
TEI 097: How product managers pitch and sell ideas to managers 
Host: Chad McAllister, PhD 

Guest:  Chris Westfall 
 
CHAD: Hi, this is Chad, your host. Each week, I provide training to product managers through this 

podcast, and I also conduct training that helps product managers become product masters. Check out 

how to become a product master using my Product Mastery Roadmap, which is at the same place where 

you’ll find the show notes for this episode. That’s www.theeverydayinnovator.com/097. The topic of this 

episode is another in a series of interviews I’m doing, focused on the four skills that lead product 

managers to earning 25% higher income and having greater influence. The four skills were discussed 

back in Episode 073, and include Being a Pitch Artist, which is the ability to present and sell your ideas 

and conclusions. Next is the Executive Debater, which is called being the president of the product and 

standing up for what is needed and challenging executive teams. The third one is being able to Inspire 

Others. Product managers don’t typically have direct authority over product teams; instead, product 

managers need to inspire the team members and share the vision of the product. The fourth one is 

called Truth to Power. This is being good at raising inconvenient truths, not running away from an 

unpopular message. This interview focuses on Being a Pitch Artist, and my guest is a world-class pitch 

artist, having won the US National Elevator Pitch championship. He’s also the official Pitch Coach at the 

fifth largest university in the United States, where his strategies have helped raise millions of dollars for 

student startups, launching over 50 businesses and creating hundreds of jobs. He has coached clients 

onto Shark Tank, one of my favorite shows, Shark Tank Australia and Dragon’s Den, and successfully 

rebranded products and services around the globe. His message to product managers and organizations 

is to understand the new rules of engagement, which is simply, use authentic persuasion that’s not 

pushy, salesy or fake. His name is Chris Westfall, and my interview with him is next. 

[2:26] 

CHAD: Chris, thanks so much for joining the Everyday Innovators, glad you can be on this podcast with 

me today.  

CHRIS: Thank you for having me, Chad. Thank you very much. 

CHAD: I reached out to you specifically because I want to talk to someone who was a Pitch Artist, 

someone who was a master of the pitch. And you won this competition that caught my attention and 

then you have since also written about this, and you teach companies on some aspects of this. The 

competition was the US National Elevator Pitch champion, right? You won that title. Tell us what that 

thing is about. 

CHRIS: Well, I found out about a contest on Twitter. I heard about this contest to be a tweet, which is 

actually saying something because I have about 13,000 followers on Twitter, so to be able to see one 

tweet is kind of amazing. But I saw this tweet and there was a request to find out who had the best 

elevator pitch in the country. I thought, this is kind of interesting, and probably a worthwhile 

experience, because I had been working with companies and individuals on this idea of pitching 

themselves, of being more persuasive and doing it in a concise format. So I said, you know what? I’m 

going to try this. So I went out on my porch—it was very glamorous, Chad—I went out on my porch and I 

recorded a 118-second video because that was the construct of the contest, was that it had to be 118 

seconds long. So mine was exactly 118 seconds. I entered the contest, I posted the video online and I 

had to get votes via social media. So people from all over the country participated. There were people 

from academia, there were entrepreneurs, people from the corporate world, and I actually came in 
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second place in the voting. I thought, wow, well that was a great experience. I’m really glad I went 

through that. Then my phone rang, and the folks that had put together the contest, they kind of did like 

an American Idol or the Voice kind of thing. They said, “Look, second place in the voting, first place with 

us. Congratulations. You’re the grand prize winner and national champion.”  

CHAD: Nice recognition! 

CHRIS: Thank you. I was as surprised as anybody, quite frankly. I was thrilled, I was honored, but it’s, you 

know, that moment, it’s sort of like college graduation. Everybody’s telling you, “Hey, that’s great!” But 

all you can think of is well, what do I do now? And so the recognition really started me on a path to say, 

how can I share what I’ve learned and take this message outside of this idea of just an elevator pitch or 

an elevator speech, but how can I use these skills that I’ve developed over the course of my career as 

well as based on a great deal of research, how can I create a way for others to engineer a persuasive 

conversation? And that’s really what my work has been about since receiving the honor. I’ve traveled all 

over the country, all over the world, to talk with organizations about that, and it’s been very exciting. 

