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Executive Summary

A great sales kickoff builds the foundation for a year of revenue growth. Everything on the agenda either 
strengthens that foundation or is friction.

The biggest thing you spend isn't the money. It's the days: several hundred of your best people out of the field 
at the moment the year begins. Most of that time gets filled with information. And information is the one thing 
that gains nothing from having everyone in a room.

From where I sit, an SKO is an enrollment event. Not an education event. Enrollment is the work of bringing 
people into the year ahead. They go back into the field believing in it and willing to invest themselves fully. That 
belief is what carries a rep through a quarter that's going badly, and it's the one thing that can't be sent ahead in 
a document.

Three things determine whether it returns anything, and none appear on a run of show: the right people in the 
planning, real planning rather than assembly, and real follow-up committed to before the event. Timing is 
downstream of all three.

Run two gates on every proposed session. Does it drive or protect revenue this fiscal year? Fail, and it's cut. 
Does it require these people in this room? Fail, and it ships ahead as pre-work or runs after in the field. Start 
from a blank page, the way zero-based budgeting starts from zero.

Some starting numbers to work from. Two or three strategic priorities, honestly counted. Product at ten to 
fifteen percent of stage time, in ten-minute touches rather than forty-five-minute sessions, with the rest 
moved to a showcase and to virtual delivery near each launch. Customer voice outweighing product content. 
Roughly half the agenda in formats that require participation. Two front-line managers on the planning board. 
Thirty to forty-five minutes twice a day protected for email.

The part nobody owns is the part that matters. Enablement's responsibility for a capability has no end date, but 
the event has a date and the follow-through doesn't, so the calendar fills with the event and the capability 
starves. Name the follow-through owner in the same meeting where sessions are granted. The test: name the 
person running the reinforcement cadence in week nine. If you can't, you've planned a trip.

Expect the stall around week eight or nine, when a quarter gets hard and people revert to what they know. It's 
usually set in motion at the top.

Be honest about measurement. Clean attribution from kickoff spend to revenue stays out of reach, because 
three days can't be separated from territory changes, product releases, and the economy. What you can 
answer is binary and under your control: is the thing you launched actually in use in March?
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Part One: What You're Actually Buying

The only goal

A sales kickoff exists to drive revenue in the fiscal year ahead.

That's it. That's the whole list.

Everything on your agenda either serves that goal or is friction.

Ben Hunt-Davis rowed in the British eight that won gold in Sydney in 2000. For four years the crew put one 
question to every decision, large and trivial: will it make the boat go faster?

Point that question at a kickoff agenda and it goes to work immediately, because most agendas are assembled 
rather than designed. A hundred small decisions, each one defensible on its own, with no single question 
sitting above them.
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An enrollment event

Here's the frame underneath everything that follows.

A kickoff is an enrollment event. Its purpose is to send several hundred (or thousand) people back into the field 
believing in the year ahead and willing to invest themselves 100%.

Enrolling is the work of bringing other people into your viewpoint, your mission, your year. It's an activity, and it 
belongs to you. What follows is their choice, and enrollment is what drives it.

Worth remembering who's in the room. These are people who spend every week helping others reach a 
decision. They'll read how you approach them with the same instincts they bring to a Tuesday afternoon with a 
customer, and they'll read it accurately.
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What you're actually buying

The accounting is misleading.

Add up the venue, the hotel block, the production, the travel, the food, and the speakers, and you'll have a 
number that looks like the cost of the kickoff. It's the smaller half.

The larger cost never reaches a line item. You are pulling hundreds, or more, of your best people out of the 
field, at the same time, for several days, at the exact moment the year begins. Whatever finance told you the 
event costs, the days cost more.

And what you get for it is one thing that money genuinely cannot buy any other way: everyone, together, at 
once. People who spend fifty weeks of the year scattered across time zones are, for a moment, in the same 
building, able to talk to each other, argue with each other, and be changed by each other.

That's the asset. Not the ballroom. Not the lighting rig. The fact of the room.

It is the rarest thing you will have all year, and you get one shot to do it right.
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What the room hears

A sales organization takes the people who sell for a living, brings them into one room at enormous expense, 
and then sells to them in exactly the way it spends the rest of the year telling them never to sell to a customer.

Facts delivered in volume. Features walked through in order. A TAM in the billions on a slide, offered to impress 
a room that cannot do anything with it. Session after session built on the assumption that if people receive the 
information, they will act how you want them to.

Your reps know better. It's their job to know better. You have told them, repeatedly, that nobody was ever 
moved by a spec sheet, that the pitch is not the point, that a buyer who is being talked at is a buyer who is 
leaving. Then they sit down in a Vegas ballroom and get talked at for three days.

Push on it a little further. Ask any rep in that room what makes a meeting work, and you'll get back the three 
things you trained into them. Prepare for it. Be present in it. Follow up on it, rigorously, in writing, with 
something the other side actually needs. That's the craft. Everyone in the room has been coached on it and is 
measured against it.

Now score the kickoff against its own curriculum.

Preparation: attendees arrived with no pre-work that mattered, and a meaningful number don't yet know their 
number or their accounts.

Presence: the agenda is built to be received rather than joined, and by the third morning a good part of the 
room is upstairs in a hotel room doing email, having decided that an inbox is a better use of the hour than 
anything you have scheduled.

Follow-up: there isn't any, and there is nobody whose job it is.

Three for three, against your own standard, at the most expensive meeting you will hold all year. Nobody was 
careless. The standard simply never got pointed inward.

And they respond the way any buyer responds.

Watch the attendance curve. It's honest. Day one, the room is full. Day two, it's thinner. By the third morning, 
someone is presenting to a half-empty ballroom, and the missing people are upstairs in four-hundred-dollar 
hotel rooms doing email, because email felt like the better use of the hour.

Sit with that for a second. You flew them across a country, and they would rather be alone with their inbox than 
in your room.
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Email is the polite version of leaving.

The less polite version is worth saying plainly, because everyone reading this has seen it.

People arrive hoping this year is different. Some of them have been hoping for several years running. When the 
week turns out to be the same as last year's, that hope has to go somewhere, and where it goes is the bar. They 
find their peers, they take the agenda apart over drinks, and they drown a real sense of missed opportunity in 
something that numbs it. It helps that the evening is the only stretch of the week designed for people to 
actually talk to each other. The next morning they're hungover, or still drunk, or absent.

