash-
flow problems, weak profitability, and continuous 
insecurity.  

Luckily, it does not have to be this way. The solution 
is to claim more power in the buyer-seller 
relationship. By understanding and changing your 
psychology, you are taking the first step toward 
creating a better future.  
 
By understanding your prospects' psychology, you 
will start to reclaim that power, resulting in more 
business, higher margins, and a much more 
satisfying existence for you and your company.  Let's 
start by diving into both the Seller Psychology, and 
the Buyer Psychology.

1. Psychology 
Start With The Mind
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Pitch Like A Pro™

One of the most overlooked aspects of pitching and 
selling is the psychology of the seller, meaning your 
mindset. Your success, your results are directly linked to 
how you see yourself. How you define yourself, what you 
believe about yourself, and what is possible for you will 
affect your success rate and your pricing more than 
anything else.  If you have an unshakeable belief in yourself 
and your ability to sell, you will do great regardless if you 
implement the rest of the process here. However, I 
strongly suggest you follow the process in any case 
because it will increase your results despite any level of 
confidence you have. The bottom line is unless you are 
sold on yourself and your offering, you will not have much 
success.  In essence, you first have to create the right 
mindset and beliefs about pitching and selling. This will 
change everything for you. So let's work on your belief, 
confidence, and your perspective on selling and pitching 
first. 

Exercise 
Work with the following steps and questions to expand 
your thinking, re-frame what things mean, and to create 
empowering beliefs about pitching and selling. I suggest 
you go to a quiet space and reflect on the following 
questions by digging deep inside yourself. I cannot stress 
how important this part is in the process. See the next 
page for more help.

Step 1: Identify what things mean to you. 
Step 2: Create new empowering beliefs. 
Step 3. Set clear goals and deadline.

The Psychology 
Of The Seller
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Pitch Like A Pro™

1. What does pitching 
and selling mean to you?
What feelings do the words evoke in you? Why? 
Do you feel positively connected to these words? Why? Why not? 
What underlying beliefs do you have about pitching and selling? 

Why do you think you have formed certain beliefs and attitudes 
toward pitching and selling (either positive or negative)?  

What are some beliefs and attitudes that work against you?  
How could you replace those negative beliefs? 
How could you re-frame what pitching and selling mean to you?
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Pitch Like A Pro™

2. Create new 
empowering beliefs

What would it mean to you if you knew you 
could pitch and sell with confidence in 
yourself, knowing that you are worth the 
p ri c e you a s k fo r, a n d you d e l i ve r 
extraordinary value? 

Close your eyes and imagine what having 
this skill could do for you.  
What is the impact you could have? 
 What is it that drives you? 
 What is the impact you want to have?  
How do you want to make a difference? 
How much money would you like to earn? 
What position would that put you into? 
 What kind of a future awaits you? 
What would it mean for you, for your family, 
your lifestyle?  

Think big, dream big! Don't be too realistic. 
This exercise should give you goosebumps. 

Spend the next month (preferably more), 
taking about 10 minutes to envision yourself 
as a true professional who creates massive 
value for clients. Visualize how it feels to 
have that impact, to make that money, and 
have the position you want. Feel it. Make it 
bright. Bring it close and decide you are that 
person now. Don't push your goal into the 
future; see yourself as that person right now. 
At first, it might feel awkward, as you are 
"fooling" yourself, but over time, your 
subconscious will accept it as a truth, and 
you will notice breakthrough change. Just 
trust the process; you will see for yourself. 
You will start to change your beliefs, which 
change your identity, and that is the most 
powerful way to get consistent, game-
changing results.  

Have fun with this exercise. Play the movie 
in your head, every day.- Feel it. Enjoy it. Let 
the magic happen. 
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3. Set goals and 
schedule time
Once you have done the steps above, set some clear goals and deadlines. Also, make sure 
you schedule time for the work ahead. Unless you make time for it, you will all too easily lose 
track of your progress.  
 
How much business will you generate in the next three months? In the next 12 months?  
Once you have written down your numbers, commit yourself. Keep these numbers in mind at 
all times. See them as already achieved, and bring that ideal future so close to you that it 
becomes who you are today.

I commit to taking the following action by_____________________.
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Why do people buy? And why do they buy what 
you have to offer? These are the obvious 
questions you need to be able to answer. An easy 
way to understand buyer psychology is to adopt 
The Pleasure Principle, which states that people 
are always toward pleasure and away from pain. 
Pain and pleasure are subjective emotional states 
because, as human beings, we link different 
meanings and emotions to different things. 
Hence, you need to put your empathy skills to 
work and first understand how these two driving 
connect to what your client wants to achieve. 
There is always a destination, and there is always 
a process. You must uncover the pain your client 
seeks to avoid from the destination (What), as well 
as the process (How). Use the Customer 
Blueprint™  to capture insights, then make sure 
your offering provides both a pain-relieving effect 
and lots of pleasure. You need both, because 
people are typically even more motivated by 
moving away from pain than they are by the idea 
of a more pleasurable future. You must 
understand their pain, where it hurts, as much as 
the pleasure they seek. 

The Psychology 
Of The Buyer 
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Pleasure 
Some examples of what clients 

want to move toward: 

Certaintly 
Time saved 

Great results 
Social status 

Looking good 
Financial gain 

Security 
Physical  pleasure 

Emotional pleasure 
Confidence 

Progress 
Uniqueness 
Association 
Belonging 

 

Pain 
Some examples of pains that 

clients want to move away from: 

Uncertainty 
Wasted time 
Poor results 
Social status 
Loosing face 

Financial cost (loss of money) 
Insecurity 

Physical pain 
Emotional pain 

Anxiety 
Stagnation 
Mediocrity 

Feeling incompetent 
Feeling stupid 

Pain and Pleasure
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Understanding Client 
Needs and Wants

Pitch Like A Pro™

Here is a brief overview of a model I created over many years of consulting. I want to give 
you this tool as a framework to help you understand the different levels of client "needs" 
and "wants". It is very simple; however, it can give you the edge you need for your pitch, and 
for your whole business. The foundational premise of any business is that customers 
choose them, and unless you understand more about your ideal client than anyone else, 
how can you expect them to choose you more often than competition? Exactly. You can't. 
Do this well, and you will shine and prosper. 

