Mastering

PACKAGING STRATEGY

Handbook
by Cliff Quicksell, CSP

Learn how to

KEEPSAKE TURN PACKAGING INTO A
products usa POWERFUL SELLING TOOL
SRRSO e FREEng - that elevates presentations and

helps close more business.



SESSION 1 | MASTERING PACKAGING STRATEGY HANDBOOK

PACKAGING IS NOT THE BOX,
IT'S THE BRAND EXPERIENCE

SECTION 1 — THE BLIND SPOT

Welcome. Let me ask you something right out of the gate.

When you're working on a promotional campaign, whether it's apparel, hard goods, tech, or print
collateral, how often do you lead with packaging? Not as an afterthought. Not as a polybag. Not as “Do
you need a box?” But as strategy.

If you're like most sales professionals in the promotional products or print industries, packaging is
usually the very last thing discussed, if it's discussed at all, and that's a massive blind spot.

For over four decades in this industry, I've watched talented salespeople fight over pennies on product
while completely ignoring the one element that could elevate the perceived value of everything they
sell: packaging.

SECTION 2 — PACKAGING IS THE AMPLIFIER

| Packaging is not the container, it's the amplifier.

It's the first impression. It's the emotional trigger. It's the moment that transforms a product into an
experience. And here's the part most reps miss: the client is already thinking about presentation.

They're thinking about:

e How it arrives.

e How it feels when opened.

o What it says about their brand.

e Whether it creates a “wow” moment — or a forgettable one.

If we don't bring that into the conversation, someone else will, or worse, no one will, and the opportunity
disappears.
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SECTION 3 — WHY | ALIGNED WITH KEEPSAKE

Now, as many of you know, | serve as a strategic consultant for Keepsake Products USA. And one of
the reasons | aligned with them is because | saw something powerful in what they do, better than
anyone.

| Packaging isn't just a manufacturing function. It's a positioning function.
When done correctly, it:

e Raises average order value.

e Protects margin.

o Differentiates you from price-based competitors.

e Opens the door to kitting, fulfilment, warehousing, and ongoing programs.
e And most importantly, elevates you from vendor to strategist.

If you're only selling product, you're replaceable. If you're designing the entire brand experience,
you're indispensable.

SECTION 4 — SAME PRODUCT, DIFFERENT EXPERIENCE

Let's think about this practically. You sell a beautiful executive gift: a high-end tumbler, a premium
jacket, a tech item. Now imagine it arrives in a brown corrugated mailer with bubble wrap.

Functional? Yes. Memorable? No.

Now imagine that same product presented in a custom rigid box with interior messaging, soft-touch
coating, maybe even a subtle reveal when it opens. Same product. Completely different perceived
value. Completely different emotional response.

| Packaging justifies margin. Packaging defends pricing. Packaging creates a story.

It moves the conversation away from “How cheap can we get this?” and toward “How impactful can we
make this?” That is a very different sales conversation.
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SECTION 5 — WHAT THIS SERIES WILL COVER

Over the next five sessions, I'm going to take you beyond basics. This is not Packaging 101. We're not
going to talk about what corrugated means or what a folding carton is at a beginner level. We're going
to talk about:

e How packaging changes your positioning.

e Where it creates real profit.

e How to introduce it without sounding pushy.

e How to use it in vertical markets.

e And how to turn it into a recurring revenue stream.

Because packaging is not an add-on. It's a strategic lever. It's one of the most underutilized profit
centers in the promotional products and print industries today, and the sales professionals who learn to
lead with it, intelligently, consultatively, strategically, will separate themselves from the commodity
crowd.

SECTION 6 — YOUR CHALLENGE

| Stop asking, “Do you need a box?” Start asking, “How is this being experienced?”

Because when you control the experience, you control the value. And when you control the value, you
control the margin.

Let's get started.
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QUICK REFERENCE — Packaging as Brand Experience

What Strategic Packaging Delivers

Outcome What It Means For You

Raises Average Order Value Premium presentation justifies a premium price point.

Protects Margin Moves the conversation away from cost and toward impact.

Differentiates You Separates you from price-based, commodity competitors.

Opens New Revenue Leads naturally into kitting, fulfilment, and warehousing
programs.

Elevates Your Role Repositions you from product vendor to brand-experience
strategist.

