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What this is. This is the field guide to the thing a stranger is really deciding about. An offer
is how you package, price, guarantee, and deliver so the value outweighs the cost. The guide
starts with what an offer is and why it decides whether anyone pays attention at all, then works
through how to find what to sell, the five offer shapes that work in cold outbound, how to use
bonuses without cheapening the thing, and how to compress the whole construction into one

sentence a stranger can repeat.

01 WHAT AN OFFER IS

An offer is how you present whatever you’re selling to your target audience. It's how you package, price, guarantee,
and deliver a service so the value massively outweighs the cost. You make it so compelling that people think it’s a no-

brainer to buy.

At its core, an offer is not just the service itself, but the way that service is structured into a clear, desirable, and low-
risk decision. It takes a specific problem, ties it to a specific person, and presents a defined outcome within a certain
timeframe. The strength of the offer comes from how clearly that outcome is communicated and how confident the

buyer feels in achieving it.
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What often gets misunderstood is that the service rarely changes. What changes is how it is framed. It alters how the
buyer perceives risk, timing, and value. These structures exist to remove friction, build trust, and make the decision

easier.

An offer is therefore the mechanism that translates your capabilities into something the market wants to buy. It sits

between your business and the buyer, shaping how your service is understood, evaluated, and ultimately purchased.

THE CORE IDEA

The service rarely changes. What changes is how you frame it, so the value feels far greater than the cost.

02 WHY IT MATTERS

An offer matters because it determines whether or not strangers pay attention to you in the first place. Strangers don’t
know how good your service is. They can’t see your fulfilment, your systems, or your internal quality. All they see is
how you present what you do. That means they judge you based on the offer, not the service itself. If the offer isn’t

clear, compelling, or safe, they won’t even consider learning more, regardless of how strong your delivery is.

This becomes even more important in competitive markets, where many companies claim to do the exact same
thing. Everyone says they get results, have better quality, or offer great service. To a stranger, those claims sound

identical. The offer is what separates you. It’'s what makes someone pause and think, “this is different.”
They don’t trust you yet

On top of that, a stranger has never seen you before. They don’t know you, they don’t know if your service is any
good, and they have no proof you can deliver. Their trust in you is close to zero, and low trust is the single biggest
thing stopping them from buying. The offer is what gets them over that line, because it gives them enough of a reason
to act before they’ve had any chance to trust you.

The real reason a strong offer matters

The biggest reason a strong offer matters is what it does to every number downstream. It doesn’t just win you more

attention at the top, it lifts every single step after it, and those lifts stack on top of each other.

* It’s cheaper to get eyeballs, because a stronger offer earns more attention for the same spend.

* Those eyeballs book in at a higher rate, because the offer gave them a real reason to raise their hand.
* They show up at a higher rate, because they’re excited about what they signed up for.

* They close at a higher rate, because the offer already did half the selling before you ever spoke.

* You get customers cheaper, because the whole funnel got more efficient.

* You get more customers in total, off the same spend and the same team.

* Those customers love what you do, so they send referrals, which cost you nothing to win.
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Put together, that means a higher LTV to CAC ratio and a real increase in the overall profitability of the business. Same
service, same team, same spend, but far more customers at a far lower cost, purely because people now have a reason

to buy from you.

Without a strong offer, you blend in and get ignored. With a strong offer, you stand out immediately, you create
curiosity, and you give people a reason to lean in, because what you'’re presenting feels more valuable, more relevant,

or less risky than anything else they’ve seen.

THE POINT

A strong offer lifts every step of the funnel at once, cheaper eyeballs, higher booking, show, and close
rates, cheaper customers, more of them, and more referrals. That means a higher LTV to CAC ratio and

a more profitable business, all because people finally have a reason to buy.

03 HOW TO FIND WHAT TO SELL

Every offer starts with a pain. Someone has a problem, and value is created the moment you take that problem away.
So before you touch packaging, pricing, or guarantees, you find the pain your audience feels most, and then you find

the outcome that removes it. That outcome is what you're selling, and it is the core of the entire offer.

You don’t need a deep customer-avatar exercise for this. You just need to know how your audience describes their
pain in their own words. Look at how they talk about the problem, the reviews they leave, the complaints that keep
coming up, and notice the language they reach for. That language becomes your outcome, your hook, and your copy,

because you're mirroring the exact result they already wish they had.

THE STARTING POINT

Someone has a pain, and value is created the moment you remove it. The outcome that removes the pain

is what you're selling.

