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SmartRev Glossary  

Awed
The first requirement to move a suspect to a prospect is to present them with a compelling conceptual offer that “rocks” the buyer’s world and creates the emotion of AWE. Compelling a suspect to opt-in for a joint SOW is a required step.

B to B
One business selling to another business (B2B)

B to C
A business selling to an end customer (B2C)
Bad Systems
A reference to the quote “Bad Systems beat good people every time” and the focus on good systems that reduce the Cost of Chaos.
BellCurve / BellCurve 2.0
The representation of the 5-track lifecycle which describes, offers, companies, markets, people or industries from early stage to end of life based on the Customer/Buyer interaction and the amount of Brain delivered by each party.

Brand Promise 
Is the organizations culture based on the promise make to the market (buyers, staff & partners). This normally includes Mission, Vision, Values, Principles, etc. must take the form of actual experiences. (see Functional Brand)
Buyer
Is the end consumer of the offer. The buyer may buy direct or indirect channel, from a vender or partner.
Buyer-Back
Building strategy, language, process and offers from the buyer by making a best effort to view everything from the Ideal Buyers point of view back through the seller’s organization to sellers HQ.
Buyer Frame of Reference
Thoughts starting from ideal buyer’s emotional and logical core and linking to the seller’s value offered through the engagement model.
Buyer Roadmap
(See Roadmaps)
"Buyers Rules of Engagement" 
How does the buyer do business today? Do they want partners or venders? Do they outsource, sole source, partner, use vendors, always us an RFP process, lease, buy, trail? Do they pay cash, finance or lease from the seller?  Do they move fast, or slow or budget this year and buyer next? These and others are part of the buyer's rules.
Buyer Team 
The Buying Team consists of a group of individuals from the client organization who has a vested interest in the successful outcome of a purchase and successful implementation (for personal and organizational reasons).  The following terms are general in nature. A Buying Team may consist of many people who make recommendations to each other, and several people may take on one or more roles. Because of the different roles and levels of experience, each person needs to be educated on the value and benefits of the offer according to the role they play on the team.


An Ideal Buyer is a person who has the power to select a given product or service. The Ideal Buyer may or may not be the End User and may or may not be a single person.


The Economic Buyer has the power to authorize payment. This individual has the budgetary or other financial control of the application. This person is typically the most senior person but is also the least involved in the solution evaluation process:  s/he depends on the recommendations of the other team members.


The Application Buyer runs the business and is responsible for the operational and/or financial success of the application. This individual typically carries the profit and loss responsibility for the application.


The Technical Buyer knows the current technology environment and will seek out the “best” technological solution to the business problem that fits with the current environment. Key to success with this individual is education as to how a technology solution will fit in the existing environment providing the greatest benefit at the least cost.


The Administrative Buyer represents Legal, Purchasing, or Accounting. Because the purpose of this role is to minimize the client organization’s contractual risk, there is a tendency of this group to err on the side of caution for the client organization. 

The User Buyer is the person who will be responsible for use of the solution on a daily basis. This person is the End User and typically has a transaction volume or cost/transaction performance goal, so it is critical that s/he understands all the issues of implementation, training, and support.
Channels 
A conduit for getting a product from the manufacturer to the ideal buyer. A channel may be internal or external and an organization may use both to reach different market segments. An internal channel typically is the manufacturer’s own sales force or digital platform. An external channel may be wholesalers, retailers, franchisers, aggregators, etc. 

Chief Revenue Officer (CRO)
The owner of a company’s revenue strategy and revenue resources required to accomplish the strategy. The CRO sits at the CEO’s leadership table with their peers CIO, CFO, COO, etc. and is accountable for deploying a revenue strategy to accomplish the CEO’s business strategy through the continual growth of profitable revenue.
Colors
A specific model for the Revenue RoadMap’s operational metrics for tracking the market’s behavioral response to the seller’s activities and Revenue Resources applied. The Colors can be developed in excel, Hubspot or other CRM type tools. This is an organization wide continuous improvement model to secure the greatest possible leverage for resources applied.
Committed vs. Involved   
Commitment assumes a decision must be made and deployed. Involved descries participation in the decision-making process but makes no representation as to the necessity or has the power to make or deploy an independent decision. The Breakfast Story.
Competitive Focus
Sellers have two primary choices. Many sellers focus their resources on studying all aspects of their competition. Those sellers practicing Revenue Science™ focus their resources on buyers to the point where they look at every situation with a buyer’s point of view to support value delivery to those Ideal Buyers.
Conceptual Sell 
This is a big picture conversation with the ideal customer. The conversation is about the unique customer problem to be solved for the buyer. The conversation must inspire AWE or Excitement. The ideal buyer is compelled to achieve the outcomes that solve their problem and commits to a Joint SOW process with an end date.

