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The 90-Day Account Value Plan: From Kickoff to First Renewal

21 September 2026 · 7 min read · read online

Most renewals are lost in the first ninety days, long before anyone starts talking about renewal. The customer signs, the kickoff call goes well, and then the account drifts: onboarding slips, the champion changes jobs, adoption plateaus, and by month nine the only conversation left is about discount.This play compresses the whole value loop — discover, prove, expand, defend — into a single ninety-day plan you can run on every new account. It picks up where deal closing left off, and it ends where the revenue shift begins.Why the first ninety days decide the renewalThe renewal conversation is not where renewals are won. It is where the evidence you collected earlier is either presented or found missing.
Teams that renew well do three things early that everyone else postpones:
	They write down the customer’s definition of success, in the customer’s words, and get it agreed in writing.

	They instrument adoption against the capability the customer actually bought — not against total logins.

	They surface the first measurable result before the first review, so the review has something to review.

If any of those three is missing at day ninety, the account is not “ramping” — it is unmanaged. And unmanaged accounts are exactly the ones that arrive at renewal asking for a better price, because price is the only variable left on the table.
A renewal is a formality when the value is visible. When it is invisible, the renewal becomes a negotiation about the only thing the customer can measure: the invoice.

Days 0–30: agree what “value” meansThe first month is not about implementation milestones. It is about definition.
Write the outcome contractSit with the customer and produce a one-page outcome contract. It contains four lines:
	The outcome — the business result they expect, stated as a change (for example, “cut manual reporting effort” rather than “use the reporting module”).

	The baseline — today’s number, agreed before you start.

	The measure — how you will both see progress, and where it lives.

	The deadline — when you review it. Put it in both calendars now.

That single page is the difference between a review and an argument. It also gives your champion something to take to their own leadership, which is how you get a second sponsor without asking for one.Map the people, not just the projectStakeholder mapping is usually treated as enterprise theatre. It is not: it is risk management. On every account, name the economic buyer, the champion, at least one technical validator, and the person who could quietly block adoption.Then decide how each of them will see value in the first quarter. If a name has no answer, you have found your first risk.Make onboarding observableOnboarding without instrumentation is a story you tell yourself. Instrument three things from day one:
	time to first value — the moment the customer gets a result, not the moment the contract starts;

	adoption of the specific capability you were bought for;

	the outcome metric from the outcome contract, even if it is still flat.

If you sell automation, the plays in customer engagement automation are the practical part of this step: triggers, reminders and status updates that keep onboarding moving without a weekly chase email.Days 31–60: produce the first proofThe second month has one job: get a real result in front of the customer early, while there is still time to act on it.Find the smallest complete winDo not wait for the flagship rollout. Pick one team, one workflow or one report, and finish it end to end. A complete small win is worth more than a half-finished big one, because it converts abstract expectations into something the customer can show a colleague.Then do the unglamorous part: write it down. One paragraph with the before number, the after number and the source. This becomes the raw material for every review, QBR and renewal deck for the next twelve months.Publish progress where the customer already looksValue that only exists in your CRM does not count. Put progress where the customer works: a shared dashboard, a monthly one-pager, a short update to the sponsor.This is where account management and customer success usually hand off badly. Customer success owns adoption and outcome data; account management owns the commercial conversation. The play that fixes it is the same one that breaks silos between marketing and sales: shared artefacts, agreed definitions, no parallel reporting.Watch for the three early warnings	Warning	What it usually means	First move
	Champion goes quiet for two consecutive weeks	Sponsor change, reorg, or loss of internal mandate	Ask for a 20-minute call with an agenda built on their outcome
	Adoption climbs but the outcome metric is flat	You are measuring the wrong capability, or the workflow is not the bottleneck	Re-run the baseline conversation before pushing more licences
	”Can we revisit the scope?”	Scope drift is being used to postpone commitment	Re-anchor on the outcome contract and re-plan the quarter

None of these are emergencies on their own. All three are entirely predictable, and all three are cheap to fix at day 45 and expensive to fix at day 300.Days 61–90: turn proof into a planThe third month converts a successful onboarding into a commercial position.Run the first value reviewNot a status update — a review. Four slides, in this order:
	What you agreed the outcome would be.

	What the numbers say now, against the baseline.

	What is working, and what is not.

	The single next bet, with an owner and a date.

The last slide is the commercial one. If the customer’s next goal is bigger than the current scope, you now have a legitimate expansion conversation that starts from evidence rather than enthusiasm. If the goal is smaller, you have found the churn risk eleven months early.Decide what the account needs nextBy day ninety you should be able to classify the account honestly:
	On track — outcome metrics moving. Next move: raise the ambition, and plan the value review cadence.

	Adopted but flat — usage is fine, results are not. Next move: fix the workflow, not the licences. This is the account where contract value can be reallocated into something that actually moves the number.

	Stalled — onboarding is blocked. Next move: escalate to the sponsor with a written blocker list, not a friendly nudge.

Write the renewal position earlyNinety days after kickoff is when you should already know what the renewal will look like: what evidence exists, which stakeholder owns the decision, and which risks are open. The renewal checklist is mostly a list of things that should already be true by now — which is exactly why running it early is cheap and running it late is not.For SaaS teams, this is the mechanism behind the churn statistics everyone quotes: the customers who leave are usually the ones nobody instrumented in the first quarter. The SaaS churn play covers the subscription-specific version of the same discipline.The ninety-day plan, on one page	Window	Objective	Artefact you must produce
	Days 0–30	Agree what value means	Outcome contract with baseline, measure, deadline; stakeholder map
	Days 31–60	Produce the first proof	One complete win, written up with before/after numbers
	Days 61–90	Turn proof into a plan	Value review; account classification; written renewal position

Three artefacts. That is the whole plan. Everything else — the deck, the dashboard, the automation — exists to keep those three current.Make it a system, not a heroic quarterThe reason this plan fails in most teams is not that people disagree with it. It is that nothing in the operating rhythm requires it. Fix that with three small commitments:
	One template. The outcome contract is a form, not a document. Two fields cannot be left blank: the baseline and the review date.

	One forum. Value reviews happen on a calendar, not when someone remembers. Ninety days, then quarterly.

	One metric per account. Every account has a named outcome metric, visible to both sides. If you cannot name it, you do not have an account plan — you have an activity log.

Teams that run this find the same thing in month four: renewals stop being events. They become a review of work that was already agreed, measured and discussed. Which is the entire point of value-driven account management — and the reason the free playbook puts the value loop before the tactics.If you want the whole method in one file, the ebook collects the outcome contract, the value review structure and the renewal checklist in a single download you can hand to a new account manager on their first day.



