	SALES INNOVATOR
FIELD TOOLKIT
The POV Builder
The research your competitor didn't do - turn market observations and customer friction into a sharper Point-of-View, then into a business case your client's leadership can act on.


Designed for readers of The Sales Innovators who want to apply the methodology in the field, to supplement the POV Generator app.
	AUDIENCE
Sales
	USE CASE
Research, insight development, business case, and executive conversation prep
	TEMPLATES IN THIS PACK
Gather Insights + SWOT Analysis + Serendipity Walk + Customer Bug List + Business Plan Canvas + Pre-Qualification Filter
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THE SALES INNOVATORS FIELD TOOLKIT
How to Use This Template Pack

This master template is a practical companion to the book. It helps you move from research to insight, from insight to a one-page business case, and from that business case to an executive-ready Point-of-View.
The Workflow
	1. Gather Insights
	2. SWOT Analysis
	3. Test in the Field
	4. Capture Bugs
	5. Prioritise
	6. Build the Case
	7. Present the POV


Each stage below maps to one of the seven steps above.
	1. Gather Insights
	Study the prospect's website, annual reports, and public statements to understand their stated strategy, priorities, and market position before you ever speak with them.

	2. SWOT Analysis
	Turn your research into a structured SWOT - Strengths, Weaknesses, Opportunities, Threats - to identify where the client is exposed and where the real opportunity sits.

	3. Test in the Field
	Run the Serendipity Walk to test whether what you learned in Steps 1 and 2 matches reality. Look for weak signals, friction, and customer or employee experience gaps across six observation zones.

	4. Capture Bugs
	Turn messy observations into specific, evidenced customer bugs - friction the prospect has learned to live with.

	5. Prioritise
	Score each bug fast - Severity and Urgency only - to find the two or three worth building a case around.

	6. Build the Case
	Use the Business Plan Canvas to turn your top bugs into a one-page strategic brief - ambition, problem, opportunity, solution, moat, economics, risk, and ask.

	7. Present the POV
	Pressure-test the canvas with your team and your client 'friendlies', then present it as an executive-ready challenger statement.



	PRINCIPLE
A strong POV does not begin with your product. It begins with a sharper read of the customer, the market, and the friction the prospect has learned to tolerate.


How to Reuse This Master
Duplicate this file for each account or opportunity. Keep completed templates in the account folder, and use the output sections to build a challenger statement, POV narrative, or executive meeting plan.
TEMPLATE 1  |  GATHER INSIGHTS
Template 1: Gather Insights
Before you walk in a client's shoes, study their world from the outside. This is the foundation everything else builds on - the Serendipity Walk in Template 3 exists to test whether what you find here holds up in reality.
	Prospect / Account
	Industry
	Date / Owner
	Reviewed By

	     
	
	
	


A. Research Log
	Source
	Key Finding
	Relevance to Opportunity

	EXAMPLE - Annual Report
	FY26 report names ‘operational efficiency’ as a top-3 board priority
	Suggests appetite for a cost or process-driven proposition, not just growth

	Website - homepage & product pages
	
	

	Website - investor / newsroom section
	     
	

	Most recent Annual Report
	
	

	Recent press releases / news coverage
	
	

	LinkedIn - company page and key executives
	
	


Example shown in orange. Work through each source below - five minutes each is enough for a first pass.
B. What This Tells You
Before moving to Template 2, answer these in a sentence each.
	What is the client's stated strategic priority for this year?
	

	Who are the named executive sponsors for that priority?
	

	What language do they use to describe success?
	

	What, if anything, seems conspicuously absent from what they say publicly?
	


AI Acceleration Prompt
	COPY / PASTE PROMPT
Research [Client Name]'s most recent annual report, investor communications, and public news coverage from the last 12 months. Summarise: their stated strategic priorities, named executive sponsors for each, and any gaps between what they say publicly and what a specific market or operational reality might suggest.





TEMPLATE 2  |  SWOT ANALYSIS
Template 2: SWOT Analysis
Turn your Template 1 research into a structured SWOT. This is directional, not exhaustive - the goal is to identify where the client is exposed and where the real opportunity sits, before you test it on the ground in Template 3.
	Prospect / Account
	Industry
	Date / Owner
	Reviewed By

	
	
	
	



A. The Four Quadrants
	STRENGTHS
What internal capabilities give the client an advantage?
 

 
	WEAKNESSES
What internal gaps or vulnerabilities hold the client back?
 
