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Most business owners that specialize in technical fields, struggle when it comes to talking 
about their business in non-technical language that their customers easily understand. 
I have created this written roadmap to guide you in creating a simple, clear message  so 
your clients will immediately undertand your value and you can easily grow your business 
regardless of how technical it may be.

Does this scenario sound familiar? You’re at a gathering and you get the ever-present “so, 
Joe, what do you do”? You respond as simply and succinctly as possible, but nearly always 
get the dreaded nod and glazed eyes in return. And then the subject abruptly changes.

I get it. Most everyone in tech gets it. 

Many technology-based business owners understand their business so well that it actu-
ally gets in the way of their ability to explain their value to a potential client.  They are too 
close to the solution they provide, and they struggle to find simple ways to explain how 
they help their customer.

I’ve been there. 

I’ve been a technology business owner since 1992 and I too have struggled with how to 
communicate the value I offer in a language easily comprehended by my clients. I had to 
learn to think differently about how I communicate with my customers in order to avoid 
the dreaded glazed eyes, and, in the process of doing so, I developed the strategies out-
lined in this book. 

Before we continue, for the purposes of this book, “technology business” is defined as 
knowledge-based services industries such as information technology, accounting and 
finance, legal and consulting. These services are generally outsourced because they aren’t 
their core competencies of a small to medium-sized business.

So, I feel your pain, but you’re probably asking yourself, “Who is Corey, and why should 
I read this book?” Well, for one, because I’ve been where you are and because selling is 
hard, ESPECIALLY for complex technology-based businesses. 

If you’re anything like I used to be (and most other technology business owners currently 
are), you:

1. Are not great at connecting and hate networking

2. Struggle with business sales

3. Don’t know how to communicate in simple terms with the customer

4. Are sometimes too technical, and tend to think like an engineer when selling

5. Focus on selling the features and functions of your service

6. Get a lot of head nods and glazed eyes
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Warning: bold statement time: Traditional ways of acquiring clients and selling com-
plex business solutions get it all wrong. There, I said it. 

I decided to get off of that ham-
ster wheel, and in doing so, I have 
developed an unconventional 
approach that positively impacts 
profits for technology business 
owners. Now I want to help YOUR 
business become more profitable 
and make your life easier in the 
process. 

Sound good? Then read on my 
tech savvy friend and let’s talk 
about me for a moment: 

My name is Corey Prator and I am a Sales Nitwit. (Okay, I USED to be a Sales Nitwit). 

I used to:

 • Sell based on my differentiator

 • Sell the features and functions of my business

 • Hate selling

 • Feel like selling was slimy

 • Thought I needed to tell my story

Okay, I wasn’t just a sales nitwit, I was also a business 
owner. I have worked in technology for over 40 years. 

Back in 1992, after 19 years at Shell Oil leading their technology projects, I became a “serial 
entrepreneur” and have created and grown several successful technology businesses over 
the years. 

I’ve certainly made my share of mistakes but I’ve also learned a lot along the way. I’ve 
learned some things work, and others don’t, but what stands out most to me is that cre-
ative, independent and unconventional thinking about business development is what 
has given me the most success. 
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The truth is EVERYONE WANTS TO SELL MORE, I mean, who wouldn’t, right?

But, man it can be uncomfortable and selling can sometimes just suck. WHY is it so easy 
for some and so HARD for us Techies? 

Technology itself IS hard. So congratulations on mastering a difficult field. You speak the 
language of tech, so  peer-to-peer it’s easy, it’s what we know and it’s natural. But explain-
ing what we do for a potential client? Not so much. 

Wanna know the big secret and the (unconventional) truth?

 • Customers don’t care about your differentiators. 

 • Customers don’t understand your features and functions.

 • Customers only want one thing. An outcome.

Your expertise and qualifications don’t matter most when talking to potential clients 
because expertise and qualifications are about you. What matters to your customer are 
their problems, not your vast experience. 

So, now that you know the unconventional truth, here is the good news!

There is a better way.

You can turn your thoughts and feelings about 
selling around. 

I can help you create a tailored message about 
your unique business value that resonates with 
your prospective client needs.

This new way to communicate is built on a frame-
work around the answers to 6 basic questions ev-
ery business owner should be asking themselves.  

Get comfortable asking yourself these questions 
and get real with your answers. The new way of 
thinking that will develop as you work through 
these questions will naturally begin to flip the nar-
rative from you to your target customer.

Okay, take a deep breath, it’s time to dive a little 
deeper. 

1. What business are 
you in?

2. What is your purpose; 
your “Why”?

3. What pain do you 
solve?

4. What story best de-
scribes the pain you 
solve?

5. Who is your target 
market?

6. How do you reach 
your target market?
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The Six Questions
My 6 Questions Framework Is based on the 6 Ws of problem solving: Who, What, When, Where, 
Why and hoW. Answering these questions about your business and your customer lead to a thor-
ough understanding. 

Here’s the twist in unconventional thinking. Answer these questions from the perspective of 
your customer, not you.  

