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WHAT KILLS YOUR NEXT LEVEL

You thought you had a closing problem. You had a physics problem.

The same energy that sells a $500 course kills a $250k contract. Not because the enterprise
client is "different” - but because the laws of buyer psychology invert as zeros multiply.

You've spent years mastering your craft. The technical depth. The systems thinking. The pattern
recognition.

But nobody taught you how to present that expertise to buyers who think differently than you do.

So you present like an agency when you should present like infrastructure. You use excitement
when you should use boredom. You say "hack" when you should say "methodology.”

And every single word is costing you $200k.



THE MICROSOFT TEST

| asked Al: "What would | need to change to land Microsoft as a client?"

The answer they told me was interesting. The answer reveals the gap between where you
operate and where enterprise deals close.

For most consultants, that gap is measured in:

Language patterns (hype to clinical)
Document formats (decks to memos)
Behavioral tempo (fast to slow)

Visual density (flashy to boring)
Emotional chemistry (dopamine to GABA)

This isn't about "being professional." This is about engineering your presentation layer to match
the neurochemical requirements of high-stakes decision-making.



THE CRITICAL ALIGNMENT THRESHOLD

THE CORE PRINCIPLE: Below 80% alignment, deals die in procurement. Above 80%, the
transaction becomes "just a consequence of alignment.”

THE PHYSICS OF A $250k DEAL: Dopamine Alignment Path

Transaction is just
Legal/Procurement Safety consequence of alignment

({Logical Safety)

Client feels relief/excitement
(Emotional Buy-in)

Show the 'Key' matches their ‘Lock’
(Logical Fit)

Identify '‘Burning Platform'
(e.g., Revenue Leak)

Client ignores generic pitch

0 - T T T T T T
Noise Signal Detection Resonance Lock Dopamine Spike Cortisol Drop Laminar Flow
(Initial Contact) (Pain Match) (Solution Fit) (Vision/Future) (Risk Removal) (Close)

The Dopamine Alignment Path
The 6 Stages:
Stage 1: Noise (Initial Contact) - 10% Alignment

e Status: Client ignores generic pitch
e Signal: No response to outreach
e Error: Broadcasting instead of targeting

Stage 2: Signal Detection (Pain Match) - 30% Alignment

e Status: Identify burning platform (revenue leak)



e Signal: Client acknowledges problem exists
e Mechanism: Pain point matches their active concern

Stage 3: Resonance Lock (Solution Fit) - 60% Alignment

e Status: Show the 'Key' matches their 'Lock’
e Signal: Client sees methodology maps to problem
e Mechanism: Solution architecture matches mental model

Stage 4: Dopamine Spike (Vision/Future) - 85% Alignment

e Status: Client feels relief/excitement (emotional buy-in)
e Signal: "This could actually work" moment
e Mechanism: They visualize post-implementation state

Stage 5: Cortisol Drop (Risk Removal) - 95% Alignment

e Status: Legal/Procurement safety cleared
e Signal: Compliance boxes checked, redundancy confirmed
e Mechanism: Internal defense narrative constructed

Stage 6: Laminar Flow (Close) - 100% Alignment

e Status: Transaction is consequence of alignment
e Signal: "Send the contract"
e Mechanism: Deal momentum self-sustaining

CRITICAL THRESHOLD: 80% is the Conversion Threshold
Below this line: "Vendor being evaluated" Above this line: "Infrastructure being installed"
Statistical Analysis (47 cycles):

e Deals under 80% alignment: 7% close rate (3/43)
e Deals over 80% alignment: 94% close rate (15/16)
e plessthan 0.001 (chi-square test)

Most never cross 40% because they're optimizing for the wrong neurotransmitter.



PART 1: THE FOUR ZONES OF SALES PHYSICS

The Inverse Law of Excitement
THE RULE: As price increases, your energy must decrease.

This is counterintuitive. Every sales training teaches "bring energy" and "create urgency." That
works - until it doesn't.

The physics flip completely as you add zeros. What works for a $50 sale (Speed/Hype) is toxic
to a $1M sale (Risk/Instability).

The Neuro-Pricing Matrix
$50-$500: The Dopamine Hit

The "Drug": Dopamine

The Physics: Velocity

Your Tone: High Energy

The Failure Mode: Being Boring

$1k-$10k: The Logic Bridge

The "Drug": Serotonin

The Physics: Leverage

Your Tone: Logical/Sharp

The Failure Mode: Being Vague

$25k-$250k: The Safety Vault

The "Drug": Cortisol (Low)
The Physics: Stability

Your Tone: Calm/Boring

The Failure Mode: Being Risky

$1M-$10M: The Empire State

The "Drug": Oxytocin
The Physics: Gravity
Your Tone: Sovereign
The Failure Mode: Being Subservient



ZONE 1: THE DOPAMINE HIT ($50-$500)

The Customer: Consumer / Impulse Buyer

The Physics: High Velocity / Zero Friction

The Chemical: Dopamine (craving) + Adrenaline (urgency)
What They Want: "l want to feel different RIGHT NOW"

The Fear: Boredom, FOMO

The Lock & Key:

e Novelty: "This is a new secret"
e Speed: "Instant download"
e Visuals: Bright, fast, high contrast

Your Behavior (The Operator):

Be a vending machine

Do NOT talk to them

Use "swipe or archive" filters
Automation over conversation

Error to Avoid: Trying to build a relationship. They don't want a friend; they want the candy bar.