Reframe the Conversation

e From: “Do you need a box?” — To: “How is this being experienced?”
e From: “How cheap can we get this?” — To: “How impactful can we make this?”

e From: vendor who supplies product — To: strategist who designs the experience

The Core Positioning

“Packaging is not the container, it's the amplifier. It's the first impression, the
emotional trigger, and the moment that turns a product into an experience.”
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SESSION 2 | MASTERING PACKAGING STRATEGY HANDBOOK

STRATEGIC APPLICATIONS:
WHERE PACKAGING CREATES REAL PROFIT

SECTION 1 — FROM IDEA TO INCOME

In Session 1, we talked about the difference between being a product seller and an “experience”
architect. Now | want to get very practical. If packaging is just a creative idea in your head, it won't
change your income. You need to know where packaging makes financial sense. Not everywhere, but
strategically.

| Not every order deserves elevated packaging. But the right orders demand it.
Over the last 40+ years, I've learned something very important: if you can identify those moments, you

move from selling stuff to building systems of profit.

SECTION 2 — HIGH-IMPACT SCENARIOS

Let's start with the obvious. High-impact scenarios.

Executive Gifting. If your client is sending a $150 executive gift and it shows up in a basic mailer, the
experience collapses before it begins. That is a positioning failure. Executive gifting is about status,
appreciation, and intentionality. Packaging amplifies all three.

Employee Onboarding. Companies spend thousands recruiting top talent, and then they welcome
them with a shirt tossed into a box. That's not onboarding, that's fulfillment. When you introduce
structured onboarding kits, with messaging inside the lid, organized compartments, curated
sequencing, you are helping HR reinforce culture. That's not a product conversation, that's a strategy
conversation.

Product Launches. Packaging becomes theatre. Reveals matter. Interior print. Layered presentation.
QR integration. Sequential storytelling. The product might be impressive, but the reveal is
unforgettable, and unforgettable is what drives engagement.

Education Markets. Spirit kits. Fundraising campaigns. Athletic programs. Instead of distributing items
individually, what if everything is curated into a themed kit? Now you're increasing average order value,
simplifying distribution, and creating something parents and students perceive as premium.

Packaging creates cohesion. Cohesion creates perceived value. Perceived value
protects margin.
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SECTION 3 — THE RECURRING REVENUE MODEL

Now | want to push this one step further. Packaging is not just about impact. It's about recurring
revenue. This is where most reps leave money on the table.

When you introduce packaging into a program, onboarding, quarterly recognition, donor appreciation,
client thank-you campaigns, you create repeatable systems:

e Monthly drop kits.
e Quarterly executive boxes.
e Seasonal appreciation campaigns.

That's continuity revenue. And continuity revenue stabilizes your business.

SECTION 4 — THE BRIDGE TO PROGRAM THINKING

In my consulting work, including my role as a strategic consultant with Keepsake Products USA, one of
the conversations we constantly have is this: how do we move clients from transactional buying to
program thinking?

Packaging is often the bridge. Once a client sees how presentation amplifies impact,
they start thinking in campaigns, and campaigns have legs.

SECTION 5 — KITTING & FULFILLMENT: THE HIDDEN REVENUE

Now let's talk about another area people overlook. Kitting and fulfillment. Once you introduce custom
packaging, you open the door to:

e Assembly revenue.

e Pick-and-pack revenue.
e Warehousing revenue.
e Drop shipping revenue.

With these opportunities, you're no longer just selling a product. You're managing a process, and when
you manage the process, you become harder to replace. That's strategic.
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SECTION 6 — STRATEGIC RESTRAINT

But here's the discipline part. You don't force packaging onto every order; that makes you look
opportunistic. Instead, you ask better questions like:

e “How is this being distributed?”

e “Is this handed out or shipped individually?”

e ‘“Is this meant to impress or simply inform?”

e “What feeling do you want the recipient to have when this arrives?”
Notice what I'm not asking; I'm not asking, “Do you need a box?” I'm diagnosing opportunity. Because
packaging should:

e Solve a problem.

e Elevate perception.

e Protect product.

e Reinforce culture.

¢ Increase engagement.

e Simplify distribution.

e Justify margin.

If it doesn't do one of those things, it may not belong in the solution. That's strategic restraint, and
restraint builds credibility.