How to Find & Engage the Right Stakeholders on LinkedIn Sales Navigator (Using ValueOps)

22 April 2026 · 4 min read · read online

LinkedIn Sales Navigator is a goldmine for B2B prospecting—but only if you use it strategically. Here’s how to filter for high-value stakeholders (e.g., CTOs, IT Directors, Procurement Managers) and engage them with ValueOps principles (focusing on their needs, not your pitch).Step 1: Define Your Ideal Stakeholder ProfileBefore diving into filters, ask:
✅ Who influences buying decisions? (e.g., CTO for tech, CFO for budget, Procurement for vendor selection)
✅ What job titles/roles align with your solution? (e.g., “Head of IT,” “Director of Digital Transformation”)
✅ What industries/companies fit your ICP? (e.g., mid-market SaaS, enterprise manufacturing)
Example: If you sell cybersecurity software, target:
	CTO / CISO (technical decision-maker)

	IT Director / Manager (day-to-day user)

	Procurement Lead (contract owner)

Step 2: Set Up Advanced Filters in Sales NavigatorUse Boolean search + filters to narrow down prospects:
A. Job Title & Seniority Filters
	Title Keywords:
"Chief Technology Officer" OR "CTO" OR "VP of IT" OR "IT Director"
"Procurement Manager" OR "Head of Purchasing" OR "Vendor Management"



	Seniority Level: “Director+” or “VP/C-Level” (depends on your target).

B. Company Filters
	Industry: “Technology,” “Finance,” “Manufacturing” (pick your ICP).

	Company Size: “500-1000 employees” (or your ideal range).

	Revenue: “$50M-$500M” (if B2B enterprise).

	Growth Signals:

	“Hiring for IT roles” (suggests digital transformation).

	“Recently raised funding” (budget for new tools).





C. Engagement Filters (Key for ValueOps!)
	“Posted on LinkedIn in last 30 days” → Engage with recent activity.

	“Shared content about [relevant topic]” (e.g., “cloud security,” “AI adoption”).

	“Changed jobs in last 90 days” (new leaders = new priorities).

Pro Tip: Save this as a “Lead List” (e.g., “IT Decision-Makers – Q3 2024”) for ongoing tracking.Step 3: Engage with ValueOps (Not a Pitch!)❌ Avoid:
	“Hi [Name], want to see a demo of our product?” (Low response rate).

	Generic connection requests with no context.

✅ Do This Instead:
	
Personalize Based on Their Activity:
“Saw your post on [topic]—really insightful! We’ve helped [similar company] achieve [result] by [brief value prop]. Would love to hear your thoughts on [relevant challenge].”

Example:


“Hi [CTO Name],”
“Your recent post on migrating to zero-trust security resonated with me. We helped [Company X] reduce breach risks by 40% with [your solution’s key feature].”
“Curious—what’s your biggest hurdle in rolling out zero-trust? Happy to share lessons learned.”





	
Leverage Mutual Connections/Groups:


	“Noticed we’re both in [LinkedIn Group]. I’ve seen companies like yours struggle with [pain point]. How are you approaching this?”





	
Offer Value First (No Ask):


	Share a case study, whitepaper, or benchmark report relevant to their role.

	Example:

“Hi [Name],”
“I came across this [industry report] on [topic] and thought of your work in [their focus area]. Page 12 has some surprising stats on [relevant insight]. Thought you might find it useful!”









	
Follow Up with Insights (Not “Just Checking In”):


	

Since we last connected, we’ve seen [trend] in [industry]. For example, [Company] saved [result] by [action]. Would this be relevant for your team?









Step 4: Track & Optimize (ValueOps Loop)
	Save engaged prospects to a “Hot Leads” list in Sales Navigator.

	Monitor responses: Which messages get replies? Double down on those.

	Adjust filters based on who converts (e.g., “CTOs in fintech respond 2x more than in retail”).

🔥 Pro Tips for Stakeholder Engagement
	Use InMail for cold outreach (higher open rates than emails).

	Engage with their posts (like/comment) before messaging—builds familiarity.

	Tag teammates if multiple stakeholders are involved (e.g., CTO + Procurement).

	Set up alerts for job changes or company news (e.g., “Acme Corp announces digital transformation initiative”).

Example Workflow for IT Stakeholders
	Filter: CTOs in SaaS companies, 200-1000 employees, posted about “cloud security” in last 30 days.

	Message:
“Hi [Name],”
“Your post on balancing security and developer velocity hit home. We worked with [Company] to cut false positives in their cloud environment by 60% while keeping devs happy.”
“What’s your top security priority right now—compliance, threat detection, or something else?”

	Follow-up: Share a custom benchmark on cloud security trends in SaaS.

🚀 Key TakeawayLinkedIn Sales Navigator is not just a database—it’s a prospecting engine when combined with ValueOps. Focus on:
✅ Filtering for the right stakeholders (titles, industries, triggers).
✅ Engaging with insights (not pitches).
✅ Measuring and refining based on responses.Try this: Pick one stakeholder type (e.g., CTOs in healthcare) and run a 7-day test with this approach. Track replies and adjust!Question for you: What’s your biggest challenge in finding/engaging stakeholders on LinkedIn? Let’s troubleshoot in the comments!#LinkedInSalesNavigator #B2BSales #ValueOps #Prospecting #SalesTips



Breaking Silos: How Marketing and Sales Can Collaborate for Greater Impact

21 April 2026 · 3 min read · read online

The Problem: Marketing and Sales in SilosIn many organizations, marketing and sales teams operate in silos, each focusing on their own goals and metrics:

	Marketing prioritizes brand awareness, lead generation, and content creation.

	Sales focuses on closing deals, meeting quotas, and building customer relationships.

This separation often leads to:
	Misaligned messaging (marketing materials don’t reflect real customer pain points).

	Wasted resources (sales reinvents collateral; marketing creates content that sales never uses).

	Missed opportunities (customer success stories go untold; sales insights don’t inform marketing strategies).


Note: This misalignment is often the root cause of revenue leakage, which can be addressed through ValueOps frameworks.

Why Collaboration MattersWhen marketing and sales align, they create a virtuous cycle:

	Sales provides real-world customer insights, objections, and success stories.

	Marketing crafts compelling narratives, tools, and content that resonate with prospects.

	Customers receive consistent, value-driven messaging—from first touch to close.

The result? Higher conversion rates, shorter sales cycles, and stronger customer relationships.5 Ways to Foster Marketing-Sales Collaboration1. Co-Create High-Value ContentExample: White papers, eBooks, and industry reports.
	Sales identifies trending customer challenges or objections.

	Marketing researches and structures the content.

	Sales reviews drafts to ensure practical relevance.

Outcome: Content that educates prospects and equips sales with credible talking points.2. Develop Customer Case Studies TogetherReal-World Example:
I once worked with an MSP (Managed Service Provider) struggling to deliver cost-effective, high-performance cloud solutions for their end customers. After a successful proof of concept (PoC), they adopted our solution and expanded their business significantly.Instead of letting this success go unnoticed, I:
	Reached out to marketing to propose a customer case study.

	Set up a joint interview with the MSP’s team, including both marketing and sales stakeholders.

	Collaborated on the narrative to highlight business outcomes (cost savings, scalability) and technical wins (performance improvements).

Result: A compelling case study that marketing used in campaigns and sales leveraged to close similar deals.3. Share Customer Insights Regularly
	Sales shares common objections, competitive intelligence, and customer feedback.

	Marketing adjusts messaging, creates FAQs, or develops battle cards.

Tools to enable this:
	Shared Slack channels or Microsoft Teams groups.

	Monthly “Voice of the Customer” meetings.

4. Align on Lead Definitions and Handoffs
	Define what a “qualified lead” looks like together (e.g., budget, authority, need, timeline).

	Create a service-level agreement (SLA) for follow-up times.

	Use shared dashboards (HubSpot, Salesforce) to track lead status.