ZONE 2: THE LOGIC BRIDGE ($1k-$10k)

The Customer: Small Business Owner / Prosumer
The Physics: Leverage / ROI
The Chemical: Serotonin (status/competence)

What They Want: "l want to solve this specific headache so | can grow'

The Fear: Wasting money / Looking stupid

The Lock & Key:

e Methodology: "Here is the step-by-step system"
e Proof: "Here is a case study"
e Identity: "This is for serious operators only"

Your Behavior (The Operator):

Be a consultant

Show the map

Explain the mechanism

Make the ROI calculation obvious

Error to Avoid: Being too vague. They need to see the gears to believe the machine works.



ZONE 3: THE SAFETY VAULT ($25k-$250k)

The Customer: Director / VP (The "Microsoft" Deal)

The Physics: Inertia / Stability

The Chemical: GABA (calm) + Cortisol Reduction (stress removal)
What They Want: "l want to ensure | don't get fired"

The Fear: Risk. Volatility. Blame.

The Lock & Key:

e Redundancy: "We have backups"
e Compliance: "We follow standard protocols"
e Predictability: "Here is the boring, guaranteed outcome"

Your Behavior (The Operator):

Be infrastructure

Move slow. Speak slowly.

Do NOT use exclamation points
Remove ALL hype language
Present as institution, not individual

Error to Avoid: Hype. If you seem "excited," you seem "risky." They are buying silence.



ZONE 4: THE EMPIRE STATE ($1M-$10M)

The Customer: C-Suite / Board / Founder

The Physics: Gravity / Orbit

The Chemical: Oxytocin (trust/bond) + Testosterone (dominance/legacy)
What They Want: "l want to dominate the market / Build a legacy"

The Fear: Irrelevance / Losing power

The Lock & Key:

e Strategy: "This changes your position in the global market"
e Alliance: "We are going to war together"
e Vision: Not "what we do," but "who we become"

Your Behavior (The Operator):

Be a peer

You are not a vendor; you are a partner
You don't "pitch"; you "discuss the future"
Operate at their altitude

Error to Avoid: Talking about features or price. At this level, price is a rounding error. Alignment
of vision is everything.



PART 1.5: VIA NEGATIVA (REMOVING YOUR WAY “UP”)

The Constraint of the Your Growth

You cannot operate in Zone 3 ($250k) while carrying the energetic drag of previous zones
($5000).

Most Operators fail to cross the Conversion Threshold not because they lack the skill, but
because they lack the Bandwidth. They are suffering from "Signal Fatigue."

The Physics of Subtraction

To increase Voltage (Value), you do not add more Current (Effort); you reduce Resistance
(Entropy).

The $250k Rule of Threes

To hold the mental state required to write a 6-Page Amazon Memo, you must rigorously apply
Via Negativa (Improvement by removal).

"Via Negativa" (the negative way) is a concept in theology and philosophy describing
understanding the divine by stating what God is not, as human language distorts the
infinite, and also a life strategy focused on removing bad habits/things to improve well-
being, rather than adding good ones. It suggests that by stripping away finite human
concepts and negatives, one gets closer to an essential truth or a simpler, better

life. @

1. The Client Drop
Previous Move: "I'll keep this $1,500/mo client just to cover certain bills."

New Move: If high mental bandwidth and not automated, fire the $1,500 client. The mental
bandwidth required to service them costs you the $250k focus. Empty space is not "loss"; it is
"capacity."



2. The Offer Drop
Previous Move: "We do SEO, PPC, Email, and Design." (High Noise)
New Move: "We audit Infrastructure." (Pure Signal)

A Diamond is valuable because it is only Carbon, compressed. It is not Carbon + 10 other
elements.

3. The Friction Drop
Previous Move: "I'll take a quick call to explain it."
New Move: "Read the memo. Then we speak."

You must remove the friction of "educating" the client verbally. The Infrastructure (The Memo)
does the education. You only show up to Close.

The Audit
Every morning, do not ask "What do | need to do?"
Ask: "What do | need to drop?"

(This was a section that Al suggested | must include in here on making sure you drop
previous levels as you add on the next one. Hope it was found useful).



PART 2: VISUAL AESTHETICS

Executive Summary

Nautilus has indicated that it needs $1.5 billion in funding to continue ramping up its international expansion efforts and
for general corporate purposes

= Management has indicated a strong preference for Unsecured Senior Notes, but we believe that Convertible Bonds
offer the lowest cost of funding, and that dilution can be minimized with the proper call-spread structure

® Such Convertible Bonds might offer a 45% conversion premium (conversion price of $641.58) and a 1.5% coupon rate,
for an after-tax cash cost of 0.99%

® By contrast, the after-tax cost of Unsecured Senior Notes might be between 3.50% and 4.00%, and such an issuance
would likely result in a credit rating downgrade for Nautilus

= Given Nautilus’ share price and valuation multiples, a follow-on equity offering is also viable, but the likely discount on
such an offering would imply an after-tax cost of between 1.20% and 1.40%

® The major downside of a Convertible Bond issuance is possible dilution, but the company could raise the effective
conversion price by purchasing call options on its stock and selling warrants on its stock at a higher exercise price

The Law of Aesthetic Density
THE RULE: As price increases, "design flash" must decrease and "data density" must increase.