The Customer Blueprint™ 
To understand your client on a deep level, you should 
do research. Sure, you can start with your 
assumptions. Your goal should be to develop your 
understanding continually, and you can do this by 
conducting simple interviews and observing your 
customers. To go deeper, just search for "design 
research methods" online. I recommend you start 
capturing and storing your insights and observations 
in a document (a presentation, a notebook, a tool like 
Evernote, or any other place that allows you to 
organize and store images, texts, and video. Think of 
resource as your most precious vault. Never share 
this with your competitors. Use this information to 
inspire not only your pitch, but also your whole 
strategy, your offerings, and your marketing. You 
won't regret it. But before you create it, let's first 
understand what goes into it.
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Pitch Like A Pro™

Let's dig a bit deeper into this framework. Use the categories and related questions to 
capture as much understanding and insight about your client. You might have to make 
some assumptions at first, but keep collecting more information, interview and observe as 
much as you can, and you will end up with an invaluable tool.

To sell anything, you must first understand who your ideal 
client is. When it comes to pitching, you probably know 
who you are pitching to, so start by extracting everything 
you know about who they are. You might have several 
buyers and stakeholders to win over, so list all of the 
gatekeepers.  
 
a) Who are they? 
What is their position? (what are they in charge of? 
 What do they value? (what is important to them, beyond 
your pitch? 
What are they like? (introverted/extroverted, friendly, 
reserved, stiff, etc.) 
What are they like as buyers? (e.g. rational, emotional) 
Add as much detail as you can, and make assumptions 
where you lack insight. 
 

How To Understand 
Buyer Needs

The Who
b) Who do they want to become? 
 A powerful driver of human motivation (and mostly 
overlooked), is the question of identity. Growth-minded 
people always want to become better versions of 
themselves, and knowing who they aspire to become 
can give you tremendous insight and power in the 
negotiation.  
 
For example, your client might want the job of his/her 
boss, and if you have this knowledge, you can make that 
your secret agenda.   
 
Or, let's say your client wants to be regarded as a 
competent professional, or a strong leader, a humane 
caretaker, a creative genius, or anything else like that. 
People have fantasies and dreams about who they want 
to become, how they want people around to regard 
them, and by understanding this insight alone, you can 
design an addictive offering and make customers for life. 
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With "What" I mean the desired outcome of your 
prospect. The only buy because they want to be better 
off in some way. Your client has one or a few desired 
results in mind, and your job is to understand what they 
are. Often, they will tell you, but they might not share 
their hidden agenda, their innermost desires (like vanity 
goals, personal goals, etc.) in a business setting. You can 
use these questions to ask your client directly. 
 
What is their desired outcome? 
If you sat down with your client for coffee in 12 months (1 
month, three months, three years, etc.), and they shared 
the success they had as a result of your partnership, 
what would they tell you? What happened? What did 
they achieve? What made it possible? 

Why is it important to them? Is there another desired 
outcome you are missing, something they are not telling 
you about, or that they are not aware of themselves? 

List down the three most important outcomes your 
customer wants, in order of importance.  
 

1. 

The What

2. 

3. 

How To Understand Buyer Needs
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There is a difference between What people want, and How they want it.  
The "How" refers to the process, the journey people have to go through to 
get to their desired outcome. By understanding their process, you will be 
able to break it down into steps and understand what motivates them on a 
more granular level. Here we get into the world of pain (things they don't 
want to happen) and pleasure (stuff they want). 

For example, let's say your client wants to "grow 50% in the next two years". 
That is still relatively generic and unemotional. There are many ways to 
achieve the same outcome, some of which will involve lots of pain (risk, 
uncertainty, investment, etc.), and some of which will include less of it. By 
understanding what they seek to avoid (pain), you can deliver a 
presentation and proposal that sets you apart and wins you the deal, 
without promising anything more than your competition (or what the client 
expects as an outcome). This area is so powerful, and people tend to 
overlook this, often due to laziness and ignorance. Do your homework, and 
you will be making some crazy good deals in the near future. 
 
a) What are the steps involved? 
Map the process that the client expects to go through on their journey 
toward their desired outcome(s).  
 
For example, a process might look like this: 
1. Searching for a partner to do a rebranding 
2. Requesting proposals and making a deal 
3. Kick-off meeting 
4. Workshops 
5. Iterations rounds and meetings 
6. Implementation budget reviews 
7. Implementation project management 
8. Training staff 
9. Internal tracking  
10. Assessment and adjustment 
 
This is just a fictional example, but you get the point. Map the experience 
and process from their perspective. Keep it as simple as possible, but 
include all the steps.

The How

c) What are the implications? 
Now we get to the exciting part. By now, you should have mapped their 
journey and the desired gains (pleasure) and the pains they want to avoid. If 
you do this thoroughly, you might arrive at 40-50 different things, and that 
will give you game-changing insight.  
 

Now it's time to give your findings some thought. You should now capture 
the essential findings and ask yourself how they will affect your proposal 
and presentation (your pitch). Your insights might also affect your product 
and service offering, but that's beyond this program's topic.  
 

1. What were the most important findings? 
  
 2. How will I use them to improve my offering, proposal, and pitch? 

b) Map the pain and the pleasure 
 Once you have mapped the client process, start  asking yourself the 
following questions (ideally do this with real clients!) 

When it comes to __(step)___what do they want to happen?  
This is the pleasure stuff, the desired experience and gains. 

When it comes to __(step)___what don't they want to happen?  
This is the painful stuff, the things that might stand in the way of buying. 

You can either do this briefly to empathize and gain a few ideas of what 
might go on inside their heads or, do this as a thorough research project. If 
you don't have the time to do it now, I warmly recommend that you do this 
with a proper effort at some point. 

How To Understand Buyer Needs
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The final level you need to understand the needs of your prospects 
is the "Why." You could argue that the Why stands for all the reasons 
behind peoples' behavior. Of course, nothing happens without 
reason.  
 
We already covered the Pain and Pleasure theory (The Pleasure 
Principle), and you know that people always want to move toward 
pleasure and away from pain. In the "How," this became apparent as 
we broke down the customer journey into different steps.  

The Why in this model refers to underlying values and beliefs. I say 
"underlying" because they might not be directly linked to the 
context of your research. They might be a person's so-called global 
values and beliefs, and they affect all their decisions and behavior, 
regardless of the context.  

 For example, let's assume I want to buy a new iPhone. You ask me 
why, and I tell you that I need a good camera and I am a Mac OS 
user. One might conclude that my choice is determined by my belief 
in the superiority of the camera inside the iPhone (whether this is 
true or not is secondary). But if you want to understand WHY I want 
what I want, then you need to understand something about we 
which is not directly related to the context of buying a phone. Do you 
follow?  
 
The real underlying reason (beyond the camera) might be that I 
want it because I identify with the Apple brand, and I want to 
express who I am through the brands I choose.   