5. Jointly Plan Campaigns and Events
	Sales identifies target accounts or industries.

	Marketing designs campaigns (webinars, email nurtures) tailored to those segments.

	Sales participates in events (e.g., hosting a roundtable) to engage prospects directly.

The Business Impact of CollaborationWhen marketing and sales work together:
✅ Higher-quality leads (marketing attracts the right audience; sales provides feedback to refine targeting).
✅ Shorter sales cycles (content addresses objections upfront; sales has the right tools).
✅ Stronger customer relationships (consistent messaging builds trust).
✅ Measurable revenue growth (aligned teams drive more closed-won deals).Getting Started: Actionable Steps
	Schedule a cross-team workshop to align on goals, challenges, and opportunities.

	Pilot a joint project (e.g., a case study or white paper).

	Establish regular syncs (biweekly 30-minute meetings to share insights).

	Celebrate wins together (recognize collaboration in team meetings).

Final ThoughtBreaking down silos isn’t about merging teams—it’s about creating a feedback loop where insights flow freely, and both teams are invested in shared success. Start small, prove the value, and scale what works.How does your organization foster marketing-sales collaboration? Share your tips in the comments!



ValueOps: How to Reignite Customer Contracts with a Strategic Revenue Shift

25 February 2026 · 8 min read · read online

Introduction: The Hidden Goldmine in Your Customer ContractsWhat if you could boost customer satisfaction, drive more value, and secure contract renewals—without selling a single new product?
Most businesses focus on upselling, cross-selling, or aggressive negotiations when contracts near renewal. But what if the real opportunity lies in what’s already there—just underutilized, overlooked, or misaligned with the customer’s evolving needs?Enter ValueOps—a customer-centric, revenue-shifting strategy that transforms stagnant contracts into high-value partnerships. Instead of pushing for more budget, you reallocate spending from underused licenses, unused features, or outdated services toward higher-impact solutions that align with the customer’s current business goals.The result?
✅ Higher customer retention (they see real ROI)
✅ Stronger trust & loyalty (you’re solving problems, not just selling)
✅ Increased contract value (without hard-selling)
✅ Competitive differentiation (most vendors don’t do this)In this guide, we’ll break down how ValueOps works, why it’s a game-changer for contract renewals, and how to implement a revenue shift strategy that turns at-risk customers into raving fans.Why Traditional Contract Renewal Strategies Fail (And How ValueOps Fixes It)Most companies approach contract renewals with one of three flawed strategies:

	The “Hope & Pray” Approach – Assuming the customer will renew because “they always have.”

	The Hard Sell – Pushing new products, upgrades, or add-ons, even if the customer isn’t using what they already have.

	The Discount Trap – Slashing prices to keep the deal, eroding margins and setting a bad precedent.

The problem? None of these address the real reason customers leave:
	They’re not seeing enough value from what they’re paying for.

	Their needs have changed, but their contract hasn’t.

	They feel ignored until renewal time.

ValueOps flips the script. Instead of waiting for renewal season to scramble, you proactively audit the customer’s usage, identify wasted spend, and reallocate budget toward high-impact solutions—before they even think about leaving.What Is a Revenue Shift? (And Why It’s Smarter Than Upselling)A revenue shift is a strategic reallocation of existing contract spend from low-value or underutilized resources (like unused software licenses, outdated services, or redundant tools) toward higher-value solutions that better match the customer’s current needs.Example: The SaaS Company That Saved a $500K ContractA mid-market SaaS company had a $500K/year customer at risk of churn. Instead of panicking, their Customer Success team ran a ValueOps audit and discovered:
	$120K/year was spent on enterprise licenses that only 20% of users actually needed.

	The customer had purchased a premium analytics module but never implemented it.

	Their support plan was overkill—they rarely used the 24/7 priority access.

Instead of pushing for an upgrade, the team proposed a revenue shift:
✔ Downgraded unused enterprise licenses → Saved $80K
✔ Reallocated $40K to training & adoption programs (ensuring the analytics module got used)
✔ Shifted $30K from premium support to a new AI-driven automation tool the customer had been eyeingResult?
✅ Customer renewed at $550K (a 10% increase)
✅ Usage skyrocketed (they finally saw ROI)
✅ Customer became a case study & referral sourceHow to Implement a ValueOps Revenue Shift Strategy (Step-by-Step)Step 1: Conduct a “Value Audit” (Before Renewal Talks Begin)Most companies wait until 30-60 days before renewal to check in. Big mistake.Start 6-9 months early with a Value Audit—a deep dive into:
✅ Usage data (Which licenses/features are being used? Which are gathering dust?)
✅ Business changes (Has the customer merged, downsized, or shifted priorities?)
✅ Pain points (What’s frustrating them? Where are they not seeing ROI?)
✅ Unmet needs (What new challenges could your solutions solve?)Tools to Use:
	CRM & usage analytics (Gainsight, Totango, HubSpot)

	Customer interviews (Ask: “What’s one thing you wish our solution did better?”)

	Contract review (Are they paying for legacy services they no longer need?)

Step 2: Identify Underutilized or Misaligned SpendLook for:
🔹 Zombie licenses (Paid for but never used)
🔹 Over-provisioned services (Enterprise plans when Standard would suffice)
🔹 Unimplemented features (They bought it but never set it up)
🔹 Redundant tools (Are they paying for two similar solutions?)Pro Tip: Use benchmarking—compare their usage to similar customers. If they’re below average, there’s likely wasted spend.Step 3: Map Spend to Current Business GoalsAsk:
	“What are your top 3 priorities this year?”

	“Where do you feel our solution isn’t delivering enough?”

	“If you had an extra $X to spend with us, where would you invest it?”

Example:
A marketing agency was paying for high-end design software licenses but had shifted to video content. Instead of letting them cancel, the vendor shifted budget from design tools to video editing & AI-generated content software—keeping the contract and increasing usage.Step 4: Propose the Revenue Shift (Not a Sale)Frame it as a win-win:
“We noticed you’re paying for [X], but your team isn’t using it as much. Instead of wasting that budget, we can reallocate it to [Y], which aligns better with your [current goal]. This way, you get more value without increasing spend.”Key messaging:
✔ “No new cost” – You’re optimizing, not upselling.
✔ “Higher ROI” – They’ll see better results from the same budget.
✔ “Flexible & risk-free” – They can test the new allocation before committing.Step 5: Measure & Prove the ImpactAfter the shift:
	Track usage (Are they engaging more with the new solution?)

	Gather feedback (Is it solving their problem?)

	Show ROI (Provide a Value Realization Report with before/after metrics)

Example:
A logistics company shifted spend from unused warehouse management features to AI-driven route optimization. Within 3 months, they reduced fuel costs by 15%—proving the shift’s value and securing a 3-year renewal.Why ValueOps Works Better Than Discounts or Upsells	Strategy	Customer Perception	Impact on Revenue	Long-Term Effect
	Discounting	”They’re desperate to keep us”	❌ Lower margins	🚨 Sets expectation for future discounts
	Upselling	”They just want more money”	✅ Short-term boost	❌ Risk of churn if unused
	ValueOps Shift	”They actually care about our success”	✅ Higher retention & expansion	✅ Stronger relationship & referrals

Bottom line: Customers don’t leave because of price—they leave because of perceived lack of value. A revenue shift proves you’re invested in their success, not just your quota.FAQ: Common Questions About ValueOps & Revenue Shifting1. Isn’t this just a fancy way to upsell?No! Upselling = asking for more money. Revenue shifting = optimizing what they’re already paying for. The key difference is customer-centricity—you’re solving a problem, not pushing a sale.2. What if the customer doesn’t want to shift budget?Some customers may resist change. In that case:
	Offer a pilot (Let them test the new allocation for 30-60 days)

	Show data (Prove how others in their industry benefited)

	Highlight risk (If they don’t optimize, they’re leaving value on the table)

3. How do we identify underutilized resources?Use:
	Usage analytics (Track logins, feature adoption, API calls)

	Customer surveys (Ask: “What’s one thing you’re paying for but not using?”)

