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Introduction

This guide outlines the basic building blocks and best practices for
presenting whiteboard stories in a
consistent, compelling and confident fashion to the right key decision-makers at the right time.
This guide is broken up into four
sections of whiteboarding best
practices:
1. Before You Whiteboard
2. When to Whiteboard
3. How to Whiteboard
4. After You Whiteboard
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Know Your Customer. Tell Your Story. Close The Deal.

Background

Most everyone has heard the phrase
“Death by PowerPoint”. There’s
no better way to torpedo a first or
second sales call than to plug in a
projector and start presenting slide
after slide. How often does the
presenter then say, “I’ll get to that
in five slides,” or “I didn’t write
that slide”, or “that’s actually an old
version of that slide”.
You’ve only got one chance to differentiate yourself from the competition, and slides are not the answer.

Power of the Pen
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Seasoned salespeople know to
avoid slides at all costs when
having that critical first or second
in-person meeting with high-level
decision makers. This is when selling value with nothing more than a
pen and drawing surface proves so
effective. There’s something very
powerful about graphically depicting a solution’s value without slide
bullets to prop you up. Your prospect may even grab the pen and
say, “we do it this way today”, at
which point you and your prospect
are on the way to creating a shared
vision of how your products and
solutions can deliver value in a way
your competition cannot.

Let’s look at a more personal and
interactive approach by using
visual storytelling to convey your
organization’s message and value
proposition on any drawing surface
in a confident, compelling, and
consistent fashion.
We call this the “Power of the Pen”
– the power of a salesperson of any
tenure or experience to get up in
front of a C-level buyer and deliver
a visually-rich and interactive presentation with complete confidence
and command of the material.

By using some simple techniques
and best practices of whiteboard
selling, field personnel of all experience levels surprise themselves
when they realize they now have
the confidence and tools to present
their visual stories to customers
and prospects the very next day.
An awkward, one-way presentation
can be turned into an engaging and
fully interactive dialogue.
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Before You
Whiteboard

Know your story – and your
customer’s

Before you even think about getting
in front of a customer or prospect
to begin whiteboarding, you’ve
got to have complete “knowledge
ownership” of the solution or
service you offer. Whiteboard selling requires complete mastery of
the subject matter, whereas bullets
on a slide are just visual props.
There will never be a case where
some magical force takes control of
your pen and you draw something
on the whiteboard that’s not in your
head. The visual storytelling approach requires that you immerse
yourself in the content.
Ironically, the first place to start is
your company’s reams of PowerPoint presentations.

www.whiteboardselling.com

Another rule of thumbs is to read
EVERYTHING a customer might
come in contact with related to
your company, including website
content, press releases, analyst
reports, product reviews, and independent studies.
Using visual storytelling as a way
to achieve trusted advisor status
also requires a deep understanding
of your customer’s current situation
and their near-term and strategic
business objectives. The story you
are telling is ultimately that of
your customer or prospect and how
THEY will employ your unique solutions and/or services to cut costs,
increase revenue, reduce risk, and/
or improve efficiency and productivity. Reading annual reports is
always good, but an even better
source of information is recent
press releases, as they are more
current and may even refer to specific projects, initiatives, and even
key player names and titles.
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Before You
Whiteboard

Practice

It goes without saying that you
need to practice the story repeatedly until you know it from memory.
This entails mastering the visual
flow of the story and focusing on
content accuracy. Practice on your
own with a blank notebook or journal and a mechanical pencil.
Put your whiteboard study guide
aside and draw out as much of the
whiteboard as you can from beginning to end. When you are finished,
refer back to the visuals to see what
you missed. Repeat this 4-5 times
and you will have mastered the
visuals.