If you present a $250k deal using the aesthetics of a $50 deal, the client's brain screams
"SCAM." If you present a $50 deal using the aesthetics of a $250k deal, the client's brain
screams "TOO HARD."

The container must match the contents.



The Visual Physics Breakdown

$500 Deal: The Candy Store

e The Look: Flashy / Loud
e The Format: Mobile / Video
e The Physics: Stop the Scroll

$5k Deal: The Architect

e The Look: Clean / Smart
e The Format: PDF / Deck
e The Physics: Prove the Mechanism

$250k Deal: The Bank Vault

e The Look: Boring / Raw
e The Format: Memo / Doc
e The Physics: Remove the Risk

$1M+ Deal: The Private Club

e The Look: Invisible
e The Format: Conversation
e The Physics: Align the Vision



The $50-$500 Presentation (The Candy Store)

The Vibe: Excitement, Speed, Ease

The Format: High-paced video (VSL), vertical mobile format, emaijis, bright colors
The Text: Short sentences. Bullet points. "Read in 30 seconds”

The Visuals: High contrast. Big buttons.

Why: You are fighting for attention. The aesthetic must be "loud."

Technical Specifications:

Aspect Ratio: 9:16 (vertical)

Color Palette: High saturation, warm tones
Typography: Sans-serif, 24pt minimum
Call-to-Action: Bright button, above fold
Load Time: under 2 seconds



The $1k-$10k Presentation (The Architect)

The Vibe: Competence, Structure, Clarity

The Format: PDF "Decks" (16:9 ratio), clean diagrams, framework visuals
The Text: Professional, explanatory, "how-to" language

The Visuals: Blueprints, flowcharts, before/after graphs

Why: You are proving competence. The aesthetic must be "smart."
Technical Specifications:

Aspect Ratio: 16:9 (landscape deck)

Color Palette: Professional (blues, grays, one accent)
Typography: Clean sans-serif (Helvetica, Arial)

Page Count: 12-20 slides

Visual Hierarchy: Clear headers, sub-headers, body



The $25k-$250k Presentation (The Bank Vault)

The Vibe: Serious, Institutional, Boring

The Format: Plain text emails, Google Docs, Excel sheets, horizontal memos

The Text: Dense, precise, legalistic, risk-averse

The Visuals: Minimalist. Simple charts. Lots of white space. Times New Roman or Arial.
Why: You are proving safety.

THE PARADOX: At this level, "ugly" often sells better than "pretty."

The Mechanism:

e Flashy PDF with animations means "Marketing fluff hiding lack of substance"
e Boring horizontal document means "Raw data. This is truth."

Technical Specifications:

Format: Google Doc or Word (exported to PDF)
Font: Arial, Helvetica, or Times New Roman
Size: 11-12pt

Margins: Standard 1-inch all around

Length: 6-20 pages (horizontal format, not slides)
Colors: Black text on white background only
Logos: Minimal - header/footer only

Charts: Simple line charts, bar charts, tables

No: Animations, transitions, fancy graphics



The $1M+ Presentation (The Private Club)

The Vibe: Invisible

The Format: Verbal conversation, one-page executive summary, board presentation
The Text: Extremely concise. "Here is the move. Here is the cost. Yes/No?"

The Visuals: Minimal. The relationship is the visual.

Why: At this level, the deal is done on trust, not documents.



PART 3: THE LANGUAGE TRANSLATION SYSTEM

The $200k Vocabulary Shift

Here's the thing about enterprise buyers:

They're not smarter than founders. They're not more sophisticated. They don't have better taste.
They're just more paranoid.

Their job is to NOT get fired. Your job is to make sure buying from you doesn't get them fired.

And it all starts with six words.

Example:
You're in a meeting with a VP of Marketing at a $200M SaaS company.

You say: "We found this crazy growth strategy that's been crushing it for our clients. We can 10x
your ROAS, guaranteed.”

The VP smiles. Nods. Says "interesting." Takes your card.

You never hear from them again.

What happened?

Later, you find out they forwarded your pitch to their boss (the CMO).

The CMO read: "crazy growth strategy" and "10x guaranteed" and something in their brains
does not trigger familiarity. It's almost too out of their range of what they are used to seeing, and
this triggers “not the right fit” or a “fear response” instead of a confidence response.



Now replay the same meeting:

You say: "We've identified a signal degradation issue in your current tracking architecture.
Based on comparable implementations, we project a 40% improvement in attribution accuracy.
Here's the technical specification."

The VP immediately asks: "Can you put this in a memo for our CTO?"

Same service. Different words. $250k contract.

Why This Is True (The Neurochemistry)

When you say "crazy hack":

The buyer's brain hears: Temporary. Risky. Will break. I'll get blamed.
Cortisol spikes. Deal dies.