I’ve even helped folks to land on Shark Tank here in the US, Dragon’s Den, which is Shark Tank in 

Canada, and even Shark Tank Australia. And I love working with folks across a wide variety of industries 

and a wide variety of backgrounds. Certainly product managers have a real responsibility to be able to 

pitch. 

[5:44] 

CHAD: This is a great fit, right? There might be some Everyday Innovators listening who have aspirations 

of doing the Shark Tank kind of pitch, and might want to follow up with you at some point, so it’s good 

to know about this. About that pitch, the reason I reached out to you, there was a study done that 

looked at the skills of product managers, and the ones that really stand out in their career, that make a 

difference to how much money they earn and the influence they have in their organization. One of 

those that stood out was what the study called the Pitch Artist. It was the person that indeed can 

deliver, as you said, a persuasive conversation, a persuasive pitch, to influence their peers and, more 

importantly, in this context, their managers, with ideas, ideas that project managers are bringing. So I 

wanted to explore how to structure a good pitch, but before we get there, let’s just make sure we’re all 

on the same page. Talk about what are some examples of situations where a pitch is handy. 

CHRIS: Anytime you want to persuade somebody, Chad, anytime you want to persuade someone. And 

you say, “Chris, when you say ‘someone’…”, that could mean your boss, it could mean the people on 

your team, it could mean someone that you’re meeting for the first time but they could have an impact 

on your business or your life. It also means influencing the people and the relationships that matter 

most to you. Maybe that’s your wife, maybe it’s your boyfriend, maybe it’s your kids. This idea that a 

pitch just happens in an elevator or that it’s 30 seconds long or 45 seconds or 118 seconds, I think that’s 

a myth that we have to bust right at the beginning, because it’s too limiting. It’s an artificial construct. 

But what’s real and what happens every day, is there are people looking at you and me and the folks 

that are with us right now, and they’re wondering, what is it that we might be able to do together? 

What are your ideas, and if you have great ideas, those ideas deserve to be heard, and so having a pitch 

is really nothing more than understanding how to have a persuasive conversation. There is a science 

behind that, there is a construct for that, and that is really what I do with companies and individuals and 
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I talk about it in my book, is to provide a recipe for that dialogue. And we can talk more about that and I 

can share some of the key aspects of it, but a pitch or memorized speech or something that you just say 

word, and if the 9th one is ‘abracadabra’ you get magic results, that’s not how it works. A lot of people 

come up to me and they go, “Chris, I could never pitch like you! You’ve got to teach me, I’ve got to be…I 

want to be someone…” 

[8:33] 

CHAD: Someone they’re not. 

CHRIS: Yes. And I say, let me stop you right there, friend. If your message is not authentic and you’re 

trying to talk like someone else or be someone else in order to be persuasive, I don’t have any voodoo 

for you there. I don’t have anything that can help you. The best message is always the one that is the 

most authentic, and it’s not my message. It’s yours. So my work really is about how do you draw out 

that authentic story, whatever it is that you want to create for yourself, whether it’s a career move, or 

just advance or introduce a product more effectively, get other people enrolled in your ideas, whatever 

the case may be, what’s the recipe, what’s the engineering behind that conversation? Because if you 

understand the engineering, you can build it over and over and over again. 

CHAD: Right. I think that’s where we need to go next, then. What are the steps? What is the 

engineering? But I do want to highlight that you talked about being authentic. A pitch isn’t manipulative. 