Conduct a mini focus group

Whether you are planning to deliver your whiteboard in person, or
remotely with digital paper via web
conference, make sure you “focus
test” the content and delivery of the
presentation with an actual customer you trust and with whom you
have a strong preexisting relationship.
Once you get some good feedback
from a couple of your trusted customers and advisors, the next step
is to try out the whiteboard in a live
sales situation, preferably with a
new prospect.

www.whiteboardselling.com

Once you have mastery of the
content and flow to the point where
you can draw out the entire whiteboard without referring to notes,
only then should you integrate the
script and practice presenting the
story “in role” to your peers on an
actual whiteboard, or over desktop
sharing with digital paper.
It really doesn’t matter to whom
you present; it could be siblings,
parents, friends, or even pets -- one
trainee actually presented to his
dog because he was snowed in and
couldn’t get into the office to practice with co-workers.

The type of feedback you are looking for here is how well you are:
• Positioning the right customer
challenges and pain points
• Communicating the unique value
of your solutions and services
• Asking the right type of qualification and discovery questions
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When to Whiteboard

Know when and when not to use
the whiteboard
PowerPoint’s popularity as a sales
tool is clearly diminishing as organizations adopt more conversational and interactive approaches. But
there is a role for it. So the question
is, when is it ok to break out the
projector and dim the lights?
Here are three simple questions to
answer to help you decide when
your buyers can survive a little
PowerPoint poisoning:

Where are you in the sales cycle?
Each sales process or methodology has different names for the
various stages of the sales process. For the purposes of discussion we can use the “ICED”
model -- Interest, Consensus,
Evaluation, Decision -- as a reference point for discussing when
various presentation approaches
are appropriate.
PowerPoint is with very few exceptions a bad idea in the Interest
and Consensus phases. In these
phases your objective should be
to establish yourself as a thought
leader and trusted advisor, and
using PowerPoint won’t exactly
inspire your buyer’s confidence
in you. PowerPoint is also ineffective as a way to qualify pain
or understand key buying criteria
since it is impossible to capture
customer feedback and interest on
a slide.
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However, if you are in the Evaluation phase, slides can be very
helpful to present detailed competitive data and other information
on capabilities that would be too
time-consuming and detailed to
present on a whiteboard.
In the Decision phase, you may
need to get one last meeting with
the C-level to “close the deal”
with a final whiteboard presentation. Connecting emotionally and
passionately with your buyer and
demonstrating your capacity to be
a business partner (and not just
a vendor) is critical at this point.
Your customer is going to buy,
and all else being equal they will
buy from someone they trust and
connect with. Integrating TCO
(Total Cost of Ownership) and
ROI (Return on Investment) elements into your whiteboard can be
particularly effective for this final
discussion, whether in person,
over web conference, or at lunch
on butcher paper.
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When to Whiteboard

Know when and when not to use
the whiteboard
Who is your audience?
There are really two elements to
this question -- what level and
how many?
If you are meeting with a technical audience in the first couple of
meetings, it really doesn’t matter what presentation technique
you are using; you are probably
selling too low too early, and
you may be “column fodder” (a
“check box” evaluation vendor
to justify existing vendor or
buying decision). But if you are
meeting with technical influencers in the Evaluation phase, Pow-

erPoint is fine for presenting this
type of information. As we discussed above, using PowerPoint
to communicate with Directors,
Vice Presidents, or the C-level
is not ideal. If you are meeting
with a small group, whiteboarding is always preferable. But
using PowerPoint can be especially dangerous when presenting to large groups -- people feel
less guilty about tuning on their
smartphones and laptops. Later
we will discuss how to whiteboard using digital paper in larger
meetings when using a small
whiteboard would be impractical.

How prepared are you?
Whiteboarding is great, but only
if you are thoroughly prepared.
As discussed earlier, you can’t
draw something on the whiteboard that’s not in your head. If
you cannot get up on the whiteboard (or any other drawing
surface) and “own your content”,
having slide bullets to prop you
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up could give your buyer the impression you do not truly know
your own product andsolutions.
The bottom line: PowerPoint is a
last resort - but you should carry
around one of those tiny LCD
projectors just in case.
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When to Whiteboard

Come prepared

Make sure you have the necessary
tools at your disposal before you
start whiteboarding.

