


Before the Downbeat

If you walk into a concert hall before a performance, you hear every player warming up at once. Brass
runs scales, strings test arpeggios, percussion taps a roll.

It's sound without shape. Nothing becomes music until someone sets the pitch and the conductor gives a
clear downbeat.

Messaging follows a similar pattern.

Most people assume the message begins when a deck ships or a campaign goes live. The reality
runs deeper.

You've been setting the pitch since the first internal conversation: what problem you name, what proof

you include, which prompts you seed, and what sellers repeat. Tim Riesterer
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Those notes either harmonize or add noise.

If you're not intentional across the process, the market hears fragments. Parity creeps in. Price becomes
the tie-breaker. And activity goes up while conversion stays flat—especially when Al amplifies whatever

you start with.

In this e-book, you'll learn how to set the pitch early and keep it. You'll see how to rally quickly in high-
stakes moments, carry a clear story through live evaluations, and unify teams around an enterprise

narrative.

You'll get practical ways to keep people at the center of your story and use Al to scale it, so you shorten

your sales cycle, protect your price, and buyers remember your message above the rest.
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Mandated to Move Faster
(But Made to Sound the Same)

C-level executives now expect their commercial teams to use Al to scale activities,
generate more pipeline, and win more deals, even as they use Al to justify shrinking

budgets.
Meanwhile, buyers are also accelerating their use of Al tools.

In just seconds, they can research products and benchmark you against competitors
without talking to anyone or visiting your website.

By the time your team shows up, buyers feel confident in both the problem

and a preferred path.

That’s the Al double bind: you’re mandated to use Al to move faster
and personalize more, yet those same tools draw from the same
public inputs buyers and rivals use.

Sprinting from the Starting Line—But in Different Directions

Inside your organization, each team wants to move quickly—marketing gets heads down on
positioning. Sales focuses on decks and emails. And the product team zeroes in on competitors.

Certainly, every team can ramp up their speed and productivity with Al, but everyone is likely
building prompts in isolation, so any sense of a voice is fragmented.

Those fragmented, same-source inputs spill into the market—and that’s where the Al echo

chamber takes over.
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The Al Echo Chamber

When every team (and every competitor) prompts from the same public
pool of information, the result is high volume, familiar language, and
similar-sounding claims. In fact, more access to Al has not translated into
more revenue, and B2B win rates have stayed flat.

Buyers hear variations of the same story and struggle to see meaningful
differences, and that means hesitation.

If your message doesn’t reframe the problem or surface new risk, the status
quo feels safer—so “no decision” wins. When buyers do make a choice, all
the look-alike messaging can push the conversation to price alone because
nothing else separates you.

And when you look inside your organization, you're likely to see a burst of
activity but without any solid impact.

Your pipeline can look busy but stage progression stalls. Discounting starts
to become a popular tool, meaning your margins erode. These are all
symptoms of a message that sounds like everyone else’s.

Here’s the irony: when everyone draws from the same inputs, speed

amplifies sameness.

To break that cycle, you need to choose a clear, buyer-centered point of
view before you scale your message.
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What Happens When a
High-Stakes Moment Hits?

ZQX What It Can Cost You

A competitor launches. A rival slashes price. A regulation lands overnight.
The clock starts.

Most organizations are good at prepping for predictable moments—product UL e (gl et D] il Ll Inpuis, youlr messess

Ditcheslienewalstorclassiclcompettivalbakerofts misses, and the safest choice for buyers becomes no change.

But when a critical situation hits, their response turns reactive. Teams start e s i) ks, ol e leslie, cusiEinee

gathering SME insights, digging up some “close enough” messaging, adding el W

a dash of Al, and pushing something—anything—out the door. Reactive, SME-plus-Al mashups create confusion and erode

That feels fast, but it's not enough. trust, slowing alignment and leaving sellers without a timely,

confident story.
If your story isn’'t dialed to the buyer’s exact concerns in this moment—and if
it doesn’t offer a clear, unique point of view—it blends into the noise already

bouncing around the Al echo chamber. You don’t beat the echo chamber with more material. You beat

it by choosing what you want buyers to believe next—and
making that choice visible in the very next conversation.
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Step into the Gap, Seize the Advantage

A shift in the market puts everyone on high alert. And with good reason—
there’s usually a rapidly shrinking window to get your story to the buyer
first and set the tone of the conversation.

But while the instinct is speed at any cost, that typically results in more
noise when buyers really need clarity.

You need to move fast—that much is clear—but that speed must result
in a buyer-centered story tuned for the specific moment.

Aim for days, not weeks, with a short, concrete piece of copy that names
the buyer’s stakes, the risk in the status quo, and the contrast you want
the market to hear.

Launch Your Critical Response

1. Find Your Angle

When a competitor
launches, a regulation

shifts, or a public incident

Define the trigger and draft

hits, you don’t have one tight paragraph that

weeks—you have dqys- outlines your distinct POV.
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2. Build Your Message

That gives your managers a clear coaching target, and it arms your sellers
with precise language that creates contrast. It also gives marketing the
ability to scale the message across channels without diluting it.

Then turn that core into a simple visual and talk track, so managers and
reps carry it from discovery to decision.

When you can do that, buyers will hear a distinct point of view and can act
with confidence.

You move from reaction to control, replacing generic activity with
focused execution.

No matter your commercial story, use a simple three-step approach—find
your angle, build your message, activate your message—to effectively
respond when the stakes are highest.