Engaged people don't do this. People who spent a day on work that mattered to them turn in at a reasonable 
hour, because they're looking forward to the next one. The nights tell you what the days were worth.

That isn't a discipline problem, and the fix isn't a badge scanner. It's a verdict, delivered by an audience that 
evaluates selling for a living.

And here's the part that should worry you more than the empty seats. A kickoff that fails doesn't return nothing. 
It returns less than nothing.

Belief is the thing you were there to build, and belief moves in both directions. A rep who spends three days 
being talked at, who watches leadership sidestep the question everyone in the room is holding, who recognizes 
the methodology on the slide as the fourth relaunch in five years, does not leave neutral. They leave a little 
further away than they arrived. You paid a great deal of money, and burned days you can't get back, to reduce 
the thing you were trying to increase.

That's the forced error. Spend that moved the number in the wrong direction.

None of this is a failure of the people who built the content. In most organizations they are the most committed 
people in the building, and the material itself is usually good. The problem is never the quality of what was 
made. It's what the room was spent on.
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Your team leaves stuck

Now the part that matters more than the agenda, because it explains what happens after everyone flies home.

There are five reasons a buyer stays where they are, even when they'd like to move. Anyone who has worked a 
stalled deal knows them, even if they've never listed them:

Safety. Is it safe for me to do this?
Trust. Do I believe the people asking?
Uncertainty. Do I know enough about my own situation to act?
Complexity. Is what you're asking simple enough to actually start?
Knowledge. Do I know how?

Every one of those is why a buyer stalls. And every one of them is sitting in your ballroom, in your own people, 
on the morning of day one.

Is it safe? You're asking a rep to run a discovery conversation differently, on a live deal, in a quarter where they 
carry a number. The first call they fumble is a call they pay for. And whether that's actually true depends almost 
entirely on one person, their manager, who may or may not have any idea that's the job. Nobody says this out 
loud. Everybody feels it.

Do I believe you? This is the fourth methodology in five years. Two of the previous three were abandoned 
quietly, without anyone ever saying so. Your reps kept a private tally, and they are consulting it while you speak.

Do I know my situation? In most organizations, on the first morning of the kickoff, a meaningful number of 
people in the room do not yet know their quota, their territory, or their named accounts. More on this later, 
because it is almost never anyone's fault and it deserves better than a scolding. But whatever the cause, a 
person doing commission math in their head is not in the session you paid for.

Is it simple enough to start? You named three priorities. By the end of day two, after every function has had its 
turn on stage, the honest count is sixteen. A rep facing sixteen priorities does not pick the best three. They 
keep doing what they did last year, which is the only list they can actually hold.

Do I know how? This one is real, and it's the one worth solving in a room full of people.

Look at that list again. Four of the five have nothing whatsoever to do with content.

And nearly every kickoff agenda ever built spends itself, almost entirely, on the fifth.
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That's what people are reaching for when they say a kickoff is about enrollment rather than education. It's 
worth being precise about it, because the sloppy version of that line is easy to knock down.

Skill matters. The fifth reason is real, and a room full of believers who can't run a discovery conversation will 
lose in Q1 to people who can. The claim isn't that competence is optional. It's that knowledge is one blocker out 
of five, it happens to be the only one that responds to being presented at, and so it is the one that gets served 
over and over while the other four go untouched. Belief, clarity, permission, and simplicity don't yield to a slide. 
They're also, every one of them, prerequisites. A rep who doesn't believe you won't attempt the new thing no 
matter how well you taught it.

So you need both. Only one of them is ever in danger of being oversupplied.
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The part nobody owns

Whatever you launch in that room, a process, a skill, a new way of working, the session itself is a small fraction 
of what determines whether it survives. The rest is what happens in February, and March, and August: 
managers coaching to it, deal reviews conducted through it, the new way of working slowly becoming the only 
way of working.

That part rarely gets planned, and the reason is more interesting than negligence.

Look at how the work is actually divided.

Enablement owns the kickoff, planning through delivery, and does it under real pressure. Their success is 
measured by whether the event ran well.

Revenue operations owns the infrastructure that was promised, the fields, the stages, the reporting, and 
delivers it by the date. Their success is measured by whether the system is live.

Sales leadership owns the number, and delegates the mechanism.

Every one of those three can do their job completely, on time, to spec. And the initiative can still be dead by 
February. Nobody failed. There is no one to hold accountable, because everyone met their commitment. That's 
precisely what makes it survive year after year.

The structural reason is simple, and once you see it you can't unsee it. The event has a date. The follow-through 
doesn't. Anything with a date beats anything without one, in every organization, every time. So the calendar fills 
with the event, and the capability starves.

Underneath that sits a category error. The organization treats enablement's responsibility as a project, 
because projects can be scoped, delivered, and counted. But enablement's responsibility for a capability 
doesn't end. There is no completion date on whether your sellers can run an opportunity. The kickoff isn't a 
project with a close. It's one moment inside a responsibility that has no end.

Which means the work after the event isn't an add-on to the kickoff. It's most of the kickoff. It just doesn't 
happen in the room, and it doesn't appear on the run of show, and nobody's name is next to it.

© Acelera Group, 2026 10 acelera.group



Three functions, one week, no shared measure

There are usually three people who determine whether a kickoff produces revenue, and they rarely share a 
definition of success.

The sales leader or CRO owns the number and is the person the room is actually listening to. This is your best 
selling opportunity of the year, aimed at the audience you most need to enroll, and it is very often the one 
where the seller doesn't realize they're selling.

Revenue operations is holding a set of promises about what will be true by the time people land, and is 
frequently asked to instrument a process that nobody has finished designing. When the follow-through has 
nothing to inspect, RevOps tends to get blamed for a system that was never the problem.

Enablement owns the event end to end, usually knows exactly what's wrong with the agenda, and generally 
lacks the authority to fix it. They cannot tell a product VP that the roadmap session doesn't earn its slot. They 
cannot extend their own mandate past the closing dinner. The constraint is structural, not personal.

Three functions. Three definitions of a job well done. None of them is "the number moved."
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The layer that isn't in the room

Those three functions plan the kickoff. None of them delivers it, in the sense that matters.

Every person who attends your kickoff is either audience or presenter. Except one group. Your front-line 
managers are both. They sit in the same sessions as their reps, receive the same content, and then, on Monday, 
they are the mechanism by which every bit of it either survives or dies. They're attendees on the schedule and 
delivery infrastructure in reality, and almost no agenda anywhere treats them any differently from the people 
they manage.