Getting to the Why with people is not always easy, because people 
either don't want to share intimate secrets or, these ideas are deeply 
embedded in their subconscious. Because of this, you should be 
observing people and interpreting their behavior to uncover their 
values and beliefs. 

The Why

How To Understand Buyer Needs

How To Uncover The Why 
The Why level is connected to all the other levels (Who, What, 
How), in other words, there is a Why (a motivational factor) behind 
every desired outcome, and the process people want to get to. 
There are even Why's behind our identities as human beings.  

If you are doing interviews, keep asking Why questions. It's as 
simple as that. For example, when people share a What answer, 
you should follow up with a Why question, such as "Why do think 
you want it?", or "Why is this important to you?". And you can ask 
Why a few times in a row to get to really big questions that reveal 
great value creation opportunities.  

Asking good Why questions can lead you to big insights that help 
you reframe the brief you were given, or what you want to offer a 
prospect.  

For example:  
You: Why do you want to do rebranding? 
Prospect: We think we look dated 
You: Why do you think it matters? 
Prospect: Well, it will hurt our brand image 
You: Why do you think that matters? 
Prospect: If we are seen as old-school, we will not appeal to Gen Z 
customers. 

Bingo!  
You just learned something new that you could use.  
Now you take your insight and frame it into a new question: 
"How might we help (company) attract more Gen Z customers? 

This could give you a whole new angle for your pitch. The question 
is still very broad, but you could dive into the world of Gen Z, relate 
it to the context of your prospect's business, and show up with a 
fresh, different angle.  

Remember the Why, it is extremely powerful, as it will reveal the 
"big stuff." W
H

Y
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I commit to taking the following action by_____________________. Your signature here _________________________________________.

Action notes
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As they say in sports, the game is won before the match. There is a lot of truth to this 
when it comes to pitching as well. That is not to say that your performance during the 
pitch doesn't matter, quite the contrary! But the way you will perform is linked to how 
well prepared you are and how you show up. Real professionals show up confident, 
optimistic, relaxed, and with a killer proposal and presentation.  

Your Psychology 
Have you done the exercise in Step 1: The Psychology Of The Seller? If you have, 
you should be clear about your perspective and identity (how you see yourself), 
your attitude, and the outcomes you are determined to achieve.   

 Buyer's Psychology, Needs And Wants 
If you completed the Customer Blueprint™ exercise and adopted the underlying 
understanding of Buyer Psychology, you should be well equipped to deliver an 
outstanding presentation and proposal.  

Brief 
  If you are pitching creative work, a project, or anything where you have been 
given a brief, make sure you have understood it and used it as the north star of 
your proposal. Make sure you know what your client asks for, but also be open to 
interpreting it in a way that can set you apart from competition. And also, make 
sure you understand the difference between what they want and what they 
actually need. Sometimes you need to sell them what they want, but deliver what 
they really need. 
  
Presentation 
 If you have a Keynote or PowerPoint presentation, make sure it follows your flow, 
not the other way around. Keep it simple, and keep it well-structured. Use as little 
text as possible in your presentation. Separate the proposal from the 
presentation (the email version). Otherwise, your deck gets all the attention, not 
you.  
  
  The fastest way to lose an audience is to have them cringe through a long, 
unstructured, ugly presentation. Rehearse your presentation many times before, 
and be prepared to deliver it with enthusiasm and professional demeanor.  

Appearance 
When it comes to your physical appearance, i.e., how you dress, talk, and behave, 
you have to be respectful of your audience. It's a great idea to be your authentic 
self; however, sometimes, it's worth adjusting your demeanor to fit the 
environment best. For example, a conservative client in the financial industry 
might not appreciate you showing up in a T-shirt and sneakers, whereas a 
fashion brand might think showing up in a suit will kill the deal. There is no other 
rule here than this; use good judgment, and make it as easy for your audience to 
connect with you as possible. 

 
 

Your Energy And Confidence 
The energy you bring to the pitch can be decisive. It affects how you 
perform and how your audience perceives you. No one wants to buy 
from someone who does not believe in their product, and signaling 
insecurity will make your prospect insecure. It signals insecurity, and that 
will make clients pull back. Good preparation is the fix. 

As you create your proposal and presentation, even before you walk into 
the pitch situation (or deliver your pitch online, or on video), make sure 
you put yourself in a state of optimism and service. When you create in 
this state, everything you do will be affected by your energy.  
 
Practice putting yourself into a resourceful, creative, optimistic state, 
ensuring that you will show up at your best self.  

Objections  
An significant part of your preparation should be devoted to handling 
possible objections. Rehearse by playing a game of devil's advocate on 
ourselves, imagine the worst, most outrageous comments, questions, 
and provocations upfront, and the real situation will keep you grounded. 
You'd rather crash flying the flight simulator than the real plane, wouldn't 
you? 

Real professionals always keep their composure, and they don't give in 
to their emotions during a pitch. Train for a crash, and you will experience 
a steady flight.  

Visualisation 
Once you have prepared every other part of your proposal and 
presentation, take the time to visualize the pitch in vivid detail a few 
times. Play it like a movie in your head. Imagine people cheering you on, 
smiling, being impressed, and see yourself winning the deal. This will 
trigger your subconscious mind and prepare it to perform at your best.

2. Preparation 
Prepare To Win
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Pitch Like A Pro™

You have prepared your proposal and presentation down to the last detail. You have rehearsed, 
and you have visualized yourself performing at your absolute best, winning the business. You 
already know you've got this. Now it's time to perform like a true pro and get the job done. The 
attention turns to you; people turn silent and wait for you to speak. You open the game. You start 
by talking about what you believe to be possible for them. 

Pitching Is An Act 
Everything you have done to prepare for your pitch is already rehearsed and 
ready to be delivered. Therefore, pitching is just like acting. You are about to 
put on a show to take your audience on a journey. Your journey, of course, is 
not a one-sided broadcast, but an interactive play. And just like in any movie, 
your pitch will flow like a story with a well-designed dramatic arc. As the 
chief storyteller, you control the script, not the client. You take your audience 
on a journey that includes both pleasurable moments and painful episodes. 
In the end, the hero of the story, your client always wins.  

 Use Storytelling And Metaphor To Evoke Emotion And Attention 
You know the script and the storyline of your movie by heart. You rehearsed 
it so well that you don't come across as nervous or "mechanical." Instead, 
you can enjoy the moment and give each part of the pitch the right tone, 
mood, and temper.  