SECTION 7 — YOUR ASSIGNMENT

Now here's the bigger takeaway. If you look at your current client base, right now, and you scan your
top 20 accounts, | promise you this: there are packaging opportunities sitting there that you've never
discussed.

e Onboarding.

e Recognition.

o Trade show Kits.

e VIP gifting.

e Seasonal campaigns.

e Client appreciation.

The opportunity isn't missing. The conversation is.

Pick three existing clients — not prospects — and ask: “Where could packaging
elevate what they're already doing?”
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Because the easiest sale you'll ever make is improving something that already exists. And when
packaging increases impact, it increases profit.
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QUICK REFERENCE — Where Packaging Creates Profit

High-Impact Scenarios

Scenario What It Means For You

Executive Gifting Status, appreciation, and intentionality — packaging amplifies all
three.

Employee Onboarding Turns fulfillment into culture reinforcement HR can point to.

Product Launches Packaging becomes theatre — the reveal drives engagement.

Education Markets Curated spirit/fundraising kits raise AOV and perceived value.

Recurring Programs Monthly, quarterly, and seasonal kits create continuity revenue.

Kitting & Fulfillment Assembly, pick-and-pack, warehousing, and drop ship revenue.

Diagnostic Questions to Ask
e “How is this being distributed?”

e “Is this handed out or shipped individually?”
e ‘“Is this meant to impress or simply inform?”

e “What feeling do you want the recipient to have when this arrives?”

The Core Positioning

“The easiest sale you'll ever make is improving something that already exists. When
packaging increases impact, it increases profit.”
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SESSION 3 | MASTERING PACKAGING STRATEGY HANDBOOK

DESIGN, STRUCTURE & MATERIALS:
WHAT EVERY STRATEGIC REP MUST KNOW

SECTION 1 — COMPETENCE BEFORE CONFIDENCE

So far, we've talked about positioning. We've talked about profit opportunity. Now we're going to step
into something critical: competence.

Because here's the truth. If you're going to introduce packaging strategically, you must know enough to
guide the conversation intelligently. Not engineer it. Not manufacture it. But lead it.

“I'll check with my supplier...” vs. “Based on how this is being distributed, a rigid
structure would elevate this significantly.”

Confidence changes perception, and perception determines whether you're seen as a rep or a
strategist.

SECTION 2 — STRUCTURE: NOT ALL PACKAGING IS EQUAL

Let's level up your understanding. First, structure.

Rigid Boxes. These are your premium plays. High-end, substantial, strong walls, typically used for
executive gifting, VIP programs, high-perceived-value moments. They communicate permanence.

Folding Cartons. More flexible. Lighter weight. Often more cost-efficient. Excellent for product
launches, retail-style packaging, mail distribution when weight matters.

Corrugated Mailers. Functional, yes, but customizable. Print inside. Print outside. Use messaging
under flaps. Turn “shipping container” into “brand touchpoint.”

Magnetic Closure Boxes. These elevate presentations instantly. That subtle snap when it closes?
That's psychology. That's theatre. That's experience.

Then, inserts:

e Foam inserts.
¢ Custom die-cut inserts.

e Layered compartments.

When you control the order in which items are revealed, you control the emotional
flow. That's not manufacturing knowledge, that's strategic thinking.
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SECTION 3 — FINISHES: WHERE INTERMEDIATE REPS SEPARATE

Now let's talk finishes. This is where intermediate reps separate themselves.

Soft-touch coating — changes tactile perception immediately.
Foil stamping — adds authority.

Emboss or deboss — creates dimension.

Spot UV — draws the eye intentionally.

Liqui-print — adds dimension to text or images.

Interior print — often overlooked, but incredibly powerful. If you're only printing the exterior,
you're leaving impact behind.

SECTION 4 — OPERATIONAL INTELLIGENCE

And here's something most reps never consider: weight, shipping method, assembly complexity.

If something is being drop-shipped individually, structure matters differently than if it's being handed out
at a conference. If assembly is complicated, you must factor labor. If the product is fragile, protection
becomes part of the strategy, not an afterthought.

| This is where you move beyond aesthetics and into operational intelligence.

SECTION 5 — SUSTAINABILITY, SPOKEN PRECISELY

Now let's address sustainability, carefully. Because this is where a lot of reps speak in generalities:
“Sustainable.” “Eco-friendly.” “Green.” But what does that mean?

Is it recyclable?

Is it compostable?

Is it FSC-certified board?

Are soy-based inks being used?

Is the structure reducing void fill?