Consider what actually runs through them.

Whether it's safe to try the new approach is a property of one manager's reaction to one fumbled call, rather 
than anything the organization can set from above. Whether the strategy stays intact or drifts into a fourth 
version depends on how the manager restates it in a Tuesday pipeline review. Whether the process launched in 
the room becomes the way deals get inspected, or a thing that was mentioned in January, is decided in a one-
on-one you will never see.

They own all of it, and nobody told them.

And here is the part that should give you pause. Most of them were promoted because they were excellent 
sellers, and many have never been taught to coach. Coaching is a different skill from selling, rather than a more 
senior version of it, and it's the one you're depending on entirely.

So when the guidance says managers have to be built before the event rather than briefed during it, that's an 
acknowledgment that the people carrying the whole thing may never have been handed the thing they're 
carrying it with.
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What this is really about

None of the above is an event problem.

The agenda is a symptom. The empty seats on day three are a symptom. The energy that evaporates by 
February is a symptom. Underneath all of it sits a small set of decisions waiting to be made: what this week is 
for, who decides what earns a place in it, and whose name is on the part that comes after.

Those decisions are makeable. They are not expensive. Most of them cost nothing but the willingness to say no 
to something that has been on the agenda for six years.

If any of this is familiar, and I'd guess most of it is, then the second half of this guide is the practical part: the 
tests to run on your agenda, what to settle before anyone books a flight, how to design a week that only works 
because these people are together, and how to name an owner for the part that has no end date.

It's specific, it's prescriptive, and it assumes you're already on board to make substantive changes to what your 
kickoff produces.

Here's how.
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Part Two: What To Do

Ask any of your reps what makes a meeting work and you get three answers. Prepare for it. Be present in it. 
Follow up on it.

That's the structure of this half, applied to the meeting you hold for yourselves.

Before any of it, three things determine whether a kickoff returns anything, and not one of them appears on a 
run of show.

The right people involved in the planning.

Real planning, rather than assembly.

Real follow-up, committed to before the event rather than after it.

Everything else is downstream. Theme, venue, agenda, production, format, how far out you start: all of it is 
shaped by those three, and none of it can compensate for their absence. Get them right and a modest agenda 
still produces something. Get them wrong and no keynote, no budget, and no amount of lead time will save the 
week.

Painting a room is mostly prep. Taping the trim, patching the holes, sanding, laying drop cloths, priming. The 
part that actually looks like painting is short, and it comes last, and nobody has ever gotten a good result by 
skipping ahead to it. When a paint job looks bad, it is essentially never a brush problem.

The week is the brush handling.
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PREP

This is the part you control.

The room itself is only ever partly yours. Energy is unpredictable, a keynote lands or it doesn't, flights get 
cancelled, and the quarter that just closed colors the mood before anyone takes a stage. But nearly every 
decision that determines whether the week works gets made long before anyone travels, in ordinary meetings, 
with people already on your calendar.

That's good news, and it costs less than it sounds. Very little in this section takes budget. It takes decisions. 
Who sits in the room where the agenda gets set. What the year is about. What earns a place and what doesn't. 
Whose name is on what happens afterward. A team that gets those right on a modest budget will produce a 
better week than a team that gets them wrong on a lavish one, and that gap is not close.

It's also the part you can start on today, whatever your timeline looks like.
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Start with who decides

Most organizations run a kickoff through a single planning committee, and for the event itself that works 
perfectly well. Agendas get built, speakers get booked, the week happens.

The gap opens afterward. That committee dissolves once everyone has flown home, and when the only body 
that ever existed stands down, the responsibility for everything it launched has nowhere left to live.

So you want two.

The SKO planning board is convened for the event and dissolves after it. Structure it in two tiers, because 
one group cannot both approve budget and build tracks.

The senior tier exists to set direction, tone and focus. That's its actual function, and it has three members: 
sales leadership, with the CRO or EVP as sponsor, revenue operations, and enablement, which chairs it and 
owns the program. Those three and no others, because those three are the only functions whose definition of 
success is the number itself. If this tier can't refuse a session request from a peer, you don't have a board, you 
have a mailing list.

The working tier builds. Product marketing, marketing where marketing is a real player, the events lead, 
solution engineering, customer success, HR or total rewards for comp timing and recognition, and two front-
line sales managers.

Product marketing sits in the second tier deliberately, and it will feel like a demotion to everyone involved, 
because product content has historically consumed so much of the agenda that its owners are assumed to be 
senior stakeholders. That assumption is the thing being corrected. Anyone with a vote on allocation advocates 
for their own function. That's what having a vote means. Keep the allocation with the three functions 
accountable for the number and product's share stays proportionate on its own.

Front-line managers are on it because they are the people who will carry every outcome into the field, and 
because their read on what the field actually needs is unfiltered by a quarter they're carrying. Two, not a 
delegation. Enough to keep reality in the room, few enough that the board can still decide. On size generally: 
three in the senior tier, and eight to ten in the working tier. Past about a dozen people a board stops deciding 
and starts briefing.

Treat the events lead as a design partner. Room layout is an agenda decision wearing a logistics costume, and 
it gets made months before anyone argues about the agenda. Theater seating in a ballroom makes interactive 
work physically impossible. If the person signing the room contract isn't in the planning conversation, your 
format has already been chosen for you.
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The enablement board is evergreen

The enablement board is permanent. It governs a function rather than an event, and it exists in years when 
there's no kickoff. Sales leadership, RevOps, enablement, HR, marketing. It sets enablement's priorities, 
gives the function authority it can't generate on its own, and outlives every event.

If your enablement function has a charter, you already have this board, and probably a council alongside it: the 
people close enough to the field to catch what a dashboard won't show. Two useful things follow. The council's 
membership is nearly identical to the planning board's working tier, which means you can staff the kickoff from 
a body that already exists. And the Board is where the follow-through lands when the planning board dissolves.

Many organizations have yet to build a charter. If that's you, name it plainly and note what follows: with no body 
still standing in March, the follow-through has nowhere to live. That's the default outcome, and knowing it early 
is what gives you time to do something about it. The full case for a charter, including what belongs in one and 
how governance keeps it alive, is in Why Your Sales Enablement Function Needs a Charter.

You can still run a good kickoff this year. Name an owner, which the next section covers, and start the 
governance work in parallel for next year. That's a two-year job and it's worth being honest about it rather than 
pretending a charter can be written in the same ninety days as an agenda.
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Where the board starts

The first working session shouldn't touch the agenda at all.