It is you preparing to be persuasive in a specific situation. Like if I was to walk into a, you know, my 

supervisor’s office and ask for a raise, I hopefully am more prepared than just saying, “Well, you know, 

the car broke down this month and I need some extra money, can you give me a raise?” That’s a 

persuasive situation where I should be prepared to make a case for why I deserve it. I’m not trying to 

manipulate the situation, just be persuasive. 

CHRIS: And that’s really where the most persuasive conversation starts, is with how your solution, your 

idea, is in your listener’s best interest. Because if you have your own self-interest at heart, that is by 

definition, that can be manipulative, or at the very least, it’s self-serving. But if, whether you’re a 

product manager or you’re an executive or a team leader within your organization, whatever role it is 

that you play, life is, in my opinion, about service. It’s about creating value and creating value for others. 

Now, if you enjoy the results of that value, as well you should, then good for you. But the place where 

the best persuasive conversation starts isn’t with you or your agenda, it starts with what your listener is 

thinking, and it starts with what matters most to the person right in front of you, which is a little 

counter-intuitive. Because, when people think about their presentation, their pitch, they’re like, “Oh, 

I’ve got to work on my content. I’ve got to work on, you know, what are the parameters of the project 

I’m launching and how can I describe it and everything like that.” Well, any description, any discussion, if 

it doesn’t start with where your listener is, and I say listener, that’s your audience. It’s whoever’s in front 

of you—your listener. If you don’t start there, you’re lost. It doesn’t matter how good your content is. I’ll 

tell you why. Context trumps content.  

[11:30] 

CHAD: So the first step is to make sure we understand that context and who we’re talking to, and how 

we need to approach them, because of what they want. That should be something that product 
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managers are pretty good at, because we’re used to going to our customers and understanding their 

problems in detail, and hopefully not trying to speak into what we think those problems are, too much. 

So we should have some idea of how we can do this with others.  

CHRIS: Absolutely. 

CHAD: Okay. So this gets us grounded. Do we call that the first step? Think in terms of the person we’re 

speaking to? 

CHRIS: Absolutely. 

CHAD: What comes next then? 

CHRIS: Well, once you’ve established that you have a clear vision of the person you’re speaking to and 

what their puts and takes are, you want to take time to tell people what they haven’t heard before. In 

other words, you want to ask yourself, what is it in this conversation that’s maybe surprising or that’s 

unexpected? Because when you say…if you’re going to walk into someone’s office and tell them what 

they already know about software development or accounting, why would they listen to that 

conversation? It’s that unexpected thing, and again, it’s unexpected without being gimmicky or without 

being like, “How much would you expect to pay for…?” Hold on, that’s not what I’m saying. What I am 

saying is, that if you don’t have something that is unexpected, why would people listen? You see, if you 

want to know if you have a really good pitch, a persuasive conversation, the way that you find that out is 

by watching what your listener does when you’re done with your part of the conversation, and what 

you’re looking for and what you want to create, these three words in some form or fashion: three 

words, here they are—tell me more. Because, if you, and again, how do you get to tell me more? You 

have to say something that’s innovative, that’s maybe counterintuitive, that’s surprising in some way, so 

that you get people to do what Sheryl Sandberg calls that lean-in factor. You get them to lean in, you get 

them to say, “Tell me more, I’m curious about this.” Because any persuasive conversation, by definition, 

is about change. Even if it’s, “Let’s try the new sushi restaurant and we’ve never been there before.” 

When we go there on Thursday, that is a change. It’s a small one, but it’s a change. Introducing a new, 

innovative product could be a massive change in the market. Persuasive conversations are always about 

change. The good news is, we’re wired to recognize change. As human beings, we crave consistency, but 

we recognize change. If you want a conversation that’s powerful and persuasive, start with delta, start 

with that change. 

[14:23] 

CHAD: How things are going to be different. Something surprising, something to kind of hook them and 

draw their interest, and you’re looking for that response of “tell me more.” I’ve also heard that, not that 

response, exactly, but just in terms of reading the room. You’re trying to understand how your audience, 

whether you’re speaking to one person or a roomful of people, how they’re responding to what you’re 

saying, and body language does give some indications, when we’re reading the room, to know, are they 

with us or not? 