If you're going to introduce sustainability, speak precisely. Clients respect clarity.

And avoid greenwashing. If it's recyclable, say recyclable. If it's partially sustainable, say partially
sustainable. Integrity builds long-term positioning.
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SECTION 6 — ASK, DON'T ENGINEER

Now let me connect this back to your role. In my work as a strategic consultant with Keepsake Products
USA, one of the consistent themes is this: salespeople don't need to know everything, but they must
know enough to lead.

You are not expected to engineer packaging, but you are expected to ask intelligent structural
questions. For example:

e “How is this being shipped?”

e “Is this handed out or mailed?”

e “Does this need to survive freight?”

e ‘“Is the reveal part of the experience?”

e “Is weight a concern?”
When you ask structural questions, clients see depth. When you speak confidently about finishes,

clients see sophistication, and sophistication justifies margin.

When you sell on price, you shrink your value. When you sell on strategy, you
expand it. Packaging knowledge expands your authority.

SECTION 7 — OUTCOME FIRST, SPECIFICATIONS SECOND

Now here's the discipline part. Do not overwhelm clients with technical jargon. Translate it.

Instead of saying, “This is 1200 gram rigid board with a magnetic flap...” say, “This structure will feel
substantial and elevate the perceived value immediately.”

Outcome first. Specifications second. Always. Because clients buy outcomes, not
millimeters.

So, here's your takeaway from this session. You don't need to be a packaging engineer, but you do
need to be structurally aware, because when you understand structure, finishes, materials, and
distribution dynamics, you stop reacting, and you start advising. And remember, advisors don't get
price-shopped the same way product sellers do.
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QUICK REFERENCE — Design, Structure & Materials

Structure Options at a Glance

Structure / Element What It Means For You

Rigid Boxes Premium plays for executive gifting and VIP moments — they
communicate permanence.

Folding Cartons Lighter, cost-efficient — strong for launches, retail, and mail
when weight matters.

Corrugated Mailers Functional and customizable — print inside and out to turn
shipping into a touchpoint.

Magnetic Closure Boxes The snap-close reveal instantly elevates presentation —
psychology and theatre.

Inserts & Compartments Foam, die-cut, and layered inserts control sequencing and
emotional flow.

Finishes Soft-touch, foil, emboss/deboss, spot UV, liqui-print, and interior
print add authority.

Structural Questions to Ask
e “How is this being shipped?”

e “Is this handed out or mailed?”
e “Does this need to survive freight?”
e ‘“Is the reveal part of the experience?”

e “Is weight a concern?”

The Core Positioning

“Outcome first. Specifications second. Always. Clients buy outcomes, not
millimeters.”
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SESSION 4 | MASTERING PACKAGING STRATEGY HANDBOOK

SELLING PACKAGING
WITHOUT SOUNDING PUSHY

SECTION 1 — THE REAL ISSUE

By now, you understand the power of packaging. You understand positioning. You understand profit.
You understand structure.

Now we address the real issue. How do you introduce packaging without sounding like you're just trying
to add cost? Because let's be honest, the moment a client hears “additional component,” their brain
sometimes translates that into “additional expense.”

If you introduce packaging poorly, it feels like upselling. If you introduce it
strategically, it feels like leadership.

The difference? Discovery.

SECTION 2 — QUESTIONS ARE THE ANSWER

If you've heard me speak, whether in my presentation “Questions Are the Answer: Interview Clients
First, Sell Second,” or in any of my consulting sessions, you know | believe something deeply.

The quality of your income is directly tied to the quality of your questions. Packaging
should never be pitched. It should be uncovered, presented.

If a client calls and says, “I need 500 jackets,” the average rep says, “Great. Here are options.” The
strategic rep says, “Tell me how these are being used.” That one question changes everything.

Are they:

e Being handed out at a recognition event?
e Mailed to remote employees?

e Given to executives?

e Used as a recruitment tool?

Because how something is distributed determines whether packaging even belongs in the
conversation.
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SECTION 3 — QUESTIONS THAT OPEN THE DOOR

Now here are better questions, ones that naturally open the door:

e “How is this being presented when it arrives?”
e ‘“Is this meant to impress, inform, or simply distribute?”
e ‘“Is this a one-time touchpoint or part of a larger campaign?”
e “What feeling do you want the recipient to have when they receive this?”
Notice something. None of those questions mention packaging. But they all lead to it. That's strategic

selling.