When you say "proprietary methodology":

The buyer's brain hears: Permanent. Stable. Professional. Safe choice.
Cortisol drops. Deal lives.

It's not about being fancy. It's about being safe.



The Translation Dictionary

Here's every word that's costing you $200k:

The Hype Words (Kill Deals)

"Hack" becomes "Methodology"

Why: "Hack" implies temporary exploit. "Methodology" implies lasting system.
Example:

e WRONG: "We use a Facebook hack"
RIGHT: "We deploy a proprietary targeting methodology"

"Explode" becomes "Optimize" or "Scale"
Why: Explosions are violent and uncontrolled. Optimization is measured and safe.
Example:

e WRONG: "We'll explode your sales"
RIGHT: "We optimize revenue capture mechanisms"

"Crush/Kill/Destroy" becomes "Exceed" or "Outperform"
Why: Violence signals chaos. Performance signals control.
Example:

e WRONG: "We're crushing it for clients"
RIGHT: "We consistently exceed benchmark performance”

"Secret" becomes "Proprietary"
Why: Secrets are hidden (sketchy). Proprietary is protected (valuable).

Example:



e WRONG: "We have a secret strategy”
RIGHT: "We leverage proprietary algorithmic models"

"10x" or "100x" becomes Specific percentage
Why: Round numbers sound made up. Specific numbers sound measured.
Example:

e WRONG: "We 10x your ROAS"
RIGHT: "Historical implementations average 240% improvement in ROAS"

The Urgency Words (Kill Deals)

"Now!" or "Today!" becomes "Q1" or "This quarter"
Why: Artificial urgency signals desperation. Quarters signal planning.
Example:

e WRONG: "Sign up now before spots fill up!"
RIGHT: "We recommend initiating implementation in Q1 to align with your fiscal
planning"

"Limited time" becomes "Current capacity” or "Implementation window"
Why: Fake scarcity vs. real operational constraints.
Example:

e WRONG: "Limited time offer!"
RIGHT: "Current implementation capacity: 2 clients in Q1"



"Before it's gone" becomes "Subject to availability"
Why: One is sales pressure. The other is logistics.
Example:

e WRONG: "Book now before it's gone!"
RIGHT: "Subject to team availability and technical assessment"

The Opinion Words (Kill Deals)

"Amazing/Awesome/Incredible" becomes [Delete - use numbers]
Why: Adjectives are opinions. Numbers are facts.
Example:

e WRONG: "We get amazing results"
RIGHT: "Average client improvement: 47% in target KPI"

"Best/Top/Leading” becomes [Delete - show ranking]
Why: Everyone says they're the best. Show proof instead.
Example:

e WRONG: "We're the best in the industry”
RIGHT: "Ranked top 3 in [Industry Report] based on client retention and performance
metrics"

"Revolutionary/Game-changing" becomes "Differentiated” or "Novel approach"
Why: Revolution implies risk. Differentiation implies advantage.
Example:

e WRONG: "Our revolutionary Al system"
RIGHT: "Our differentiated machine learning approach"



The Money Words (Cost You Money)

"Make money" becomes "Generate revenue"
Why: "Make money" is casual. "Generate revenue" is financial.
Example:

e WRONG: "We help you make more money"
RIGHT: "We generate measurable revenue impact"

"Cheap" becomes "Cost-effective"
Why: Cheap = low quality. Cost-effective = high ROI.
Example:

e WRONG: "Our cheap solution"
RIGHT: "Our cost-effective implementation”

"Expensive" becomes "Capital-intensive" or "Investment"
Why: Expensive = waste. Investment = strategic deployment.
Example:

e WRONG: "Yes, we're expensive but worth it"
RIGHT: "The investment is justified by 740% projected ROI"



"Deal” becomes "Engagement” or "Implementation”
Why: Deal = transaction. Engagement = partnership.
Example:

e WRONG: "Let's make a deal"
RIGHT: "Let's structure an engagement”

The Complete Sentence Transformations

Watch the same pitch, two different versions:

VERSION 1 (IM/Agency - Gets $3k/month):

"Hey! We found this crazy Facebook |G strategy that's absolutely crushing it right now with Al.
We're seeing 10x ROAS for our ecommerce clients - it's insane! We just need to hook it up to
your account and boom, sales explode.

Check out this screenshot from our client who went from $10k to $100k per month in 30 days!
This is a limited-time opportunity because Facebook might patch this soon.

Want to hop on a quick call and we'll show you exactly how it works? We're only taking 3 more
clients this month!"

VERSION 2 (Enterprise - Gets $250k contract):

"We have identified a signal fidelity inefficiency in current Meta advertising architectures,
particularly affecting organizations deploying $3M+ annually in paid acquisition.

Our analysis indicates that privacy updates have degraded attribution accuracy by
approximately 22%, resulting in suboptimal budget allocation. We have developed a server-side
tracking infrastructure that addresses this degradation.

In implementations across 14 comparable organizations, we observed an average 47%
improvement in attribution accuracy, correlating with 38% improvement in effective ROAS. The
median implementation timeline is 6-8 weeks.



We recommend scheduling a technical review to assess integration requirements with your
existing martech stack. We can provide preliminary architecture documentation prior to that
discussion."

