Welcome to
SGC TECH Al

|l DAY 1 — FOUNDATION
Who We Are

Transforming B2B sales through
precision, Al, and client-centric
engagement.

9

PRECISION Al-POWERED CLIENT-CENTRIC TRUST & SECURITY
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The Mistake
Most Companies
Make '

Pitching before diagnosing.

e —
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The 5 bperational

Disecases

(01 | Ineffective Targeting

(02  Premature Pitching

()3 | Failure to Diagnose Pain
04 = Weak Meeting Frameworks
(05 Ignoring Gatekeepers
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¢

Who Do We Talk To?

Ideal Customer Profile

&8

Who

Roles & personas

+
Bt Firmographics & Size .
' Define the types of companies ;
that best fit your solution. Techno]ogy
Tools, platforms
Industry & Technology Stack &vtech stack
Identify the industries you serve and l

the technologies they use.

Pain Points & Triggers &
Uncover the challenges they face and Pain

what motivates them to act. Challenges, pain points
& business impact
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ICP Classification X

WITH STRONG ICP ALIGNMENT

Good Lead Bad Lead 4) 3.2x

=11
@ Fits ICP criteria Outside target profile

HIGHER WIN RATE

. < 2.7X
@ Clear pain points @ No identified pain MOl S EELE
Decision maker access %) No authorit
< X Y ) By
HIGHER DEAL VALUE
@ Budget aligned Budget mismatch
1.8x
— BETTER CUSTOMER

LIFETIME VALUE
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Pain Discovery Questions
Never Pitch, Ask

e Identify the real problem i
e Understand impact & cost
e Explore current solutions

e Quantify the opportunity

i
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The Meeting |
Booking
Framework

| Contextualize the Impact

Demographics

k)

£}

Industry

FIRMOGRAPHIC
DATA

Establish Relevance 9

st

Location Status &
Structure

) Propose a Specific Time

Confirm & Close
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Who are you targeting?

The Formula :
in Action s

Fscnhe your ideal customer...

¥ Al Generated Insights

@ The Meeting Ask

L . EE xﬁ? Priorities in Poin .
Relevance 4 Pain  Impact _ Action A TooPinfoints 7 Business impact

Make it Make it Makeit Meeting
personal specific valuable ) Recommended Outreach Angle

66 Hobed s
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Costs and Improve efficiency with me . |




JORDAN SMITH
CLIENT ENGAGEMENT SPECIALIST
ATION

B jordsn SITUE hyghe my

‘. ‘v'r_'w York mY

m nkedin.com .n_-'_lr‘-rd.lrﬁ.'nuih
l f PROFESSFDNAL EXPERIENCE

Client Engagement Specialist

ABC Solutions | New York, Ny - Present
| ] ] e n * Partner with clients to

understand business challenges
and define strategic solutions.

&l T

S (555) 123-4567

* Analyze client Needs and dey

Specialist s

throughout the client journey,
ensuring satisfaction and long-term success,

elop customized

Client Success Associate

XYZ Techno-’ogies |
You are not a salesperson.

* Managed client accounts
impfementation of solutio

r. * Identified o ortunities

You are a consultant, and problem solve S resche compior

* Collaborated with cross-functi
Your goal is to diagnose issues and

and ensured successfy|
ns.

to improve client outcomes
ues.

onal teams to deliver
exceptional client experiences

' 5
prescribe solutions, not just sell product
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Diagnose First,
Prescribe Second

“Don’t be a Pitcher, be a Doctor.”

The Pitcher @ The Doctor

Assumes the problem, Asks questions,
offers solutions identifies pain,
immediately, often prescribes only what

misses the mark. is needed.




The Two-Stage OUTBOUND SALES ROLES
Call Flow P | ‘“*

/ / /}

° \ b \ | I | ;j
Discovery '
Diagnose the pain. SDR BDR
Understand the impact. - SALES DEVELOPMENT BUSINESS DEVELOPMENT
Qualify the opportunity REPRESENTATIVE REPRESENTATIVE

Creates business Creates business
. o context by initiating context by identifying
Prescrlptlon conversations and . and engaging key
Present the solution. qualifying decision makers to |l
Handle objections. opportunities. H open doors.
Close the commitment. | X SRS 4
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BAN'T

Qualification Wheel

BUDGET

Does the prospect have
the financial resources to buy?