You use your voice and gestures to convey the emotions you want your 
audience to feel (if you are writing a sales letter, use language to convey 
emotion).  

Start With Their Future Possibility 
As you have created good energy and rapport in the room through your 
friendly, confident (not arrogant), and relaxed demeanor, your first move 
should be to discuss their brief (if there is one) and use it to talk about how 
you see their potential.  
  
 Your audience has their own desired outcome and beliefs about what is 
possible. Now, here is your chance to give them your perspective. The best 
way to get your pitch off to a good start is to compliment them on their 
desire to seek improvement and to expand their idea od what is possible for 
them.  
  
The important thing is not to be naive, or kiss up to the client, but rather, offer 
them a genuine, optimistic perspective that will demonstrate your sincerity, 
interest, belief, and capacity to envision a bigger future for your client. No 
one wants to work with a partner that does not believe in them.  
 

Example 
Let's assume you are pitching to become a digital marketing partner for a 
traditional brick-and-mortar company that is "late to the game." Perhaps 
they see an opportunity to "explore with e-commerce and make it a 
comfortable revenue stream to complement their physical brick-and-
mortar stores.   

You could begin by complimenting them on deciding to start moving more 
of their business online, and empathizing with the difficulty of making this 
kind of decision. You might think the brief is conservative, but you start by 
being in complete agreeance with your prospects. 
  
You could then move into talking about the wonderful opportunities that 
digital channels offer and share how a similar type of company flipped their 
business and went completely digital.  

Then share your brief vision for what you believe their true potential is, and 
what you believe is possible for them. You might take things for granted, so 
spell out your vision and make it compelling. Take them on a journey to the 
future you envision for them.  
  
This part should not include your proposition or offer; it should be a 
relatively brief moment where you shine optimism on your audience, and 
get them excited and tuned into your presentation.  
  
 Never start a pitch by talking about problems or by being pessimistic. It's 
always a bad idea. Always begin with possibility, and you're off to a great 
start.  

3. Possibility 
Envision Their Potential
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You are a few minutes into your pitch, and the mood is right. You have got their attention, and you 
have captured their imagination and taken them on a journey to an ideal future. The optimistic, 
emotional buyers in the audience are nodding and smiling, the skeptics are not yet convinced, 
but you know this, and you march on. Now your film, your dramatic arc turns from sunny and 
optimistic to cloudy and dark. The villain enters the stage. It's time to expose the root of their 
problem and let them feel the pain of the situation. You do this to make them want to take 
immediate action and to see the real value of solving the problem. 

I know what you might be thinking. You just got off to a good start, and 
now I am asking you to kill the good spirits! Bear with me. The thing is, 
people don't buy a "nicer future" unless it is ushered by some pain and 
darkness. Nothing is "good" unless there is "bad," i.e., context and 
contrast. 
 
The "pain" is the depth of the problem, the threat, the frustration, the 
failed attempts, the lack of belief, the insecurities of the situation, or 
anything else. Now you need to make your audience linger in that pain 
and darkness for a while. Then, of course, you will bring them back into 
the light. The key is to make the pain about a truth which they will realize 
and acknowledge. 

Am I asking you to bring on the pain? Yes! However, how much pain you 
inflict on your audience, I leave up to you. That's all up to your preparation, 
and your ability to read the situation.  

Pain is a signal that something needs to change. Therefore, think of pain 
as your friend.  Pain is when your tooth is aking, and it asks you to see the 
doctor. Think of pain as a way to get your client to take the action they 
need to take. Wouldn't you rather help them take the action they need 
before it's too late?  
 
When the Titanic hit that iceberg, no one was instantly hurt. And so the 
ship sailed quietly into the night, as people slowly realising it was about to 
sink. 

Identify The Problem And Make It Hurt

4. Problem 
Tell The Truth That Hurts



The Future Academy® is a registered trademark of Wonder Group Inc. This document, or the content in it may not be distributed, copied or sold without the written consent of the owner. All rights reserved. thefutureacademy.com

Pitch Like A Pro™

The Problem refers to anything that stands in the way of your client getting 
to their desired outcome. As discussed, it could be a risk, financial cost, 
time, frustration, loss of face, or anything else.  

What Is Their Root Problem? 
 At this point in your pitch, you should first demonstrate that you understand 
the true nature of their problem. This step alone can win you the pitch. 
Expose a brutal, honest truth that they have not been able to see, or deal 
with, and you will get capture their undivided attention and interest. 
 
 More often than not, there is a hidden problem behind the expressed 
problem or opportunity. If you can spot it and bring it to their attention, you 
can make your competition irrelevant even before you bring on the solution. 
In other words, if you can discover a new way to see their problem, you can 
change their brief, and that means you might just have pushed out your 
competitors.  

Framing and re-framing their problem is a critical part of your pitch. It shows 
your audience you understand them and that you have the smarts to 
address the right problem. 

Expose The Wound 
Here comes an important and also risky part of the pitch. Unless people feel 
the intensity and urgency of their pain, they will not take action. You must 
help them by shining light (or darkness) on their problem, and how much 
not solving it immediately will cost them (not only in the form of money but 
as any other form of cost and pain). Be sensitive and practice this part until 
you can read the situation well enough to create a good amount of hurt 
before you switch back to the good stuff. 

Express The Value Of Solving The Problem 
Now is your chance to pre-frame your audience on how valuable your 
solution is. You will return to the value discussion later, but here is your 
chance to dig into the nature of their problem and make them understand 
the magnitude, complexity, time, knowledge, and resources it takes to solve 
it. Why is this important? You probably know the answer already. Small 
problem, small price.  
 
Small problem, small price. Big problem, big price. 

Moving From Problem To Pain

Does It Hurt Enough?
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How To Torture Your 
Prospects ;)

Pitch Like A Pro™

Pardon that headline.  It's just that I always wanted to write this 
headline. It is my secret revenge for all the prospects that did not buy 
from me—just kidding! I wanted to make you read this, hence the 
provocative title.  
 
As  I have argued, people typically don't buy before they have to, 
which means there must be urgency and pain involved to mobilize 
them.  By the way, never use these techniques in an unethical way, 
but rather, use them to bring awareness to the situation and to get 
people to take action. True professionals never lie, cheat, or use 
cheap tactics and gimmicks. I just want to get this out of the way, 
because this is seriously powerful stuff. 

A quick guide to helping your 
prospect identify their real problem, 
and feel the pain and urgency of it. 

