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How to Address The Biggest Challenge for Both Inbound AND Outbound Sales



• Outbound Sales – Sometimes described as a "push strategy" or “interruption selling” —

when sales directly contacts prospects, hoping for engagement. 

– Channels:  Referrals, Email, Telephone, Trade Shows/Events, etc.

• Inbound Sales – Sometimes described as a "pull strategy" – when sales responds to 

marketing efforts to help customers find you.  

– Channels:  Website content (video, articles, whitepapers, etc.), Blogs, Social Media, SEO

The Difference Between Inbound & Outbound Sales Strategies



Inbound vs. Outbound Starting Points & Channels

Outbound Sales Inbound Sales

List of Leads Create Content

Engage With Leads Using 

Outbound Channels
(referral, phone, email, 

trade shows, etc.)

Promote Content Using 

Inbound Channels
(website content, video, articles, 

whitepapers, blogs, social media, 

SEO, etc.)

Create Conversation



Key Point #1

Inbound & Outbound Have The Same Goal: 

Generate a Conversation With a Qualified Prospect



Key Point #2

Customers Follow a Predictable Process When 

Making Decisions



• Customers Follow a Predictable Process When Making Purchasing Decisions

• In General, Customers Follow Three Basic Phases:

Predictable Process

Awareness Consideration Decision



Buyer’s Journey



Buyer’s Journey

Awareness Consideration Decision



• Most B2B sales have many buying influences.

• Certain events can cause buying influences to move back and forth along the path.

The Buyer’s Journey is Not Always Linear



• What changes is:

– The Channel of Communication

– The Conversation We Need to Have Prepared

• Outbound Sales More Likely to Have Conversations in the Awareness Phase.  Inbound Sales More Likely to Have Conversations in the Consideration Phase 

The Buyer’s Journey Doesn’t Change For Inbound or Outbound

Awareness Consideration Decision

Outbound Conversations     Inbound Conversations



Key Point #3

The Buyer’s Journey Doesn’t Change For 

Inbound or Outbound



• Outbound Could End Up Contacting a Prospect at Any Given Stage

• Inbound Creates Content to Attract Customers at Every Given Stage

• Both Inbound & Outbound Need to be Prepared to Answer The Questions at Every Stage

The Questions Are The Same Regardless of Strategy

Outbound Conversations     Inbound Conversations



Key Point #4

Inbound & Outbound Need to be Prepared to 

Answer Questions at Every Stage of The 

Buyer’s Journey



• Trying to have a conversation in one stage when the customer is in another

The Most Common Mistake in The Buyers Journey

Our solution is 

the best!



Meet The Customer Where They Are

The Golden Rule of Sales Engagement



Technology Abounds to Help Inbound / Outbound



Don’t Get So Distracted By Technology That The Fundamentals Are Forgotten

Technology is an Enabler



What is your core value proposition?



Key Point #5

Your Core Value Proposition is Mission-

Critical Information That You Must Have to 

Succeed in Selling 



#1 Challenge For Both Inbound & Outbound sales:

Weak Value Propositions & Messaging

#1 Challenge For Both Inbound & Outbound Sales

Challenge



No amount of strategy, technology or effort can 

compensate for a weak value proposition.

• Focusing in the wrong area doesn’t address the issue…

• Validate that your message resonates & trigger action before applying any form of scale.

• Your message must be effective first.



Key Point #6

No Amount of Strategy, Technology or Effort 

Can Compensate for a Weak Value 

Proposition



• For initial message creation the questions of the buyer’s journey can be simplified down to:

– Why Change?

– Why Now?

– Why You?

Crafting Valuable Messages – The 3 Whys

Why 

Change?

Why 

Now?

Why 

You?



• Why Change?

– Approx 50% of all sales are lost to “no-decision”

– “No-Decision” the biggest competitor for most organizations

– Not nearly effort enough is devoted to the business case for change

• Why Now?

– Why is it urgent that act soon?

– What important trend or dangerous pitfall will they avoid?

• Why You?

– Why should the customer pick you over all the other solutions out there?

– Important to address possible solutions outside your class of solutions.

Answering The Three Why’s



• A Basic Value Proposition Has Three Components:
1. Metric – The measurable component of the thing you improve.  It answers the question “How do 

you measure whether or not you are doing well in this area?”

2. A Direction – Answers the question, “What is happening to the value of this Metric?”  Is it going up 

or down?  

3. Magnitude – Magnitude answers “How much...?” That is, how much is the metric going up or down?  

What’s the value of the change? 

Basic Value Prop = Direction + Metric + Magnitude

• Example:  We increase close ratios by an average of 22%.

• Your Value Prop Answers The Question:  “Why should this client meet with me?”

Crafting A Value Proposition



• Each Stage Has 

Messaging Strategies 

That Buyer’s Find Most 

Valuable

• Both Inbound & 

Outbound need to be 

prepared for these 

conversations.

