
Chapter 2
the root cause - why these strategies fail

At first glance, Spray and Pray Marketing, Hail Mary Sales, 
and Unstructured Startups may seem like completely 
different problems. One focuses too much on marketing 
activity, another depends on personal networks, and the 
last tries to figure it out on the fly.

But despite their differences, they all suffer from the same 
two fundamental issues:

1. A lack of a structured, repeatable sales process

2. A failure to develop high-quality segmentation that 
informs every stage of the process

The first problem creates inconsistent revenue and 
unpredictable sales cycles. The second makes everything 
harder, forcing teams to work inefficiently and chase the 
wrong prospects.

The result? Sales feels forced, marketing feels wasteful, and 
revenue remains unreliable.

"The significant problems we face cannot be solved 
at the same level of thinking that created them."

- Albert Einstein
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The First Problem: 
      No Structured 
      Sales Process

"If you fail to plan, you are planning to fail."
- Benjamin Franklin

A well-structured sales process turns sales from a guessing game into 
a predictable system. Without it, companies rely on gut instinct, 
relationship selling, and inconsistent tactics—leading to:

Deals stalling because there’s no clear progression from one 
step to the next
Sales teams wasting time on bad-fit leads with no way to 
qualify effectively
Revenue fluctuating wildly from month to month with no 
predictability
Marketing and sales misalignment, causing frustration and 
blame

Even when companies generate leads, they struggle to convert them 
consistently because there’s no defined qualification process, 
discovery framework, or closing strategy.

With a structured sales process, you eliminate the chaos:

Every deal follows a clear, repeatable path from lead to close

Sales teams qualify faster, eliminating wasted time on bad-fit 
prospects
Revenue becomes predictable instead of random

Marketing and sales work together seamlessly

But having a structured sales process alone isn’t enough. If you’re 
attracting the wrong customers, everything still feels like an uphill 
battle.

That’s where segmentation comes in.
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The Second Problem: 
     Poor Segmentation

"You never really understand a person until you 
consider things from his point of view… Until you 

climb inside of his skin and walk around in it."
- Harper Lee (To Kill a Mockingbird)

Even with a great sales process, if you’re talking to the wrong people, 
nothing works efficiently.

Most companies think they’ve nailed their Ideal Customer Profile 
(ICP), but their segmentation is too broad, too surface-level, and too 
focused on who they want to sell to rather than why customers 
actually buy.

The extra step that companies fail to take is what I call the Out-of-Body 
Experience.

The Out-of-Body Experience
Most companies build their 
segmentation and messaging based 
on their own perspective:

• “Here’s what we do.”
• “Here’s why our product is great.”
• “Here’s why you should buy it.”

But customers don’t think that way.
They are focused on:

• “What’s my problem, and how is it 
affecting me financially or 
operationally?”

• “What solutions exist, and how do 
I know which one is right for me?”

• “How do I justify this purchase to 
my team?”

The Out-of-Body Experience forces 
companies to step outside their 
own perspective and see the 
buying journey through the 
customer’s eyes.

When you do this, you gain 
powerful insights that completely 
transform your marketing, sales 
process, and customer experience.
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Better Segmentation, 
               Better Insights

When companies take the extra step to see things from the customer’s 
perspective, it leads to:

Better Offer Packaging – Structuring pricing, features, and 
benefits in a way that aligns with customer motivation.
Stronger List Segmentation – Targeting the right people with 
the right messaging at the right time.
More Tailored Messaging – Speaking directly to customer pain 
points and emotional drivers.
Sharper Qualifying Questions – Filtering out bad-fit leads 
earlier in the process.
A Deeper Discovery Conversation – Encouraging customers to 
open up about their challenges and needs.
Better Rapport & Trust – Showing the customer that you “get 
them” and aren’t just pushing a sale.
Easier Closes – Removing friction from the buying process so 
customers feel like they’re making the decision, not being 
pressured.

The hardest part of sales isn’t closing—it’s attracting the right 
customers in the first place.

Once you’ve clearly identified the right ICP and built messaging 
that resonates, the rest of the sales process flows naturally.

Instead of chasing prospects and forcing a sale, you facilitate a 
conversation that makes them want to buy.
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Key Takeaway:
   You Can't Scale Chaos

Every company struggling with revenue inconsistency is missing one 
or both of these foundational elements:

1. A structured sales process to ensure every lead follows a repeatable, 
scalable path to close.

2. A refined, customer-informed segmentation strategy that attracts 
the right buyers in the first place.

When both are in place, the sales motion shifts from being pushy and 
forced to being natural and predictable.

People like to buy… they hate to be sold.

The next chapter introduces The GTM Engine, a structured framework 
designed to turn these insights into action—transforming chaotic, 
inefficient sales into a scalable, systematic revenue machine.

16