Same service. Same results.
Version 1 cortisol spike - VP thinks "too risky"

Version 2 cortisol drop - VP thinks "this person knows enterprise"

The IM to Corporate Dictionary

Internet Marketing / Digital Marketing example:

"This is a secret hack!" becomes "This is a proprietary methodology."
e Why: "Hacks" signal temporary exploits. "Methodologies" signal permanent assets.
"We will explode your sales!" becomes "We will optimize revenue capture.”
e Why: Corporations fear explosions. They love optimization.
"Buy now before it's gone!" becomes "We recommend initiating the protocol in Q3."
e Why: Urgency signals desperation. Timelines signal professionalism.
"This is a no-brainer!” becomes "This represents asymmetric upside.”
e Why: "No-brainer" implies they're stupid. "Asymmetric" implies math.
"Money/cash" becomes "Capital/liquidity"

e Why: "Money" is what you spend at the store. "Capital" is what you deploy strategically.



The Emotional to Clinical Translation

This is the formula:

Emotional Statement = How you feel

Clinical Statement = What the data shows

Example 1:

Emotional: "Our clients are blown away by the results!"

Clinical: "Client satisfaction scores average 8.7/10 with 89% indicating they would recommend
our services"

Example 2:
Emotional: "This will change your business forever!"

Clinical: "Based on historical implementations, organizations typically observe structural
improvements in [metric] within 6-12 months"

Example 3:
Emotional: "You won't believe what happens next!"

Clinical: "The subsequent phase yields the following outcomes: [list specific, measured results]"



The Real-World Test

Take any sentence from your current pitch deck.
Run it through these filters:

Does it have an exclamation point? Remove it

Does it have an adjective? Replace with number

Does it promise an outcome? Replace with historical data
Does it sound exciting? Make it boring

Would you say this in a board meeting? If no, rewrite

aobrwbd-~

If it passes all 5, you're speaking enterprise.



Why "Boring" Is Actually the Goal

You're thinking: "But won't this make me sound robotic?"
Answer: To enterprise buyers, "robotic" = "professional."
They don't want personality. They want predictability.
Think about it:

When you're spending $250k, do you want:

e A) The excited guy who "crushes it" and uses emoijis?
e B) The calm expert who shows you data tables and implementation timelines?

If you're protecting your job, you pick B every time.



PART 4: THE HORIZONTAL PITCH DECK SYSTEM

What Is a Horizontal Pitch Deck?
NOT: A PowerPoint with slides YES: A document-style presentation with pages

This is the format used by investment banks, private equity firms, and management
consultancies when presenting to boards and C-suites.

The Jazz Pharmaceuticals Pitch Book Example

Reference Example:

https://biws-support.s3.amazonaws.com/Pitch-Books/Jazz-Pharmaceuticals-Investment-Bankin
g-Pitch-Book.pdf

You can find a bunch of pitch books here:

https://mergersandinquisitions.com/investment-banking-pitch-books/


https://biws-support.s3.amazonaws.com/Pitch-Books/Jazz-Pharmaceuticals-Investment-Banking-Pitch-Book.pdf
https://biws-support.s3.amazonaws.com/Pitch-Books/Jazz-Pharmaceuticals-Investment-Banking-Pitch-Book.pdf
https://mergersandinquisitions.com/investment-banking-pitch-books/

The Jazz Pharmaceuticals pitch book contains 20 pages following this architecture:

Page Structure:

hownh =

9.

Cover Page (Project name, board presentation, date)

Executive Summary (The entire deal in 200 words)

Summary of Valuation (Four methodologies)

Operational Assumptions (Key variables) 5-7. Financial Projections (Revenue, EBITDA,
growth)

Valuation Summary (Comparables analysis) 9-11. Comparable Public Companies
(Detailed peer analysis)

Precedent Transactions (Similar deal closes) 13-14. DCF Analysis (Intrinsic valuation)
Shareholder Profile (Ownership structure)

Valuation Conclusions (Recommendation) 17-18. Potential Strategic Partners (Target
list)

Key Recommendations (Next actions)

10. Process Recommendations (Execution plan)

What Makes This Different

Data Density: Every page packed with tables, charts, numbers

Boring Aesthetic: Black text, white background, simple charts

No Storytelling: Just facts, analysis, recommendations

Horizontal Reading: Reads like report, not presentation

Legal Safe: Everything defensible, nothing promotional

Board Forwardable: Self-explanatory without presenter



The Enterprise Horizontal Deck Template

THE 10-PAGE STRUCTURE:

Page 1: Cover

Project Name / Client Name

Document Type (Analysis & Recommendations)
Date

Prepared by [Your Company]

Page 2: Executive Summary

Current situation (2 sentences)
Problem quantified (with $)
Recommendation (specific)
Expected impact (quantified)
Investment required

Page 3: Current State Analysis

Key metrics (table format)

Trend analysis (simple line chart)
Benchmark comparison

Gap identification

Page 4: Problem Quantification

Issue #1: Description + $ impact
Issue #2: Description + $ impact
Issue #3: Description + $ impact
Total opportunity ($)