Remember The Golden Rule –

“Meet the customer where 

they are.”

Messaging Strategies For Each Stage of The Buyer’s Journey



Example:  Adapting Messages to Stages for Inbound & Outbound

Stage Message Inbound Application Outbound 
Application

Advance

Unaware Integration between ERP & EHR is an undiscovered area that:
- Delivers significant payback (potentially millions of dollars)
- Is straight-forward to implement
- Delivers a faster & more certain return than other areas competing for executive 

attention.

Article & Webinar 
- “The Silent Leak Between ERP & EHR”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Make Aware of 
Opportunity & Challenge

Aware 95% of healthcare organizations have no integration between ERP & EHR
- This is a significant source of increased costs & lost revenue
- At no cost you can determine if you have this problem 

Article & Webinar
- “How to know if you have a silent leak between 

your ERP & EHR”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Accept No-cost 
Assessment

Defining 
Problem

Most organizations suffer from some form of leakage between ERP & EHR
- The leakage is potentially large (millions of dollars)
- There are some things you can do on your own to measure this
- There are risk-free things we can do to help you measure this

Articles & Webinars
- “The 5 Areas of Leakage Between ERP & EHR”
- “How big is the problem really?  Determining the 

scope of your ERP-ERH leakage”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Accept Full Assessment.
Commit to Making 
Change. 

Consider 
Options

There is more than one way to address the leakage between ERP & EHR
- There are 4 key strategies you can use
- Which one is best depends on your organization
- For most organizations the best option is to have specialists come in and address 

the issue.

Article & Webinar
- “Strategies for Addressing The Silent Leak 

Between ERP & EHR”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Acknowledge Getting 
Help is Best Option.  Ask 
How ABC Consultants Can 
Help

Evaluate 
Solutions

Selecting the right partner for your ERP & EHR integration is an important choice
- There are 6 key criteria for the best partner
- ABC Consultants scores the highest on these 6 criteria

Article & Webinar
- “How to Select the Right Partner for Your ERP 

EHR Integration Project”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Request Formal Meeting 
& Presentation, Then 
SOW  

Justify 
Decision

Supply chain integration is the best project healthcare executives can take on right 
now
- It delivers the most results in shortest amount of time for the least amount of 

risk.

Article & Webinar
- “Why Supply Chain Integration is The Best Project 

for Healthcare Executives Right Now”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Agree This is the Right 
Thing to do Right Now

Final 
Decision

There is more than one way to invest in a supply chain integration project
- Which one is right for you depends on your circumstances

Article & Webinar
- “Evaluating Investment Models for Supply Chain 

Integration”
- ”Gaining Consensus For Your Supply Chain 

Integration Project”

Email Template, Phone 
Script, Tradeshow 
Presentation, PPT Deck

Choose Which 
Investment Model is the 
Best For Them



Key Point #7

Regardless of Channel (Inbound or Outbound) 

a Well-Defined Value Prop and Messaging is 

Crucial



1. Inbound & Outbound Have The Same Goal: Generate a Conversation With a Qualified Prospect

2. Customers Follow a Predictable Process When Making Decisions

3. The Buyer’s Journey Doesn’t Change For Inbound or Outbound

4. Inbound & Outbound Need to be Prepared to Answer Questions at Every Stage of The Buyer’s Journey

5. Your Core Value Proposition is Mission-Critical Information That You Must Have to Succeed in Selling 

6. No Amount of Strategy, Technology or Effort Can Compensate for a Weak Value Proposition

7. Regardless of Channel (Inbound or Outbound) a Well-Defined Value Prop and Messaging is Crucial

Summary of Key Points

Key Points



• Inbound & Outbound Have the Same Goal

– Create a conversation with a qualified prospect

• Because Customer’s Follow a Predictable Process,

– We can develop highly effective messaging

• Inbound & Outbound Sales Need to be Prepared to Answer Questions at Every Stage

• Speaking to One Stage While the Customer is in Another Comes Off as Pushy

– Meet the customer where they are.

• Technology & Strategy are enablers

– Don’t get the cart before the horse

– Build your foundation before you scale

• The 3 Why’s & The Buyers Journey are Great Models for Developing Value Propositions & Messaging  

• Messaging is Particularly Important at the Beginning of the Buyers Journey

– We have to sell the chance to sell.

Summary & Conclusion



For more resources & info visit:

Website: PureMuir.com/resources

- THIS PowerPoint

- SPECIAL REPORT: The 7 Deadly Myths of Closing

- Research Planning Forms

- Meeting Planning Forms

- Sample Agendas

- Planning Checklists

- And more...

Email: James@PureMuir.com

LinkedIn: linkedin.com/in/puremuir

Twitter: @B2B_SalesTips

James Muir

Founder of Best Practice International

Author of bestselling book The Perfect Close
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