• Call ahead to ensure your meeting is in a conference room or office
with a whiteboard
• Always bring your own set of dry erase markers in red, green, black,
and blue, preferably the retractable type so you’ll avoid the problem of
leaving the caps off your markers and drying out the ink (we’ll discuss
the use of specific colors later)
• Bringing a package of “whiteboard wipes” -- single use towelettes that
you can get at any office store -- will show your customer you have
thought ahead, and it will give you just one more excuse to say, “I carry
all of this with me because this is how I always present our story to our
customers and prospects -- we know you’ve seen enough PowerPoint!”
You’ll start the meeting off on the right foot when your customer smiles
and nods in agreement.
Retractable Dry Erase 4-Color Pack
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How to Whiteboard

Consider your stance

A very minor adjustment in stance
can make a big difference when
delivering a whiteboard presentation. Position yourself so your feet
are perpendicular to the whiteboard
surface, and be conscious to never
alter this position except to turn and
face your audience completely. It’s
a small detail, but it will prevent
you from ever having your back to
your audience.

The “Lose Your Foot” Rule

A good way to remember maintaining a good stance is to imagine that
a laser beam extends from the ceiling down along the y-axis of your
drawing surface. If you ever move
your right foot across this invisible
line then you’ll lose a shoe size or
two. This rule doesn’t apply as well
to left-handed whiteboarders, but
the principle still applies.
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How to Whiteboard

Engage

Because you are now using the
open stance, you can truly engage
your prospect in an interactive
dialogue.
Smile. Make eye contact.
Use hand gestures.

When whiteboarding in front of
larger groups remember to project
and speak up a bit. This will help
keep your audience focused on
you instead of their iPhones and
Blackberries.

Avoid “dead air”

One of the most common missteps
is to write on the whiteboard in
silence, then turn to your audience
and regurgitate what you have just
drawn, word-for-word. This creates
an awkward pause that interrupts
the flow of your presentation, giving your audience an opening to
tune out and check email.

With just a little bit of practice -and by using the open stance -- you
can easily overcome this. Be sure
to talk as you draw, then turn and
face your audience to expand on
the topic.

Take your time

If you are one of those sales professionals who wouldn’t dare approach the whiteboard because you
think you have poor penmanship,
be prepared to surprise yourself.

The best outcome is your prospect or customer writes “save” on
the whiteboard, at which point it
becomes an internal sales tool that
lives on long after you have departed.

Bad penmanship is primarily a
result of going too fast and not
knowing your story. A good
story is not a rushed story, so pace
yourself, have fun, take time to
engage your audience, and don’t
feel the need to scribble furiously
on the whiteboard.
Will his customer write
“Save” on the whiteboard?
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How to Whiteboard

Use of color
The use of different color dry erase
markers will result in a visually
richer whiteboard illustration that
will subtly enhance the value of
your solutions and services. The
use of color is tightly aligned with
the flow of your story:

•

Use black for the first part of your whiteboard to address the
trends you are seeing in the marketplace, and to provide a framework for the discussion.

•

Next, use red to discuss the specific issues and challenges your
other customers are dealing with, and to illustrate a typical, painful “day-in-the-life” scenario featuring a real-world customer.
Even better, red can also be used to visualize your customer’s
story and their current situation.

•

Your solution – and the way it UNIQUELY addresses this current
situation – is drawn in green.

•

Finally, use blue to talk about some customer proof points and
other 3rd party validation. Blue can also be used to capture next
step action items.

There is some logic behind the use
of these colors in various parts of
your story.
You’ll use black for the road (the
structure of the discussion), red
light stop, green light go, and blue
for “law enforcement” to keep
everyone honest (case studies and
neutral 3rd party validation).
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The use of these colors in this way
has a subtle yet powerful subconscious and psychological impact on
the audience.
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How to Whiteboard

