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Much of the content of this e-book was published originally as a chapter 
in the book MANAGE TO LEAD: SEVEN TRUTHS TO HELP YOU 
CHANGE THE WORLD by Peter DiGiammarino. Get your copy here. 

About IntelliVen:

IntelliVen is a San Francisco-based management consulting firm that 
works with up-and-coming leaders and their teams to get aligned and on 
track to achieve breakthrough performance. 

Our proprietary system of tools and templates package what we have 
learned from decades of running and growing dozens of successful 
organizations and guiding hundreds of others through critical inflection 
points.

We make doable the hard-to-implement actions driven by disarmingly 
simple truths.

Learn more at IntelliVen.com.

NO OBLIGATION STRATEGIC CLARITY CONSULTATION: See Page 22
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G E T T I N G  T O  C L A R I T Y :
‘What is Your Problem?’

e-book

Here’s a fundamental truth: an organization exists to solve a problem for
people who have that problem.

Think about every organization you know. Companies, social groups,
governments, community organizations, faith-based groups, non-profits,
and social interest advocacy groups were all formed because of an
identified problem. 

Sometimes the problem might be affecting members of the group and
they organize to address it. 

Other times the problem might be affecting someone else. In those
cases, the organization might be formed to find ways to address the
problem for everyone affected by it, and in doing so earn a profit. That’s
a company addressing a market.

This all begs the questions about whose problem your organization
solves, what that person is buying from you, and why they buy it from
you. The answers, collectively, are how we define the “purpose” of an
organization. Some management gurus and business experts define a
purpose as explaining why people in the organization do what they do.
In contrast, our view is that the purpose is always external, based on the
problem the organization solves for someone who has that problem.

Most importantly, does everyone in the organization share the same
understanding of these points? Just like the organs in a body must work
together to keep a person alive, the components of an organization need
to be aligned. 

Copyright © 2021 IntelliVen intelliven.com1
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Achieving clarity around the company purpose is essential to the
efficient execution of strategy and growth plans. That’s why “Get Clear”
is the first step in IntelliVen’s Manage to Lead System for improving
organization performance.

The power of clarity lies not just in a shared understanding of the
company’s strategy but also in how that understanding shapes execution
and results in superior performance.

This e-book introduces you to IntelliVen’s W-W-W framework, a tool
that has been used by many successful organizations to achieve clarity
and better strategic alignment.

Copyright © 2021 IntelliVen intelliven.com

THE POWER OF CLARITY

A C H I E V I N G  C L A R I T Y
with the W-W-W

The graphic in Figure 1 provides a simple
way to visualize the central questions on
which your team must be aligned:

“What do we provide, to whom, and why do
they buy it from us?”

All organizations – and especially businesses
– should get and stay crystal clear about
whose problem they solve.

Figure 1

Yet it is common for leaders to describe their organizations in terms of
one or two but not all three dimensions. That's because thinking about
the three dimensions of market, problem and solution all at the same
time challenges the mind. It is hard for most people to think about all
three for any length of time.
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Some of you will recognize the three-dimensional model as similar in
shape to the one put forth by Derek F. Abell, the great business
professor whose Three Dimensional Business Definition model is widely
taught and utilized. 

Abell’s model is important for defining the nature of your business, in
terms of the customers, their needs, and how you are addressing them.

At IntelliVen, we saw a need for a slightly different approach to analyze
why some organizations can scale and grow, while others are impeded.
Specifically, understanding WHY a customer buys from you is of critical
importance to sales and marketing efforts and everything that supports
them. In other words, understanding WHY customers buy from you is
essential if your goal is to grow.

While it may at first seem simple or obvious, it is usually surprisingly
difficult for leaders to sort out and agree on how to describe all three of
WHAT, WHO and WHY.

Employee surveys invariably reveal that the most urgent need across the
organization is to get a better handle on: “Who are we and what do we
do?” 

Top leaders may themselves be clear about one or two of the three
dimensions but do not realize that it is critical to be clear about all three.
There simply is no point during standard day-to-day operations that
forces leaders to compare and reconcile their understandings of the
organization’s What, Who and Why.

e-book
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But when leaders know and articulate the problem their organization
solves for whom, it helps them and everyone else in the organization
individually, and collectively, to perform better.

Organizations that have developed a mission, vision, and an “elevator
pitch” may have already answered the question: “Whose problem do we
solve?” If not, however, then the mission, vision, and elevator pitch
should be revised, or a separate effort undertaken, to clarify the three
dimensions.