The Goal 

They Are Only Human (Too)
Whenever I use these techniques, I have to remind myself that we 
are all just human, so don't get taken back when you here people 
come up with all kinds of bullshit stories, explanations even lies 
about where they are, and why they haven't taken action before. 
Some people might get emotional, yet offended and hostile, so be 
careful. However, this is quite rare if you know how to play out this 
part in the right way. 

1. Lead them to the root 
problem, make them realise 
it before you call it out.   

2. When you find the 
wound, let them feel it. If 
they don't, apply a bit of 
pressure. 

3. Help them realise the 
urgency of the situation, 
and the value of solving 
the problem. 

The goal with this stage is to get your prospect to realize what their 
real problem is, to get an a-ha moment, and to inflict a bit of pain on 
them. Doing this will trigger reactions in them, often leading to the 
desire to take action.
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How To Do It
Let's revisit the example from Step 3 (Possibility), which is about the brick-
and-mortar company that is interested in exploring digital channels to 
grow and future-proof their business. You first talked about their future 
possibility (what could be). Then, you start shining light on the obstacles in 
their way (Problem).  
 
At this point, you can "slap them in their face" with some inconvenient 
facts that will make them feel bad. For example, if you dare, you could 
calmly explain how they missed the train many years ago, and how it will 
be extra challenging to enter the game late. Let's call this Level 1 Pain, on a 
scale from 1-3, where three is close to the point where they ask you to 
leave, or start arguing internally.  

You could continue by asking them a few inconvenient questions to stir up 
the pitch a bit. Don't be judgemental; instead, be a calm, friendly 
professional who is there to help. You could even try using some humor if 
the situation allows.  

The questions below are likely to turn up the pain a few notches :) Again, 
be calm and professional, and use questions to make them realize the 
problem, and feel the pain. You are not there to judge or call them out 
deliberately (unless you really have to). Instead, lead through questions.  

Torturing Questions
Here is a set of questions to help you as you create your questions. 
Your questions should be designed to help you progress from 
"warm-up pain" to pure torture. I say that with humor, of course, 
but you get what I mean.  The greatest type of torture is when your 
prospect has a breakthrough insight, realizes what they are 
missing out on, and then gets excited about the opportunity to fix 
it with your help. 

You won't necessarily ever have to use the most severe type of 
pain to force your prospects to see the truth (for their own benefit), 
but it's good to know that you can if you want. Like a whip, keep it 
in your, and bring it out only if needed. 

Again, I am using metaphors with a bit of humor, but naturally, the 
idea is not that you turn them against you. Instead, they will inflict 
the pain on themselves as they realize their own mistakes and how 
costly they are. 

Imagine that someone asked you to paint a fence during a 
scorching hot summer day. As you are done, painting for 13 hours 
straight and your hands are in red and swollen, you are told that 
you painted the wrong fence. Now it's time to begin all over again. 
That is the kind of painful feeling you are looking for here.

"Let's look at these numbers that represent the 
industry average. As you see, you are in the 
bottom 10%". 

"So just to be clear, you are posting once a week 
and expecting to grow your followers by 100%?". 
 
"I understand you are currently handling your 
digital marketing in-house. How is that working 
for you? 

"You mentioned you already have a brand 
strategy. How has that affected your market 
share so far?" 

"If you had to start over, what would you do 
differently?" 
 
 

Level 1 Torture

"Could you please share why you think your 
numbers are this low?" 

 
"If these were the national championships, 

how well would you say your team did?" 
 

"If we look at the strategy you created five 
years ago, it seems it has declined your market 

share. Why do you think that is"? 
 

"If you don't mind me saying, it looks like you 
have not made any progress in these areas in 

the last few years." 

Level 2 Torture

 
BONUS CLIENT TORTURE TIP  
Make it personal. People care to some degree about the 
results their company is getting, but if you turn it into a question 
about their earnings, ego, status, position, etc., well, try it, and 
you will see for yourself ;)

Level 3 Torture

"Given the mistakes and missed sales targets, 
how much income do you think you have lost in 
the last three years?" 

"This is the first time in my career I have seen this 
level of __(problem)________". Why do you believe 
you have failed at this level?" 

"It looks to me like it will take years to get your 
company back to its former glory.  If you continue 
like this, what do you think the future looks like for 
you in this company?" 
 
 It seems most companies don't want to work for 
you because of your culture. As a leader,  given 
that it is your responsibility, why do you think the 
culture is so toxic?"

Torture Chamber Tactics
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You managed to shed light on the client's problem and make them feel the pain associated with it. If you were 
successful so far, you revealed an inconvenient truth, a deep root problem, and brought clarity to their 
situation. You might even have changed the brief (their need), and pushed out your competition. Now, let's 
continue on that path. The next step is to position yourself as the Only Viable Choice. Positioning lies at the 
core of brand and business strategy, and it applies to your pitch in the same way. It is the (only) way through 
which you can achieve a sales advantage and a price premium. 

If your audience perceives you as "just another _____," your chances of 
claiming any power in the buyer-seller relationship is slim to none. 
When clients have many options to buy something similar, they set the 
terms. It doesn't matter how well your pitch goes; they will choose 
whoever they like the best and squeeze them on the budget, payment 
terms, rights, and other benefits. The only way for you to reclaim your 
power is to offer something that your prospect thinks only you can 
deliver. That's the basic premise of brand-building and positioning. Yet 
in pitching and sales, this step is often overlooked completely. And if 
it's not, people shy away from claiming their rightful position.  

Your goal is to position yourself not only as their best possible choice 
but as their only viable choice. Choosing anyone else but you, your 
company, your brand, your product, or service, should be a felt as a 
serious compromise that comes with lots of pain.  

Think about it. There are millions of painters, but only one Picasso.  
There are millions of graphic designers, yet a few on the planet, 
people can ask for 1 million dollars for a visual identity. There are a 
gazillion singers out there, yet only one Beyoncé. You get the gist. 
Originality is the litmus test of your strategy and offering.  
  
At this stage of your pitch, it's time to convince your client and your 
audience why only you are fit to handle their business. Here is how to 
do it. 

5. Position 
Be Their Only Viable Choice

Why Positioning Matters 

The doll above is from American Girl®, the doll below is from Walmart®.  
Why the massive price difference? American Girl® has positioned its 
brand as "the only choice". for million of girls. You can do the same.
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How To Position Yourself 
Without Bragging

It is easy to fall into the trap of coming across as a show-off, or slightly 
arrogant at this stage. People who don't like to talk about their 
achievements might feel awkward, to begin with. Therefore, I suggest 
you follow these three steps. Do it with humility, relatability, and stories. 
  