Start at the far end and work backwards. What's the full range of results this week could produce? Out of that 
range, what is the week actually for? And what kind of event does that make it?

Answer those three, in that order, before anyone proposes a session, and a good number of the arguments that 
would otherwise consume the next three months settle themselves.

The range of results. Put everything on the table the week could plausibly produce, then decide which ones 
you're designing for.

The biggest is revenue in the new fiscal year. Everything else is a link in the chain that reaches it.

Reps are enthusiastic. Reps are engaged. Reps sell new things to their customers. Reps stay.

Managers coach to it, inspect it in deal reviews, and make it safe to fumble the first attempt.

Solution engineers can defend the new capabilities in front of a skeptical architect, and leave as a team with 
the reps they support.

Enablement comes away understanding its stakeholders and its constituents far better than it did walking in. 
This is the one week in the year when every group the function serves, and every group it depends on, is in the 
same building at the same time.

Two things about that list are worth noticing.

None of it is observable at the event. Every one of those results is read in the field, weeks and months later, 
which is exactly right and which quietly rules out every metric that can be collected in a ballroom.

And the rep results form a chain. Enthusiasm is a state. Engagement is behavior. Selling the new things is 
commercial outcome. Staying is durability. Each link depends on the one before it, which means a week that 
produces enthusiasm and stops there has produced the first link and nothing else. The manager results are 
what carry a rep from the first link to the second.

Retention sits on that list deliberately. A rep who leaves takes pipeline, relationships, and months of ramp with 
them, and the replacement costs a good part of a year. Keeping people is revenue, not culture.

Write your own version, and have the senior tier agree it in writing. Then every later decision has something to 
refer back to, including the ones made at eleven at night three weeks out when a sponsor asks for a favor.
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The purpose. All of that distills to a single line, and the board should be able to say it without notes.

Drive revenue in the new fiscal year.

Every result on the list above either feeds that or it comes off the list. Every session proposed over the 
following months either serves it or it's friction.

The context. A couple of words. Three at the outside.

Context gets felt rather than reasoned, and if yours takes a paragraph, you haven't found it yet. It's the shape of 
the week, the thing people carry in their gut when they're deciding whether a session belongs.

Enrollment.

Say it to the board and watch what happens. Either everyone recognizes it immediately, or someone hesitates, 
and that hesitation is the most useful signal in the room. It means the results work isn't finished. Go back, run 
the range again, come forward.

All three have to hold together. Context is where a break shows up first, because it's the only one short enough 
that nobody can hide inside the wording.
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One word does most of the work

An SKO is an enrollment event. It is not an education event.

That distinction is the single most useful thing in this guide, and it settles arguments that would otherwise run 
for weeks. When someone proposes a session, the question stops being whether the content is good, which it 
usually is, and becomes whether it enrolls anyone. Most information transfer doesn't, and it has somewhere 
better to go.

Whether it's an enablement event depends entirely on what you mean by enablement, and the word carries two 
different jobs in most organizations.

If enablement means producing content and running training, then no. Most of what gets called enablement at 
a kickoff belongs elsewhere on the calendar, closer to when people can use it.

If enablement means changing seller behavior, which is the definition I work from, then a kickoff is one of the 
most concentrated enablement opportunities of the year. Behavior changes when people are enrolled, when 
they practice, and when someone coaches them afterward. It rarely changes because they were told 
something in January.

Write your own version of all of this. Have the senior tier agree it, in writing, before the first session request 
arrives. Then every later decision has something to refer back to, including the ones made at eleven at night 
three weeks out when a sponsor asks for a favor.
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Run the sequence in this order

There are no week numbers in what follows, only order, and that's deliberate.

I've run a kickoff for a small company starting ninety days out. At a technology company with ten thousand 
people in the sales organization, I proposed and advocated for specific sessions, prepped the product 
managers, reviewed their presentations, recorded sessions, and facilitated the Q&A. There, conversations 
started around five months out, with a draft agenda at four months and content locked at two.

Fifty times the headcount, roughly sixty percent more lead time. Whatever you've been told, the calendar 
barely scales, and an organization spending nine months on this is usually spending six of them negotiating 
rather than deciding.

A two-hundred-person sales organization and a ten-thousand-person one run the same sequence. One of them 
just runs it faster.

Seven dependencies. Each one exists because getting it backward causes a specific, predictable failure.
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1 Last year's agenda comes off the table first.
Start from a blank page, the way zero-based budgeting starts from zero. This one does more work than the 
rest combined, because an inherited agenda turns every decision into a negotiation about removal: a session 
already on the page has an owner who expects it and a slot everyone assumes is theirs, so cutting it requires 
a reason while adding it never did. Build up from defined need instead. What does the field require this year, 
given where the business is going? Last year's agenda becomes reference material rather than the starting 
position, and you'll be surprised which parts earn their way back on.

2 Nothing gets sorted until the strategic message is decided.
You cannot judge whether a session serves the year before anyone has said what the year is. Boards that 
start with agenda-building are really conducting a negotiation over stage time, and the theme gets written 
afterward to fit what was already granted.

3 Nothing gets a slot until its reinforcement is described and the follow-through owner 
is named.
Both happen in the same meeting where sessions are approved. Design reinforcement afterward and you 
can only build it around whatever got in. Make it a condition of entry and it does real work: a session earns its 
slot when someone can describe how it will be sustained past February.

4 No content gets built until the sort is done.
Build follows the grant, never precedes it. Reject a session and you've made a decision. Reject sixty hours of 
someone's completed work and you've started a political fight, and politics beats judgment every time. This 
is the single most common sequencing error, and it's why so many organizations end up auditing slide decks 
for sessions that should never have been approved.

5 Managers get built before content is final.
Not briefed. Built. What you learn about your managers' actual coaching capability should be able to change 
the agenda, and it can't if the agenda is locked.

6 The numbers communication plan runs on RevOps' calendar, not the agenda's.
It's parallel, and it resolves whatever state the numbers are in.

7 The baseline gets captured before anyone travels.
Whatever you plan to launch, RevOps takes a snapshot of what it looks like today: a sample of open 
opportunities, how they're staged, how they're documented, how they move. It takes an afternoon. It's what 
makes every question you ask in March answerable, since memory of December fades faster than anyone 
expects.
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Mind the seams

Most kickoffs fail at the handoffs rather than inside anyone's work. Each function does its job well, on time, and 
the joins are where things fall through, because a handoff belongs to two people, which usually means neither.