In practice, this always starts from what people are already angry about. Find the loudest complaint, then make the

offer the direct answer to it.

1. Car insurance. Customers complain about slow claims and never reaching a human, so you offer to answer the

phone within two minutes and settle every claim within thirty days, or next year’s policy is free.

1. Cold email. They complain about agencies that lock them into long retainers and deliver nothing, so you offer to

only get paid when a deal closes.

1. Websites. They complain about paying thousands up front and waiting months for something they don’t even like,

so you offer to build it first and only get paid once they’re happy.
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1. Recruitment. They complain about big fees for hires who quit within weeks, so you offer $0 down and full payment

only once the hire has stayed three months.

1. Paid ads. They complain about burning budget with nothing to show for it, so you offer to take a cut of the revenue

you generate.

The outcome is the core of the offer. If the outcome is weak, the offer fails, no matter how good the copy, targeting,

or risk reversal is. It’s the thing the prospect wants and the reason they stop to pay attention.
How to find the outcome

Every business outcome lands in one of three buckets. The prospect saves money, saves time, or makes money.
Making money is always the strongest, because it’s the most universally wanted and the easiest to quantify. To get

there, keep asking “and what’s the outcome of that?” until you can’t go any further.

* Builds CRM systems — better visibility — more consistent follow-up — they close more of the leads they already

have. That’s the outcome.

* Manages Google Ads — more traffic — more conversions — more revenue at a higher return on ad spend. That’s

the outcome.

* Runs training programs — employees learn faster — they ramp up quicker — they contribute revenue sooner —
the company makes more money per employee. That’s the outcome.

What makes a good outcome

* Buyer-facing. Describe what they get, not what you build. “We build you a CRM” is not an outcome, “you close more

of the leads you already paid for” is.

e End of the value chain. Push all the way to what they want, which is almost always making money over saving

money or time. Keep going until you reach the thing they care about.

e Specific and directional. “Add five clients” or “an extra $100K in revenue,” never “improve performance” or “optimize
sales.”

* Stackable only if connected. “Close more deals and convert your existing leads” works because they’re related, “close

more deals and improve employee onboarding” doesn’t, because they’re not.

THE

ONE-SENTENCE TEST If the prospect can’t repeat the outcome to a colleague in one simple sentence, it

isn’t sharp enough yet. Rewrite it until they can.

04 UNDERSTAND YOUR BUSINESS

Before you build a single offer, you have to understand the economics of the business you’re building it for. This is

the part most people skip, and it’s why most offers lose money. The structure you choose, how much you can afford
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to give away, whether you lead with a cheap entry point or go straight for the full package, all of it is decided by the
numbers underneath. Get the economics right and you build an offer that pulls in the most customers at the highest
total profit. Get them wrong and even a beautifully written offer will bleed you dry. So this is where you start, before

you ever think about outcomes, guarantees, or wording.
There are three numbers you need to know cold.

e LTV, lifetime value. What a customer is worth to you over the entire time they stay. When your LTV is high, you can
afford to get people in cheap and make your money over the long run, because a small first yes closes far more
often than a big one. When your LTV is low, you can’t afford to give much away, so the offer has to turn a profit

from the very first sale.

* CAG, cost to acquire. Everything you spend on marketing and sales to win one customer. On its own the number
means little. What matters is how it sits against your LTV, because that gap is where all your profit lives. When your
LTV is high and your CAC is low, you can afford to spend aggressively, even give things away, to win a customer,

and still come out far ahead.

* How you charge. Whether you take money upfront, on a retainer, per project, or half up front. If there’s one big
upfront cost, that’s friction sitting between you and the sale, and it’s your job to break it down so it’s easier to say
yes, whether that’s splitting it into installments or doubling the price and “discounting” to the entry point. Knowing

how the money comes in tells you how much room you have to restructure the offer.

THE RATIO IS EVERYTHING

It’s not LTV or CAC on their own, it’s the gap between them. A high LTV against a low CAC is what lets

you spend big, even give things away, and still walk away with more money than you started with.

05 THE FIVE OFFERS

There are five different ways to build an offer, and the sections that follow break down each one. You don’t have to
pick just one. You can combine them however you want, stacking two or three together, or you can use a single one

on its own. All five work.