1. Start With Your Story Of Struggle 
Instead of immediately putting yourself on a pedestal (which does not 
work), start by sharing the story of how you discovered the solution, 
and why that makes you uniquely positioned to deliver it.  

In other words, don't reveal the solution yet, and don't explain your 
expert position quite yet. Share a story about your background and 
how hard you worked to discover the solution, the expertise, the 
product, service, or whatever you are selling. Make sure your audience 
can relate to your story and your difficult struggle that led you to 
discover your unique solution and your unique capability to deliver.  

What is a story you can use to illustrate your journey from "nobody to 
somebody" (or what made you invent the product, service, plan, etc.? 
  
What did you have to learn? What did you do?  

2. The Discovery 
 At this point, share how you discovered a solution, or what you did to 
become the indisputable expert in your field.  

3. Your Expert Position 
As people have heard your story and related to it, you can now explain 
your position in a natural, credible way. If you are selling professional 
services, you should aim to position yourself as an authority and 
expert, the only viable choice for the job at hand. And as you have just 
helped them understand their problem through a new lens, and 
added a bit of pain and urgency, now your audience should look to 
you for the solution, which comes next.  

Three Steps To Positioning
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You have made it clear to your audience why you are uniquely positioned to solve the difficult, painful 
problem that needs to be solved immediately. The audience is waiting in anticipation, as you arise as 
the superhero who is going to save the world. Well, their world. You have demonstrated your belief in 
their potential and envisioned their future possibility. You have provided a unique perspective and 
shed light on the true, painful problem. You have shifted the focus and disrupted the whole pitch (if 
you were able to), and positioned yourself as their only viable choice. The stage is yours. Let the show 
begin. Turn on your charm and enthusiasm, and seduce them with your ingenious ideas, concept, 
product, plan, or service. This is where you make the big promise that will blow their minds. 
   
 

We have come along way in your play, your film which you imaged 
beforehand, and which you are acting out right now. You have come a 
long way, but only now we get to the actual proposition - your solution. 
The reason is that you want to pre-frame the audience for what is to 
come. Unless people understand the size and nature of their real 
problem, and if they don't appreciate the difficulty and value solving it, 
they might not notice the greatness of your solution.  

If there is one moment, one transition where people go WOW!, then 
this is that moment. This is an exciting step as now you get to share 
your solution. In reality, you might be only a few minutes into your pitch, 
but the drama and emotion should make people feel like time is 
standing still.  

Reveal your solution with as much magic, awe, and wonder as you 
can. Use all the effects you can to and evoke people's imagination and 
win over their hearts and minds.  

You can use prototypes, videos, visual aids, or any other means you 
can think of to amplify this moment.  
 
Think of a movie you like. This moment is when the hero returns with a 
vengeance when the boy wins back the girl when right wins over 
wrong. Make it short, to the point, and make it sweet. 

Don't go into details at this point; leave them for later. This is the 
"What" part, not the "How."  

Give people time to let the ideas sink in before you move on. Make 
sure they get it; otherwise, you will lose them for the rest of the pitch. 

Bring Out The Magic

6. Proposition 
Seduce Them With 
Your Solution
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You have revealed your big idea, and how that will solve their problem. Depending on what you 
sell, this could be either an idea, concept, business plan, product, or service. Now it's time to 
show them what you've got for them. At this stage, you move smoothly from the big picture 
toward the concrete and show them what you want them to buy or invest in. This is the "How" 
part of our solution. Make it as tangible and easy-to-understand. Excite them with your 
contagious energy, belief, and passion toward your offering. 
 

You have told them about your big idea, your plan, or concept. Now it's 
time to show it to them, to make them touch it, feel it, understand it, 
and get emotionally attached to it.  

If you are selling a new design, show your mockups here. If you're 
selling a new product, bring it out of your bag, reveal it. Or maybe it's a 
prototype, a pilot, a short walk-through 3D film, a framework. 
Whatever it is, make it as real and tangible as you can, then emphasize 
two aspects of it; Features and Benefits.  

Show Them What You've Got

A feature is a distinct part of your offering, like size, weight, materials, 
color, processing power, softness, parts, etc. The features of your 
offering create value, but it is essential to understand that they are not 
the value itself. Only people can give things value, and if they don't 
value your features, well, they don't have any value. Do you still follow?  
 
When you show your product, service, concepts, plan, etc., go through 
the main features fairly quickly. You might love everything about your 
product, but don't expect your audience to care as much as you do. 
This is not to say features are not important, they are, but they are 
important only to the degree that they deliver benefits (value and 
meaning) to people. 

Features

Benefits are pretty self-explanatory. They are the benefits delivered to 
the user. The important thing to remember is that value is subjective. 
What is valuable to one person might not be valuable to another. 
Hence, you have to make sure that the benefits you offer are relevant. 
The benefits you offer could be things like faster delivery, easier 
access, safety, exclusivity, and so on. 

Benefits

Unless you love your product, people can tell it from afar. Show your 
affection and pride for your product; don't diminish its value. Instead, 
speak highly of it, glorify it as the great solution it is. If your product 
sucks, then you're obviously in trouble. But let's assume it doesn't. 

Think of how luxury items are packaged and sold. It's all theater, we 
know it, yet we love it. Walk into a luxury fashion store, and you can be 
sure that the trained staff will treat their products like royalty. They wear 
white gloves, operate carefully designed maneuvers and rituals; they 
use lots of expensive materials and backdrops. It's all a show, done to 
glorify the product and the brand, making it the star. And it's done only 
to raise people's perceived value of it, to hold it in high regard. 

How you present your product signals how much you respect it, and 
thus you signal how much it is worth. They are watching you carefully 
and picking up cues along the way. Is your idea worth a beautiful 
presentation, or a crappy one? Do you pull out your prototype from a 
stinky gym bag in front of your audience, or is it wrapped in satin? Is 
your portfolio printed on the cheapest coated paper, or do you respect 
your work enough to give it the wrapping it deserves? Everything 
signals something about the value of your product, and the audience is 
paying attention to all the clues you give.  They interpret how preciously 
and respectfully you treat your product. So make it part of your 
performance. Add props and drama as much as you see fit.  

How To Present Your Product

7. Product 
Show Them What You've Got
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Pitch Like A Pro™

Once you have presented your product and gone through the key features and benefits, it is time to prove 
to your audience that you can deliver on your promise (a combination of your position, proposition, and 
product). Providing proof is essential because not everyone will take what you say at face value. Proof 
removes skepticism and perceived risk, bringing your audience one step closer to making a decision in 
your favor. The kind of proof you provide depends on what business you are in, and of course, what proof 
you actually have. It all boils down to one thing; they want to trust that your product (whatever it is) will do 
what you say it will.  
 