Copyright © 2021 IntelliVen                         intelliven.com

T H E  W - W - W  
Template

A simple tool that IntelliVen has developed for achieving clarity and
alignment is the W-W-W Template:

Later in this eBook we’ll discuss
what makes a clearer and more
compelling W-W-W. But at the
highest level, the W-W-W forces
us to think very specifically
about the problem our
organization exists to address,
WHAT exactly that solution is,
and WHO buys it from us and,
importantly, WHY they do so.

As is often said, one of the
hardest elements of strategy is
focus.

It can be very difficult to decide what not to do and have the discipline
to stick to that plan. The temptation is to make your W-W-W very
general because you do not want to risk missing important
opportunities. 

THE POWER OF CLARITY
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Most people think by being broad they increase the odds of getting
something by not excluding it. The truth is that you increase the odds of
getting ANYTHING by being clear about what you ideally want.
Communicating your ideal target may not result in finding a perfect fit
but it may get you something that is close or adjacent to work with.

The most successful organizations are those that can be specific about a
clearly defined problem. That requires disciplined thinking and a crisp,
concise description of each W. 

Another characteristic of the most effective W-W-Ws is that they
describe the Ws from the customer’s point of view. They capture your
offer and the motivation for using it from the standpoint of the person
trying to solve a problem. 

Copyright © 2021 IntelliVen                         intelliven.com

H O W  T O  U S E
the W-W-W Template

Developing your organization’s W-W-W is an iterative process. It is
ideally spread out over weeks or months. That is because the process
will uncover areas of imperfect knowledge so new data needs to be
gathered to fill in those gaps. The process will also highlight differences
of opinion that need to be reconciled.

THE POWER OF CLARITY
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All team members are introduced to the W-W-W and the alignment process via
an interactive dry run using an example based on a commonly known company. 

Each team member fills out the W-W-W on their own.

The leader of the team collects and aggregates the individual team
contributions typically with the help of a facilitator or consultant.

The team meets to go over the results, to explore the differences and
commonalities. Ideally, one session should focus on the WHAT, followed by
another session to focus on WHO and WHY. This dominant emphasis on
resolving the WHAT is recommended because the WHO and WHY generally 
are easier to analyze when the WHAT is clearly defined.

The team iterates together to synthesize a master version of the W-W-W over
subsequent weeks. This is followed by the key step of iterating and sharing the
W-W-W with broader (friendly) audiences, such as the board, management
team, employees, clients, partners, and others. Incorporating the reactions 
from friendlies might take months but this iteration process and analysis of 
the inputs always surface critical questions that become key to nailing the
company's strategy.

e-book

We guide organizations through a simple workflow:
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You might argue that different team members will rightly have different
views of the W-W-W. The differences may stem from their particular
roles, their experience and their individual objectives.

And while those factors do indeed result in different views of the W-W-
W, leaving these views unreconciled can create a serious problem. Even
subtle differences in how two leaders in a company describe the W-W-
W can have profound impacts on how their teams operate and work
together.

To give a simple example, consider a W-W-W for a firm that makes a
financial technology offering.

The results of the leadership team’s individual W-W-W shows that none
of them are aligned. 

Copyright © 2021 IntelliVen                         intelliven.com

T H E  P E R I L  
of Misalignment

As the illustration shows, each leader’s answer is correct to a certain
extent, colored by the leader’s domain, experience and expertise. The more
technical leaders think technology is the WHY. The market- and customer-

facing leaders think the company’s reputation and brand are the WHY. 

THE POWER OF CLARITY
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We can’t say any of these answers is overtly
wrong. But the fact that they are not in
agreement has big consequences. These
leaders will pass their view of the W-W-W
down to their organizations. If the technology
group is not building what the operations
group thinks it is running, there will be many
development disconnects and errors in
priorities. If the technical groups are not
building and running what the marketing group
is selling, there will be disappointed and
confused customers.

The critical point to understand about the W-
W-W is that there is no right answer. What
matters is agreement and alignment around a
shared W-W-W. 

What typically happens when these types of
misalignment issues surface as an organization
goes about its business?

Copyright © 2021 IntelliVen                         intelliven.com

They assume the team is
aligned and that the problem
had some other cause.

They ignore the disconnect.

They step in and mandate
alignment.