	Benchmarking (Compare their usage to similar customers)

4. Can this work for small businesses, or just enterprise?It works for any contract size!
	SMBs often have tighter budgets, so optimizing spend is even more valuable.

	Enterprise customers have more complexity, so the savings & impact are bigger.

5. How do we train our team to do this?Start with:
✅ Value Audit templates (Standardize the process)
✅ Role-playing exercises (Practice proposing shifts)
✅ Incentives (Reward CSMs for retention & expansion, not just new sales)Summary: The ValueOps AdvantageMost companies wait until renewal time to panic—then scramble with discounts or aggressive upsells. ValueOps flips the script by:
	Auditing contracts early to find wasted spend.

	Aligning budget with current needs (not past purchases).

	Proving ROI before renewal talks even begin.

	Turning at-risk customers into loyal advocates.

The result? Higher retention, stronger relationships, and revenue growth—without the hard sell.5 Actionable Tips to Start Using ValueOps Today1. Run a “Waste Audit” on Your Top 20 Customers
	Pull usage data for your highest-value contracts.

	Flag anything with <30% utilization—these are revenue shift opportunities.

	Rank by potential savings (start with the biggest wins).

2. Create a “Value Shift” PlaybookDevelop a standardized process for:
✔ How to identify underused resources
✔ How to pitch the shift (scripts & email templates)
✔ How to measure & report impact3. Train Your Customer Success Team on Consultative Selling
	Teach them to ask discovery questions (not just check in).

	Role-play objection handling (e.g., “We’re happy with how things are.”).

	Incentivize shifts (e.g., bonus for successful reallocations).

4. Offer a “No-Risk” Pilot for Shifts
	Let customers test the new allocation for 30-60 days.

	Guarantee they can revert if it doesn’t work.

	Track & share results to prove value.

5. Turn Success Stories Into Case Studies
	Document before/after metrics (e.g., “Shifted $50K from unused licenses to AI tools—boosted productivity by 25%”).

	Use these in renewal conversations with similar customers.

	Leverage testimonials in marketing to attract new leads.

Your Next Step: Pick One Customer & Test the ShiftHere’s your challenge:
	Pick one at-risk or high-value customer.

	Run a Value Audit (what are they not using?).

	Propose one revenue shift (even if small).

	Measure the impact in 30 days.

What’s the worst that could happen? They say no—and you’ve still shown you care about their success.What’s the best? You save the contract, increase value, and set a new standard for customer success.Which customer will you start with? Drop a comment below—I’d love to hear how it goes!P.S. Want a free ValueOps audit template? Contact me via LinkedIn and I’ll share it with you! 🚀



How SaaS Companies Use ValueOps to Reduce Churn and Drive Expansion Revenue

5 December 2025 · 1 min read · read online

SaaS companies face a churn crisis: 70% of customers leave due to perceived lack of value, not product issues. ValueOps aligns every touchpoint, from onboarding to renewals, with measurable customer outcomes, reducing churn and driving expansion revenue.The SaaS Churn Problem	Traditional Approach	ValueOps Approach
	Focuses on feature adoption	Focuses on business outcomes
	Measures success by logins	Measures success by value realized
	Reactive to churn	Proactively predicts and prevents churn

How ValueOps Works for SaaS1. Onboard for Outcomes, Not Features
	Example: Instead of “Complete setup,” define success as “Reduce customer’s time-to-value by 50%.”

	Tools: Use Gainsight or Totango to track outcome-based onboarding milestones.

2. Turn CSMs into Value Advisors
	Value Reviews: Replace QBRs with outcome-focused reviews (e.g., “Here’s $X saved since launch”).

	Automated Insights: Use Power Automate to flag at-risk accounts based on outcome metrics.

3. Embed Value in Contracts
	Example Clause: “If [outcome Y] isn’t achieved, we’ll provide additional training at no cost.”

	Result: 20% higher retention (per Gartner).

4. Drive Expansion with Value Data
	Upsell Triggers: Use outcome data (e.g., “You’ve saved $10K—here’s how to save $50K”) to pitch expansions.

	Case Study: SaaS Co. X increased expansion revenue by 40% using ValueOps.

3-Step ValueOps Implementation for SaaS
	Map Outcomes to Features:

	For every feature, ask: “What business problem does this solve?”





	Retrain CS Teams:

	Shift from “support” to “value consulting.” Use role-playing to practice outcome conversations.





	Pilot with One Segment:

	Test ValueOps with mid-market customers, then scale.





Tools for SaaS ValueOps	Tool	Use Case
	Gainsight	Track outcome-based customer health scores.
	Totango	Automate value-driven playbooks.
	HubSpot	Align marketing/sales with value messaging.
	Power Automate	Trigger alerts for at-risk outcomes.

ConclusionValueOps turns SaaS from a “feature factory” to a value engine by:
	Reducing churn through outcome alignment.

	Driving expansions with data-backed value conversations.

	Differentiating in a crowded market.


Related: Learn how ValueOps enhances contract management and LinkedIn prospecting.




How ValueOps Transforms IT Consulting: Aligning Delivery with Client Value

1 December 2025 · 2 min read · read online

IT consulting firms often struggle with misaligned expectations, scope creep, and client dissatisfaction—despite delivering technically sound projects. ValueOps bridges the gap by refocusing delivery on client outcomes, not just outputs, combining DevOps, Lean, and Agile principles to align IT operations with business objectives.The Problem: Project-Based vs. Outcome-Based Delivery	Traditional Approach	ValueOps Approach
	Focuses on project milestones	Focuses on client business outcomes
	Measures success by completion	Measures success by impact
	Reactive to client feedback	Proactively aligns with client goals
	One-time engagements	Long-term partnerships

How ValueOps Works for IT Consulting1. Shift from “Deliverables” to “Outcomes”
	Example: Instead of “Deploy a CRM system,” define success as “Increase sales team productivity by 30%.”

	Tools: Use OKRs (Objectives and Key Results) to track outcome-based metrics.

2. Embed Client Collaboration
	Co-Creation Workshops: Involve clients in defining success criteria upfront.

	Transparent Reporting: Share progress against outcomes, not just tasks.

3. Automate Client Engagement
	Feedback Loops: Use tools like Power Automate or n8n to collect and act on client feedback in real time.

	Value Dashboards: Provide clients with live visibility into outcome metrics (e.g., “Cost savings realized”).

4. Turn Contracts into Value Agreements
	Example Clause: “If [outcome X] isn’t achieved, we’ll extend support at no cost until it is.”

	Result: Builds trust and aligns incentives.

Case Study: IT Consulting Firm X
	Challenge: High client churn due to perceived “lack of ROI” post-project.

