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ZERO POSITION LIBRARY - 27 - OUTREACH

How to guide and convert the buyer afraid of being wrong

Why innovation language repels the segment a firm needs last

Gates. Relevance: secondary. Credibility: primary. Proof: secondary. Safety: secondary. Access: no.

Late Mainstream buyers are working to avoid being wrong, so every word
promising something new reads to them as a warning. Lead with the count of
comparable firms already running it, and only say it when it’s true.

Questions this guide answers
e How can we help a cautious prospect evaluate an offer without relying on innovation language?
e Which peer details make a cautious buyer’s comparison useful?

e What should we avoid claiming when our offer has no established adoption record?

The symptom
The campaign worked. That’s the confusing part.

It went out, the early responders responded, meetings got booked, and somebody put the open rate
in a board deck. Then the same material went to the larger part of the list. The slower part. The part
with the longer contracts and the budgets that matter. Nothing came back. Same subject line,
same proof, same case studies that had just produced a quarter’s worth of pipeline.

The usual reading is list fatigue, or bad timing, or that the back half of the file was always colder
than the front. So it goes out again with a new subject line, returns the same silence, and the
segment gets quietly reclassified as unreachable.

That segment is reachable. It read the message and heard exactly what the message said.

Why it keeps happening
One message gets written for the entire market, and it gets written by the people who find the work
most interesting.

Interesting reads as new. New is precisely what the last segment is organized to avoid.

Nobody arrives at this through laziness. The person writing the campaign has spent months inside
the offering and can see what’s genuinely different about it, and that difference is the most exciting
thing in the room. It also happens to be the thing that tests best with the buyers who move first,
which produces a number, which produces confidence, which produces the decision to run the
same material against the rest of the file.



The early result is real. It’s also the least representative sample available, and it gets treated as
proof the message works.

We’ve sent the innovation deck to the stability seeker, watched the silence come back, and filed it
under disinterest. The pattern took an embarrassingly long time to see: the campaign that wins the
front of the market is frequently the same campaign that disqualifies the back of it. The mismatch

was ours. The buyer just declined to respond to it.

What the buyer is doing at the Credibility gate
Counting. How many people they respect have already committed, and whether that number is
large enough to survive being repeated in a meeting where someone challenges it.

Late Mainstream comes fifth. That segment needs substantial mainstream validation before it will
move at all, and what drives it is consensus plus the fear of being left behind once the consensus is
obvious to everyone. The persona is the stability seeker, and the decision psychology sits in one
sentence: | cannot afford to be wrong.

Which means the buyer is weighing something your material probably never addresses. Whether
the decision survives being wrong is a separate question from whether the productis good, and it
stays open after the capability question has closed.

The asymmetry runs against you. An established choice picks up protection its quality never
earned, simply by being the thing already in place. The unfamiliar option carries one extra burden it
can’t argue its way out of: why this? The familiar one gets asked why not?

For this buyer, being able to point at other reasonable people who made the same call is worth
more than any capability claim you can make. That trade looks irrational from the outside. It’s the
correct trade for someone whose downside is personal and whose upside belongs to the company.

The correction
Build a second variant of the same material with the novelty stripped out.

Same evidence. Same case studies, same numbers, same references. What changes is the order
and the adjectives, but the adjectives still have to describe the evidence honestly. Innovative,
transformative, disruptive, next-generation, first-of-its-kind come out. Proven, established, widely
adopted, standard practice go in only where the record earns them. A new offer doesn’t become
established because the adjective changed. Every instance, including the ones in the subject line
and the ones hiding in the boilerplate at the bottom.

Then lead with the count. How many comparable firms are running this now, how long the longest
of them has been running it, and how many of them will take a phone call. That number goes in the
first paragraph, ahead of the capability claim, because it’s the thing this reader came to find.

Move the risk and exit material forward. In most decks it sits at the back as an appendix nobody
opens, which does nothing for a buyer whose first question is how they get out. Pull the review
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points, the termination terms, and the what-happens-if-this-stops-working section into the body.
Frame the engagement as the prudent choice.

Then hold the variant back.

This is the part firms skip, and skipping it is worse than sending nothing. The consensus claim has
to be true when it’s made. Until the Anchors and the influencers in your market have moved, and
moved visibly, you don’t have a peer count. You have a wish with a number attached, and this is the
one buyer who will check. Snippet 26 handles the mirror case, where the Anchor wants the
opposite of everything in this piece and has to get it first. The sequence is what makes the second
variant honest when it finally goes out.

Before and after
Before. A first-of-its-kind platform that’s transforming how firms like yours approach the problem.
Be part of the next generation.

After. Nine firms in your market run this now, including two you compete with directly. The longest
has been on it four years. Three of them will take your call. If it stops earning its place, the
agreement ends at the annual review and the data stays with you.

When this doesn’t apply
In a genuinely new category there’s no consensus to point at, and manufacturing one is how firms
lose the segment permanently. Say something else, or say nothing to that list yet.

Run this on your own material

Open the campaign that’s in market today, the live one, not the rewrite you’ve been meaning to get
to. Count the novelty words. Innovative, transformative, disruptive, next-generation, first-of-its-kind,
plus whatever house variant you’ve invented. Count the instances, not the concepts.

Then look at the number and ask which segment it was written for.

If the answer is the segment that moves first, you may have built the whole program around early
movers. Whether they are a small or valuable part of this particular list is a question for your own
market and account economics. Fixing it takes a second file and an afternoon, which is a cheaper
answer than the one most firms reach for.

Signals you’ve cleared it

Advance when the questions turn to who else, how long, and how it’s held up. When they ask for a
reference before they’ve finished asking about capability. When someone asks whether a
competitor is already on it, and the tone of the question is hopeful.

Hold when the peer list is thin, or the names on it aren’t comparable to the buyer in size, market, or
risk profile. One impressive logo from a different industry does less work here than three
unglamorous firms that look exactly like them, and a name the buyer can’t call does no work at all.
Hold too when the only enthusiasm in the material is your own.
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Where this connects

Story from the Field - Why nobody gets fired hiring IBM, on why the safer choice was the
rational one.

Research Library - Entry 05, status quo bias. Entry 08, authority and social proof.

Next move - Go to How to help a buyer defend the decision to go with you.



https://thedecisionsequence.com/resources/marketing-stories/why-buyers-choose-the-decision-they-can-survive/
https://thedecisionsequence.com/resources/decision-science/why-doing-nothing-feels-safer/
https://thedecisionsequence.com/resources/decision-science/how-borrowed-authority-builds-credibility/
https://thedecisionsequence.com/resources/marketing-how-to-guides/giving-buyers-what-they-need-to-defend-the-choice/