The point is that some work better for certain businesses than others, depending on your service, your economics,
and the pain your audience feels most. A business with high margins can give things away that a low-margin one
can’t. A market full of burned, distrustful buyers needs risk stripped out before anything else. So read through all five,
understand what each one does and when it shines, then choose the one, or the mix, that fits what you’re selling.
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MIX AND MATCH

You don’t have to choose just one. Combine them however you like, or run a single one on its own. All

five work, some just fit certain businesses better.

06 THE OUTCOME OFFER

What it is. You make the deliverable so compelling, so specific, and so desirable that the prospect can’t ignore it. Not
“we’ll help you grow” or “we’ll improve your results.” Something concrete that paints a picture of exactly what they’ll
get. The outcome has to be bold enough that it stands out from everything else they’ve seen. It needs to make them

stop and think, “if that’s even half true, it’s worth a conversation.”

When to use it. Use this when you have a good service or product you can fulfill on. It’s also the best offer to use
as bait, you lead with the bold outcome to get people through the door, and if they turn out not to be a fit for it, you
downsell them to something more realistic. Either way, reach for this one whenever you need a lot of people through

the door, because a big, specific promise is too good to scroll past.

What it must contain. Three things, the outcome you'll get them, the timeframe you’ll get it in, and the how, the

mechanism you’ll use to get them there.

Examples. Watch how the same offer gets stronger every time you add one more layer.

—_

. T'll help you lose 20kg of fat.
1. I'll help you lose 20kg of fat within 90 days.
1. I'll help you lose 20kg of fat within 90 days while adding 5kg of lean muscle.

1. I'll help you lose 20kg of fat within 90 days while adding 5kg of lean muscle through our Dad Bod to Summer
Shredded program.

1. ...through our Dad Bod to Summer Shredded program, with less than 1 hour of work a day.

1. ...with less than 1 hour of work a day and a done-for-you meal plan built around your schedule.

1. ...and a done-for-you meal plan built around your schedule, without cutting out the foods you like.
1. ...without cutting out the foods you like, with weekly 1-on-1 check-ins so you never stall.

Same core promise, but by the last version it’s specific, time-bound, low-effort, and easy to believe. That’s the difference

between an outcome people ignore and one they book a call over.

This is a front-end offer, and the back end can be different. The bold outcome exists to get the prospect on the call.
Once you're talking, the back end might look different. If a guy tells you he’ll only spend 10 minutes a day in the gym,
you can’t promise him that transformation, so you sell him a normal fitness program instead. That’s fine. The thing to

understand. You still walk away with far more sales overall, because your front-end offer is so much better than every
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other coach out there, even the ones who are just as good at the actual work as you are. The bold promise is what got
the conversation, and the conversation is what you needed.

Not everyone will qualify, and that’s the point. You don’t have to deliver the headline outcome to everyone who
responds. If someone’s eating 10,000 calories a day, you can’t help them lose even 5kg, and you just tell them that,
then sell them your more normal package. The bold offer brings the volume in, the qualification protects your delivery,

and the people who don’t fit still become customers on something that suits them.

07 THE RISK REVERSAL OFFER

What it is. You structure the offer so the prospect has absolutely nothing to lose. They don’t pay until they get the
result, they get a refund if it doesn’t work, or there’s no upfront commitment at all. The entire burden of risk shifts
from the buyer to the seller. This works because strangers don’t trust you yet. They have no proof that you can deliver.
By removing the risk, you eliminate the fear that stops them from engaging. They think, “even if this doesn’t work, I
lose nothing.” That’s enough to get them to pay attention.

When to use it. You use this when you’re in a market where prospects have been burned before. You use it when
you want to get a lot of calls. And you use it when you’re confident in your service. The same thing as before applies,
they have to qualify for it, and if they don’t, you just sell your normal stuff.

A few ways to remove the risk

1. Performance-based. You take a cut of the revenue or results instead of charging a flat fee. This works well when
results are directly measurable, like revenue generated or leads delivered, because the prospect only pays out of
the money you make them.

Fitness example. You charge nothing up front and take a set fee for every kilo of fat the client loses, so

they only ever pay for results they can see in the mirror.

1. Pay after the result is achieved. The prospect pays nothing until they receive the outcome. This is one of the strongest
reversals because there is zero downside for the buyer. If you don’t deliver, they owe nothing. It works for anything
with a clearly defined result, like hires placed, subscribers added, or listings removed.

Fitness example. The client pays nothing until they hit their 20kg goal. No result, no bill.