	Solution: Adopted ValueOps to:

	Redefine engagements around business outcomes (e.g., “Reduce support tickets by 40%”].

	Implement quarterly value reviews with clients.





	Result:

	90% client retention (up from 60%).

	25% higher project margins (fewer rework requests).





3 Steps to Implement ValueOps in IT Consulting
	Audit Your Engagements:

	Map current projects to client outcomes. Ask: “What business problem does this solve?”





	Retrain Teams:

	Shift mindset from “technical experts” to “outcome partners.” Use role-playing to practice client conversations.





	Pilot with One Client:

	Test ValueOps on a single engagement, measure results, and refine the approach.





Common Pitfalls (and How to Avoid Them)
	Pitfall: Clients resist outcome-based pricing.
Fix: Start with hybrid models (e.g., “Fixed fee + bonus for outcomes”).

	Pitfall: Teams struggle to measure intangible outcomes.
Fix: Use proxies (e.g., “System uptime” → “Client operational efficiency”).

Key Tools for ValueOps in IT Consulting	Tool	Use Case
	Power Automate	Automate client feedback collection.
	n8n	Build custom outcome-tracking workflows.
	HubSpot	Track client engagement and value metrics.
	Miro	Collaborate on outcome maps with clients.

ConclusionValueOps transforms IT consulting from a cost center to a strategic partner by:

	Aligning delivery with client success.

	Turning one-time projects into long-term relationships.

	Differentiating your firm in a crowded market.


Related: Learn how ValueOps enhances contract management and LinkedIn prospecting.




LinkedIn Social Selling Index (SSI): What It Is and How to Improve It

28 November 2025 · 2 min read · read online

The LinkedIn Social Selling Index (SSI) is a metric that measures how effectively you use LinkedIn to build relationships, establish credibility, and engage with potential buyers. A higher SSI score correlates with better sales performance, making it a critical tool for B2B sales professionals.What Is the LinkedIn Social Selling Index?The Social Selling Index (SSI) is a score between 0 and 100 that LinkedIn assigns to sales professionals based on their activity on the platform. It evaluates four key areas:

	
Establish Your Professional Brand


	Complete your LinkedIn profile with a professional photo, compelling headline, and detailed summary.

	Share relevant content to position yourself as an industry expert.





	
Find the Right People


	Use LinkedIn’s search and Sales Navigator to identify and connect with decision-makers.

	Save leads and accounts for easy follow-up.





	
Engage with Insights


	Share valuable content and engage with posts from your network.

	Comment on and like updates to stay top of mind.





	
Build Relationships


	Send personalized connection requests and InMail messages.

	Nurture relationships with meaningful interactions.





Why Does SSI Matter?
	Higher SSI scores correlate with more sales opportunities.

	Top performers with high SSI scores are 51% more likely to exceed quota.

	SSI helps you benchmark your social selling efforts against peers.

How to Improve Your LinkedIn SSI Score1. Optimize Your LinkedIn Profile
	Profile Photo: Use a high-quality, professional headshot.

	Headline: Clearly state your role and value proposition (e.g., “Helping B2B Tech Companies Drive Revenue with ValueOps”).

	Summary: Write a compelling summary that highlights your expertise and how you help clients.

	Experience: Detail your roles, achievements, and skills.

2. Use LinkedIn Sales Navigator
	Advanced Search: Filter for decision-makers by industry, job title, and company size.

	Lead Lists: Save leads and accounts to track engagement.

	Alerts: Set up alerts for job changes and company updates.

3. Share and Engage with Content
	Post Regularly: Share industry insights, case studies, and success stories.

	Engage with Prospects: Like, comment, and share posts from your network.

	Join Groups: Participate in LinkedIn Groups relevant to your industry.

4. Build Meaningful Relationships
	Personalized Connection Requests: Avoid generic messages; mention a shared interest or connection.

	Follow Up: Send a thank-you message after connecting and nurture the relationship.

	Provide Value: Offer insights, resources, or introductions without expecting anything in return.

How to Check Your SSI Score
	Visit LinkedIn’s Social Selling Index tool.

	Log in with your LinkedIn account.

	View your score and breakdown by category.

Common Mistakes to Avoid
	Incomplete Profile: A half-finished profile hurts your credibility.

	Spamming Connections: Sending generic messages or over-pitching.

	Ignoring Engagement: Not responding to comments or messages.

	Inconsistent Activity: Posting sporadically or not engaging regularly.

ConclusionImproving your LinkedIn Social Selling Index (SSI) is a proven way to enhance your B2B sales performance. By optimizing your profile, engaging with insights, and building relationships, you can increase your visibility, credibility, and sales opportunities.

Related: Learn how to use LinkedIn Sales Navigator for ValueOps Prospecting.




How Contract Management Adds Value (ValueOps Strategy)

26 November 2025 · 8 min read · read online

Introduction: The Hidden Goldmine in Your ContractsWhat if I told you that your company is sitting on a hidden revenue stream—one that could boost long-term forecasting, slash customer costs, and skyrocket Net Promoter Scores (NPS)? It’s not a new product, a flashy marketing campaign, or even a cutting-edge AI tool. It’s your existing contracts.
Most businesses treat contract renewals as a transactional checkbox—a routine administrative task handled by legal or procurement teams. But what if renewals were instead a strategic growth lever? By applying ValueOps (Value Operations) principles to contract management, companies can transform short-term renewals into long-term partnerships that benefit both the seller and the buyer.Here’s the game-changer: If a customer has renewed a contract multiple times, they’re already happy—so why not lock in that relationship with a longer-term commitment?For the selling party, this means predictable revenue, better forecasting, and reduced churn risk. For the customer, it translates to lower costs, less administrative hassle, and more value over time. And for both? A stronger relationship, higher NPS scores, and a competitive edge.In this guide, we’ll explore:
✅ Why short-term renewals are leaving money (and customer goodwill) on the table
✅ How ValueOps turns contract management into a revenue driver
✅ The win-win of long-term contracts: Stability for you, savings for them
✅ A step-by-step playbook to identify, engage, and upsell happy customersBy the end, you’ll have a clear, actionable strategy to turn contract renewals from a back-office task into a growth engine.
Related: Discover the fundamentals of ValueOps and how it enhances customer engagement automation.

The Problem: Why Short-Term Renewals Are Costing You More Than You ThinkMost companies operate on auto-pilot renewals—when a contract expires, they send a reminder, the customer signs, and the cycle repeats. But this approach has three major flaws:
1. Missed Revenue OpportunitiesEvery renewal is a touchpoint—a chance to upsell, cross-sell, or deepen the relationship. If you’re only focusing on the renewal itself (and not the long-term value), you’re missing out on:
	Higher lifetime value (LTV) from committed customers

	Upsell opportunities (e.g., premium features, expanded services)

	Referral potential (happy long-term customers are more likely to advocate for you)

2. Unpredictable Revenue & Forecasting HeadachesShort-term contracts (12 months or less) create revenue volatility. Finance teams struggle with:
	Uncertain cash flow (will they renew or churn?)