Seven of them matter. Each has a name on both ends and a point in the sequence where it either happens or 
quietly doesn't.

The board is the mechanism for all of this. The kickoff is one of the few moments when these functions are in a 
room together, and a seam gets held when both ends of it are sitting at the same table.
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Message to sort.

Leadership decides what the year is about, then the board judges sessions against it. Reversed, the 
board negotiates stage time first and writes the theme afterward to fit what was already granted.

Sort to build.
Sessions get granted, then content gets built against a brief. Reversed, you're rejecting people's finished 

work, and politics beats judgment every time.

Sort to baseline.

RevOps can only snapshot what's about to change once the board has decided what's launching. That 
snapshot takes an afternoon and can't be recovered later, which makes this the easiest seam to miss and 

the most expensive.

Leadership to product.

The change in how product appears has to come from the senior tier, early, before anyone starts building. 
Announced late, it's confiscation. Announced first, it's simply how the week works this year.

Board to events.
Room layout is an agenda decision wearing a logistics costume, and the room contract gets signed 

months before anyone argues about format. Theater seating makes interactive work impossible no 
matter what the agenda says.

Agenda to managers.
Managers get built while the agenda can still change, because what you learn about their coaching 

capability should be able to change it. Once content is locked, that information arrives too late to use.

Planning board to evergreen board.

The final handoff, and the one nobody makes. A real meeting, on the calendar before the kickoff, held 
within two weeks after, transferring what was launched, what each manager committed to inspecting, 

and what the board will review. Then the planning board dissolves out loud, so everyone knows where the 
work now sits.
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Decide the strategic message, and deliver it once

The problem you're solving is drift. A product manager frames the strategy one way, the sales leader another, 
the solution engineer another, and by the time it reaches a front-line manager's Tuesday pipeline review it has 
been through four hands. Every cascade does this. It's what a cascade is.

The kickoff is the only moment in the year when everyone hears it from the same mouth at the same time. 
That's the least corrupted version of the message your organization will ever have, and it's a structural 
advantage no amount of enablement content can reproduce.

Three rules make it work.

Mission, focus, impact. Not product. Detail is what drift destroys. A compressible message survives four 
retellings; a feature-level one doesn't survive two. That's a transmission property rather than a taste for 
inspiration over substance.

Two or three priorities, honestly counted. If the message contains sixteen, drift happens inside the single 
delivery and you've achieved nothing except doing it in one sitting. Count them the way a rep would, not the 
way a slide does.

One articulation, and only one. This is the rule the board has to hold. Every function with stage time will want 
to restate the strategy in its own dialect before getting to its content, and by Wednesday the room has heard 
five framings and quietly adopted whichever one their manager seemed to favor. Presenters may reference the 
strategy. They may not re-articulate it. That's checkable in a dry run.

What you're building is a shared reference point, so that for the rest of the year anyone can say "here's what I 
heard at kickoff" and mean the same thing. That phrase is the artifact. It's also the only anti-drift mechanism 
that survives contact with the field.

Drift can't be eliminated. It can be slowed considerably, and the difference is worth real money. My estimate, 
based on thirty years in and around field organizations and ten as an industry analyst, is that message drift 
costs a sales organization five to ten percent of its year. That's my number, not research, and I'll own it. For 
scale, SiriusDecisions put full alignment across sales, marketing, and product at nineteen percent faster 
revenue growth and fifteen percent higher profitability. I'm claiming a fraction of that, from a single 
mechanism.
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Run the sort

This is the centerpiece. Set aside a working session, put every proposed session on the table, and make people 
defend them.

Two gates, in this order.

Gate one: does this drive or protect revenue this fiscal year?

Fail, and it's cut. Not deferred, not turned into a video. Cut.

The "or protect" clause is load-bearing. A session on new contract terms or a security review process doesn't 
obviously accelerate anything, and it can absolutely keep a large deal from stalling in procurement in Q3. A boat 
that sinks doesn't finish. Protective revenue passes.

Gate two: does this require the room?

Only sessions that passed gate one get here. Fail, and it ships ahead as pre-work or runs after in the flow of the 
job. Pass, and it earns time.

Note what those two gates do to the contract terms example. It passes the first cleanly and fails the second 
cleanly, so it goes out ahead as pre-work. Both gates working exactly as intended.

Write the chain for anything whose revenue link is indirect. This is where the sort goes wrong. Applied 
crudely, gate one cuts connection, peer time, and motivation first, because their path to revenue is the longest 
in the room, and keeps the product content because it's visibly about the product. You end up with the agenda 
this guide is arguing against, now with a rationale.

So make the chain explicit rather than assuming it. Reps who know each other multi-thread each other's deals. 
A rep who has met the solutions engineer gets help in week three instead of week nine. A rep who leaves 
enrolled works harder in a quarter that's going badly, and quarters go badly. That's revenue in this fiscal year 
through a mechanism you can name. Say it that way and connection passes on the merits instead of by 
exemption.

Some things fail gate one honestly, and you should keep a few of them anyway. Recognition and retention 
pay back over years rather than one. Name them as deliberate exceptions with a stated reason. That's more 
intellectually honest than stretching the test, and it stops readers from quietly abandoning it the first time it 
produces an answer they don't like.

What comes off the agenda: total addressable market, roadmap walkthroughs, feature-by-feature product 
tours, any session whose description is a list of things people will be told, and any executive presentation that 
exists because that executive presents every year.
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Check the shape of what survived

The sort tells you what earns a place. It doesn't tell you whether the proportions came out right. Look at the 
surviving agenda as a whole and check it against three things.

The strategic message carries the most weight, and it's mission and vision rather than product. Delivered 
once, from one mouth, as described above.

Product gets a tactical touch on a couple of genuinely new things. The two or three developments that 
change what a rep can actually sell this year, framed as what they change in a customer conversation. That's 
the whole brief, and it fits comfortably inside ten minutes.

Start from a mix and adjust it. As an opening position: roughly a third of the agenda in general session, roughly 
half in formats that require people to participate rather than receive, and the remainder in recognition, 
connection, and unstructured time. Those numbers are a starting point rather than a finding. Their job is to 
give the board something to work from instead of inventing a shape from nothing, and a board that lands 
somewhere else for stated reasons has done the work correctly.