If you are selling a partnership, creative work, or any service that hasn't been 
produced and delivered yet, you rarely know the exact outcome at the time of 
pitching. Therefore, references can help position you and give buyers 
confidence in you. Make sure you ask for permission from whoever you are 
referencing, especially if you give out their contact details.

References

Testimonials can be a great way to gain trust and help your audience get a 
sense of what they can expect from you. You can use written, testimonials, 
video, or any other way you can think of, even a live phone call during your 
pitch. Testimonials are essentially social proof, and they will help the prospect 
understand what they can expect from you.  

Testimonials & Recommendations

Product Demonstrations
If you are selling ready-made products or services, you can use the power of a 
product demo and provide proof this way. Unless you have something to show, 
your demonstration could be either a prototype or a case study, or anything else 
that makes your offering feel real and trustworthy.

Prototypes
A prototype can be anything that makes it easier for people to understand 
your idea, concept, plan, product, or service. It provides a shorthand to the 
solution you are about to create. Using a prototype can be a great way to 
bring the "future into the present." A prototype works not only in the Product 
stage but also as proof for your client, as it shows how you are going to solve 
their problem. 

Process
A process can be your product, but it might also work as proof that your offering 
will be delivered in a manner that convinces your audience that they will achieve 
their desired outcome. A solid project plan goes a long way in project sales.

Cases
If you are selling creative work, knowledge, or other professional services that rely on 
a result being created in the future, you could walk through a similar project and show 
your audience exactly how things worked out and what results they created.

Results

How can you use the resources you have to provide proof of quality, reliability, and results? 
For example, you might have a great team of talents, a star designer, developer, writer, 
salesperson, or whatever. Or you might have a great office space that you can showcase as 
proof that you are "legit." Or perhaps you use some state-of-the-art tools, software, or 
certified production methods?  

Sometimes we all sell something a bit above and beyond our current capacity. Clients can 
often sense this, so your job is to assure them that you have the needed resources. This 
could mean bringing in collaborators, financial back-up, guarantees, or anything that gives 
your buyer the confidence that you can do the job within the timeline.

Collaborators

Resources

There are times where you will be pitching something that requires the help of outside 
partners, or collaborators. For example, in my first two years running my brand consultancy, I 
intentionally brought in the most reliable and famous subcontractors for my large clients, just 
to give them the confidence that their project would be handled by the very best. I overpaid, 
but it got me the deal, so why not? Collaborators with higher social proof or status will allow 
you to lend their credibility and extend your offering.  

Results are the mother of proof. As they say, nothing sells like success. For example, you 
might read these lines knowing that I used these ideas to sell more than $25 million worth of 
consulting services. Maybe that was the proof that convinced you? If you have results you 
can show, do it. It sells.  
 
There are many types of results you can show,  and using them depends on your business. 
You may have test results that indicate that your novel solution will work. If you are a social 
media agency, show client success through new followers and sales results (or your 
accounts). If you are a consultant, show "before and after" situations, whether that means 
design work, growth numbers, improved culture, financial results (sales, profits), or other 
performance metrics. Remember to ask for permission from your clients.

Social Proof
Social proof is predicated on the idea that people rely on the opinions, 
feedback, reviews, and behavior of other people, especially people they 
identify with. When people who belong to your "tribe" show affinity toward 
you, that creates a halo effect. Large companies are often impressed when 
other large companies have bought from you, just as small businesses look 
for social proof from other entrepreneurs and small businesses. Social proof 
is everywhere online, and you can use it to showcase your credibility and add 
trust even in an offline setting. Just put it on a slide, or in your video.

Certification is the formal qualification about a characteristic, skill, process, production 
method, education, or something else. It is typically issued by an authority, en external body, 
such as an educational institution, association, or expert. Your client wants to feel assured 
that you can do the job, but also that you do it in a way that meets their values, standards, and 
requirements. Certifications and accreditations (diplomas, etc.) can provide that proof. 

Certification

This list does not include all the possible ways you can provide proof, although it represents 
the most used ways. Use your creativity and resourcefulness to come up with your own ways 
to express your credibility and prove to your prospects that what you promise will come true. 

Your Own Idea HereAwards & Positions Of Trust
Maybe you have won a prize or award that proves your credibility and your skills. 
Or perhaps you have a "position of trust" in an organization or any other signifier 
that demonstrates your competence and credibility. 

8. Proof 
Remove Their Fears
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Pitch Like A Pro™

You have worked your way through your pitch, and now you are approaching the moment when you 
reveal the price you are asking for. Everything you have done so far has been to pre-frame your client for 
this part. If everything has gone well, this part will go smoothly, and your price will feel reasonable and 
fair. If you get into a price discussion or haggle, something is not as it should be. Before you reveal your 
price, you should anchor it in as much perceived value as possible. Unless you do, the price will always 
be an issue.  
 

Think about a two-carat diamond. The price of it could be tens of thousands 
of US dollars. But what is the worth of it? Ask a woman who loves diamonds, 
and they'' say it's priceless. Ask a Buddhist monk in a Tibetian monastery, and 
he might say its worthless to him. The point is that value does not exist in 
things; value is created in human beings (through the act of giving value to 
things). Remember this when you price your offering. 

The Value Is Not In Your Product Or Service

Don't Confuse Your Cost With Their Perceived Value
Most consultants and agencies I know use the "cost plus" method for pricing. It 
means, they start with their cost, then add a margin on top (which often gets 
eroded when the client asks for extra work, etc.) Remember that your client does 
not even care about your costs. They have a problem, a desired outcome, and 
they will weigh your offering against solving that problem. Only if you are seen as 
"another vendor", they will compare your price to others. And if they claim they 
can't afford your solution, well, then their pain is not hurting enough. Then you go 
back to the previous lessons and adjust for the next time around.

A Few Words On Pricing
You have surely heard about "value-based pricing", but in a competitive 
market, it is difficult to be the only bidder in a pitch with a substantially higher 
price, offering a similar solution. This is why this whole methodology is built 
around the idea of positioning yourself as their only viable choice. When you 
provide something that no one else does, you can charge a premium. If you 
don't, well, then you can't. 

It's Never About price. It's Always About Value 
The headline is an intentional provocation, but it is also true to about 99%.  If 
the perceived value is far greater than the perceived cost, buying makes 
perfect sense (provided the need and the urgency is there).  Remember that 
value is anything that your prospect feels is important (valuable). People are 
willing to pay big money for solving their problems if they perceive that the 
value of that problem is great. Value is subjective, and value is contextual. 
Bottled water next to fresh tap water diminishes the value of the bottled water, 
but on a burning hot day in the desert, with no water in sight, you could ask 
almost any price for it. 