"Cost of Chaos" 
The "Cost of Chaos" for producing revenue is those situations where a company invests resources to compete with itself or where invested resources have the result of creating negative leverage because of fighting "Revenue Science."  For B2C companies the “Cost of Chaos” is between 10 and 20% of the topline. For B2B companies the “Cost of Chaos” is between 20 and 50% of the topline.
“Cost Per Lead” 
The cost to identify and communicate with a person that meets the most basic elements of the revenue strategy “ideal customer” and MAY become a “highly qualified suspect” and a “qualified prospect.”
CPSH or Cost per sales hour
"Cost per Selling Hour" is a formula to determine exactly what an hour of selling costs a company. Selling is moving a deal forward to a YES or NO.
CRO
See Chief Revenue Officer
CRO Deployment
The aligned and intentional execution of a fully developed Revenue Strategy by the total organization. This intentional execution is supported by metrics and a continuous improvement discipline.
CRO Thinking
Is when a leader, leadership team or organization's culture think and behave like a Chief Revenue Officer by intentionally applying "Revenue Science" and continuous improvement.
Cross Sell
Along with Wallet Share and Up Sell represents a seller who wants to “make money from buyers” and is focused on increasing the amount.
Delivery
Is the third fundamental element of a Revenue Strategy (referred to as RED). This is where the buyer receives, accepts and pays for the value received.  Delivery finishes the total seller managed process to delight the buyer in the short-term and create a value-added partner relationship for the long-term.
Early Adopter
An individual or organization that is willing to try a new concept, product, service, or technology before any general market consensus has been made. An early adopter seeks to improve competitive positioning by acquisition of “the new,” and is frequently willing to engage in funding development, co-developing, alpha or beta testing, or co-marketing of the new offering. The motivator for an early adopter is bottom line improvement, so purchase price is often not an issue. The converse is a Late Adopter.

Enhancer
In a product launch or selling environment, each variable that is under control and gets to a sale or successful launch faster is an enhancer.
Functional Brand
From the market perspective brand is defined by the experience the market has with the brand. The functional level of the brand defines the brand for the market.

"Go-to-Market" 
Is a formal program that takes an offer from the point of launch into the market and channels that create revenue. These programs have budget, staff, programs and other resources necessary for intentional success.
HQ Out
Headquarters out towards the buyer is the direction of thinking for most selling organizations wanting to make money from buyers.
Highly Qualified Suspect / Marketing Qualified

 
A marketing-vetted opportunity nurtured and understood as ready to be transitioned to sales so that sales can determine if this is a qualified lead that justifies additional revenue resources to be invested to help the suspect arrive at a buying decision.
Ideal Buyer
The buyer who is compelled by the seller’s purpose, needs the value created by the sellers “buyer-back purpose driven Revenue Science™” and is eager to pay for that value. The ideal buyer considers themselves a partner with the seller and part of the sellers Revenue Culture.
Infinite vs Finite Companies
Infinite companies have a long-term (infinite) horizon – no finish line. They think succession vs exit. Finite companies have a short-term (finite) horizon with a target finish line. They think exit not succession.

Inhibitors   
In a product launch or sales environment, each variable that is not under control and detracts from finalizing the sale or launch is an inhibitor.

Intentional Revenue
Intentional revenue is the result of executing a deployable Revenue Strategy and is the opposite of a company reacting to opportunities in the market with no Revenue Strategy and no long-term metric driven business model.

IQSCD 
I = 
Investigate (locate the best prospects with the problem you solve)


Q = 
Qualify (find the accounts most compelled & willing to invest resource in a Joint SOW)


S = 
Solidify (identifying the staff in the buyer organization who are involved in the acquisition or the installation and complete the Joint SOW)


C = 
Close (the point where the buying team makes the emotional decision to buy based on the Joint SOW)


D =
Deliver is the process of implementing the Statement of work to satisfy the language of the contract.