	Last-minute discounts (to secure renewals, eroding margins)

	Higher customer acquisition costs (CAC) (since you’re constantly replacing churned accounts)

3. Higher Costs for the Customer (And Why That’s Bad for You)Customers on short-term contracts face:
	Annual price increases (which can frustrate them)

	Renewal fatigue (constant paperwork, negotiations, and approvals)

	Missed volume discounts (longer commitments often come with better pricing)

Result? Even if they stay, they’re less satisfied—and that hurts your NPS and retention rates.The Solution: ValueOps in Contract ManagementValueOps (Value Operations) is a framework that aligns operational efficiency with customer value creation. When applied to contract management, it means:
🔹 Monitoring contract health (renewal frequency, usage, satisfaction)
🔹 Identifying high-potential customers (those who renew often but haven’t committed long-term)
🔹 Engaging proactively (not just at renewal time, but with a value-driven conversation)
🔹 Structuring win-win long-term deals (better pricing for them, stability for you)How It Works: The 3-Stage ValueOps Contract StrategyStage 1: Monitor & Identify High-Potential ContractsNot all contracts deserve a long-term push—focus on the right ones.Key signals a customer is ready for a long-term commitment:
✔ Renewed 2+ times (they’re clearly getting value)
✔ High usage/adoption (they’re actively using your product/service)
✔ Low support tickets (few complaints = happy customer)
✔ Growing spend (they’re expanding their usage over time)Tools to track this:
	Contract Lifecycle Management (CLM) software (e.g., Ironclad, DocuSign, Conga)

	CRM data (Salesforce, HubSpot)

	Customer success platforms (Gainsight, Totango)

Stage 2: Engage Sales with a Value-Driven PitchOnce you’ve identified a high-potential contract, it’s time to engage sales—but not with a generic renewal email.Instead, frame the conversation around:
✅ Cost savings for the customer (e.g., “Lock in today’s rate for 3 years and save 15%”)
✅ Reduced administrative burden (no annual renewals = less paperwork)
✅ Exclusive benefits (e.g., priority support, early access to new features)
✅ Strategic partnership (position it as a collaboration, not just a transaction)Example Script for Sales:
“Hi [Customer],
We noticed you’ve renewed [Product/Service] for the past [X] years—thank you for being a valued partner!
Given your consistent usage and growth, we’d love to explore how we can add even more value while reducing your costs.
If you commit to a 3-year term, we can:


	Lock in your current rate (saving you [X]% over time)

	Wave annual renewal paperwork

	Include [Bonus Feature] at no extra cost
Would you be open to a quick call to discuss how this could work for your team?”



Stage 3: Structure the Deal for Mutual SuccessThe goal isn’t just to extend the contract—it’s to create a partnership where both sides win.Key elements of a high-value long-term contract:
🔹 Tiered pricing (better rates for longer commitments)
🔹 Flexible terms (allow for adjustments if their needs change)
🔹 Success milestones (e.g., “If you hit [X usage], we’ll add [Y feature]”)
🔹 Early renewal incentives (e.g., “Sign 6 months early, get an extra 5% off”)Pro Tip: Use usage-based discounts to align incentives. Example:
“If your team adopts [Feature X] within the first year, we’ll apply an additional 10% discount in Year 2.”

The Benefits: Why This Works for Both PartiesFor the Selling Party (You)✔ Predictable revenue (no more last-minute renewal scrambles)
✔ Lower CAC (retention is cheaper than acquisition)
✔ Better forecasting (finance teams love stability)
✔ Higher NPS (happy customers = more referrals)
✔ Upsell opportunities (long-term customers are more open to expansion)For the Customer✔ Cost savings (long-term deals = better pricing)
✔ Less hassle (no annual renewals or re-negotiations)
✔ More value (exclusive perks, priority support)
✔ Strategic partnership (they feel like a VIP, not just a transaction)Result? A happier, stickier customer who’s more likely to renew, expand, and refer others.FAQ: Common Questions About ValueOps in Contract Management1. How do we identify which contracts are worth pursuing for long-term deals?Focus on contracts that:
	Have renewed at least twice

	Show high usage and low churn risk

	Have growing spend or expanding use cases
Use CLM and CRM data to flag these automatically.

2. Won’t customers resist long-term commitments?Some might—but framing is key. Instead of saying:
❌ “Sign a 3-year deal.”
Say:
✅ “Let’s lock in savings and remove annual renewal hassles.”
Most customers prefer stability and cost savings if presented the right way.3. What if the customer’s needs change mid-contract?Build flexibility into long-term deals:
	Annual true-ups (adjust pricing based on usage)

	Exit clauses (allow them to scale down if needed)

	Success-based incentives (reward them for hitting milestones)

4. How do we get sales teams on board with this approach?
	Incentivize long-term deals (higher commission for multi-year contracts)

	Provide battle cards (scripts, objections handlers, case studies)

	Show the data (prove that long-term customers have higher LTV)

5. How does this impact NPS and customer satisfaction?Customers love feeling valued. When you:
	Proactively offer savings

	Reduce their administrative burden

	Give them exclusive perks
…they reward you with loyalty and higher NPS scores.

Summary: The ValueOps Contract PlaybookMost companies treat contract renewals as a necessary evil—but with ValueOps, they become a growth engine. Here’s the recap:
	Monitor contracts for high-potential customers (multiple renewals, high usage).

	Engage sales with a value-driven pitch (cost savings, less hassle, exclusive benefits).

	Structure win-win long-term deals (better pricing for them, stability for you).

	Reap the rewards: Higher retention, predictable revenue, happier customers, and better NPS.

The best part? This isn’t about selling more—it’s about selling smarter.5 Actionable Tips to Implement ValueOps in Contract Management1. Automate Contract MonitoringTool: Use CLM software (Ironclad, DocuSign, Conga) or CRM workflows (Salesforce, HubSpot) to flag contracts that have renewed 2+ times.
Action:
	Set up automated alerts for contracts meeting renewal thresholds.

	Tag high-potential accounts in your CRM for sales follow-up.

2. Create a “Long-Term Commitment” Playbook for SalesTool: Battle cards, email templates, objection handlers
Action:
	Develop 3 key talking points for sales (cost savings, reduced hassle, exclusive perks).

	Train sales on how to position long-term deals as a win-win.

3. Offer Tiered Pricing for Longer TermsTool: Pricing strategy documents, CPQ (Configure-Price-Quote) tools
Action:
	Structure pricing so 3-year deals are 10-15% cheaper than annual renewals.

	Add bonus incentives (e.g., free onboarding, priority support).

4. Build Flexibility into Long-Term ContractsTool: Contract templates with flexible clauses
Action:
	Include annual true-ups (adjust pricing based on usage).

	Add exit ramps (allow customers to scale down if needed).

	Offer success-based rewards (e.g., “Hit 90% adoption, get a free upgrade”).

5. Measure & Optimize with NPS & Retention DataTool: NPS surveys, CRM retention reports
Action:
	Track NPS scores before and after long-term deals.

	Compare churn rates between short-term vs. long-term customers.

	Use insights to refine your approach (e.g., “Customers who got X perk renewed 20% more”).

Call to Action: Turn Your Contracts into a Growth EngineHere’s your next step:
	Audit your contracts—how many have renewed 2+ times but are still on short-term deals?

	Pick 5 high-potential accounts and have sales reach out with a value-driven long-term offer.

	Track the results—did they convert? Did NPS improve? Did forecasting get easier?