 
 
 

	OPPORTUNITIES
What external conditions could the client exploit?
 
 
 
 
	THREATS
What external forces could erode the client's position?
 
 
 
 



B. From SWOT to Opportunity
	Which weakness or threat is most likely to be costing the client money right now?
	

	Which strength could the client be under-leveraging?
	

	Which opportunity is most aligned with what we do best?
	

	Candidate hypothesis to test in the Serendipity Walk
	





TEMPLATE 3  |  SERENDIPITY WALK
Template 3: Serendipity Walk
[image: A shopping cart with baskets of vegetables  AI-generated content may be incorrect.]

IDEO is a leading product / service design agency. 
NB!: Watch this video to see the Serendipity Walk in action: https://www.youtube.com/watch?v=izjhx17NuSE



Use this template to uncover hidden customer frustrations, weak signals, and market shifts that can become a differentiated sales point of view. Walk the client's world the way their own customer would.
· Look through the eyes of your clients’ customers, employees or suppliers
· Feel the needs they feel
· Sense the aspirations they have
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· Is your client delivering the experience and value it promises to deliver?
· Are there any unaddressed gaps in the market that your client could serve?
· Are there any irritants in the buying experience for clients' customers?





	Prospect / Account
	Industry
	Target Stakeholder
	Date / Owner

	
	
	
	


A. Observation Zones
	Observation Area
	What I noticed
	Evidence / source
	Why it matters
	Potential POV angle

	EXAMPLE - Customer experience
	Support wait times average 40+ min, per client's own reviews
	12 public reviews, last 6 months
	Signals a capacity problem the prospect hasn't addressed publicly
	Are they aware how visible this is to prospective customers?

	Customer experience
	
	
	
	

	Employee experience
	
	
	
	

	Operational friction
	
	
	
	

	Market shifts
	
	
	
	

	Competitive pressure
	
	
	
	

	Technology change
	
	
	
	


Example shown in orange. Replace the six observation-area rows below with your own findings.
TEMPLATE 3  |  SERENDIPITY WALK SYNTHESIS
Serendipity Walk: Insight Synthesis

Walk in the shoes of your client's customer to test whether the promises made in their marketing - on the website, in the annual report — actually hold up. This is where the picture you built in Templates 1 and 2 meets reality.
Use this page to convert your observations into a practical point-of-view angle for an executive conversation.
	The Buying Experience:
	

	In-store / online 
	

	How are customers greeted when they enter?

	

	How effective are the product displays?

	

	How easily can customers navigate the store and find what they need?
	



	The Contact Centre:
	

	phone / email / web/ chat
	

	How long does it take to get assistance?
	

	Is the IVR system user-friendly?

	

	Are representatives knowledgeable and helpful?
	

	What hinders a seamless customer experience?
	




	Orders & Returns:
	

	How intuitive is the ordering process?

	

	Are shipping options clearly presented?

	

	Is the order confirmation prompt and informative?

	




	What is the prospect likely underestimating?
	[Example: the cost of losing customers before they ever complain - silent churn.]

	What friction have customers or employees learned to tolerate?
	

	What market or technology shift changes the urgency?
	

	What is the commercial consequence if nothing changes?
	

	What uncomfortable truth could open the conversation?
	

	Candidate POV angle
	



AI Acceleration Prompt
	COPY / PASTE PROMPT
Using my Observation Zones and Insight Synthesis answers above, draft three executive POV angles. For each, include: the friction, the business risk if unaddressed, why now is urgent, and an opening challenger statement I could use in the first two minutes of a meeting.




	Social Media:
List social media channels used
	

	What types of posts are most frequent?

	

	How many followers do they have on each platform?

	

	What is their average engagement rate (likes, comments, shares)?
Are they fostering a sense of community?

Are they fostering a sense of community?
	

	Are they reaching their desired target audience?

	

	What are customers saying about their products or services?

	

	What are their pain points and unmet needs?

	






TEMPLATE 4  |  CUSTOMER BUG LIST
Template 4: Customer Bug List

[image: ]Use this template to capture specific customer or employee frustrations that may reveal a commercial opportunity. A good bug is specific, observable, and meaningful enough to create executive curiosity.