1. Pay in full after the result is achieved. The prospect pays a portion up front but only pays the full amount once the
result is delivered, so you still get cash flow during the work. The way to make this work is to double the price. If
your normal fee is 5K, price it at 10K, collect 5K up front, and take the final 5K once the result is hit. You get your

normal fee guaranteed, and the prospect feels safe because they only pay in full after seeing the result.

Fitness example. You normally charge 2,000. You price it at 4,000, take 2,000 to start, and the client
only pays the final 2,000 once they’ve lost the 20kg.
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1. Guarantee. The prospect pays up front, but if a specific result is not delivered within a specific timeframe, they get a
refund or you work for free until it is reached. This works when you’re confident in your delivery but don’t want to
move all your cash flow to the back end. The guarantee must be tied to a specific, measurable outcome. “If you're
not satisfied” is too vague and everyone says it. “If we don’t deliver 1,000 listings in the first month, we refund
you” is specific and credible. You can also add qualifiers that make it nearly impossible to claim, so the guarantee

is real and legitimate but almost nobody triggers it.

Fitness example. Lose 20kg in 90 days or I keep coaching you free until you do. It only holds if you
follow the plan and log your meals, so as long as you’re confident in your coaching, almost nobody

ever claims it.

Boosters

Boosters are not standalone risk reversals. They are amplifiers that make whatever primary risk reversal you chose

even stronger. On their own they are weak, but combined with a primary reversal they add extra pull.

1. No setup fee. Signals that the prospect doesn’t have to commit a large sum just to get started. Small thing, but it
removes one more point of friction. And even if you don’t have a setup fee, still say it out loud, because naming it

makes the prospect feel safer.

Fitness example. No 200 dollar onboarding fee, you go straight into training from day one.

1. $0 down. Similar to no setup fee but framed more aggressively. It tells the prospect there is no financial commitment

at the start, which makes the offer feel even safer.

Fitness example. Start today with O down, your first payment only comes out next month once you’re

already training.
1. Get started for free. This is the strongest booster. It can mean the first week or first few days are free, which is a real
thing you can offer. Very effective because the prospect reads “start for free” and thinks there is absolutely nothing

to lose. You don’t even have to specify the timeframe, just saying “get started for free” lets them fill in the blanks.

Fitness example. Get started for free, your first week of training and your meal plan are on me.

08 THE COMBINATION OFFER

What it is. It’s the two offers above combined, an insane outcome wrapped in zero risk. This is the grand slam, and
it’s still the play when you want to pull a lot of people through the door.

When to use it. Use this when you want to build a real grand slam offer and get a ton of people through the door.
Not everyone will qualify for it, and that’s fine, but the ones who see it give you a huge amount of traction. It’s the

strongest of the five for sheer volume of interest.
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What it must contain. All four pieces, the outcome, the timeframe, the mechanism, and the risk reversal. You're
stacking the best of both offers into one line, so make the outcome as bold as you can back up and the risk reversal
as strong as you can afford.

Here are a few complete grand slam offers, each one stacking a bold outcome with a strong risk reversal.

1. Fitness. Lose 20kg of fat in 90 days through our Dad Bod to Summer Shredded program, with less than an hour of
work a day, and you don’t pay a cent until you've hit the full 20kg.

1. Cold email. T'll get you four to eight high-ticket clients every single month through our Pay-On-Results Client Engine.
There’s no setup fee, and you only pay once you've signed them.

1. Recruitment. T'll place your next key hire within 14 days through our 90-Day Stick-Or-It’s-Free process, $0 down,
and you only pay in full once they’ve been with you three months.

09 THE STEPPING-STONE OFFER

What it is. You take your main service and break off a smaller, cheaper, easier-to-say-yes-to piece of it. It’s not as
valuable as the full thing, but it’s far easier to buy, because the price is low and the commitment is small. You get them

in with the small yes, deliver a real result, and then upsell the main service on the back end once they trust you.

When to use it. Use this when people are having a hard time saying yes to your main offer, because it’s the fastest
way to lift your closing rate. If they keep saying no to the big offer, put a stepping stone in front of it. It also works
when you just want more leads through the door, though it’s not as strong as the first three offers. Either way it beats
a plain “I'll build you a beautiful website,” because you’re leading with a concrete, low-risk first step instead of a big
scary commitment.

What a stepping stone looks like depending on what you sell.

1. Paid ads at 5,000 a month. Lead with a 500 ad teardown that shows exactly where their budget is leaking, and
hand them a plan to fix it.