How to get your prospects to see the true value of your 
offering. Some examples. 

-What would it be worth to you if you could (insert 
benefit and result)? 
 
-If I could guarantee that we deliver this outcome, what 
do you think would be fair compensation for it? (this 
question is excellent, and it helps you anchor your price 
against their perceived value. It can help to use 
percentages here. 
 
-What do you believe would be the cost, measured in 
time and money, if you decided to figure it all out by 
ourselves? How much money would you leave on the 
table? What else could you do with that time? 
 
-What would it be worth to you if you knew you could 
rely on an outside partner to do all the work for you, and 
you would increase the sales of your digital business by 
sales by 30% in the next 12 months? 

Use numbers to anchor the value before you reveal your 
price. Get the client to talk, get them to give you 
assumptions. Let them realize the value of your offering. 
Do the math with them. It is a very powerful strategy. 

Sometimes it's a good strategy not to include a price on 
a slide because if you can get into a great value 
conversation, you might realize your price is way too low. 

9. Price 
Anchor Your Price In Value
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Pitch Like A Pro™

You have revealed the price, and now it is time to package and close the deal. This step is 
closely linked to the previous step, meaning that your price conversation should be linked to the 
deal you now make them. Now you simply continue the value- and price discussion by making 
the deal irresistible, gently pushing them to make a decision. Your chances of winning a pitch on 
the spot are significantly higher than if they want to "think about it." Signing on the spot is not 
nearly always possible, but it should be your primary goal. If you have the real decision-maker 
with you, which you should make sure you have, they might just commit to your proposal right 
then and there. Use the examples below and brainstorm ideas for how you can package your 
deal in an irresistible way.

People love bonuses. Throw in a surprise bonus, and it might just seal the deal. And if you 
can make your bonus about a personal benefit, even better (as long as it is legal). Your 
bonus could be almost anything of value, and does not have to be directly tied to your 
core offering. Just bring extra delight and make it a good deal. Bonuses work great when 
combined with urgency. 

Bonuses

The Power Guarantee
If you want to create a truly irresistible offering, The Power Guarantee (also called a 
"Godfather Offering") is a great way to secure sales. The Power Guarantee means 
providing a risk-reversal. Reversing the risk means going a step beyond "full money-back 
guarantee." This strategy can feel risky, but it is perhaps the most rewarding of all the 
strategies that exist. A power guarantee could mean that you give back their money if 
they decide to cancel, and on top of that, you give them something of value to them 
(maybe another program, project, product, or service, free of charge?

Urgency
Whichever strategies and tactics you apply, you are not maximizing your sell-through rate 
unless you create urgency. This can happen in two ways; you get the prospect to realize how 
urgent their situation is, or you provide urgency by offering a deal with a short expiration date.

A guarantee is a great way to remove the perceived risk of the buyer, and that is literally 
what it means to provide a guarantee. You move the risk from the buyer to yourself, 
signaling confidence in your ability to provide the result. The most typical guarantee is the 
"money-back guarantee," however, you can come up with any kind of guarantee you 
want. A warranty is a type of guarantee; however, it could mean that you promise to fix 
whatever they think is broken. 

Guarantees and Warrantees

Revenue Models

Subscriptions And Memberships

Bundling
A good bundle is an upsell in disguise.  When you bundle, you combine two or more 
products (or services) and offer them at a better deal compared to if they were bought 
separately. What could you combine with your offering to increase the perceived value 
and difference? For example, you could sell a product or service combined with a year's 
worth of support (or a membership). I have made super-profitable deals by bundling 
several projects into one deal.

These tactics are more known and used in the selling of physical products, and in the 
online world, rather than the boardroom. However, they can work in live pitching, selling 
professional services just as well, and they can be very powerful. An "upsell" is where you 
get the client ready to buy, but then offer something of even higher value and price. For 
example, someone is about to buy a new visual identity, but you sell them on a whole 
strategic brand-building project instead. A "downsell" is where you sell something of 
lesser cost and value. The downsell is excellent when your prospect declines your initial 
offering due to budget reasons. A "cross-sell" is where you sell an additional product or 
service to increase the total value of the sale. 

Upsells, Downsells, And Cross-Sells

Scarcity And Exclusivity
People love to buy something that others cannot get. The whole luxury industry is built on this 
idea. By charging a high price, or by offering only limited availability (stock, supply, time, etc.), 
you can add intrigue and urgency to your offering.

If you are selling an expensive product or service that involves high perceived risk,  could you 
offer it as a subscription? Could you offer your product as a service? Could you turn your 
offering into a membership offering, where clients give you a recurring revenue instead of 
paying in one, two, or three installments?

Payment Terms
How can you make it easier for your prospect to buy by offering more flexible payment terms? 
You could split payments into several installments, and spread them out over several months. 
Can you offer financing through a third-party? Think of ways to be flexible, but don't agree to 
terms set only in favor of the client, unless you have to (which probably means they don't see 
you as their only viable choice). Many companies have set policies and payment terms, but 
don't give in before making a suggestion that benefits both parties.

Most consultants and agencies work against a project fee, and products are typically about the 
transfer of ownership. But what if you tried a different model, such as a retainer, revenue-
sharing (a great way to align your interests), royalty (you get a set percentage off the topline 
sales), or even equity share? There are many ways to package your offering, and the type you 
will depend on the kind of client, the size of the sale, and the risk involved. 

10. Packaging 
Make Your Deal Irresistible

What Else Could You Do?
Be creative and resourceful. Come up with other ways to gently push your prospect over the 
edge and choose you. 
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Welcome to the 
beginning.

Pitch Like A Pro™

This is not the end of the course. This is the beginning. This is the beginning of the future you desire. 
This is the beginning of your committed, deliberate practice and learning. Unless you commit to using 
the ideas and the process, you will not see results. It is absolutely vital that you start implementing 
these ideas and learning as you go. And when you do that, you will probably see breakthrough results 
is a surprisingly short time. I am so excited for you! Promise me one thing. Do this. You won't regret it. It 
can transform your life, as it transformed mine. Thank you from the bottom of my heart, and I wish you 
luck with...no, you don't need luck anymore. I wish you happiness and fulfillment on your journey.  

To your dream future, 

Tobias  
Founder - The Future Academy 
tobias@thefutureacademy.com 
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