3. Activate Your Message

Ship the brief to the field and
then run short, daily manager-led

Turn that paragraph into
a 60-90-second talk track
and a one-page field brief. huddles so everyone can coach to

the same message.
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When Your Message
Stops Moving the Deadl

ZQX What It Can Cost You

You push into a new segment or a must-win deal slows. The pressure

is on to prove you're different. __ _
¢ Pipelines can look busy but late-stage reviews

But the deck is stacked against you. Your buyers arrive with Al-shaped tilt to price and margin pressure rises.

opinions, and your own teams are likely creating their own prompts

in silos e Sellers start rewriting slides, and message

drift accelerates.

Developing a message that sets you apart seems like it might come

. . . e Buying committee confidence drops and the
down to “more”™—more proof points, more “personalized” variants, ying b y

more slides. And all of it produced at lightning speed. start hesitating or defaulting to the safe,

lowest-risk option.
But buyers have already seen most of that online. Because everyone
pulls from the same public inputs, your mid- and late-stage
conversations start to sound like everyone else in the market. Instead of “more,” start anchoring the conversation in a
clear contrast that buyers can’t find on their own. Then, you
can create a truly differentiated story.
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Give Your Sellers More Control of the Conversation

When a must-win opportunity slows or you enter a new segment, you Start by aligning a small, empowered group to lock one crisp, buyer-

need a solution story built for mid- and late-stage evaluations—where centered narrative. Package it as a simple visual plus a 60-90-second talk
buyers compare options and test trade-offs. track to test.

If what they hear matches what they already found online, conversations You can pilot that in active deals, capture buyer reactions, refine, and

drift to price and momentum stalls. enable managers to coach to the same narrative.

“More content” might be your first instinct. You'll see faster progression, fewer discount requests, and less slide

rewriting. Managers coach one message, sellers speak with confidence,

Instead, you should focus on anchoring the conversation and buyers hear a decisive point of view that moves the deal.

in clear contrast.

Help your buyers see what's at risk if they stay put, what’s changed in
the landscape, and what benefits could stem from a new approach.

Refresh Your Solution Story

When prospects shrug 3

at your message, you 1. Find Your Angle 2. Build Your Message 3. Activate Your Message
need a story that

makes your difference Identify the buyer’s current Draft a 90-second talk track Then, track stage progression,
_ . shortlist logic and the hidden and a one-page visual that discount requests, and

unmistakable in the very Hetiod Pag it requie
risk in the status quo. frames the stakes, the gap, a no-decision exits—start

next conversation. better state, and a next step. standardizing what works.
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What Happens When Your
Company Story Fragments

You've grown through M&A, new lines of business, and rebrands. But now
each team tells your company story a little differently.

Regions remix slideware, product groups protect their slice, and sellers
default to feature lists.

Al can speed up this misalignment because everyone starts from different
inputs, and each group produces its own “right” version that feels fine in
isolation but drifts in the aggregate.

Your buyers end up hearing fragments and struggle to connect the dots.

Analysts and partners get mixed signals, and sellers can’t explain the
whole in one story. That can result in slower cross-sells and deals that get
mispositioned.
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ZQX What It Can Cost You

e Launches slip as teams reconcile language,
leaders police slides instead of coaching, and
forecast risk rises.

e Brand meaning blurs, making price and category
comparisons easier and differentiation harder.

e Prompts diverge, so speed ends up amplifying your
messaging disparity.

But what if you could tame the chaos and get your leaders
rallying around one enterprise story your buyers will really
care about?
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Unify the Story, Increase Your Impact

When your business outpaces the story, teams ship their own versions Then, lock the angle—who you're for, what changed in the market, what
and buyers hear fragments. Launches wobble, cross-sell drags, and outcomes you want to be known for, and the contrast with the old category.

your brand sounds like pieces instead of a point of view.
You can capture this as a tight north-star paragraph and a simple portfolio

When that happens, you need to align quickly on one buyer-centered visual and then test it out with a few teams. After gathering field and buyer
company story and make it the upstream input for everything reactions, you can refine it quickly and then publish clear guardrails so

that follows. regions, products, and segments tailor without drift.

Start by pulling together one small, empowered group to make your That way, your teams can write from one source. You'll see faster onboarding,
messaging decisions. better coaching, and more solid forecasts.

You’'ll sound like one company, regardless of who's prompting, writing,
or where they sit.

Create Your Enterprise Narrative

When your business S

outgrows its story, buyers 1. Find Your Angle 2. Build Your Message | 3. Activate Your Message
hear fragments. Start

crafting one enterprise Convene a small group, Define who you are Publish a one-page narrative so you
narrative that makes your e.nr?powered to m.oke and develop a north.—star can seed the same language into

. . decisions, and lock in your paragraph, along with a your Al prompts and sales content.
difference unmistakable story angle. portfolio visual and That will give regions guardrails so

across products, markets, compelling stories for tailoring doesn’t create drift.
and channels. products/industries.
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Tim Riesterer, Chief Strategy Officer at Corporate Visions, is the sought after
expert on evidence-based revenue growth using counterintuitive approaches.
Known for his candid thought leadership and engaging keynotes, he’s spent
decades testing and refining go-to-market strategies that put buyers squarely
at the center. Tim is the author of four insightful books, including Customer
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Value Conversations, and The Expansion Sale.
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