If the client says, “We want this to feel elevated, it's for top performers,” now you have permission. You
can respond with:

“If we elevated the presentation, it could significantly increase the perceived value.
Would you like to explore that?”

See the difference? You're not pushing. You're advising.

SECTION 4 — HANDLING THE PRICE OBJECTION

Now let's talk about objections. Because you will hear: “That's probably too expensive.”

Here's where your belief system matters. If you believe packaging is fluff, you'll retreat. If you
understand it's strategic, you'll reframe.

Instead of defending price, ask: “Compared to what, the cost of being forgotten?” Or: “If this is meant to
recognize your top 10%, should the experience reflect that level of importance?” You're not arguing,
you're reframing.

| When you defend price, you shrink. When you defend value, you lead.

Packaging is a value defense mechanism, but here's something equally important. Don't recommend
packaging where it doesn't belong. If it's a mass giveaway pen at a trade show, basic distribution may
be fine.

Strategic selling includes restraint, and restraint builds trust.
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SECTION 5 — BUNDLING: SELLING A MANAGED SOLUTION

Now let's talk about bundling; this is where sophistication increases.

Instead of saying, “We can add a box,” you say, “We can create a fully curated kit: product, packaging,
assembly, and direct-to-recipient fulfillment.”

Now you're not selling packaging, you're providing a frictionless option. You're
selling a managed solution, and managed solutions are harder to price compare.

This ties directly into something | teach frequently: vertical market specialization. When you understand
your client's industry deeply, you'll see natural packaging opportunities.

¢ Healthcare onboarding kits.

e School spirit kits.

e Real estate closing gifts.

o Financial VIP client boxes.

e Automotive service reminder programs.

Packaging therefore becomes part of a system, not a line item, and systems create continuity.
Continuity creates stability.

SECTION 6 — THE MINDSET SHIFT

Stop thinking, “How do | add packaging?” Start thinking, “Where does packaging
improve the outcome?”

That's consultative selling. That's strategic leadership. And that's how you separate yourself from online
order takers.

Also remember something | say often: it's not your perception that defines your value. It's the client's
perspective. If they see you as someone who thinks beyond product, someone who anticipates impact,
your positioning elevates.

SECTION 7 — YOUR CHALLENGE

So, here's your challenge before Module 5. In your next five client conversations, don't force packaging.
Just ask better discovery questions. Listen for emotional triggers. Listen for distribution clues. Listen for
campaign thinking; and when the opportunity appears, lead it.

When packaging is introduced and presented through insight, it never feels pushy. It
feels professional.
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QUICK REFERENCE — Selling Without Sounding Pushy

Discovery Questions That Open the Door

Ask This What It Means For You

“How is this being presented when it Surfaces the unboxing moment without ever saying
arrives?” the word packaging.

“Is this meant to impress, inform, or Diagnoses whether elevated presentation is even
simply distribute?” warranted.

“Is this a one-time touchpoint or part of a Opens the door to recurring, program-level thinking.
larger campaign?”

“What feeling do you want the recipient Uncovers the emotional outcome the client is

to have?” actually buying.

“Tell me how these are being used.” The single question that changes the entire
conversation.

Reframing Price Objections
e “Compared to what — the cost of being forgotten?”

e “If this recognizes your top 10%, should the experience reflect that?”

e Lead with a curated kit / managed solution, not “add a box.”

The Core Positioning

“When packaging is introduced and presented through insight, it never feels pushy.
It feels professional.”
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SESSION 5 | MASTERING PACKAGING STRATEGY HANDBOOK

PACKAGING AS A PROFIT CENTER:
BUILD IT. OWN IT. LEAD IT.

SECTION 1 — SELL PRODUCTS OR BUILD SYSTEMS

Up to this point, we've talked about:

o Positioning.
e Profit opportunities.
o Structure and materials.
e« How to introduce packaging without sounding pushy.
Now we take it to its highest level. Packaging is not an add-on. It is a profit center, and if you treat it that

way, it will change your business. If you don't, it will remain a missed opportunity.

The sales professionals who survive sell products. The sales professionals who
thrive build systems. Packaging allows you to build systems.