CHRIS: Absolutely true. And human beings, I mean, we are all wired with the power of anticipation. We 

can, if we take time to stop and observe, we can anticipate. If we weren’t able to anticipate things, we 
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wouldn’t be able to turn left, we wouldn’t be able to cross the street. We certainly wouldn’t be able to 

hit the curve ball. We have to be able to anticipate and as you go into a persuasive conversation, what is 

it that you are anticipating, and what is the anticipation that you want to create? It’s an anticipation of 

an outcome, like back to the simple example. If we try the sushi restaurant, it might be really good. It 

might be. Then again, you might say, well, I don’t like sushi, and that’s the tell me more. But you see 

where I’m going with that. It’s a shift in perspective, to really focus on the people in front of you, and 

what is it that they haven’t heard. So many times, people, they think, a pitch is really about a history 

lesson: “my 23 years of experience…” and all God’s children go, “I don’t really care about that. That does 

not really matter.” When it comes to a persuasive conversation, people are not interested in, tell me 

your experience or establish your credibility or please show me in some way how smart you are. The 

question on everybody’s mind is, “How can you help us?” That’s where I think the conversation has to 

start. The way that you can help has to be something that is unexpected, surprising, counterintuitive, or 

innovative. That’s where it begins. 

CHAD: So, for product managers, some of these conversations are pitching a new idea, we’ve heard 

from customers, some of their needs, have an idea for a new product or product extension, or trying to 

package that up in a way that captures interest, and it’s in the context in most companies where there’s 

lots of other options going on. There’s lots we could be doing with our resources, and if we believe that 

this is one that’s going to offer real value to the customer and to the company, then we need to think 

about how do we deliver that message in a way that captures attention, because we are competing for 

attention with all those other voices that kind of want to do the same thing, right? This is all well-

intentioned. Maybe we have 10 really good ideas. We only have enough funding to pursue three of 

them and they all kind of cost the same. It does start with this pitch and getting people on-board with 

the idea and then providing real support for why this is the better idea. The other context can be where 

we’re actually in a situation where we have to kind of enter into a conflict and maybe tell that manager 

that their idea that they’ve been pursuing…that dog won’t hunt. We’ve done some market research, 

we’ve run into something, and it’s not…we should stop this now. That would also be a context for a 

persuasive conversation—a pitch to try to have that, frankly I would approach that as an uncomfortable 

discussion, and I would want to prepare for it. 

[18:06] 

CHRIS: But it all starts from the same place, which is understanding not just why it’s not a good idea or 

why that dog won’t hunt, but why it’s not a good idea for you. 

CHAD: For them. 

CHRIS: And putting it in that context, because, sure, it can be difficult to have a confrontational 

conversation like that. I mean, what I like to say is I don’t always like my alarm clock, but it always tells 

the truth. And if we don’t have the courage to tell the truth, the results can be catastrophic. At the same 

time, though, we have to take tact into consideration. We don’t just come in and walk into our boss’s 

office and say, “I have something that I want to tell you but before I get started, you really should lose 

some weight.” No. Do not go there. Because that’s the unvarnished truth. But what we have to do so 

that the message is received, is to understand how to create that dialogue. If you watch Shark Tank or 

another country’s Dragon Den, you see that really decisions are made not based on the pitch, but it’s 
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how people handle Q&A. It’s how they work through the questions and answers. If you come to your 

boss and you say, “Look, go, no go. We need to move forward with this launch.” Or, “This is not going to 

work.” Or, “The quality control on this is out of control and we have to stop this.” You have to be 

prepared for that “Tell me more.” You have to be prepared for that dialogue and so this is kind of a 

counter-intuitive approach, but before you have the difficult conversation with your boss or your spouse 

or whoever it might be, ask yourself this question. What questions do you anticipate? And not just do 