Joint Statement of Work (SOW) 
A required part of the selling process intentionally facilitated by the seller that includes the compelling buyer problem (business and operational) with written outcomes, roles, time frames for the job the buyer is going to contract for. 
Late Adopter
An individual or organization that waits for a product, service, or technology to be proven at all levels in the market prior to purchase. The Late Adopter wants no part of product testing or proving. While competitive positioning and bottom-line improvement are concerns, the Late Adopter is more motivated by a reduced purchase price. The Late Adopter is always in a “catch-up” mode.

Launch
The launch of an offer is a set of activities (well-designed or poorly designed) whose purpose is to get the offer from design and development into the market with enough momentum that the "Go To Market" programs will extend the launch to full blown market domination.

Leverage Across Revenue RoadMap 
Every dollar of revenue resource invested in the name of producing profitable revenue needs to be measured for the degree of positive or negative change in the new amount of profitable revenue earned because of the execution of this investment. 
Make Money With
Seller must decide if their business only makes money when their Ideal Buyer makes money or if the seller’s business model only cares about making money “from” the buyer regardless if the buyer makes money or not.
Message Model
There must be a very specific and repeatable message model that manages the way companies and offers are presented resulting in a favorable emotional response from the buyer.  (See attachment)
Monetizable Value
Buyer-Back businesses model transfer value to ideal buyers that the buyers can preview and express the value they will receive and will monetize. Monetizable value can come from specific hard measurements like ROI or from more strategic measurements like risk reduction, new opportunities, culture impact, brand value, etc. It is when the buyer can express the value, they expect over the live of this relationship that they decide what they will gladly pay.
Offer 
The offer is what the buyer believes will be the result of a decision to buy. This is made up of a Whole Product (WP) and is communicated to the buyer by the seller with the Joint SOW and the contract to purchase. Both the buyer and seller have roles and responsibilities. These roles and responsibilities may be clear to one party, both or neither. It is the understanding of the WP, which truly defines the offer outcomes in terms of the value received by each party.

"Offer Management™” 
Offer Management must be an independent strategically focused part of CRO Thinking. This has only one goal: “Manage each new offer for the best possible return based on an organizations long-term Revenue Strategy given the Revenue Resources available. This requires an independent review orientation, new metrics, methods and process tools for a clear vision of the life cycle of the offer and a way to quantify market opportunities for all offers.  Each offer investment should result in a predictable return in all stages of the market (early-mid-late). There must be a way to review the financials to make sure the business plan is being accomplished for each offer and all offers over the long-term.

Pain or Opportunity 
Salespersons should look for buyers who have the problem or the pain from the problem the salesperson’s company can solve that no one else solves. 
Pitching
Describes how the selling organization who wants to make money from buyers proactively delivers a sales story to secure a contract for a transaction.
Price vs Cost
Price is the exact amount paid to buy a specific product or service vs the Cost which the Price plus everything known and unknown the buyer must pay to get the desired outcome / value.
Profitable Revenue
in “Revenue Science” any time the word revenue is used it is assumed to be proceeded by “profitable.”

Product
Product is a specific technology, engineered or created item that serves as the foundation for an offer or offers to the market. Over time the product evolves and can be part of many different offers to the market in a visible or invisible way.
Product Focus
A product focus is about the details of the product to secure a transaction without helping the buyer to preview future value beyond the details of the product – normally this product is being compared to competitors.
Qualified Lead



A definition specific for each offer requires:

1. Conceptual agreement between you & the prospect regarding the client problem & your solution as a viable option

2. The client needing the problem solved (near term) & wants to consider your solution

3. The client commitment to make an investment in determining if you are the right solution (Scope of Work, proofs, solidification)

4. You and the client agreeing to actionable, measurable, time specific next steps to determine if you are the right solution called a Joint SOW.

(CRO) Revenue Formula 
The operational formula for managing revenue strategy, alignment, structure and leverage to optimize Net Profit. (See attachment)
RFP
Request for proposal. Is a placeholder for specification focused opportunities that assume the buyer knows everything about the procurement and is searching for the lowest price.

Revenue Principles
Guiding beliefs for “Revenue Science” professionals not violated.

Revenue Roadmap
The graphic representation of the functional implementation of IQSCD across the organization, including metrics to support the Revenue Strategy.

