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WELCOME!

This playbook covers six different plays 
that include key communication strategies 
to engage your customers.

Each area has... 

● Instructions
● Key thought
● URL to video

Should you have any issues accessing 
material or simply have a question. Please 
reach out to: 
support@jermaineedwards.com
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PLAYBOOKS
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Why PLAYBOOKS?
Playbooks are vital for any organisation, from businesses to 
professional sports teams. They help individuals and 
organisations plan, pivot, prioritise and strategise tactics 
built to deliver specific results or outcomes.

A key account plan fails when it does not hold into account 
the changing nature of their own business, their customers 
business and market. This can be found in what we call the 
4C’s of account plan failure.

Additional video content: http://www.jermaineedwards.com/playbook 4



PLAYBOOK ONE:
ASSUMPTIONS

To know what to 
change to gain greater 

results with your 
customers, you must 

understand what 
change is needed.
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ASSUMPTIONS
Our brain’s have the ability to create patterns from fairly 
abstract places through our senses, body language, past 
experiences and more. It does so to help keep us safe, make 
decisions quicker and provide context for learning. 

While good in many aspects, when dealing with customers we 
must constantly evaluate what we think we know. This 
challenges our understanding and ensures we take the best 
possible actions. As such, an Assumptions Playbook helps 
guard against potential false or unhelpful biases, so you can 
focus on what matters most.

ASSUMPTIONS

What do you know 
about your customers 
that impacts how you 
might work with them?

What don’t you know about 
your customers that might 
impact how you work with 
them?

What do you need to know 
about your customers that 
might impact they way you 
work with them?

Additional video content: http://www.jermaineedwards.com/playbook 6



NOTES:

ASSUMPTIONS

What do you know about your customers that impacts how you might work with them?

What don’t you know about your customers that might impact how you work with them?

What do you need to know about your customers that might impact they way you work with them?
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NOTES:
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PLAYBOOK TWO:
JOURNEY

Understanding where 
your client is in their 

journey with you, 
determines how much 
influence you have in 

their future.
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CUSTOMER JOURNEY
The customer journey is one of the most important plays to 
understand. Our ability to effectively manage and navigate our 
customer through our relationship, both in times of tension and 
celebration, will ultimately impact your long-term success. 

There is a great opportunity to serve customers at a much 
higher level by understanding two principles:

Where is your customer? START - ACTION - IMPLEMENTATION - 
FUTURE DELIVERY 

At their journey point: what are your customers current feelings, 
objectives, needs and goals today?

CUSTOMER JOURNEY

Where is your customer 
today?

Objectives: What is the 
outcome they want today?

Feelings: What emotions do 
you need to acknowledge or 
manage?

Needs: What do they need 
from you?

Barriers: What block is in the 
way that needs to be 
addressed?

What is the best next step?

Additional video content: http://www.jermaineedwards.com/playbook 10



NOTES:

CUSTOMER JOURNEY NEEDS TODAY NEEDS TOMORROW NEEDS UNKNOWN

Where is your customer today?

Objectives: What is the outcome 
they want today?

Feelings: What emotions do you 
need to acknowledge or manage?

Needs: What do they need from you?

Barriers: What block is in the way 
that needs to be addressed?

What is the best next step?
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NOTES:
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PLAYBOOK THREE:
MAPPING

Growth is dependant on 
your ability to determine 
the natural next step for 

the customer.
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GROWTH MAPPING
Significant growth with your customers will rarely come through 
more of the same plays. It will come through undiscovered 
insights and in most cases areas unknown to your customers. 

The growth mapping playbook enables you to explore and 
uncover what might get in the way of growth in sales and or 
relationships with your customers. 

It also shows you the potential areas for creating new 
opportunity in the known and unknown spaces for growth.

GROWTH MAPPING

Risks: 
What’s in it for me?
What will people think?
Will I regret this later?
What will this actually take?

Known:
What is the natural next step 
for the customer based on 
current known opportunities to 
serve?

Unknown:
What insight do you have 
about your customer today 
that they don't have?

Additional video content: http://www.jermaineedwards.com/playbook 14



NOTES:

GROWTH MAPPING

Risks: 
What’s in it for me? What will people think? Will I regret this later? What will this actually take?

Known:
What is the natural next step for the customer based on current known opportunities to serve?

Unknown:
What insight do you have about your customer today that they don't have?
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NOTES:
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PLAYBOOK FOUR:
 GOALS

To point your resources 
in the right direction, you 

must know why what 
you’re doing matters 

and the expected result.
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GOALS
There is often confusion when setting goals and formulating 
strategy. It is very important that this is clear in your mind 
before trying to execute on any plan.

Goals in the context of plays are the desired objectives you 
need to accomplish in order to experience the overall outcome.

E.g. Outcome: To have 85% of customers agree to joint 
strategic investments in key products over the next two years.

Goal one: To connect with 100 customers in the next two 
months and set up joint relationship conversations.

GOALS

Goal 1:
Why is it important?
What result will it produce?
What the outcome help do?

Goal 2:
Why is it important?
What result will it produce?
What the outcome help do?

Goal 3:
Why is it important?
What result will it produce?
What the outcome help do?

Additional video content: http://www.jermaineedwards.com/playbook 18



NOTES:

GOALS IMPORTANCE RESULT OUTCOME

Goal 1:

Goal 2:

Goal 3:
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NOTES:
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PLAYBOOK FIVE:
STRATEGY

Strategy is the bridge that 
connects goals to specific 
outcomes. It will provide 
clarity and accountability 
on the route to achieving 

your goals.
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STRATEGY
Strategy is one of the most talked about phrases in business. 
However, there is a lot of confusion in how best to define it and 
how it is applied. Whereas Goals are about WHAT to do - 
Strategy is all about the specific tactics on HOW to achieve 
them. 