1. SEO at 8,000 a month. Lead with a 1,000 site audit, one clear report on everything holding their rankings back.

1. Email marketing at 4,000 a month. Lead with a 750 flow, their welcome or winback series, and let the results make
the argument for you.

1. Websites at 15,000. Lead with a single 2,500 landing page for their most important offer.

THE FIRST YES

Selling a 500 yes lives in a completely different universe from selling a 5,000 one. Get the small yes,

deliver a real result, and the big sale closes itself.

10
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10 THE FREE OFFER

What it is. You do the very first deliverable for free, so the prospect gets to experience your work before they pay a
cent. It’s the easiest possible yes, because there is nothing to lose.

When to use it. Only when two things are true. Your LTV is high, and the thing you give away is cheap and fast for
you to deliver, low fulfillment cost and low time. It works best with sophisticated buyers who want to try you before

they commit, and when trust is low, because once they’re through the door the upsell is easy.

Say your LTV is 50,000 and you sell a YouTube service. You offer to edit their first video for free. You do it for 10
people who fit your service. On paper it feels like you just did a pile of free work, but if 2 of them sign, that’s 100,000
in LTV, and the time and cost to deliver those free edits was tiny. That’s the whole game, it’s far easier to say yes to
free, and every free job is a live audition for the paid one.

The quality bar is everything. This only works if your work is great. If your editing is average, don’t run this, you’ll
close zero. If you blow them away, you can close most of them, because now they’ve seen your face, heard your voice,

seen the quality, and felt the impact. At that point they don’t need convincing, they just want the full service.
What giving something away looks like depending on what you sell.

1. YouTube agency. Edit their first video for free so they see the quality before any conversation about price.

1. Cold email. Write and load their first campaign for free, and let the replies make your case for you.

1. Content or SEO. Write and publish their first piece, ranked for a keyword they care about, on the house.

ONLY IF

YOU'RE GREAT Free work is a live audition. Blow them away and you’ll close most of them. If the quality

isn’t there, this offer closes zero, so only run it when you know you’re the best they’ll see.

11 BONUSES

Bonuses aren’t offers on their own. They’re levers you bolt onto any of the five offers to make it hit even harder. Use
them once the core offer is already strong, never as a substitute for one. Here are five that work.

1. Scarcity

Scarcity is about quantity, the number of people you'll take on this offer, and it only works when it’s real. When
something is limited, people want it more and act now instead of putting it off, so cap it and mean it. A few ways to
do it.

* Limited spots. Cap how many you take on, like only 3 new coaching clients a month.

n
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 Limited bonuses. Give an extra only to the first set number of buyers, like a free custom meal plan for the first 15
people.

e Cohort limits. Run it in small groups capped by size, like a transformation challenge capped at 10 people.
2. Urgency

Urgency is about time, a real deadline that pushes people to act now instead of later, and like scarcity it has to be
honest. The cleanest version is cohort-based rolling urgency, where you start people in batches on fixed dates, so it’s
join the group starting Monday or wait for the next one. A few ways to do it.

* Cohort-based rolling. Fixed, recurring start dates, so they buy now or wait for the next intake.
* Seasonal. Tie the deadline to a real event, like a New Year shred or a summer-body cut-off.

* Pricing or bonus deadline. A price tier or a bonus stack that goes away on a set date.

3. Bundle

Instead of dropping your price to win the deal, keep the price high and stack high-value extras so the whole package
feels like a no-brainer. The trick is that people feel like they’re getting a pile of extra stuff, even when you haven’t
added much. Even if you have nothing new to give, you can take your existing offer apart, keep the main thing as the
core, and turn everything else into named bonuses. That’s the bundle. Build one in four steps.

1. Map the outcome and the obstacles. Write down the dream outcome, then every roadblock in the way, like no time,
no knowledge, or fear of failing again.

1. Solve each obstacle. For every roadblock, add a specific fix, a template, a tool, a done-for-you piece, or a guarantee.

1. Trim and stack. Cut the low-value, high-cost items, keep the high-value ones, and give each a clear name that says
what it does.

1. Total up the value. Add up what each piece is worth so the gap between what they pay and what they get is

impossible to miss.

When you present it, pitch the core service and its price first, then layer the bonuses on top, “and I’'m not just going to
youp p P y P Just going

give you that, I'm also going to include...”