They work with the team to
collaborate and achieve
alignment jointly.

The leaders who bump up against
the results of misalignment do
typically one of four things:

1

2

3

4

Only option 4 is truly viable and sets an organization on the path to growing and achieving its goals. 
The W-W-W process makes that collaboration happen.

 
The end result will be a team and organization that is driving hard, that is in alignment with a shared sense

of goals and mission. As the illustration below shows, the leaders in our financial technology firm have
achieved alignment and a universal understanding of their W-W-W.

THE POWER OF CLARITY
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W H A T  T H E  W - W - W
Process Uncovers

The very process of iterating to work toward a shared W-W-W can be
eye-opening. Working through the iterations can uncover previously
unrecognized market opportunities or delivery models.

An organization that has two of the
three dimensions the same and a
different third might define an entirely
different organization. For example,
say we take the same cloud-based
automated collections system that
improves collection efficiency (i.e., the
same problem and WHAT and WHY) to
a different market or WHO, such as
state income tax collection
departments. This W-W-W might
define an entirely different
organization because the market 

Credit card companies (WHO) to

Increase efficiency of delinquent
account collections (WHY) by
hosting a

Cloud-based automated collection
utility (WHAT).

To illustrate, consider an
organization that helps:

served by one organization (credit card companies) is so vastly different
from the market served by the other (state income tax collection
departments).

Yet another organization might provide a packaged software system that
is delivered, installed, run, and maintained in-house rather than a cloud-
based solution to address the same problem for the same market. 

Such a different solution would almost certainly be provided by a
different organization because it would be unduly difficult and complex
for a single organization to do a good job providing both solutions even
if the market and problem are the same as the other. And, in fact, even
varying the one factor of solution delivery – in-house versus cloud –
may indeed end up resulting in a different WHO. Certain types of
customers may highly value the security and control aspects of an in-
house solution, creating a subsegment of the market with unique
requirements.

THE POWER OF CLARITY
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Your WHO (Market)

While varying any one of the three dimensions may define a separate
organization, a new organization can also emerge from another.

An organization that serves credit card collections departments can
expand to focus on state income tax collections departments and/or on
telecommunications billing collections and others, for example. 

It would make sense to set up different organizations for each market
because for a single organization to approach and serve more than one
market requires a breadth of skills and resources that can be
overwhelming to manage. Trying to pursue multiple markets out of one
organization would likely cause it to underperform relative to its
potential and relative to its peers.

This once again boils down to the need to focus, decide what not to do,
and stick to it.

An organization needs customers to serve. Without customers, the
organization has no reason to exist. 

THE POWER OF CLARITY
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Has the Problem the organization solves. 
There is no point selling a solution for which the prospect has no need. If a prospect does not need the
solution because they do not have the problem but do have other problems, organization leaders may
be tempted to solve one or more of the other problems. Before proceeding with such a strategy,
though, leaders should consider that doing so essentially means building yet another organization
defined by a different W-W-W which will drain resources from core activities and add risk and
complexity.

Finds the Problem Strategic to Solve. 
Every prospective customer has many problems but no customer solves all of its problems at the same
time.

Instead, either explicitly or implicitly, they determine which of all their problems are most important to
solve next and allocate resources to solving them. Successful organizations sell their solution to
prospects for which it is strategic to solve the problem it addresses.

Has Resources.
If the prospect does not have the scope and scale of operations to support paying a fair price for the
solution, or if they are otherwise resource-constrained say, for example, due to market or economic
conditions, it makes no sense to cultivate them as a customer.

Can be Reached. 
To make a sale requires direct access to the person in the prospective customer organization who will
make the decision to allocate resources for the solution. If the buyer cannot be identified or reached
the odds of a sale are low no matter how compelling the value proposition.

Is Good to Work With. 
Some customers are better to work with than others. Cultural differences, regulatory restrictions,
complex laws, geographic barriers, and many other obstacles can make some potential customers much
more attractive and others less worth the trouble to cultivate.

 Has the problem.
 Finds it strategic to solve.
 Has Resources
 Can be reached.
 Is good to work with.

1.
2.
3.
4.
5.

THE POWER OF CLARITY

THE IDEAL CUSTOMER HAS 
5 CHARACTERISTICS:
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The above five characteristics of an ideal customer can be used to
decide whom to sell to next. For example, of all the prospects to sell to
next, put a priority on those who have the problem the organization
solves, for whom it is strategic to solve it, that have sufficient scope and
scale to justify paying a fair price, where the decision-maker can be
reached, and who is a pleasure to work with. If more than one prospect
meets all the criteria, put the priority on the one that offers the most
follow-on sales potential.