Revenue RoadMap Colors
How to use the Revenue RoadMap to continuously produce more profitable revenue through strategic revenue planning. 

Roadmap Process
To shorten the selling cycle and increase buyer satisfaction the salesperson needs to proactively introduce a clear engagement process that spells out the roles and responsibilities for all engaged parties (selling company, partners and buying company) starting from today until the buyer has signed off on the final delivery.

Revenue Resources
All the resources (financial, human, software, equipment, services, etc.) applied to the process of growing more profitable revenue from across the Revenue RoadMap organization.

Revenue Process Model
See the IQSCD sales model (Revenue RoadMap)

"Revenue Science" 
Like Medical Science the Science of "Revenue Generation" is diagnostic science build on existing sciences, research, multiple knowledge bases, best practices, and methodologies. 

Revenue vs Sales
Revenue is the amount the client pays based on the completed sales contract. Sales is the activity from conceptual agreement regarding the buyer’s problem or need to a completed and signed contract for delivery.

Revenue Strategy Questions 
The 5 Strategic Questions that must be answered to have a deployable revenue strategy. (See attachment

Rules of Engagement 
Every organization has rules of how they do business with others that are based on culture, industry, geography, financial model, status, public, private, not-for-profit, governmental, and so on. These determine the types of relationships that work well for them and those that don't.

Sales Cycle
From the conceptual agreement for the Joint SOW to the signed contract.

Sales Definition
Moving a DEAL forward to arrive at YES or NO.

Seller
The Seller sells the product (handles the business side of the sale) to the Buyer.  The Buyer or the Seller or both may be internal or external to the manufacturing organization.

Selling Team
The salesperson is responsible for taking a qualified account through the sales cycle, guiding the provision team participants as to the timing and purposes of their roles. The provisioning team(s) is (are) responsible for pre-sales, proposals, scope of work/statement of work (SOW), delivery, and post-sales support. These roles vary by degree between internal and external sales channels, but their collective mission is to ensure the unique solution value to the Buyer.

SmartRev
A proper name developed from the application of a Revenue Science™ business context focused on "Living a Revenue Culture", which is a  result of avoiding "Dumb Stuff" and always (or nearly always) making Smart Revenue Decisions.

Solidification 
The process of developing a partnering relationship between the buying and selling organizations around a particular problem to be solved by a particular offer. The business and operational teams are always part of this to assure a win/win transaction.
Start Before
Start Before means to establish thought leadership, the seller’s purpose and commitment to value created from the buyer-back that will exceed what the buyer imagines before the first link between the two organizations. This is about the seller commitment to delivering the most value possible to the buyer and requires helping the buyer preview the world of partnership and be able to express the value the buyer will monetize as a result.
Suspect 
An "early qualified" target vetted to the suspect profile. "Early Qualified suspects can self-identify or be found by the seller (marketing or sales).
Traditional Accounting
Traditional Accounting practices are necessary for many reasons, but they are measuring the past. Revenue Science™ adds new metrics like Revenue Resources Required, Cost of Chaos, Cost Per Sales Hour, etc. These support Revenue Generation and accurate forecasting.
True North
The long-term strategic direction of an organization as it relates to the market(s) developed from the Revenue Strategy.

Unfair Advantage
Are reasons the customers and buyers will do business with you in front of any other competitor or option they have. A price and technical advantages are at best short-term and tactical. If possible, that should never be considered the unfair advantage. Better ones are Rules of Engagement, Relationships, Partnerships, Joint Investment, Order of Magnitude Returns, and the customer’s problem you solve no one else solves.

Up Sell
Along with Wallet Share and Cross Sell represents a seller who wants to “make money from buyers” and is focused on increasing the amount.
Value 
The regard that a thing is held to deserve, the importance, worth, or usefulness of that thing. Determined by the buyer.
Wallet Share
Along with Up Sell and Cross Seller represents a seller who wants to “make money from buyers” and is focused on increasing the amount.
Why, How, What
The 3 options for an organization to state their value to the market, which will determine margin, value and the type of relationship. (See Simon Sinek Ted – Start with WHY! - https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action?language=en 

Worthy Intention
Aligned to Purpose and Why. Expressing the individual or organizations reason to be other than making enough to survive. The contribution to the world beyond profit.
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