Another thing you can do is add a “super” version of what you already do. You create a top tier internally and hand
it over as something special. For a fitness coach that’s a super trainer who’s run more than 1,000 sessions. For a cold
email CSM it’s a senior operator who’s worked with more than 200 clients. Same delivery, framed as elite access they
can’t get anywhere else, and the whole package feels worth far more.

4. Incentive

An incentive is where you bribe people to become customers by giving them something for free out of your own
pocket. It only makes sense when the LTV is high, at least 10,000, because then you can spend up to about 5% of that
LTV on a gift and it barely dents what the customer is worth. So a 10,000 LTV means around 500 to spend, and the
higher the LTV the more you can spend. At the end it doesn’t matter, because they make you so much money. The gift
makes you stand out, and you sign far more clients because almost nobody else does it.

* YouTube agency. Buy them a creator kit, ring light, microphone, and camera, around 500, so they’re ready to film
from day one.

12
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Podcast agency. Send a broadcast microphone and boom arm so their first episode already sounds professional.

Fitness coach. Post them a smartwatch or a set of adjustable dumbbells so they can start the moment they sign.

5. Naming

Naming is where you take the outcome and give it a name they want, one they won’t associate with everything

that burned them before. The outcome comes from the pain, exactly like you found it earlier, and then you wrap it

in a name that sounds fresh and desirable. Everyone offers the boring version, so the boring version gets ignored. A

named mechanism they’ve never heard breaks the pattern, so even a burned prospect won’t lump you in with the ones

who let them down. Same examples as before, just given a name.

Car insurance. The pain is slow claims and never reaching a human, so instead of car insurance you sell the 2-

Minute Claim Promise.

Cold email. The pain is agencies that lock you in and deliver nothing, so instead of cold email you sell the Pay-On-

Results Client Engine.

Web design. The pain is paying thousands up front for something you don’t even like, so instead of a new website
you sell the Pay-When-You-Love-It Build.

Recruitment. The pain is big fees for hires who quit in weeks, so instead of recruitment you sell the 90-Day Stick-
Or-It’s-Free Hire.

Paid ads. The pain is burning budget with nothing to show, so instead of ad management you sell the Revenue-
Share Growth Partnership.

Med spa marketing. The pain is agencies that flood you with tire-kickers, so instead of social media marketing you

sell the Financially Qualified Patient Funnel.

NAME THE OUTCOME

Never sell the boring thing. Name the outcome they want, and even a burned prospect won't tie you to

the agencies that let them down.

12 PUTTING IT ALL TOGETHER

You now have every piece. Building an offer is just running them in order.

1.

1.

1.

Find the pain. Start with what your audience is already angry about, in their own words. The outcome that removes

that pain is what you're selling.

Push to the real outcome. Keep asking “and what’s the outcome of that?” until you land on making money, saving

money, or saving time, the thing they’d pay for.

Check the economics. Know the LTV, the CAC, and how they charge, because those three numbers decide how bold

you can go and how much you can give away.

13
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1. Pick your offer. Choose from the five, an insane outcome, a risk reversal, the two combined, a stepping stone, or

something free, based on the business and the market. Combine them whenever you can.

1. Stack the bonuses. Add scarcity, urgency, a bundle, an incentive, or a name, once the core offer is already strong.

1. Say it in one sentence. If a cold stranger can’t understand it and repeat it in one breath, simplify until they can.

THE WHOLE GAME

Same service, same team, same spend. The offer is the one thing you change, and it’s what turns a

stranger into a customer. Get that right and every number after it takes care of itself.

THE LAST WORD

A cold prospect does not know you, does not trust you, and has no proof you can deliver. The offer

is the only thing standing in that gap. Make the outcome specific, take the risk off their side of

the table, and price it so saying yes is the cheap decision and saying no is the expensive one. Get

that right and the rest of the machine has something worth carrying. If you would rather have

this run for you than run it yourself, that is the conversation this was meant to start. Book a

working session at close3x.com/demo or revenue.inc/demo, and we will map your setup and show

you exactly where the leaks are.

REVENUE.INC

THE AGENCY

Fully managed outbound for B2B. We fill your calendar,

you close the deals.

revenue.inc/demo

CLOSE3X

THE TOOL

Know who answers before you dial. Every number scored

before your reps call.

close3x.com/demo

WRITTEN AND RUN BY CHRISTIAN OLAND

linkedin.com/in/c-oland
youtube.com/@Christian_0land
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FOLLOW THE COMPANIES

linkedin.com/company/rev-enue-inc
linkedin.com/company/close-3x