The biggest mistake? Waiting until the last minute to think about renewals. The best time to lock in a long-term deal was yesterday—the second-best time is today.Question for you: Which of your customers would benefit most from a long-term commitment? Drop a comment below—I’d love to hear how you’re applying this strategy!



How ValueOps Can Enrich Customer Engagement Automation
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IntroductionIn today’s competitive business landscape, maintaining strong customer relationships is crucial for sustained growth. However, manually managing outreach, follow-ups, and CRM updates can be time-consuming and prone to human error.
By leveraging ValueOps—a strategic approach that combines value-driven engagement with operational efficiency—businesses can automate customer interactions while ensuring personalization, consistency, and measurable results.In this article, we’ll explore:
	How ValueOps enhances customer engagement automation

	Real-world success with automated email flows (25%+ response rate)

	Step-by-step examples in Power Automate & n8n

1. How ValueOps Enriches Customer Engagement AutomationValueOps integrates customer-centric strategies with automation to:
✅ Increase engagement – Deliver the right message at the right time.
✅ Improve efficiency – Reduce manual work with automated workflows.
✅ Boost CRM accuracy – Auto-log interactions for better sales tracking.
✅ Reignite passive accounts – Turn inactive customers into active opportunities.
✅ Drive revenue – Convert responses into sales tickets and opportunities.
Case Study: Automated Email Flows & CRM IntegrationBy setting up automated email sequences in Power Automate, I achieved:
	25%+ response rate from 60+ accounts.

	Auto-logged activities in CRM (via Outlook plugin).

	More sales opportunities from passive accounts.

	Stronger relationships through consistent, personalized touchpoints.

2. Key Components of a ValueOps-Driven Automation Strategy	Component	How It Works	Tools Used
	Personalized Email Sequences	Send tailored emails based on customer preferences (e.g., every 2 weeks or monthly).	Power Automate, n8n, Mailchimp
	CRM Auto-Logging	Automatically record emails, calls, and meetings in CRM.	Outlook Plugin, Power Automate, n8n
	Response Tracking	Monitor replies and trigger follow-ups or sales tickets.	Power Automate, n8n, CRM (e.g., Dynamics 365, HubSpot)
	Passive Account Reactivation	Identify inactive accounts and nurture them with targeted content.	CRM Segmentation + Automation
	Sales Opportunity Creation	Convert responses into leads, opportunities, or support tickets.	Power Automate, n8n, CRM

3. Step-by-Step Automation ExamplesExample 1: Automated Email Follow-Ups in Power AutomateGoal: Send personalized emails to customers at their preferred frequency (e.g., every 2 weeks or monthly) and log interactions in CRM.Steps:
	
Set Up a Recurrence Trigger


	Use “Recurrence” trigger in Power Automate.

	Configure frequency (e.g., every 14 days for bi-weekly, 30 days for monthly).





	
Fetch Customer Data from CRM


	Use “Get items” (Dynamics 365, Salesforce, or Excel) to pull customer lists.

	Filter by “Preferred Contact Frequency” (custom field).





	
Send Personalized Email


	Use “Send an email (V2)” (Outlook/Office 365).

	Dynamic content (e.g., Hi [First Name], here’s an update based on your interests…).





	
Log Activity in CRM


	Use “Create a new record” (Dynamics 365, Salesforce) to log the email as an activity.

	Include subject, body, and timestamp.





	
Track Responses & Create Follow-Ups


	Use “When a new email arrives” trigger to detect replies.

	If a response is detected, create a sales opportunity or support ticket.





Power Automate Flow Example:Recurrence (Every 14 days)
→ Get customers from CRM (Filter: "Contact Frequency = Bi-Weekly")
→ For each customer:
   - Send personalized email (Outlook)
   - Log email in CRM (Dynamics 365)
→ If reply received:
   - Create sales opportunity (CRM)
   - Send follow-up emailExample 2: n8n Workflow for CRM Auto-Logging & Opportunity CreationGoal: Automatically log emails in CRM and convert responses into sales opportunities.Steps:
	
Set Up an Email Trigger


	Use “IMAP Email” or “Gmail” trigger in n8n.

	Filter for incoming replies from customers.





	
Check CRM for Existing Records


	Use “Find Record” (e.g., HubSpot, Salesforce) to match the sender’s email.





	
Log the Email as an Activity


	Use “Create Activity” to record the interaction.





	
Create a Sales Opportunity if Response is Positive


	Use “If-Else” node to check for keywords (e.g., “interested,” “schedule a call”).

	If detected, create a new opportunity in CRM.





n8n Workflow Example:IMAP Email Trigger (New reply)
→ Find Contact in HubSpot (Match by email)
→ Create Activity in HubSpot (Log email)
→ If email contains "interested":
   - Create Deal in HubSpot
   - Assign to Sales Rep
   - Send Slack notificationExample 3: Reactivating Passive Accounts with AutomationGoal: Identify inactive accounts and nurture them with automated sequences.Steps (Power Automate):
	
Run a Monthly CRM Query


	Use “Get items” to find accounts with no activity in 90+ days.





	
Send a Re-Engagement Email


	Use “Send email” with a personalized message (e.g., “We miss you! Here’s what’s new…”).





	
Log the Outreach in CRM


	Use “Create activity” to track the attempt.





	
If Response Received:


	Move account to “Active” status.

	Assign to a sales rep for follow-up.





Flow Example:Recurrence (Monthly)
→ Get inactive accounts (CRM filter: Last Activity > 90 days)
→ For each account:
   - Send re-engagement email
   - Log in CRM
→ If reply received:
   - Update account status to "Active"
   - Create follow-up task4. Best Practices for ValueOps-Driven Automation✔ Segment Customers – Group by engagement level, industry, or purchase history.
✔ Personalize Messages – Use dynamic fields (e.g., {{FirstName}}, {{Company}}).
✔ A/B Test Emails – Experiment with subject lines and content for better response rates.
✔ Monitor & Optimize – Track open rates, replies, and conversions to refine workflows.
✔ Integrate with CRM – Ensure all interactions are logged for sales visibility.
✔ Comply with Regulations – Follow GDPR/CCPA rules for email consent.5. Results & ROI of ValueOps Automation	Metric	Before Automation	After Automation
	Response Rate	~10%	25%+
	CRM Activity Logging	Manual (inconsistent)	100% automated
	Passive Account Reactivation	Low	30%+ re-engaged
	Sales Opportunities	Few	Increased by 40%
	Time Saved	5+ hours/week	<1 hour/week

ConclusionBy implementing ValueOps-driven automation, businesses can:
✅ Scale personalized engagement without manual effort.
✅ Reignite passive accounts and turn them into revenue opportunities.
✅ Improve CRM accuracy with auto-logged activities.
✅ Boost sales efficiency by converting responses into actionable leads.Next Steps:
	Audit your CRM – Identify inactive accounts and segmentation rules.

	Build automated email sequences in Power Automate or n8n.

	Integrate with CRM – Ensure all interactions are logged.

	Monitor & optimize – Track response rates and refine messaging.

Would you like a custom template for your specific CRM (Dynamics 365, HubSpot, Salesforce)? Let me know how I can help! 🚀
Related: Learn how ValueOps enhances contract management and LinkedIn prospecting.