Qualification & Discovery
The beauty of whiteboarding is that
when you interact with your customer or prospect, you can capture
their input and interest areas on the
whiteboard itself, something that
would be very difficult when presenting with slides. Imagine having to walk across the room to the
whiteboard every time the customer
provides input. Capturing customer
input in “real-time” shows you
are listening, and will be important when you save what you’ve
drawn with a digital photo (or using
digital paper over web conference)
and email it to your customer as a
follow-up.
Your whiteboard story is as much a
discovery and qualification tool as
it an opportunity to showcase your
solutions. In fact, the primary purpose of the initial whiteboard is to
decide whether or not pursuing the
opportunity will be a good use of
time and resources, and if so, to tee
up a next meeting.
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Here are a few key points on how
to use the whiteboard as an effective qualification and discovery
mechanism:
• Before diving into the discussion, ensure you have captured your
and your prospect’s meeting objectives in the top left of the whiteboard (in black). Later, you’ll be able to go back and check off each
objective to ensure you have covered everything.
• At various points in your whiteboard discussion, check in with your
customer or prospect to get agreement on key points, and to learn
more about how they solve problems today. All of this should be
captured on the whiteboard in a distinct color.
• Aside from impressing your customer with your knowledge of their
situation, using the whiteboard for qualification and discovery can
help you understand the precise nature of your prospect’s pain, and
visually highlight these areas in your whiteboard story. The flexibility of whiteboarding will allow you to branch into subtopics and
more detail based on direction from your prospect, something that
the linear nature of slides makes impossible.
• At the conclusion of your whiteboard story, ask your prospect to
rank the various topics or challenges areas, and record this ranking prominently on the whiteboard. This has a subtle, yet powerful,
effect to commit your prospect to further exploring the highest-ranking areas. This presents an excellent opportunity to propose some
actionable next steps.
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How to Whiteboard

Manage your time

A frequent question is, “how long
should my whiteboard presentation
be?” Naturally, this depends on the
situation, your audience, and their
level in the organization.
A general rule of thumb is that
your basic whiteboard story should
be 7-15 minutes long, without
interruption. Once you add interaction, you could easily fill a 30-minute or hour-long timeslot.
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If you are selling a product or solution that is expensive, complex,
targeted at an educated buyer, and
your goal is to differentiate yourself from the competition, you will
need to go into at least some level
of detail about how your solutions
and services will uniquely address
your prospect’s goals and objectives.
Based on how much time you have
and to whom you are presenting,
you can put in or pull out content
as appropriate, and customize the
basic whiteboard story flow. What
is important is that you use the
same basic content, visual structure, and flow, regardless of your
audience. It would be impractical
to have a different story line for
each title in your target organization.
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How to Whiteboard

Go virtual

Dialing for whiteboards
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Using simple web conferencing
software, and revolutionary new
digital paper solutions, you can easily simulate a fully virtual whiteboarding experience at an extremely
affordable price. This can make a
big difference on your return-onsales; you won’t need to travel but
can still conduct a fully interactive
sales call remotely. This approach
does more than just save travel
costs; you’ll command greater attention from your prospects.

We have found that while 50% of
web conferencing viewers intermittently leave a remotely shared
PowerPoint slide presentation to
access email and other applications,
the “attrition” rate is less than 10%
using the visual storytelling approach with digital paper.

If you are part of an inside sales
team, just because you aren’t
face-to-face with your prospect,
it doesn’t mean you can’t benefit
from visual storytelling techniques.
The virtual whiteboarding scenario
described above allows you to have
interactive dialogues and qualification discussions using remote
whiteboarding.

Imagine the difference between
saying, “I will send you an email
with more information”, and “do
you have access to a web browser
right now? Why don’t we jump on
a quick web conference so I can
spend ten minutes to show you
what I’m talking about with a virtual whiteboard.”

Another benefit of digital paper
over remote slide sharing is that
you can annotate the whiteboard
with the feedback and input of your
prospect (using a different color
perhaps), and then automatically
create a PDF file of the whiteboard
that you can email directly to your
prospect.
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How to Whiteboard

What kind of pen should
you use?

Pulling out a bunch of multicolored markers or crayons won’t
make a very good impression.
Fortunately, Bic still makes their
4-color retractable ballpoint pens
we all used in high school and college? Well they’re still around.