While the advice above may seem self-evident, it turns out that leaders
of most early-stage ventures do not follow it. Instead, they almost
always sell principally to organizations where there is a key contact that
they happen to personally know or can otherwise easily access. That is,
they use Can be Reached as the primary criteria to determine who to sell
to next.

When they run out of sales prospects in their personal network, they
then generally set out to make their network bigger by joining clubs,
trade groups, community boards, etc. They may get another sale or two
but they also get exhausted and eventually learn that a plan to increase
sales capacity by extending their network is not a good long-term
solution. It simply does not scale.

THE POWER OF CLARITY

 Has the problem.
 Finds it strategic to solve.
 Has Resources
 Can be reached.
 Is good to work with.

1.
2.
3.
4.
5.
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Their next step is often to bring on board members and sales “rain-
makers” with deep Rolodexes and who know a lot of people. This may
also lead to more sales in the short run but is not an approach that can
scale to any significant size.

Using Can be Reached as the primary way to decide who to sell to next
comes naturally. But it is also the least scalable and the easiest of all the
ideal characteristics to change. 

Successful ventures identify who would be foolish not to buy their
solution because they Have the Problem in a big way, it is Strategic to
Solve it, and they stand to lose the most from not solving it and to gain
the most by solving it. That is, the best organizations identify those who
come the closest to being the ideal customer and then network directly
to those buyers. 

If needed, they can always find someone who knows, or who otherwise
has access to, the target buyer who they can hire or retain on a part-
time basis to make the connection.

THE POWER OF CLARITY
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Your WHY (Problem)

An organization exists to solve a problem for people that have that
problem. Organizations that seek to perform and grow are wise to be
thoughtful about what problem they choose to solve.

It is easiest for an organization to grow if the problem it solves is
important, pervasive, and persistent. It also helps if the solution addresses
a problem that is nearby to other problems or is a small part of bigger
problems. Finally, the solution needs to drive a price that is rational given
its costs and the value it delivers.

Every customer likely has many problems but is constrained in how many
can be addressed at once because of limits in time, money, and manpower.
The best practice is to sort problems in priority order based on the lift in
performance that comes with a solution and the drag on performance if
not solved. Resources are then focused almost exclusively on the top few
leaving others to be addressed down the road.

Important problems are strategic to solve and get priority in terms of time,
money, and manpower. If an organization pitches to solve a problem that is
strategic, the odds are good that there is a sale to be made. The odds of a
sale go way down if the pitch is to solve a problem that is not deemed by
the prospect to be strategic.

THE POWER OF CLARITY

It facilitates growth further if the problem
is pervasive. A pool of potential customers
that have the same strategic problem
define a market that might be worth going
after. A problem that only one customer
has might make a good project but will not
likely be an engine for growth.
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Organizations with solutions to problems that persist are preferred
because if the problem goes away, so too will the need for those who
solve it! Organizations in the late 1990s that existed to change software
systems to work properly past the year 2000 have largely disappeared
unless they re-framed why they existed to address a persistent problem.

The best problems for an organization to solve also lead to new
opportunities. One path to new opportunities emerges if the problem a
solution addresses are nearby to other, similar problems that are also
important to solve.

For example, an organization that provides a system to help with credit
collections might find itself in a good position to also solve problems
near to collections. Those problems might be credit originations,
customer service, and fraud detection, all of which have visibility to
collections, draw on the same pool of domain and technical expertise,
and likely report to the same executive who is the ultimate buyer of
such solutions.

It is ideal if the problem solved happens to be a small part of a larger
problem that the organization can step-up to also address. 

e-book
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For example, a Credit Collections System solution sold for $150,000 may
serve as the core to a Credit Management Solution that includes credit
origination, servicing, and collections and sells for $500,000. That solution
itself may be the core of a Retail Risk Management System that has a price
tag of over $1 million. And that system may itself be a part of a $10 million
Customer Management System. Each solution addresses a broader problem,
drives more value, and requires a higher level of budget authority and scope
and scale of responsibility to approve.

It is best for an organization to pitch its solution in the broadest possible
context but in a way that can be fathomed by the buyer. For example, while
it may now be possible to conceive of a $10 million Customer Management
System it is hard to sell it if the Collection System is not sold first. 