Customer voice should outweigh product content. If your agenda spends more minutes on your company 
describing its product than on buyers describing how they decide, you've built the week backwards. Your reps 
will notice before you do, and it's the single easiest correction on this list to make, because customers are 
usually willing and nobody thinks to ask.
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Where product actually wins

Every product manager wants their forty-five minutes, and not one of them is being unreasonable. Their 
product is real, it launches this year, reps do need to know it exists. Taken one at a time, every request 
deserves a yes. Taken together, they destroy the week, because attention collapses across six product 
sessions rather than diminishing gracefully.

Run a product session through the two gates honestly and the answer is clear. It usually drives revenue. It 
almost never requires the room. It's information transfer, delivered into the most distracting environment your 
organization will build all year, to people carrying live deals.

So move it. Disperse product enablement across the quarter, virtually, near each launch rather than near the 
kickoff. Let reps self-select, since most products are irrelevant to most reps. Make it practice rather than 
presentation, because the goal was never that a rep knows the product, it's that a rep can talk about it without 
a deck.

Then keep the product managers at the kickoff, where they belong. Give them tables in a product showcase 
rather than slots on a stage. Reps route to what matters to their accounts, product managers get fifty real 
conversations instead of a thousand people half-listening, and everyone leaves able to put a name to a face.

What stays on the stage is a tactical touch: the two or three genuinely new things that change what a rep can 
sell this year, framed as what changes in a customer conversation. Ten minutes, not forty-five. As a starting 
allocation, product's aggregate share of stage time lands somewhere around ten to fifteen percent of the 
general session. Most organizations are at three or four times that and have never counted.

Expect hard pushback, and expect it to be organized. This is the most contested change in the guide, and 
winning it takes more than a paragraph. The full case is forthcoming: what product gains, why a slot buys 
coverage rather than adoption, and how to introduce the change without a fight.
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Settle the money before you settle the agenda

In most organizations the kickoff budget is co-funded. Marketing, product marketing, sometimes partners or 
alliances. When someone contributes a meaningful share, they arrive expecting main stage, and a board can 
apply a perfect test and still lose to whoever wrote the check.

Separate the funding conversation from the stage-time conversation, explicitly, in writing, before money is 
committed. Contributed budget buys presence at the event. It does not buy an unfiltered slot. Take the money 
without terms and you have sold the stage.
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Handle the numbers honestly

Most organizations cannot deliver final quotas, territories, and comp plans before the kickoff. Annual operating 
plans get board approval in late Q4 or early Q1. Enterprise deals get pushed to December 31. RevOps can't 
baseline accounts until the dust settles. This is the norm, and it is usually nobody's fault.

The cost is real regardless of fault. A rep doing commission math in their head is not present in the session you 
paid for.

So when the numbers aren't ready:

Say it from the stage, day one, early. Silence reads as evasion and feeds the trust problem. Naming it 
converts ambient anxiety into a known date: you won't have your number today, here's when you will, here's 
who will deliver it and how. This is nearly free and almost nobody does it.

Give what you do have. Territory principles, how quota is being constructed, ranges, the timeline. Partial 
certainty beats none by a wide margin.

Protect a window for it. People are going to work their numbers. Give them the slot and stop losing your 
breakouts to it.

Build sessions that survive reassignment. Where territories are still moving, run account planning against 
the accounts people hold today, and design the session so the skill travels with the rep whatever their list 
looks like in March.

If this happens every year, the fix isn't at the kickoff. It's in the planning calendar, and that's a conversation for 
March.
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Announce what's live, not what's coming

Watch a room the next time someone says "we're going to be implementing" or "this will be available in Q2." 
Nothing visible happens, which is exactly the point. Every person in that room has heard a version of it before, 
and the internal response is close to universal.

I'll see it when I believe it.

That isn't cynicism. It's an accurate reading of a ledger your reps have been keeping for years, and it's the trust 
deficit in its most concrete form. A promise made from a stage costs nothing to make, and everyone in the 
room knows it. New CRM fields, new stage definitions, the reporting that will finally show them their own 
numbers, the tool that will finally do the thing: every one of those has been announced somewhere before and 
quietly not arrived.

There's a sharper way to read that reaction, and it's a compliment rather than a complaint.

Your reps sell from inventory, not from the promise sheet. They learned that the hard way, on a deal where a 
roadmap commitment slipped and the customer remembered who had told them about it. An experienced 
seller quotes what ships today and treats the rest as a maybe, because that's the discipline that keeps 
accounts.

They apply exactly that discipline to you. It's the judgment you trained into them, pointed inward, and you don't 
get to have it running in only one direction.

Which means a future-tense announcement doesn't merely get discounted. It gets left out of the working set 
entirely. Nobody builds a quarter around a maybe. However good the thing turns out to be, and however 
sincerely it was promised, announcing it before it exists produces close to no change in behavior.

© Acelera Group, 2026 31 acelera.group



There are two ways through this. In my experience, one is much better than the other.

Build it first, and announce it live. Have the fields in place, the reporting running, the tool available, before 
anyone walks into the room. Then the announcement is a demonstration rather than a commitment, and 
there's nothing left to disbelieve. It also means reps can use the thing during the kickoff, in a working session, 
on a real opportunity, which turns an infrastructure announcement into something that passes both gates.

The objection is that Q4 is impossible, and it's true. Q4 is busy. So is Q1. So is Q2. There is no quarter in which 
this gets easier, which means the only question is whether it gets prioritized, and prioritizing it buys you 
something no amount of stage time can.

Or promise precisely, deliver, and close the loop. Some things genuinely can't be ready. Board dependencies, 
vendor timelines, a migration that will take what it takes. When that's the case, make the promise specific 
enough to be held to: what exactly, live on what date, owned by whom. A vague promise is unfalsifiable, and a 
room full of salespeople recognizes an unfalsifiable claim instantly, because they hear them from prospects 
every week.

Then do the part that seals it. When it ships, say so. Announce the delivery as deliberately as you announced 
the promise, and name the promise you're closing.

That last step is where the ledger actually gets balanced. Most organizations deliver more than their reps give 
them credit for, because the promise gets a stage and the delivery gets a release note. The ledger only records 
what's announced, so it fills up with commitments and never records the payments. Closing the loop out loud, 
every time, is close to free and it compounds.

One rule underneath both approaches. Announce nothing that isn't funded and staffed. The kickoff stage is 
where aspiration gets mistaken for commitment, and the person who pays for that confusion is the rep who 
built a quarter around something that never came.
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Build the managers first

Your front-line managers are the only people at the kickoff who are both audience and delivery mechanism. 
Everyone else is one or the other.