SECTION 2 — LAYERED PROFITABILITY

Let's start with something practical. When you introduce packaging strategically, you unlock:

o Kitting revenue.
e Assembly revenue.
e« Warehousing revenue.
e Pick-and-pack revenue.
e Drop-ship revenue.
e Program management revenue.
That's not theory. That's layered profitability.
Now think about this through the lens of continuity. A one-time order is a transaction. A quarterly

onboarding kit is a program. A seasonal appreciation campaign is a program. A monthly executive
recognition box is a program.

Programs create predictability. Predictability creates stability. Stability creates
confidence, and confidence changes how you sell.
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In my profitability presentation, “Profits Feed Families: Stop Selling on Price,” | speak about the danger
of low-margin thinking. When you live in product-only conversations, you are vulnerable. When you
manage process and presentation, you are differentiated. Packaging moves you upstream.

SECTION 3 — ALIGNING WITH VERTICAL MARKETS

Now let's layer in vertical markets. If you've followed my work, you know I'm a strong advocate of
focusing on four to five vertical markets, not everything for everyone, and packaging becomes
exponentially more powerful when aligned with vertical expertise.

Healthcare: Patient welcome kits. Physician onboarding kits.

Education: Spirit boxes. Fundraising kits. Graduation recognition packages.

Financial Services: VIP client onboarding. Referral appreciation programs.

Real Estate: Closing gifts presented intentionally.

Automotive: Service loyalty programs.

Once packaging becomes part of a vertical strategy, it stops being optional. It becomes expected, and

that's where positioning shifts.

SECTION 4 — OWNING THE IDENTITY OF STRATEGIST

Now let's talk about something even more important. Identity. Are you comfortable being seen as a
packaging strategist? If you're not, you'll default back to product selling.

In my role as a strategic consultant with Keepsake Box USA, one of the things | see repeatedly is this:
salespeople underestimate the authority packaging gives them.

When you speak intelligently about structure, presentation, sequencing, and program
design, you command a different level of respect. You're no longer quoting. You're
advising.

And advisors do not compete the same way commodity sellers do. But this only works if you commit.

o Commit to asking better questions.

e Commit to introducing experience, not just product.
e Commit to building programs, not just orders.

e Commit to defending margin, not apologizing for it.

Packaging is not magic. It's strategic leverage, and leverage, when applied correctly, multiplies effort.
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SECTION 5 — WHAT APPLIES TO YOU CHANGES YOU

Now | want to close this entire series with something direct.

If you've listened to these modules and thought, “That's interesting...” — nothing changes. However, if
you've listened and thought, “That applies to my clients...” — then something can change.

SECTION 6 — YOUR 30-DAY ASSIGNMENT

So here's your assignment. Over the next 30 days:

o |dentify three existing clients. Not prospects. Existing clients.
e Develop one packaging-enhanced program idea for each of them. Not a product. A program.

Program ideas to consider:

e Onboarding.
o Recognition.
e Seasonal campaign.
e VIP experience.
Build the idea. Present it confidently. Lead the conversation, and track what happens. Because if you

do this with discipline, | promise you something:

You will increase perceived value. You will elevate your positioning. You will protect
your margins, and you will separate yourself from the price-driven noise in this
industry.

SECTION 7 — YOUR EDGE

The promotional products and print industries are evolving. Al is accelerating. Commoditization is
expanding. Online competition is relentless.

| Therefore, experience is your edge. Packaging is your amplifier.

So, the question is not, “Can | sell packaging?” The question is, “Will | lead with strategy?” Because the
sales professionals who control the experience control the value, and those who control the value
control their future.

Now go build it.
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QUICK REFERENCE — Packaging as a Profit Center

Vertical Markets & Program Opportunities

Vertical / Stream What It Means For You

Healthcare Patient welcome kits and physician onboarding kits.

Education Spirit boxes, fundraising kits, and graduation
recognition packages.

Financial Services VIP client onboarding and referral appreciation
programs.

Real Estate Closing gifts presented intentionally.

Automotive Service loyalty programs.

Revenue Streams Kitting, assembly, warehousing, pick-and-pack, drop-

ship, and program management.

Your 30-Day Assignment
e |dentify three existing clients — not prospects.

e Develop one packaging-enhanced program idea for each: onboarding, recognition, seasonal
campaign, or VIP experience.

e Build the idea, present it confidently, lead the conversation, and track what happens.

The Core Positioning

“The sales professionals who control the experience control the value, and those
who control the value control their future. Now go build it.”
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