Just do a Google search for “4-color Bic pens” and you’ll find dozens
of shopping options. And they just
happen to have the right four colors
(red, green, black, blue) needed for
effective whiteboard storytelling.

Whiteboards for Lunch

One of the most effective ways to
use your whiteboard is at lunch
with a customer on butcher paper at
your favorite steakhouse, seafood
joint, or pasta place, or after work
for drinks at the bar on a paper
placemat. Lunch at a restaurant is
a neutral setting for an engaging
interaction that is less formal than
in an office during business hours.

The obvious time to pull out the
pen is after you’ve ordered and
before the food arrives. The
conversation can continue over
lunch and then wrap up over coffee
with documentation of concrete
next steps. At the conclusion of
your meeting, rip off the square
of paper containing your visual
discussion, fold it up, and hand it
to your prospect or customer.

The lunch-and-learn on steroids

If you’ve been in sales for a while
you may have hosted a lunchand-learn at a client site. These
meetings are fairly straightforward
– pizza or sandwiches during or
followed by a PowerPoint presentation. Imagine for a moment
changing the title of your session
to “Whiteboard Pizza Lunch-andLearn” and including “…an overview of [YOUR PRODUCT OR
SOLUTION] demonstrated with
the new whiteboard digital paper”
in the session description. You
attendance rate will go up significantly on curiosity alone.

In this case you would use digital
paper with a projector by hooking
up the laptop running the whiteboard application, so be sure to
remember your projector or make
sure the room you are in has a ceiling mounted unit.

www.whiteboardselling.com

4

4

After You
Whiteboard

What do you leave behind?

We often hear people ask, “I love
the idea of whiteboarding my solution at a customer site, but what
do I do about a leave-behind when
there’s no guarantee they’ll write
’save’ on the whiteboard?”
Taking a digital photo of the whiteboard and emailing it to your customer is one option, but not a very
professional one if you have poor
image quality due to bad lighting
and reflective glare from the flash.

There is a much more professional approach that will do more
than provide a slick and powerful
leave-behind, and it will impress
your prospect and demonstrate the
lengths to which you are willing
to go to provide excellent followthrough. This approach takes
almost no time and very little cost.
The first step is to take a digital
photo, but don’t concern yourself
if the lighting isn’t perfect. Just
take two or three shots from a
couple of different angles. If there
are different visual concepts on the
whiteboard that articulate separate
ideas (or separate parts of a larger
story), take separate pictures of
each one.
The rest is a simple, two-step
process:

Clear Board before & after

1. Download and install a free
copy of Clear Board (http://www.
softtouchit.com/products/), a
simple software tool that will
take your whiteboard photos and
transform them into high quality,
full-color images.1

1

There are also a number of innovative iPhone
applications that will clean up photos of whiteboards,
such as JotNot.
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After You
Whiteboard

What do you leave behind?

If you want to take it to the next
level, copy the image out of Clear
Board, paste it into PowerPoint,
and put your logo in the upper left,
your customer’s logo in the upper
right, and some key takeaways or
other meeting notes in the bottom
left and/or right, along with your
contact information.
2. Visit Mimeo, a leading Internet
printing site, which offers ondemand print jobs with 24-hour
turnaround. Use their print driver to
automatically submit your Clear
Board or PowerPoint files online,
and specify 5 millimeter laminate
for as many whiteboard “slicks” as
you need (usually 8.5/11 landscape
is appropriate). Mimeo will ship
your laminated “take-away” directly to your prospect, in as little as 24
hours following your meeting.
This extra effort will go a long
way towards helping you stand
out even more from the crowd
and it may even propel you to
the top of the short list.
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Know Your Customer. Tell Your Story. Close The Deal.

WhiteboardSelling
Presenter’s Best Practices Guide

WhiteboardSelling provides its clients with the tools, best practices
and technology required to enable field personnel to communicate
and demonstrate core business value propositions to c-level buyers
in a confident, compelling and consistent fashion
... all without slides.
If you have questions please don’t hesitate to contact
Mark Gibson at mark.gibson@whiteboardselling.com
or by telephone at 650-333-0703.
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