Strategy reflects an evaluation of the most important activities, 
approaches and actions needed to accomplish a goal and 
experience a very specific outcome.

To create an effective strategy, you need three components: 
CLEAR GOALS - CHALLENGES - POLICY...

STRATEGY

Strategy 1:

Strategy 2:

Strategy 3:

Additional video content: http://www.jermaineedwards.com/playbook 22



NOTES:

CHALLENGE POLICY STRATEGY

Strategy 1:

Strategy 2:

Strategy 3:
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NOTES:
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PLAYBOOK SIX:
TEAM

Harnessing great 
collaboration helps you 

get work done faster, 
better and with greater 

group benefits.
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TEAM
We often believe that customer results are 100% on us. That 
simply isn’t true. It’s the result of multiple relationships working 
effectively together, whether that is internal team members, 
peers, partners or internal client contacts.

The team play is designed to help you identify the right team 
members and to help you get the best from the team you have 
to achieve a greater client outcome.

Who’s on your team?

TEAM

Goal 1
Colleagues:

Client:

Stakeholders/Partners

Goal 2
Colleagues:

Client:

Stakeholders/Partners

Goal 3
Colleagues:

Client:

Stakeholders/Partners Additional video content: http://www.jermaineedwards.com/playbook 26



NOTES:

TEAM ROLE WHY THEM

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners

Colleagues:

Client:

Stakeholders/Partners
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NOTES:
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PLAYBOOK EXAMPLE
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ASSUMPTIONS CUSTOMER JOURNEY MAPPING GOALS STRATEGY TEAM

What do you know?

They are hard to reach

Have strong gatekeepers

Travel often

Where is your customer 
today?
We are in the implementation 
phase of large project
Objectives
They want to deliver rapid 
cloud services to their 
customers
Needs
Greater communication from 
us and technical team

Risks
Have not built enough 
credibility with CEO and 
CTO - not seen as a 
valuable resource

Goal 1
To build credibility and 
value with CEO and 
CTO

Strategy 1
Connect on LinkedIn and 
create specific reports 
valuable to their business.

Colleagues
Specialist, provide support 
insight for reports
Client
Jeff to understand the current 
hot topics in the business
S/holders & Partners
Look at other partners on 
LinkedIn to see if they are 
connected to CEO or CTO

What don’t you know?

What they value most

What exceptions they 
make to taking calls

Where their strongest 
relationships are

Barriers
Internal knowledge and 
expertise

Feelings
Anxious about on time 
delivery because we’ve had 
delays in the past

Known
...We have current 
service support 
agreements over 5 years 
but have not been 
involved in higher level 
strategy conversations

Goal 2
To raise visibility of 
service successes.

Strategy 2
Speak with project owners in 
the business and ask if we 
can share successes 
publically in the business. 
Deliver joint presentation.

Colleagues
Project manager. Present joint 
case of wins.
Client
Work with project leaders to 
raise their profile
S/holders & Partners
Go back to stakeholders we 
worked successfully with

What do you need to 
know?
What matters most to them 
and best communication 
method to reach them

What is the natural next 
step?
...Work with technical delivery 
team to improve 
communication with client. 
Then coordinate with client to 
workshop cloud roadmap

Unknown
...There are key future 
implications to service 
that we have 
communicated around 
end user service support. 
That impact future 
profitability of the 
business.

Goal 3
To have proposal seen 
by CEO and CTO of 
future  opportunities to 
deliver.

Strategy 3
Identify other senior 
stakeholders below CEO & 
CTO. Present to them with 
view to influence up.

Colleagues
MD - get her to make 
connection with exec team
Client
Sharon (FD) prepare cost 
reduction info
S/holders & Partners
...

Customer Account: ACME LTD Cus/Outcome: To grow project revenue w/ CEO and CTO by 25% in the next 12 months 
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PLAYBOOK EXECUTION
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PLAYBOOK EXECUTION
It’s time to take action and put your findings into the playbook. 
Remember, the playbook is only meant to be followed 
sequentially the first time you develop it for a customer. Once 
complete you can creatively review it when appropriate through 
the lens of any of the individual plays and make adjustments. 

There are two main times your playbook will be impacted: 

1. When your customers journey moves; or 
2. When you have a shift in priority with a customer that 

might impact the goals you already have in place.

Additional video content: http://www.jermaineedwards.com/playbook 32



ASSUMPTIONS CUSTOMER JOURNEY MAPPING GOALS STRATEGY TEAM

What do you know? Where is your customer 
today?

Objectives

Needs

Risks Goal 1 Strategy 1 Colleagues

Client

S/holders & Partners

What don’t you know? Barriers

Feelings

Known Goal 2 Strategy 2 Colleagues

Client

S/holders & Partners

What do you need to 
know?

What is the natural next 
step?

Unknown Goal 3 Strategy 3 Colleagues

Client

S/holders & Partners

Customer Account: Cus/Outcome:
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NOTES:
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NOTES:
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Any questions relating to our work, or this playbook please contact our team 
support@jermaineedwards.com

Jermaine Edwards
Your Customer Growth Guide Copyright © 2019 Jermaine Edwards

mailto:support@jermaineedwards.com