ValueOps: What It Is and Why You Should Start Looking Into This
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In the fast-paced world of business, staying ahead of the curve is more important than ever. One strategy that’s gaining traction is ValueOps, a methodology that aims to align IT operations with business objectives, driving value creation and innovation. Dive into this blog post to uncover the secrets of ValueOps and how it can propel your business to new heights.The Rise of ValueOpsValueOps is a culmination of DevOps, Lean, and Agile principles, designed to create a continuous delivery pipeline that focuses on delivering value to customers and the business. By integrating these methodologies, ValueOps offers a holistic approach to software development and IT operations, fostering collaboration, innovation, and efficiency.
The ValueOps MindsetTo harness the power of ValueOps, adopting a value-centric mindset is crucial. Here are some key elements of the ValueOps mindset:

	Customer-centricity: Prioritize customer needs and desires, and design solutions that address their pain points and deliver value.

	Collaboration: Break down silos between teams and encourage cross-functional collaboration to optimize the end-to-end value stream.

	Continuous improvement: Embrace a culture of continuous learning and improvement, iterating on processes and solutions to maximize value.

	Measurable outcomes: Define and measure key performance indicators (KPIs) that align with business objectives, ensuring that the focus remains on delivering value.

	Automation: Leverage automation to streamline processes, reduce errors, and free up resources for more strategic tasks.

The Benefits of ValueOpsAdopting ValueOps can bring numerous benefits to your organization, including:
	Improved customer satisfaction: By focusing on delivering value, you can better meet customer needs and expectations, leading to increased customer loyalty.

	Increased efficiency: Automation and streamlined processes help reduce waste, lower costs, and improve the speed of delivery.

	Enhanced innovation: The collaboration and continuous improvement mindset fostered by ValueOps encourage innovation and the development of new solutions.

	Better alignment with business objectives: By aligning IT operations with business objectives, ValueOps helps ensure that IT investments deliver measurable value and contribute to the overall success of the organization.

	Competitive advantage: By adopting ValueOps, your organization can differentiate itself from competitors by delivering high-quality, customer-centric solutions more quickly and efficiently.

Embracing the ValueOps RevolutionValueOps offers a powerful approach to software development and IT operations that can benefit organizations of all sizes and industries. To embrace the ValueOps revolution, start by adopting the value-centric mindset, breaking down silos, and prioritizing customer needs. Then, focus on automating processes, measuring outcomes, and continuously improving to deliver maximum value.By adopting ValueOps, you can streamline your operations, foster innovation, and deliver solutions that truly make a difference for your customers and your business. Join the ValueOps revolution today and unlock the full potential of your IT operations.5 Useful Tips for Implementing ValueOps
	Start small: Begin by identifying a specific project or process that can benefit from a ValueOps approach, and focus on demonstrating its value before scaling up.

	Involve stakeholders: Ensure that all relevant stakeholders, including customers, are involved in the ValueOps process, to ensure that solutions are aligned with their needs and expectations.

	Prioritize KPIs: Identify the KPIs that are most important for your organization, and focus on measuring and improving these to demonstrate the value of ValueOps.

❓ Frequently Asked Questions (FAQ)What is ValueOps?ValueOps is a methodology that combines DevOps, Lean, and Agile principles to align IT operations with business objectives, focusing on delivering measurable value to customers and stakeholders.How does ValueOps differ from DevOps?While DevOps focuses on streamlining software development and IT operations, ValueOps extends this by emphasizing customer-centric outcomes and business value creation, not just technical efficiency.What are the key benefits of ValueOps?
	Improved customer satisfaction

	Increased operational efficiency

	Enhanced innovation and collaboration

	Better alignment with business goals

	Competitive advantage through value-driven delivery

How can I implement ValueOps in my organization?Start with a pilot project, involve cross-functional teams, and focus on metrics that reflect customer and business value. Iterate based on feedback and scale gradually.Is ValueOps only for IT teams?No! While IT operations are a core component, ValueOps requires collaboration across business, development, operations, and customer success teams to drive holistic value.
{
  "@context": "https://schema.org",
  "@type": "FAQPage",
  "mainEntity": [
    {
      "@type": "Question",
      "name": "What is ValueOps?",
      "acceptedAnswer": {
        "@type": "Answer",
        "text": "ValueOps is a methodology that combines DevOps, Lean, and Agile principles to align IT operations with business objectives, focusing on delivering measurable value to customers and stakeholders."
      }
    },
    {
      "@type": "Question",
      "name": "How does ValueOps differ from DevOps?",
      "acceptedAnswer": {
        "@type": "Answer",
        "text": "While DevOps focuses on streamlining software development and IT operations, ValueOps extends this by emphasizing customer-centric outcomes and business value creation, not just technical efficiency."
      }
    },
    {
      "@type": "Question",
      "name": "What are the key benefits of ValueOps?",
      "acceptedAnswer": {
        "@type": "Answer",
        "text": "Improved customer satisfaction, increased operational efficiency, enhanced innovation and collaboration, better alignment with business goals, and competitive advantage through value-driven delivery."
      }
    }
  ]
}

	Embrace a culture of learning: Foster a culture of continuous learning and improvement, encouraging teams to experiment, learn from failures, and iterate on processes and solutions.

	Leverage technology: Use tools and technology to automate processes and streamline workflows, freeing up resources for more strategic tasks and helping to scale ValueOps across the organization.


Related: Learn how ValueOps transforms contract management and customer engagement automation.




Deal Closing or Confirming What Was Talked About Before

5 November 2025 · 2 min read · read online

Welcome to another insightful journey into the world of business! Today, we’re diving deep into the art of deal closing, particularly in the IT industry. But, this isn’t just about signing on the dotted line; it’s about confirming what has been agreed upon, and more importantly, ensuring that the product brings real value to the customer.In an era where consultative selling is the norm, pushing products is no longer a fitting strategy. If you’re ready to learn how to close deals effectively while fostering long-term business relationships, buckle up and read on!The Power of Listening
	
Active Listening: Understand your customer’s needs, concerns, and expectations by actively listening. This isn’t just hearing what they say; it’s about truly understanding their requirements and challenges.



Empathy: Show empathy, and let your customers know that you genuinely care about their needs. This builds trust and rapport, making them more likely to do business with you.


Questioning: Ask insightful questions to gather more information and guide the conversation. This helps you tailor your product to meet their specific needs.

Bridging the Gap
	
Alignment: Align your product’s benefits with the customer’s needs. Show them how your product can solve their problems, meet their expectations, and bring value to their business.



Clarity: Be clear and concise in your communication. Avoid jargon and complexities that may confuse the customer.

Closing the Deal
	
Recap: Recap the discussion, highlighting the agreed-upon points. This ensures that both parties are on the same page and reduces the chances of misunderstandings.



	
Address Objections: Address any objections or concerns the customer may have. This shows that you’re committed to finding a solution that works for them.



In the end, deal closing isn’t simply about confirming what has been agreed upon; it’s about building long-lasting relationships and providing value. By adopting a consultative selling approach, you’re not just closing deals; you’re laying the foundation for future business expansions and renewals.So, the next time you’re faced with a sales opportunity, remember: listen, empathize, question, align, communicate clearly, recap, address objections, and above all, provide value. Happy selling!Summary:In the IT industry, consultative selling is key to successful deal closing. By actively listening, showing empathy, asking insightful questions, aligning benefits with customer needs, communicating clearly, recapping, and addressing objections, you can build trust, provide value, and foster long-term business relationships.