Most of them were promoted for selling well and have never been taught to coach. Coaching is not a more 
advanced form of selling. If you're depending on managers to sustain everything the kickoff launches, and you 
are, then their capability is the constraint on the entire investment.

Build it before the event, over weeks, not in a briefing the week prior. Then give them their own track in the 
room, which most organizations never do. That track has two jobs: deciding what they're accountable for 
inspecting, and practicing coaching the new thing in front of each other. It passes both gates without effort.

What that build consists of, and what the coaching cadence looks like week by week once everyone is home, is 
the subject of a forthcoming companion piece.

© Acelera Group, 2026 33 acelera.group



Everything else that ships ahead

Pre-work only works with a gate. Content sent and not completed is content not sent. A short certification, a 
manager check, something that makes completion visible.

On timing: two to three weeks ahead, and keep the total under about ninety minutes. Send it earlier and it's 
forgotten by the time people travel. Send more than that and completion collapses, which is worse than 
sending nothing, because now you've taught the field that pre-work is optional.

Content gets built against a brief issued at the grant, specifying the session's purpose, its format, and how it 
will be reinforced. Freelanced content drifts back toward presentation, because presentation is easier to build.
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PRESENCE

The room is not the goal. Presence is.

You can have a full ballroom of people who are seated and absent. A rep working their inbox under the table is 
in the room. A rep who doesn't know their number is in the room. Attendance measures the room. Nothing 
measures presence except what people do afterward.

So the test for every session that passed both gates is sharper than it first appears: does this require the 
person to be present, or merely seated?
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What earns the room

The strategic message.

Covered above. Simultaneity is the mechanism, 
and there is no other moment in the year that has 
it.

Connection, designed rather than 
hoped for.
Your reps building real relationships with each 
other, with the engineers and specialists they'll 
depend on in March, with the people they've only 
known as a name in an email thread. Seating is a 
design decision. Cross-functional tables at 
meals and general sessions, not regional cliques 
who already talk daily.

Peer learning, which is not training.

When strong reps trade real accounts of real 
deals, the room gets smarter than any 
curriculum. A rep learns more about a stalled 
enterprise deal in twenty minutes with someone 
who just worked one than from any session you 
could build. Design for it. Give them something 
real to work on and get out of the way.

Launching a real process, live.

Opportunity development, account planning, 
whatever you're actually putting in place this 
year. Do the work in the room, coach it live, and 
show what good looks like while everyone 
watches. These are the highest-leverage things 
an organization can build and they need the room 
to launch.

Customers on stage.

Actual buyers, unscripted, telling your reps why 
they rejected pitches and how they really 
decided. This is the fastest way through 
methodology fatigue, because it is the one voice 
in the building that isn't the company talking 
about itself. It passes both gates without 
argument and most agendas don't include it.

Experience over information.

People remember what they did, not what they 
were shown. A facilitated session that gets a 
room of skeptical salespeople laughing, present, 
and genuinely connected does more for how they 
show up than any slide about presence ever will.

© Acelera Group, 2026 36 acelera.group



The stage is a sell

You have a room full of the people you most need to enroll, and the leaders on that stage are the best 
salespeople in the organization. Sell them. Not on a product. On the year, and on the belief that it's worth their 
best work.

Four things a leader has to do from that stage, and they're the same four that earn a seller the right to guide a 
buyer.

Perspective.
Give the room a read on the market they can't 
assemble from their own accounts. What you see 
coming this year, and what it means for how they 
sell.

Authenticity.
Speak as yourself, not as a script product 
marketing wrote for you. This is the most 
common failure on a kickoff stage and the 
easiest for a room of salespeople to detect.

Trust.
Earned by what you cut and what you're willing to 
admit. Naming the thing everyone knows went 
badly last year buys more credibility than any 
number of wins on a slide.

Helm.
Take it, visibly, for the year. Not just the week. A 
leader who delivers the vision and then 
disappears from the mechanism has told the 
room exactly how much it mattered.
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Earning stage time

Every presenter answers three questions before they get a slot:

1 What decision or behavior 
changes in the field 
because of this session?

2 Why does this require 
these people in this room, 
rather than a document?

3 What will a front-line 
manager inspect in March 
that tells you it worked?

A presenter who can't answer the third question is proposing an event, not a capability.

Cut the total addressable market slide. A rep cannot do anything with a market size. Their job is whether one 
company needs the product and whether they can reach the person who decides. TAM is a number built to 
impress investors, delivered to an audience that correctly does not care.
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Protect attention deliberately

Give people real windows for email and calls. Thirty to forty-five minutes, twice a day, on the published agenda. 
Reps have live deals during your kickoff and pretending otherwise doesn't make the deals go away, it just 
moves the email under the table during your best session.
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When there's no room

Virtual and hub-and-spoke formats change what's possible rather than reducing it proportionally.

Run the two gates on a fully virtual kickoff and the second one has no pass bucket. With no room, nothing can 
earn the room, which means a virtual kickoff should be dramatically shorter than the in-person version rather 
than the same agenda relocated. What survives the screen is the strategic message, since simultaneity needs 
a single broadcast rather than a physical room. Connection and peer learning need the room itself.

Hub-and-spoke is the more interesting format and potentially the strongest available: central broadcast for 
the message, regional rooms for connection, a fraction of the travel. Its failure mode is specific, and it turns 
entirely on whether the spoke facilitators were built first.

I've built and delivered three virtual kickoffs, all during the pandemic. While virtual can be challenging, the 
approach also has real strengths, especially in the ability to allow organized connecting and networking, and 
some time shifting.
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FOLLOW-UP

This section is shorter than PREP, and that's by design rather than neglect. Most of what makes follow-up work 
was decided months earlier: reinforcement described before any session got a slot, the owner named in the 
same meeting, managers built rather than briefed, the infrastructure live before anyone landed. If you did that 
work, what follows is execution. If you skipped it, no amount of effort here will recover it.
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It runs continuously

Most organizations plan a thirty-sixty-ninety day reinforcement program, which implies a point at which 
reinforcement is complete. There's no completion date on whether your sellers can run an opportunity.

The kickoff is one moment inside a responsibility that runs continuously. Enablement's ownership of a 
capability is durable, permanently. Organizations reach for the project shape because projects can be scoped, 
delivered, and counted, and that instinct is understandable. Capabilities work differently. They're held, not 
finished.