Here’s a good test.  What “Person” is your 
website written in? It’s easy to find out. Browse 
your website, click Ctrl “f” and type the word 
“we”. You will get a word count for “we”. Do the 
same for “you”, “they” “our client” and any other 
pronouns you use.  Most websites are written in 
the first person plural, “we”. 

If you found more “we” than other pronouns, 
consider changing the perspective, because 
your customer doesn’t care about you, your 
features, functions, and what you do. They care 
about a solution to their problem.

Throughout the Six Questions Framework, we 
will change the perspective of your marketing 
message from “we do this” to, “our customer 
had this problem” or “Our typical customer has 
this problem...”, “and here’s how we solved it, and the value they got from it.”  

So let’s begin:

What business are you in?
I know, I know, this seems obvious right? If you build widgets, you’re in the 

widget business. 

Not necessarily, and not if you subscribe to unconventional thinking. Your particular wid-
get may support HR teams in the hiring process to ensure they hire the best possible fit 
for their company. In this case, you’re in the culture business. 

When thinking about what business you’re in, keep in mind this is NOT what you do. This 
is about the OUTCOME you provide for your customers:

● You aren’t in advertising, you make the phone ring!
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● You aren’t in the custom software business, you make business run more efficiently!

● You’re not in the HR business, you’re in the employee retention business by creating 
a positive business culture for employees !

Expressing what business you are in is never about what you do. It is about how you help 
your customer. It’s not about you, it’s about them. 

Here’s another example: What business would you say Costco is in? Most would 
say they are in the big box retail business, right? 

Would it surprise you to learn that in 2018, Costco’s revenue from membership fees 
was 102% of their profit. That means for every dollar of retail product they sell, they lose 
2%. 

Costco clearly wouldn’t still be around if they were in the retail or big box business.  Costco 
is in the membership business. The marketing and sales message Costco puts out to their 
target customers is different than a standard retail business. Their consistent message 
is “become a member and gain access to price discounts that you can’t get in the public 
marketplace using our volume discount of 2% below cost”. That’s a very different message 
than is presented by their retail competitors such as Walmart.

And Starbucks? What business is Starbucks in? Most people would say coffee right? 
But in reality they’re in the experience business. Specifically, the social business or the 
meeting for the collaboration business and in doing so they are able to charge more for a 
cup of coffee than one would normally be willing to pay. How many business deals have 
been closed in a Starbucks? Countless, and very few of them closed because the coffee 
was excellent, it was the environment and the comfortable experience that mattered 
most.  

In my own case, I thought I was in the software business, but I have come to know that 
customers don’t want software, they want the outcome that software delivers for them. 
They certainly don’t go online and Google the category “software”. I have completed over 
a hundred projects in a hundred different industries and I can tell you that the majority of 
my customers don’t even know which word to search for to solve their problem. They may 
not even know that software is a solution to their problem. 

This is why it’s so important for you to understand exactly what business YOU are in.  It 
informs you about how to communicate to your customer and where to find your target 
customer.

Consider the following questions to help determine the real business that you are in:

 • What problem do you fix for your customer? 

 • What does the outcome look like that you solve for your customer?
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Take a few minutes to consider not what you do, but what solution or outcome you pro-
vide. 

Go ahead, I’ll wait. 

So, what business are you in? Has your response to this question changed? 

Now that you have clarity on what you do, let’s talk about why you do it. 

What is your purpose; your 
“Why”?

Bigger breath, going deeper.

I truly believe that until you know your why (purpose), you won’t be able to differentiate 
yourself to your customer. 

 • What is your purpose? 

 • What gets you up in the morning?

 • What excites you most about your business?

 • How does your “why” show up to your customers?

 • What gets you so motivated that you would do it for free?  

I see a big gap in the way technical businesses communicate with their customers and I 
want to make technical business communication great. 

I’m a people person and I want to help others. My “why” is contributing to the success of 
others. Writing this book and coaching business owners one-on-one gets me up in the 
morning because I know that unconventional thinking will help other tech business own-
ers to grow and achieve even greater success.

My why shows up to my clients every time we connect because I am driven by their suc-
cess. I am passionate about it and I can’t help but express that in my communication and 
work ethic. 

So what about you. What is your “why”?
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What problems (pain) do you 
solve?

Customers buy to solve a pain. 

What pain do you fix? (This may overlap with what business you’re in).

Most websites spew features and benefits, it’s all “we, we, we” all the way home. 

Newsflash: Visitors (i.e. potential customers) to your website aren’t looking for a list of 
features and benefits no matter how pretty they look or impressive they sound. They 
are surfing the internet or asking for referrals because they want pain relief. They have a 
problem that needs to be solved and are actively looking for help. Now is your chance to 
come to the rescue, to be the hero and clearly outline how you can fix their problem and 
relieve their pain. 

Question #3 is is “Where” of the 6 Ws. In otherwords, what area (pain): Where do you help 
your customer?

What stories best convey what 
problems you solve? 

Yes, I said “stories”. People easily relate to stories. If you don’t have one, now is the time to 
come up with a story that quickly conveys what problem(s) you solve. 

Your goal for your story is to inform, influence and entertain and the customer is the hero 
of your story. 