Page 5: Comparable Benchmarking

Table: 10-15 similar organizations
Columns: Key metrics

Client position highlighted
Performance gap quantified

Page 6: Proposed Solution

Component 1: Function + impact
Component 2: Function + impact



Component 3: Function + impact
Integration description

Page 7: Implementation Timeline

Phase 1: Activities, deliverables, duration
Phase 2: Activities, deliverables, duration
Phase 3: Activities, deliverables, duration
Total duration + critical path

Page 8: Financial Projections

Table: Quarterly projections (Year 1-2)
Baseline vs. projected

Delta calculation

ROI timeline

Page 9: Risk Assessment

Risk #1: Description, probability, mitigation
Risk #2: Description, probability, mitigation
Risk #3: Description, probability, mitigation
Overall risk profile

Page 10: Investment & Next Steps

Total investment

Payment structure

Included services

Exclusions (scope management)
Next steps (specific dates)



The Key Principles
1. Every Page Stands Alone

Executive can read page 6 without reading pages 1-5 Each page has clear header describing
contents No "continued from previous page" dependencies

2. Data Over Narrative
Show numbers, not stories Use tables and charts, not paragraphs Quantify everything possible
3. Professional Boredom

Black text on white background Simple fonts (Arial, Times New Roman) Minimal graphics No
colors except in charts (and even then, muted)

4. Legal Defensibility

Everything backed up with data No promises, only projections Clear assumptions stated Risk
factors disclosed

5. Board Forwardable

Can be sent to board/executives without you present Self-explanatory Actionable
recommendations clear Decision criteria explicit



When to Use: Horizontal Deck vs Memo

Use Horizontal Deck (10-20 pages) When:

Deal size: $250k - $2M

Multiple stakeholders need to review
Significant financial analysis required
Comparable benchmarking important
Board presentation likely

Technical depth required

Use Memo (3-6 pages) When:

Deal size: $25k - $250k

Single decision-maker or small team
Simpler value proposition

Speed matters

Less technical depth needed
Operational vs strategic decision



PART 5: THE MINTO PYRAMID PRINCIPLE

The Minto Pyramid Principle

The
Bottom Up:

You get straight to the point and then answer You use it to help you synthesize and

explain your reasoning, enabling your organize data so that you can extract
audience to follow along easily. impaortant insights from it.

Top Down:

Supporting arguments

What Is the Minto Pyramid Principle?

Developed by Barbara Minto at McKinsey & Company, this is the writing method used by top
management consultancies worldwide.

The Core Idea: Start with the answer, then provide supporting arguments.

The Pyramid Principle is not a writing style; it is a logic filter. If you cannot structure your
thought in a pyramid, your thought is flawed.



Why Normal Writing Fails in Business
Normal Writing (Chronological Order):

Here is the background

Here is what we analyzed

Here is what we found

Therefore, here is what you should do

i

Problem: The reader doesn't know if this matters until the end. They may stop reading.

Minto Pyramid (Answer First):

Here is what you should do
Here is why (Reason 1)
Here is why (Reason 2)
Here is why (Reason 3)
Here is the supporting data

o kv~

Benefit: The reader knows immediately if this is relevant. If yes, they read the reasoning. If no,
they stop (saving everyone time).



Situation

Functions as a
common basis

Consists of threats/
opportunities and
the hurdles that
need to be
overcome

Complication

Contains threats/
opportunities and
the hurdles that
need to be
overcome

This is a sample
text.

Question
Asks the guestion

of how you can
overcome the C
hurdles

This is a sample
text that you can
edit.

SITUATION COMPLICATION QUESTION ANSWER (SCQA)

Elements of Situation Complication Question

Answer

Provides the answer
to how the
obstacles can be
resolved and how
this deflects the
threats/ seizes,
opportunities

The SCQA Framework
Minto breaks business communication into four components:

S - Situation: The stable context C - Complication: What changed or is wrong Q - Question:
What does this raise A - Answer: Your recommendation

Example:

Situation: Your company currently spends $3M annually on paid advertising across Meta and
Google platforms, achieving a 2.1x ROAS.

Complication: Recent iOS privacy updates have degraded signal fidelity by approximately
20%, and our analysis indicates ROAS will likely decline to 1.6x by Q3 without infrastructure
changes.



Question: How can we maintain or improve ROAS in the new privacy landscape?

Answer: Implement server-side tracking infrastructure immediately. This requires $250k
investment and will restore signal fidelity, projected to maintain 2.1x ROAS and prevent $400k
annual revenue loss.




PART 6: THE AMAZON 6-PAGER SYSTEM
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What Is the Amazon 6-Pager?

Amazon banned PowerPoint presentations in executive meetings. Instead, they use 6-page
narrative documents.

The Rules:

Maximum 6 pages

Written in full sentences and paragraphs

No bullet points (or minimal)

Reads like a memo or short report

Meetings begin with 20 minutes of silent reading

Why This Works

Writing full sentences requires clear thinking Reader processes information more deeply
Questions emerge naturally during reading Discussion is informed, not reactive No "slideument”
confusion




The 6-Pager Structure
Page 1: Introduction & Context

e \What is this about?
e Why does it matter?
e \What decision needs to be made?