you anticipate, but what questions do you hope you get asked, and what are the questions you hope 

you don’t get asked. This is, again, it’s a variation of beginning with the end in mind. It can help you to 

step through the process so that when you are asked hard questions, and this is part of the coaching 

that I give to my entrepreneurial clients that are going out for money and things like that, that when you 

are asked a hard question, instead of looking like a deer in the headlights and saying, “I can’t believe you 

asked me that, oh my god,” you can come at it from a place that says, “You know what? I thought you 

might ask me that and I want to share with you the process that allowed us to reach this conclusion. I 

want to share with you why over 33% of our customers said that they were unsatisfied when we did our 

testing.” Those kinds of things, so that there is a connection between the emotional appeal, which any 

time there’s a difficult conversation it can be emotionally charged, but the analysis, the analysis and the 

numbers that are points in the narrative that help to draw your conclusion and draw your listener to the 

same conclusion. But you only get there by anticipating and understanding what are the questions you 

hope you get asked, what are the question you hope you never get asked. If the stakes are really high in 

this conversation, you want to find a friend or a coach or a teammate and walk through it, step through 

it. Because you don’t want the first time that you’re asked a hard question when you’re in front of Mark 

Cuban or whoever his equivalent might be in your organization, grilling you. You know what I mean? 

[21:24] 

CHAD: When you’re in front of the Shark, you better have practiced your pitch. 

CHRIS: Indeed. 

CHAD: Good. So, finding someone who can give you valuable, constructive feedback that you can walk 

through and kind of just practice what you want to say and I think it’s useful to hear…something 

happens inside our brains when we hear it coming out of our mouth. It becomes more real to us and 

somehow sinks in better. As you said, some of these are emotionally charged situations. Do you have 

any tips on dealing with that? Maybe mechanics for trying to not let the emotions overwhelm you in the 

moment.  

CHRIS: I do. I don’t know if you can see back behind me, but here in the office, for those of you that are 

watching and seeing this on video, there’s an empty chair back there behind me and I keep the empty 

chair back there as a little reminder. The empty chair is a metaphor that helps us to make our way 

through charged conversations. The empty chair is a seat at the table for someone who is not in the 

room, but who will be directly and personally impacted by the change that we propose. Back to idea 

that all persuasive conversations are about change. So that empty chair is a seat at the table for the use 

who is going to download the app that right now is in beta and is not working and is going to be very 

disappointed with the quality of the product. The empty chair is a seat at the table for the patient who is 

going to go through the MRI machine at the hospital. He or she not in the room when the doctors and 
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hospital administrators are making a 7-figure investment decision, and yet personally, dramatically and 

powerfully impacted. The empty chair reminds us of who we’re really working for and it’s a seat at the 

table. If the person you’re talking to and you’re trying to persuade is your most important person, the 

person that they’re thinking of, their most important person, is who sits in the empty chair. 

CHAD: Again, getting back to that aspect of service, of creating value, that our job indeed is that we’re 

providing service to someone. I appreciate that you brought up the MRI machines, because this is a 

good example for product managers, too, that when we’re designing a product like an MRI (this was 

actually my dream job as an electrical engineering student out of school and it meant a move at the time 

for me, to Seattle, which I was not willing to do), but nonetheless, great engineers that designed that 

and the guy that came up with the concept originally, the whole…we lose track of who the empty chair 

is--the patient who is actually using the system. Now if you’ve been in any children’s hospitals and you 

go into the MRI, before, the MRI was a pretty scary experience for children. It’s this tube and it’s loud 

and it’s scary, and it’s not great. We can’t really change that physical experience much, just because of 

the way the engineering works, but what they’ve done is they’ve redesigned the whole experience for 

the child. You start out even before you get to the room on some journey in a story. Maybe you’re an 

astronaut and you’re going to be taking a voyage in a spaceship. You get into the MRI room and it’s all 

themed that way. The graphics on the wall and the MRI machine, and you get your costume on, as an 

astronaut. So they’ve changed the experience. It’s a good example for product managers who are 

developing products to think about that empty chair. I know we’re off the pitch a little bit, but it 

highlights that we are developing things for someone that might not be there all the time, that empty 

chair. Think about what’s important to them. And, that’s the pitch connection, right? We’re pitching 

what is important to the people that we’re pitching to. 