B

NEED

Does the prospect have a

business problem we can solve?

AUTHORITY

Is the contact the
decision-maker or influencer?

1

TIMELINE

s there a compelling event
or deadline for implementation?

o0
e )

CONTACT

Make the connection ‘

and start the dialogue.
J

UNDERSTANDING

Discover needs,
challenges, and
objectives.

CONFIRMATION |

Ensure satisfaction ‘
and drive long-term |
partnership. '

\
.
i
o —’/ﬂ \
P L '\._

CONVICTION

Demonstrate value
and build trust.

CONTRACTING

Align on solution,

terms, and next steps.




DAY 1 — FOUNDATION

Handling the
Gatekeeper

® Respect the Gatekeeper’s role—they are doing their job.

® Be Direct & Professional : “I'm calling for [Name]
regarding [Specific Topic].”

® Never Pitch the Gatekeeper. They cannot make decisions.

® Call Before/After Hours to bypass standard screening.

® Use the Name of a Colleague or Referral if applicable.

o BUILD VALUE \_
o W Position Your
- Solution

PREPARE

Plan with
Purpose

ENGAGE
Open with
Confidence

HANDLE SALE S
& | CALLING
~EVEESiEE SKILLS

CLOSE

Lead to a
Commitment
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Prospecting &
Execution

Transforming Strategy into Action:
Mastering the Execution Phase

Laure Métier

MAESTRO
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METHODOILOGY

e Every Activity Logged: No exceptions, no

CRM Discipline ¢

"mental notes". ﬂ

e Real-Time Updates: Log immediately after the call. Q
e Detailed Notes: Capture pain, next steps, |
and sentiment. *
19,

e Pipeline Hygiene: Move deals forward or >
disqualify them.
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( \ﬁA PROSPECTING
® ® \ /7 Identify ideal prospects
e Op ] ‘ ‘ th I I S A / and uncover needs.

1. “We don’t have the budget” [3 bttt [P B g kit

and urgency. explore solutions.

Response: Refocus on ROl and cost of inaction.

2. “We're already using [Competitor]”

Response: Highlight differentiation and pain
points with current solution.

-

PRESENT & ALIGN

Present value and align
on desired outcomes.

3. “Not the right time”
g / EXECUTION

. 1 - Deliver results and
Response: Emphasize urgency and the - E e
cost of delay.

4

4 "“!I

i

P 3

4
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The First 30 Seconds

The Opening Framework

e Pattern Interrupt: Break the standard script.
e (Context Setting: “I'm calling because...”
e Permission Ask: “Do you have 30 seconds?”

e Value Proposition: The “Why” for them.
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Mock Call
Assessment

Opening Discovery
Pattern interrupt, Pain questions,
credibility, permission active listening,

to speak probing

Value Prop Closing
Solution aligned @ Next steps,

to pain, clear ROI objection handling,

commitment Operations Innovation Performance
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Your KPIS TNVERSITY
UNIVERSITY
VANDERBILT
50+ 3+ UNIVERSITY ___
Calls Per Day Meetings Per Week )
g =R e ) \ /
. 2
100% +
CRM Logging Proposals Per Week

N _ M . - — = A
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CES Foundation
Certification

@ Complete all bootcamp modules
@ Pass the Mock Call Assessment

(V) Achieve 30-Day KPI targets
@ Demonstrate CRM discipline

CERTIFIED CLIENT

ENGAGEMENT SPECIALIST

-\

029

BOOTCAMP
2026

LRSS IXICUTE. GROW




s SGC TECH Al

Thank You “%

Your journey to becoming a
top-performing

Client Engagement Specialist
starts now.

training@sgctech.ai

www.sgctech.ai
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Exercise 1 —
Diagnose the Disease

—

Identify the Symptoms

Can you spot the operational disease
in these scenarios?

e Scenario A: “We call everyone in the database.”
e Scenario B: “We present our product immediately.”

e Scenario C: “We log data when we remember.”