	Prospect / Account
	Customer Segment
	Journey / Process
	Date / Owner

	
	
	
	


A. Bug Inventory
	Customer Bug / Friction
	Who experiences it?
	Frequency
	Business impact
	Evidence available?

	EXAMPLE - Manual approval step adds 3-day delay to every order over $10k
	Regional sales managers
	Weekly, every large deal
	Deals stall or get discounted to close faster
	Yes - quantified delay + workaround

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


Example shown in orange. Add your own bugs below - aim for at least four before moving to prioritisation.


TEMPLATE 4  |  BUG PRIORITISATION
Customer Bug List: Prioritisation

Score each bug on two dimensions only - Severity and Urgency. This is a fast filter, not a full analysis: the goal is to find your top three bugs in minutes, not build a scorecard.
B. Quick Scoring
	Bug / Friction
	Severity (1-5)
	Urgency (1-5)
	Priority notes

	EXAMPLE - Manual approval delay on large orders
	5
	4
	Strong - quantified, recurring, costs real deals

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Severity = how much this costs the business. Urgency = how soon it will get worse if untouched.
C. Top 3 Bugs to Convert into POV Angles
	Rank
	Bug
	Why it matters now
	POV angle / executive question

	1
	
	
	

	2
	
	
	

	3
	
	
	



AI Acceleration Prompt
	COPY / PASTE PROMPT
Using my Top 3 Bugs above, draft a one-paragraph Challenger Statement for each - naming the bug, quantifying its cost, reframing how the prospect should think about it, and positioning what a better answer would look like. Keep each under 100 words.





TEMPLATE 5  |  BUSINESS PLAN CANVAS
Template 5: The Sales Innovators' Business Plan Canvas

The nine-section business plan is a powerful framework - but for a sales engagement, you need a tool that lets you move fast, test assumptions, and present ideas with confidence before you have every answer. That is what the Sales Innovator Business Plan Canvas is designed to do.
Think of it as a one-page strategic brief - a structured way to organise your insights from the Serendipity Walk, the Customer Bug List, and your Open Innovation and Platform Strategy thinking into a coherent, assessable picture of the opportunity. It gives you something to pressure-test with your team, something to validate with your “friendlies” inside the client, and ultimately something to present to senior stakeholders as a compelling Point-of-View.
The canvas has nine fields, each directly connected to the work you have already done.
	Prospect / Account
	Prepared By
	Date
	Version

	
	
	
	



Field 1  The Client's Growth Ambition
What is the client trying to achieve in the next 12–24 months - and why does that matter to them?
This is the north star of the entire POV. Everything else in the canvas should connect back to this. If the client has a publicly stated strategy - in their annual report, in the CEO's investor communications, in the comments their senior leaders make at industry events - use it. Anchoring your POV in the client's own stated ambition is the fastest way to earn credibility with a senior stakeholder. It signals that you have listened, and that you are here to help them achieve their goals, not to sell your product.
	









Field 2  The Core Problem
What is the real constraint preventing the client from achieving that ambition?
This is what the Serendipity Walk is designed to surface. Not the problem the client describes in the first meeting - that is usually a symptom. The core problem is the underlying constraint: the data fragmentation that makes personalisation impossible, the channel conflict that makes new market entry difficult, the talent gap that makes scaling a new service line impractical. The more precisely you can name the core problem, the more powerful your POV becomes.
	








Field 3  The Market Opportunity
Who is the end customer, how large is the addressable market, and what are the trends shaping it?
This field connects the client's internal situation to the external world. Use your SWOT analysis, your competitor research, and the industry context from your Serendipity Walk to size the opportunity. You do not need precision here - directional accuracy is enough to demonstrate that the opportunity is worth pursuing. A market that is growing, underserved, and aligned with the client's existing capabilities is the ideal combination.
	










Field 4  The Innovation Approach
Open Innovation, Platform Strategy, or both - and why?
This is where The Sales Innovators' Framework adds distinctive value. Most sales professionals do not think at this level; most clients do not either. Use what you have learned about the client's ecosystem to determine the right strategic lens. Can the client accelerate growth by licensing in IP from a partner? Is there a platform play that would connect buyers and sellers in a way that creates network effects? Is the opportunity in creating a shared business model with a strategic partner? The answer shapes everything downstream.
	









Field 5  The Proposed Solution
What combination of your offering and the client's ecosystem solves the core problem?
This is the heart of your Point-of-View - the specific, tailored answer to the specific, diagnosed problem. It should describe not just what you are proposing, but how it works in the context of this client's business. The more it is grounded in the specific language, priorities, and constraints of this client, the more persuasive it will be.
	