Use the following formula to tell your story: 

1. Pain. What problem did your customer have?

2. Solution (one sentence). Don’t explain how you solved the problem, your customer 
trusts that you know how to solve the problem. 

3. Value. What return on investment (ROI) did your customer receive? 

Here’s an example story that I have used many times. I have noted the pain, solution, and 
value in the story (in parentheses like this) for illustration.
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We have a customer that has 18 nursing homes in Texas. They were spending 
$10,000 a week in overtime (pain). They have 1,200 employees to attend to their res-
idents, their customers. They are reimbursed  through Medicare and Medicaid, who 
require reporting compliance statistics.  The Controller needed an entire week to 
manually put together the compliance statistics for the executive directors to con-
firm compliance.

We built a mobile app so their executive director would find out in real time wheth-
er they were in compliance (solution). For example, on Wednesday, if Maria had 38 
hours and would be in overtime on her next shift, a replacement was found to avoid 
the overtime.  The mobile app stopped the overtime costs.

The investment for the mobile app was $60,000. You do the math on the ROI (val-
ue).

Your story should be able to be told in 60 to 120 seconds, like an elevator pitch, so it rolls 
off your tongue.  I have also developed a 6 word story, called a Hemingway Story. It can 
be challenging to create at first, but very impactful when you only have a few seconds to 
describe what you do.

After you tell your story, be sure to include a call to action; ask your customer to take the 
next step. 

Question #4 is the “When” of the 6 Ws. In otherwords what situation or, When did you 
help your customer?

Who is your target customer /
market?

Anyone that’s been in business for more than five minutes knows that not all customers 
are the same.

You must identify your ideal customer from the rest of the crowd in order to target your 
message and resources to the right audience. 

A good way to determine your customer is to answer the question: 

Who signs your check?

If your target market is small businesses, it’s probably the business owner. If so, you will 
need to communicate to that business owner in a language they understand.  

You may also need to deal with recommenders, such as the information technology de-

https://en.wikipedia.org/wiki/For_sale:_baby_shoes,_never_worn
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partment of an organization. The language you use to communicate with an IT depart-
ment will be different from the owner, who may not even know how to spell “IT”. 

When identifying who your target, also think about who your customer is NOT. You’ll 
want to exclude businesses that aren’t your target market so you can stop wasting time 
barking up the wrong tree.  

For example, in my software business, our clients are not Fortune 500 companies. Large 
companies view our services as a commodity, so it’s all about price, not value. As a rule, 
they select their vendors through  competitive bids, so we don’t spend our resources tar-
geting them.

Once you understand who is NOT your target market, identify characteristics common 
among all your best clients. Understand your client’s typical problems, industry, size, type 
of business. 

In my business, for example, our clients are businesses that are changing their industry 
by applying technology to improve the way business is done in their industry. For them, 
off-the-shelf software isn’t effective for their unique proprietary processes. We help them 
with a custom solution that fits their unique business processes. Understanding that our 
best customers are disrupting their industry is useful in determining who our ideal target 
customer is.

How do you reach your target 
market? 

What forms of communication do you currently use to reach your target market?  Here 
are some examples I have used. 

1. Networking: Getting your Elevator Pitch perfected is essential for networking. This 
should be a priority for you and requires practice. (Helpful hint: To practice, I use the 
voice recorder on my smartphone).

2. Website: My website is essential to authenticate my business and describe the pain 
I solve.

3. Social media: Media has been useful to build brand awareness, however I personal-
ly have not closed a deal using social media alone. 

I believe it’s more helpful for  business-to-consumer (B2C)  businesses.

4. Brochures, eBooks: I find both to be very valuable investments.  I have created a 46 
page, 550 question, “Technology Health Check” that has been effective in closing 
many deals.

5. Public speaking: Events, workshops, podcasts: I am just now venturing into this 
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area of marketing. There is much to learn for me but I have peers that have found 
this type of marketing to be successful. 

6. More to come: ….

Summary 
Okay. So where are we now? 

You’re a tech business owner who has found that selling or describing your business with 
an emphasis on value has been difficult. We’ve established that the old ways of selling 
just don’t work anymore. You have gone through the Six Questions and now have clari-
ty on what business you’re really in, who your target customer is (and is not) and you’ve 
refined your story to include a call to action. Now it’s time to put everything into practice 
and get comfortable with your new way of communicating how you solve pain for your 
customers. 

Like you, I’m in technology, like you. I hope that you found value in my perspective and I 
appreciate you taking the time to read this book.

Still need help?
Getting business messaging right is hard stuff. If you would like some help, a little nudge, 
or a sounding board, let’s talk. I’d love to support you to shape your message.  

Feel free to give me a shout. Here’s my contact info:

Corey Prator

cpadmin@Consortium.Partners 

+1 (713) 702-0391  • Mobile 

Click here to book a complimentary Zoom 
call for a Business Message Assessment

mailto:cpadmin%40Consortium.Partners%20%20?subject=Follow%20up%20from%206%20Questions%20PDF
https://hangouts.google.com/?action=chat&pn=%2B17137020391&hl=en&authuser=0
https://calendly.com/coreyprator/zoom
https://calendly.com/coreyprator/zoom
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