In general, a good strategy is to describe the full scope of potential value
and then sell the largest small component in the big picture that the
customer can easily buy. Focus first on whatever is the largest component
that buyers can relate to and purchase based on their present level of
thinking, budget authority, scope and scale of responsibility, and
experience. 

e-book
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THE POWER OF CLARITY

By describing the full scope of the potential solution, you bring the customer into your broader vision of
potential value and position the problem you solve as more strategic. But then by narrowing the current

offer to address a “bite-sized” part of the problem, you make it easier for the initial purchase to take place
and start the customer down the path toward the larger solution to a bigger problem.
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Shapes Commercial Viability

To be viable, the problem a business addresses must justify a solution price
high enough to make a fair profit after covering product development and
support, cost of sale, cost of delivery, and general management and
administration. It is remarkable how many organizations suffer because their
solution has to be priced so low that the revenue it generates barely covers
the cost of its sale and delivery.

Take for example the financial management system we described in an earlier
example. Say the system significantly improves the efficiency and
productivity of internal auditors and business analysts who conduct the
quarterly closing for companies. At a large multinational, this system can
result in cutting $7 million per year from the finance department’s
administrative overhead. The company selling the solution could easily justify
a price tag of $1 million per year for the system to such a company. That in
turn justifies a target level of profit with a sufficient amount to be spent on
marketing, sales, delivery, training and support.

But the same solution at the same price point probably does not make sense
to a much smaller regional company that has just a small finance staff,
because the savings do not justify the price. If the selling organization lowers
the price to try to win the small customer, it might lose most if not all profit
unless it also brings down costs. That may call for changes in the marketing
and sales strategy, the commercial model, or how the solution is ultimately
delivered. These variations may then make the solution more attractive to
other market segments.

Analyzing such adjustments and arriving at a clarity is why the W-W-W
process can require many iterations over months. That process itself can yield
important insights for maximizing current market opportunities and
uncovering new ones. 

But the outcome of that effort is of incredible value to an organization. It will
yield previously unmatched insight into the organization’s reason for existing.
It will generate clear, practical steps for capitalizing on its best opportunities
for growth.

THE POWER OF CLARITY

W H Y
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Your WHAT (Solution)

It is essential to base your WHAT on your company’s experience, the realities
of your market and the pain your solution can address.

Too often, businesses attempt to build a WHAT that is not grounded in the
solutions it has offered in the past and, importantly, the customer’s reaction
to those offerings that constitute the WHY. Dreaming up a fully greenfield
WHAT can seem to be a creative stab at being highly innovative and
disruptive. But it has very little chance of actually coming to market if it is too
divorced from the company’s demonstrated domain expertise and
circumstances.

The essence of the innovation behind the W-W-W framework is that it
intricately ties together the WHAT, WHO and WHY. One cannot change
without affecting the other two. 

As described in our earlier example, the WHAT that addresses a cumbersome
financial closing process for a large multinational enterprise is not the same
as the WHAT addressing the same problem for a small regional business. The
two may share many aspects in common, but they will differ in ways so
fundamental that they actually end up requiring separate business
organizations to deliver the solution.

We see this often as we advise companies on their W-W-Ws. There is a
temptation to try to apply the exact same WHAT to radically different WHO
targets because of the efficiency of building a solution once and then selling
it to many different segments.

But we have never seen this play out as hoped. For starters, be mindful of
competition. Any viable market segment will attract competitors. If any one
of them specializes in delivering a WHAT that narrowly addresses that
segment, then they will have an advantage in optimizing it and beating the
more generalized solutions in functions, price, delivery, and so on.

THE POWER OF CLARITY
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The other reason that companies tend to under-analyze their WHATs is that
the WHAT often seems to be fixed. That is, unless you are a pre-product
startup, most likely months or years of design, product planning, development
and engineering have been expended on building out the WHAT.

If this is your situation, the challenge is two-fold. 

First, you need to be clear-eyed and realistic about the WHO and WHY that
your already defined WHAT really serves, and be narrow and focused in that
analysis. Which customer and which problem does it really address better
than anyone else?

Second, you need to be open to thinking about variations of the WHAT that
can serve other segments and the idea that another business unit, division, or
another firm entirely would be best suited to deliver that particular WHAT.