	Generic solutions belong in brochures. Tailored solutions belong in board meetings.


Field 6  The Competitive Moat
Why is this hard for a competitor to replicate - and what makes you the right partner to deliver it?
This field forces a discipline that most POVs skip: an honest assessment of uniqueness. What does your combination of offering, relationship, and ecosystem access make possible that a competitor could not easily replicate? The answer might be a proprietary technology, a unique partnership, a depth of client knowledge built over years, or simply the speed and precision of your execution. Whatever it is, name it explicitly. A POV without a moat is a proposal, not a strategy.
	








Field 7  The Commercial Model
How does the client generate revenue or reduce cost from this solution - and how does that translate to your deal?
Remember Afuah's definition: an invention only becomes an innovation when it is successfully commercialised. This field is where you translate insight into economics. How does the client make money from this? What is the expected return on their investment - and over what timeframe? And critically: what does a successful outcome mean for the commercial relationship between you and the client? The Sales Innovators do not apologise for this question. A partnership that is not commercially sustainable for both sides is not a partnership - it is a cost.
	









Field 8  Key Risks and How to Mitigate Them
What could prevent this from working - and what is your honest answer to each risk?
Presenting risks is not a sign of weakness - it is a sign of rigour. A senior executive who sees risks acknowledged and mitigated in your POV will trust your analysis far more than one that presents only the upside. The most common risks in a Sales Innovators engagement are: implementation complexity, change-management resistance, regulatory constraints, and competitive response. Identify the two or three most material risks for this specific situation and state clearly what you would do to manage them.
	








Field 9  The Next Step
What is the single decision you need the client to make - and when?
Every POV should close with a clear, specific ask. Not “let us continue the conversation” but “commission a six-week pilot with three of your top accounts” or “agree to a joint workshop with your product and commercial teams next month” or “authorise a feasibility study for the platform model.” The more specific the ask, the more seriously it will be taken. Vague asks generate vague responses. Specific asks generate decisions - and decisions are what move opportunities forward.
	








	Vague asks generate vague responses. Specific asks generate decisions.



TEMPLATE 5  |  HOW TO USE THE CANVAS
How to Use the Canvas

Fill in the nine fields in the order above, but treat the process as iterative, not linear. Your first pass will have gaps - and those gaps are the agenda for your next client conversation. The canvas is not a document you complete alone; it is a thinking tool that improves through dialogue.
Share it with your team before you share it with the client. Find your “friendlies” inside the client organisation and validate your assumptions, especially in Fields 2, 3, and 7. The version of the canvas you present to senior stakeholders should already have been pressure-tested by the people who know the business best.
And once you have filled in the canvas for two or three potential opportunities, use it to prioritise. Ask: which opportunity is largest, most feasible, fastest to value, and most strategically aligned with what we do best? That combination - impact, feasibility, speed, fit - is the one to develop into a full business plan and a compelling Point-of-View.
D. Opportunity Prioritisation
Use this table once you have completed the canvas for two or more opportunities.
	Opportunity
	Impact (1-5)
	Feasibility (1-5)
	Speed to Value (1-5)
	Strategic Fit (1-5)

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	



AI Acceleration Prompt
	COPY / PASTE PROMPT
Using my completed nine-field Business Plan Canvas above, draft a one-page executive summary suitable for a senior stakeholder who has never seen this opportunity before. Structure it as: the ambition, the problem, the proposed solution, the commercial case, and the specific ask. Keep it under 300 words.





TEMPLATE 6  |  PRE-QUALIFICATION FILTER
Template 6: The Pre-Qualification Filter
Before you invest further time building a full Point-of-View, run this filter. It takes minutes, not hours — and it protects your most limited resource. Answer honestly. A CAUTION verdict is not a failure; it is the filter doing its job.
	Prospect / Account
	Date / Owner

	
	



Q1  Ambition
Does this prospect show genuine signals of growth ambition?
Look for expansion plans, new market entry, leadership changes, or public strategic commitments — in their annual report, investor communications, or recent news. A prospect with no visible ambition is unlikely to invest in change, however good your proposal.
	






	Verdict
	PASS  /  PROCEED WITH CAUTION  (circle one)



Q2  Commercial Problem
Is there a specific, costly problem here — one where the cost of inaction is high enough that the client would commit real resources to solving it?
Vague discomfort is not enough. Name the problem specifically, and if you can, put a number on what it is costing the client today. If you cannot articulate the cost of doing nothing, you do not yet have a strong enough reason for the client to act.
	