Pages 2-3: Current State & Problem

e What is happening now?
e \What data shows the problem?
e What is the impact?

Pages 3-4: Proposed Solution

e What are we recommending?
e How does it work?
e What are the components?

Pages 4-5: Analysis & Projections

e What are the expected outcomes?
e What are the risks?
e What resources are required?

Page 6: Financials & Next Steps

e What is the investment required?
e What is the timeline?
e \What are the next steps?

6-Pager Writing Guidelines
1. Use Full Sentences
WRONG:

e Revenue increasing
e Customer acquisition cost high
e Need new strategy



RIGHT: "Revenue has increased 40% year-over-year, but customer acquisition cost has
simultaneously increased by 60%, resulting in compressed margins. This trend is unsustainable
and requires strategic intervention."

2. Write for Clarity, Not Style

Use simple, direct language Avoid jargon unless necessary Define technical terms on first use
Use active voice when possible

3. Be Specific and Concrete
WRONG: "We will significantly improve performance through optimization."

RIGHT: "We project a 22% reduction in CAC within 90 days through server-side tracking
implementation, based on benchmarks from similar implementations at [Company A] and
[Company B]."

4. Anticipate Questions
What would a skeptical reader ask? What objections might arise? Address these proactively
5. Use Data to Support Claims

Every assertion should have supporting evidence Quantify whenever possible Cite sources
when using external data

Key Differences: 6-Pager vs Horizontal Deck
6-Pager:

Format: Narrative paragraphs

Length: 6 pages max

Reading Style: Linear, cover-to-cover

Best For: Single clear recommendation
Data Density: Moderate - embedded in text
Stakeholders: Small group, aligned
Meeting Use: Read silently, then discuss

Horizontal Deck:

Format: Tables, charts, bullet points
Length: 10-20 pages typical

Reading Style: Non-linear, reference
Best For: Complex multi-faceted analysis



e Data Density: High - separate tables/charts
e Stakeholders: Multiple groups, needs reference
e Meeting Use: Presented, or read independently



PART 7: VISUAL STANDARDS & DOCUMENT
ENGINEERING

The Typography System
For $250k+ Enterprise Deals:
Primary Font: Arial or Times New Roman

e Headers: 14pt Bold

e Sub-headers: 12pt Bold

e Body text: 11pt Regular

e Tables/charts: 10pt Regular

e Script fonts
e Decorative fonts
e Mixing font families (pick one)

The Color System
Approved Color Palette:
Primary: Black (#000000)

e All body text
e All headers
e Table borders

Secondary: Dark Gray (#333333 to #666666)

e Subheaders if needed
e Chart gridlines
e Footer text

Accent (use sparingly): Navy Blue (#003366) or Dark Green (#006600)

e Hyperlinks only
e Single accent color in charts if absolutely necessary



Background: White (#FFFFFF)

e No gray backgrounds
e No colored backgrounds

What to Avoid:

Bright colors

Multiple accent colors
Gradients

Drop shadows

Any "design" effects

The Chart & Table Standards
Tables:

Example format: Metric | Current | Target | Gap Revenue | $10.2M | $12.5M | 22% Customer
Acquisition Cost | $1,250 | $950 | -24% Lifetime Value | $8,400 | $9,500 | 13%

Rules:

Consistent column widths

Left-align text columns

Right-align number columns

Include units in header ($ or % or time)

Use horizontal lines sparingly (header and footer only)
No vertical lines except in complex tables

Alternate row shading only if table is very long (light gray)

Charts:
Approved Chart Types:

e Line charts (for trends over time)
e Bar charts (for comparisons)
e Simple tables (often better than charts)

e Pie charts (hard to read)
e 3D charts (distort data)
e Area charts (cluttered)
e Bubble charts (confusing)



Chart Formatting:

Black or dark gray lines/bars

White background

Minimal gridlines (horizontal only, light gray)
Clear axis labels with units

Simple legend, top-right position

No title on chart itself (use caption below)

The Page Layout System
Margins:

Top: 1 inch
Bottom: 1 inch
Left: 1 inch
Right: 1 inch

Headers: [Your Company Name] - [Project Name] Page [X] of [Total]
Footers: CONFIDENTIAL - Prepared for [Client Company] [Date]
Line Spacing:

e Body text: 1.15 or 1.5 (not single, not double)
e After paragraphs: 6-12pt spacing
e After headers: 12-18pt spacing

Alignment:

Body text: Left-aligned (not justified)
Headers: Left-aligned

Tables: Left-aligned

Charts: Centered

The File Naming System
Format: [ClientName][ProjectName][DocumentType][/Version][Date].pdf

Examples: Microsoft_InfrastructureAudit_ExecutiveMemo_v2.0 2025-12-18.pdf
Jazz_RevOps_TechnicalProposal_v1.3_2025-12-15.pdf
ConvertROI_AdTech_ImplementationPlan_v1.0_2025-12-20.pdf



Version Numbering:

v1.0: Initial draft for internal review
v1.1: Minor revisions

v2.0: Maijor revisions or client revision
v2.1: Post-client-feedback revisions
vFinal: Version presented/signed

Always:

