Battlecard

Category:
Product or Service Category

Core Narrative:
What they sell versus us.

Main value we provide that they
can't or don't.

¥

Competitor Overview

Nature of the company in terms of
size, types of offerings, and their
primary strength.

How they position themselves and
the primary flaw that undermines
that assertion.

Website:
Strengths
(acknowledge, but frame)
Strength Sales View
1st Strength 1st Sales View
(product, (how this
people, market strength can not
perception, etc.) | be one for
buyers we
serve)
2nd Strength 2nd Sales View
3rd Strength 3rd Sales View

a Weaknesses / Traps

Claim Counterpoint

1st Claim 1st

(functionality, Counterpoint

value, market (how claim does

position, etc.) not address
prospect pain,
how their
implmenantaton
is flawed, or

how we go a
step beyond the
claim, etc.)

2nd Claim 2nd
Counterpoint

3rd Claim 3rd
Counterpoint

Objection Responses
(by buyer type)

A

Prospect Says You Say
Prospect Says You Say 1A

1A (incorporate

(how a prospect | pain into vision

articulates a of what our

pain, need, product can

future state, solve, how we

etc.) solve the need
better, how we
better adapt to
the future state,
etc.)

Prospect Says You Say 2A
2A

Prospect Says You Say 3A
3A

A

Prospect Says You Say

Prospect Says You Say 1B
1B

Prospect Says You Say 2B
2B

Prospect Says You Say 3B
3B

° Proof Points

* Proof Points

(timeline of results, proof of thoese
results, how we deliver this when
other can't or won't)

e Quick Comparison
Attribute @ Them Us
1st Them 1 Us 1
Attribute

(parts or

aspects of

service/

product)

2nd Them 2 Us 2
Attribute

3rd Them 3 Us 3
Attribute

4th Them 4 Us 4
Attribute

5th Them 5 Us 5
Attribute

6th Them 6 Us 6
Attribute

7th Them 7 Us 7
Attribute

e Talk Track

Talk Track

(acknowlegement of competitor
claim, but how it doesn't solve
their problem, where we best fit in
as their solution, and vision of
where they ideally want to
be/could be as a result of
engaging us)

a Quick Links to Resources

* Quick Links
(names of assets to potentially

back up sales conversations,
including URLS)

° Core Differentiation Summary

Theme Them Us

1st Theme Them 1b  Us 1b
(who we

serve, why

it works,

outcomes)

2nd Them 2b Us 2b
Theme

3rd Them 3b Us 3b
Theme

4th Theme Them 4b Us 4b

5th Theme Them 5b Us 5b

¥

Positioning Soundbite

Positioning Soundbites

(short statement presenting a
limited view of what competitor can
give them, and then the vision of
what we can give them)
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