In fact, defining the WHAT and the rest of your W-W-W are really the first
step in a series of strategic analyses and planning initiatives that will guide
strategy and execution for years to come. At IntelliVen, we have introduced a
series of tools and templates that build on this first step and guide companies
through capitalizing on previously unrecognized market opportunities that are
discovered by this process.

T I P S  F O R  D E F I N I N G

e-book
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Your WHAT (Solution)

THE POWER OF CLARITY
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As with any strategic initiative, working on your organization’s W-W-W
requires your team to dedicate the necessary time and attention. 

Some organizations get started with a multi-day off-site strategy workshop
that enables team members to focus on their W-W-W without the
distractions of day-to-day operations. There will usually be a need for
research and data gathering that will prevent the team from arriving at a final
W-W-W in one off-site. But an off-site can go a long way toward identifying
areas of misalignment and producing the key questions that need to be
answered to reconcile the differences to achieve clarity.

Other organizations approach the initial W-W-W generation as a series of
periodic work sessions extended over weeks. This sort of cadence allows the
team to research and gather data as the work proceeds.

In all instances, the W-W-W process works best with a facilitator who can
push for clarity, challenge the team’s biases and preconceived notions, and
help the team to avoid “groupthink.” 

The facilitator can be part of the organization as long as he or she has the
freedom and capacity to challenge team members and play devil’s advocate.
Oftentimes this implies a member of the board of directors or another outside
senior leader is best to facilitate, or an internal business partner who is an
Organization Development practitioner.

Many organizations choose to bring in an outside facilitator who is free of the
organization’s biases and internal politics. A good facilitator will test the
group to be sure each member is seeing and describing things the same way.
People often think they are aligned when they are really talking past each
other. It takes an objective person from outside to recognize this behavior
and halt it.

T I P S  F O R  
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Getting Started

THE POWER OF CLARITY

IntelliVen offers experienced W-W-W facilitators who have helped
many organizations through the process. Learn more at IntelliVen.com.
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T O P
TAKEAWAYS

The Power of Clarity cannot be overstated. 

Every action we take as leaders is driven by our beliefs about whom our
organization serves, what we offer them and why they buy it. Every
action taken by the people who report to us is likewise shaped by these
beliefs.

If the viewpoints of the leaders in your organization differ by even a
slight amount, the result can be confusion, misaligned execution and
subpar performance. As a senior leader, you can ignore the problem,
assume the team is aligned, or order them to align in some specific way.
But we have found that only collaborating as a team to reach clarity will
result in true alignment and maximized performance.

Our W-W-W framework is a simple tool for collaborating to achieve
strategic clarity that leads to alignment. But the process of arriving at
that clarity is itself decidedly not so simple. It involves challenging our
thinking and uncovering and dealing with biases and long-held
assumptions. In that sense it can be painful. 

The end result more than justifies the pain of getting there.

THE POWER OF CLARITY

In facilitating W-W-W work across hundreds of organizations, we have
yet to find a single example of an organization where all leaders were
completely in sync and aligned.

Yet in every case where the organization followed through and
completed its W-W-W, the process resulted in a massive boost in
collaboration and efficient execution.

In that way, the Power of Clarity yields a dramatic improvement in
organization performance.
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R E S O U R C E S  A N D
No Obligation Consultation

e-book

IntelliVen is a management consulting firm that works with leadership
teams to improve strategy alignment and organization performance.

Visit IntelliVen.com/tools to access our free toolbox containing dozens
of templates and documents addressing key lessons and principles for
improving performance.
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Learn more here: intelliven.com/get-clear-w-w-w-exercise
 

Contact IntelliVen at IntelliVen.com or email intelliven@intelliven.com.

You can also submit your organization’s W-W-W for no cost, no-
obligation assessment, and feedback by an IntelliVen Principal Consultant. 

THE POWER OF CLARITY
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Peter DiGiammarino 
IntelliVen Founder and managing partner PeterD is a
professional CEO, professor, and author with 30  years of
success applying behavioral theory to lead and guide public,
private, venture-backed, and private equity-owned for-profit,
and not-for-profit, ventures.

A B O U T  T H E  A U T H O R S :

Adam Boone
IntelliVen Principal Consultant Adam Boone is an award-
winning marketing strategist, launch expert and demand
generation consultant. His marketing programs and strategies
have driven successful launches and extensions of more than
100 products and services, generating billions of dollars in
sales pipeline for companies around the world.
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