	Verdict
	PASS  /  PROCEED WITH CAUTION  (circle one)





Q3  Credible Fit
Does your offering have a genuine, credible path to being the best answer to this problem — not just a plausible one?
Be honest here, even if it is uncomfortable. If a competitor's offering is a better fit for what this client actually needs, no amount of storytelling or preparation will change that. This question exists to save you from investing in the wrong opportunity.
	






	Verdict
	PASS  /  PROCEED WITH CAUTION  (circle one)



Overall Verdict
Two or more PASS verdicts: proceed with confidence to Template 5, the Business Plan Canvas. One or more CAUTION verdicts: pause. Either gather more information before investing further time, or make a deliberate, informed decision to proceed anyway — but do so knowingly, not by default.
	





AI Acceleration Prompt
	COPY / PASTE PROMPT
Based on [Client Name]'s public website, most recent annual report, and recent news coverage, answer the three Pre-Qualification Filter questions: is their growth ambition genuine and visible, is there a specific costly problem we could address, and does our offering have a credible path to being the best answer? Give a PASS or CAUTION verdict for each, with your reasoning.





NEXT STEP  |  POV GENERATOR
Next Step: Personalise Your POV
You have done the work. Templates 1 through 6 have given you a researched, tested, prioritised, and commercially framed picture of the opportunity. The Sales Innovators POV Generator takes everything you have captured here and turns it into a polished, executive-ready Point-of-View — in minutes, not weeks.
	WHAT THE POV GENERATOR DOES
Feed it your research, your SWOT, your observations, and your Business Plan Canvas, and it will draft your Challenger Statement, your full POV narrative, a decision-maker persona, and a complete story — built on the same framework as this toolkit, accelerated by AI. The POV Generator is a standalone app, available separately at salesinnovator.ai.



What to Bring With You
Before you open the app, gather the following from the templates you have just completed. Having these ready turns a 20-minute session into a 5-minute one.
	Your company name and website
	Not captured in this toolkit — have ready

	Prospect company name and website
	Template 1, header table

	Stated strategic priorities
	Template 1, Section B

	SWOT summary
	Template 2, Section A

	Candidate hypothesis / opportunity
	Template 2, Section B

	Observation zones and evidence
	Template 3, Section A

	Candidate POV angle
	Template 3, Insight Synthesis

	Top 3 prioritised bugs
	Template 4, Section C

	Growth ambition, core problem, proposed solution
	Template 5, Fields 1, 2, 5

	Competitive moat and commercial model
	Template 5, Fields 6, 7

	The specific ask
	Template 5, Field 9






How to Use It
	1. Open the app
	Go to salesinnovator.ai and start a new POV.

	2. Paste your inputs
	Use the checklist above — paste directly from your completed templates.

	3. Let the app research
	The POV Generator adds live company and market research on top of what you have gathered.

	4. Review and refine
	Treat the output as a strong first draft. Your judgement, built through Templates 1–5, is what makes it land.

	5. Present with confidence
	You now have a Point-of-View grounded in real research, tested in the field, and pressure-tested with your team — not a template filled in from a desk.



	WHY THIS MATTERS
The Sales Innovators who consistently win are not the ones with the best AI tool. They are the ones who did the work in Templates 1 through 5, so the AI has something real to work with. The POV Generator makes you faster. This toolkit is what makes you right.





REUSABLE TEMPLATE NOTES
This page exists so the toolkit can expand cleanly. Every future template should follow the same structure, visual language, and AI-enabled workflow as Templates 1 through 6.
	Recommended next template
	Challenger Statement Builder

	Other candidates
	Executive POV Narrative Builder, Value Hypothesis Template, First Executive Meeting Planner

	Standard template structure
	Purpose, when to use, how to complete, worked example, blank worksheet, AI prompt, output / next step

	Design principle
	Executive-ready, practical, premium, and fast to complete — no field should take more than 2 minutes to fill in, except the Business Plan Canvas, which is designed for iterative completion over multiple sessions.

	Primary brand colours
	Slate #1A1F2E for structure, Orange #FF9F1C for accent and callouts

	Tone of voice
	Sharp, commercial, human-centred, action-oriented.



	MASTER TEMPLATE NOTE
Duplicate this file whenever you start a new account-specific workbook. Keep this master clean and blank, and save a separate, named copy per opportunity — e.g. "FieldToolkit_AcmeCorp_2026.docx".
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