Export as PDF before sending

Include date in filename

Use underscores, not spaces

Use consistent naming across all project docs



PART 8: THE QUALITY CONTROL CHECKLIST

Before Sending ANY Enterprise Document
Content Quality:

[ ] Executive Summary is one paragraph, contains recommendation
[ 1 All numbers verified and sourced

[ 1 No adjectives without supporting data

[ 1 All acronyms defined on first use

[ ] Technical depth appropriate for audience

[ ] Risk factors honestly disclosed

[ 1 Next steps crystal clear

Language Quality:

[ 1 Zero exclamation points

[ ] Zero emojis

[1"We" instead of "I"

[ ] Passive voice in risk sections
[1"Recommend" not "should"

[ ] "Historical data indicates" not "guaranteed"

[ 1 All hype words translated to clinical language

Visual Quality:

[ ] Font is Arial or Times New Roman
[]1Size is 11-12pt body, 14pt headers

[] Colors are black/white/maybe dark gray
[ ] Charts are simple (line or bar only)

[ ] Tables have consistent formatting

[ 1 No design flourishes or effects

[] Lots of white space

Structural Quality:

[ 1 Answer in first paragraph (Minto style)

[ ] Headers clearly describe section contents

[ ] Each section can stand alone

[ ] Logical flow from situation to recommendation
[ ] Supporting data backs up each claim

[ ] Conclusion restates recommendation



File Quality:

[ ] Filename follows naming convention

[ ] Version number is correct

[ ] Date in filename matches document date
[]1Saved as PDF

[ 1 PDF optimized for web viewing

[ 1 Hyperlinks work

[ ] File size reasonable (under 10MB)

Legal/Compliance Quality:

[ ] Confidentiality footer on each page

[ 1 No promises, only projections

[ 1 Assumptions clearly stated

[ ] Risks disclosed

[ ] Sources cited

[] If using third-party data, permission obtained

If you can't check every box, do NOT send yet.



TO RECAP

Language:

e "Crazy hack" becomes "Liquidity inefficiency"
"10x ROAS" becomes "40% CAC reduction"
e "Boom - sales explode" becomes "Attached is Q3 projection model"

Document:

e Screenshot becomes Projection model
e Text message energy becomes Memo format

Energy:

e "Yo!" becomes Professional tone
e Exclamation points become Periods
e Hype becomes Clinical analysis

Everything else stayed the same:

Same technical process
Same results delivered

Same implementation timeline
Same expertise level

The only variable: How you talked about it.



APPENDIX: THE COMPLETE IM TO CORPORATE
DICTIONARY

Verbs

IM/Agency becomes Corporate - Example

"Crush" becomes "Exceed" - "Exceeded KPI variance by 15%" "Dominate" becomes "Lead" -
"Leading market segment with 34% share" "Explode" becomes "Scale" - "Scaled revenue 45%
year-over-year" "Hack" becomes "Optimize" - "Optimized conversion funnel" "Kill" becomes
"Outperform" - "Outperformed benchmark by 22%" "Destroy" becomes "Surpass" - "Surpassed
projected targets"

Nouns
IM/Agency becomes Corporate - Context

"Hack" becomes "Methodology" or "Protocol" - Technical approach "Trick" becomes "Technique"
- Specific tactic "Secret" becomes "Proprietary approach" - Differentiated method "Loophole"
becomes "Opportunity" - Advantageous situation "Win" becomes "Success" or "Achievement” -
Positive outcome "Deal" becomes "Engagement” or "Contract" - Business arrangement

Adjectives
IM/Agency becomes Corporate Alternative - Replacement Strategy

"Amazing" becomes [Remove - use data] - "Generated 40% improvement" "Awesome" becomes
[Remove - use metrics] - "Exceeded target by $2.3M" "Crazy" becomes "Significant" -
"Significant variance detected" "Insane" becomes "Substantial" - "Substantial growth trajectory"
"Massive" becomes [Use specific number] - "$4.2M impact" not "massive impact"

Financial Language
Casual becomes Institutional

"Make money" becomes "Generate revenue" or "Generate returns" "Save money" becomes
"Reduce costs" or "Improve margin" "Spend money" becomes "Deploy capital" or "Allocate
budget" "Cheap" becomes "Cost-effective" or "Economical" "Expensive" becomes
"Capital-intensive"




WHAT | HAVE FOUND

Not a skills problem. Not a results problem. Not a systems problem.
It's a presentation problem.
What changes:

Your language (IM to Corporate)

Your documents (Deck to Memo)

Your energy (Fast to Slow)

Your visuals (Colorful to Boring)

Your proof (Screenshots to Benchmarks)

abkrowd -~

What stays the same:

e Your skills
e Your results
e Your process

ARBITRAGE (EXAMPLES)

Current State:

Monthly: $40k-$60k

Clients: 5-8 retainers @ $5k-$10k each
Hours: 60-80/week

Hourly: $200-$300

Leverage: None

Target State:

Annual: $500k-$750k

Clients: 2-3 contracts @ $200k-$300k each
Hours: 30-40/week

Hourly: $875-$1,500

Leverage: Infinite (IP, methodology, systems)

Same revenue. Half the hours. Actual asset value.
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