Which changes what you're building here. A set of rhythms that become the way the organization works, and 
eventually stop being traceable to a kickoff at all. That's the goal. In eighteen months nobody should remember 
that the way they run deal reviews started in a ballroom.
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Name the owner, and hand it off deliberately

The follow-through owner gets named in the same meeting where sessions are granted. Not after the event. 
Not on the flight home.

Then, and this is the part nobody does, the planning board's final act before it dissolves is transferring 
ownership of the follow-through to the evergreen enablement board, by name, with a date. That handoff is a 
specific moment on a calendar, and it's the moment that decides whether the follow-through has somewhere 
to live.

Make it a real meeting, on the calendar before the kickoff happens, held within two weeks after. Three things 
get transferred: what was launched, what each manager committed to inspecting, and what the board agreed 
to review. One page. The planning board then dissolves, on purpose and out loud, so that everyone knows 
where the work now sits.

The test, which you can run today: name the person who will be running the reinforcement cadence in week 
nine. If you can't, you haven't planned a kickoff. You've planned a trip.

© Acelera Group, 2026 43 acelera.group



Where the cadence lives

Everything above depends on rhythms running in three places at once, and each one has its own piece.

The front-line manager carries it day to day: what happens in week one, in one-on-ones through the first 
month, in deal reviews from week four.

The CRO runs the half that comes downward to meet it. Whatever you launched appears in the forecast call and 
the business review, by name, in your voice, or your VPs conclude within a week that it was a January thing. 
The uncomfortable part is that the stall around week eight is often set in motion at the top.

Revenue operations builds what everyone else can see, and most of it has to be scoped before the event rather 
than requested in week five, starting with the baseline snapshot.

Companion pieces on each of these three are forthcoming.
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What to do when it stalls

It will stall. Plan for it rather than being surprised by it.

The stall is predictable and it looks the same everywhere. Somewhere around week eight or nine, a quarter 
gets hard, and the new approach is the first thing to go, because under pressure people revert to what they 
know. Nobody announces this. It shows up as deal reviews quietly reverting to the old questions.

Watch the managers, not the reps.
Reps follow their manager's attention. When 
adoption drops in a team, the cause is almost 
always upstream of the reps, and the fix is a 
conversation with one person rather than a 
re-training of twelve.

Have the Board name it out loud.
A stall that goes unmentioned becomes the 
new normal within a month. A stall that gets 
named, without blame, in a forum where 
leadership is present, usually corrects itself.

Find out whether it's capability or 
belief.

Those look identical from a dashboard and 
need opposite responses. A manager who 
can't coach the new approach needs help. A 
manager who doesn't believe in it needs a 
conversation with their leader. Guessing 
wrong wastes both.

Restate at the quarter boundary.
The most useful reinforcement in the year is a 
leader saying, at the start of the next quarter, 
that this is still how we work. Ninety seconds, 
from the person whose opinion counts. It 
costs nothing and it resets the ledger.
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Measure the right thing

Attendance is not the measure. It's a butts-in-seats number, in the same family as course completions and 
CRM field compliance. All of them measure compliance with the event rather than revenue from it, which is 
exactly why they're the metrics that get reported.

Be honest about attribution, too. Clean attribution stays out of reach, because three days can't be separated 
from territory changes, product releases, comp changes, and the economy. Treat any framework that 
promises otherwise as a sales pitch. And if someone hands you a statistic about how much sales training is 
forgotten in thirty days, ask them for the study.

What you can measure is binary and it's under your control: is the thing you launched in use?

Not whether people were trained on it. Whether it appears in deal reviews in March. Whether managers coach 
to it without being reminded. Whether opportunities look different than they did in December. That's 
observable, it's specific to what you actually launched, and it's the mechanism by which a kickoff becomes 
revenue.

Three things worth watching, all of them behavioral:

Are managers asking 
the new questions 
without being 
reminded?
Sit in on a deal review 
unannounced. You'll know 
inside ten minutes.

Do opportunities 
look different than 
they did in 
December?
Pick ten and read them. 
This takes an hour and tells 
you more than any 
dashboard.

Can a rep explain the 
new approach to a 
new hire?
That's the test of whether 
something became a norm 
rather than a directive.

Which leads to the uncomfortable part. You can only measure what you launched. If the agenda was 
information transfer, there is nothing to measure except attendance and completion, because nothing was 
launched. Organizations reaching for butts-in-seats numbers aren't measuring badly. They're measuring 
accurately. There's nothing else there.
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Carry it into next year

The planning board dissolved. The evergreen board is what remembers.

Within a month of the event, while it's still fresh, the board writes down what to do differently next time. What 
earned the room and what didn't. Which sessions the field still refers to in March and which were forgotten by 
February. Where the sort was too generous. Which managers carried it and which needed help.

That document is the single most valuable input to next year's planning board, and in most organizations it 
doesn't exist, so every kickoff starts from scratch and repeats the same mistakes with different people. 
Institutional memory is the compounding asset here. One page a year, held by a body that doesn't dissolve, is 
what turns a kickoff from an annual event into a capability that gets better.
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The short version

Prepare for it.

Two boards, one of which outlives the event. 
Decide the message before you sort the 
agenda. Two gates on every session: does it 
drive or protect revenue this year, and does it 
require the room. Reinforcement designed 
and owner named before anything gets a slot. 
Managers built, not briefed.

Be present in it.

Simultaneity for the message. Connection by 
design. Peer learning, live process launch, real 
customers, real practice. A stage used to 
enroll rather than inform.

Follow up on it.

Forever, because the responsibility doesn't end. Handed off deliberately from the board that dissolves 
to the one that doesn't. Measured by whether the thing is in use, not by who showed up.

Three activities. It's the same standard you hold your reps to on every deal they run. It works on your own 
meeting too.
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I help sales leaders design kickoffs that move the number. I've delivered keynotes to rooms of fifteen hundred 
sales people, and the work on that talk started months earlier, inside the planning process, rather than the 
week before. The talk is the visible part. The prep and the follow-through are where the work actually is, which 
is the same thing this guide has been saying throughout. A keynote that could have been delivered at any 
company is a video.

If you're hiring anyone to speak at your kickoff, demand this of them whether or not it's me: time with your 
planning board, access to what's really happening in your deals, a conversation with a few front-line managers, 
and a talk built on your organization's actual year. Most people never ask.

The work on which this is based is fully documented at togetherwewin.works and in my latest book, Together
We Win: How Great Sales Teams Earn the Right to Guide.

meet.acelera.group
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