[25:09]  

CHRIS: Correct. And it’s a sophisticated conversation. It’s one thing to say I see you and I see your 

challenges and I see the spreadsheets, I see the blueprints, I see the engineering and how this thing is 

going to work, using the laws of physics that we all understand. It’s a more sophisticated conversation to 

say, not only do I see this, like you were describing, how this machine is going to work, but beyond that, 

how people are going to experience it. When agendas come into play, which is often when 

conversations get heated, it’s often very useful to never lose sight of who it is that you’re really working 

for and who the products are ultimately for, because at the end of the day, if it’s a conversation about 

agendas or fiefdoms or any territories within an organization, that’s not the kind of conversation that 

you and I are talking about today. We’re trying to create real change and something that’s meaningful, 

not something that’s petty or political. You’ve got to have those conversations, too, but that’s not my 

focus. My focus is on persuading folks, and I think that when you remember who sits in the empty chair, 

you accelerate the conversation. Why? Because you and your listener have a common viewpoint, a 

common goal, and we connect with people that share a common viewpoint. We are drawn to people 

that share a similar viewpoint to ours. Or perhaps a viewpoint that we would like to engage with and 

know more about. So, and this is simply a tenet of human psychology. This is how we work and how 

we’re wired as human beings. So by thinking about that empty chair and thinking about what’s really at 

stake, you can elevate and accelerate the conversation and keep it out of the ditch of pettiness and 

focus on what really, really matters. 
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CHAD: I like that commonality, that we’re fighting the same battle together as opposed to fighting 

against each other all of a sudden. So as you went through these steps, some key points you shared with 

us were start with the listener’s best interest. Start with trying to put ourselves in their shoes and what 

is it that they need to hear. This concept that all pitches are really about change, and that we need to 

identify that and somehow have a hook. Do something surprising, capture their attention. We want that 

to lead to a tell me more moment. In preparing for this, think through the questions that we expect to 

get asked. If we get the tell me more, we did a good job, as well as the questions that would be the hard 

ones, that we’re hoping don’t come up, but we should be ready for when they do. Then you shared the 

empty chair concept for helping us be more present, I’ll say, in that moment, about what the real issues 

are and try to take some of the emotion out of the pitch that might be there. Are there any other steps 

in a good pitch? I know there’s a lot more detail in your book. I want you to tell us about that in a 

moment, too. Anything else you want to share with listeners to wrap up? 

[28:04] 

CHRIS: I want to underscore something that you said, Chad, and that is talking about the experience. So 

many times I think, as product managers, we think about the product, that is the focus, right? And yet, 

when that product is delivered, what we really are delivering is an experience. An MRI machine is a 

multimillion dollar product that has multiple components. We all know that, and yet, for that 8-year-old 

that goes through it, you were describing an experience that’s very different than just a cold, harsh 

interaction with a machine. And that human element is something I want to underscore, because it is so 

important that we never lose sight of the experience that we’re creating. The experience for our 

customers, the experience for our teammates, the experience for the people who sit in the empty chair. 

So, and it’s counter-intuitive because often so many times in product management it’s an analytical gig. 

There’s a lot of analysis that is provided. It’s just part and parcel of how it works. But that analysis is 

driven by an experience that we want to create. Think about that experience. As you think about 

bringing your conversation to a close, that persuasive conversation, is there a way to invite your listener 

to that experience that you’ve identified? Because, think about it. Persuasive conversation. It’s about 

getting people to say yes. What is the easiest thing in the world to say yes to? Answer: an invitation. 

What is that invitation to some kind of experience. An invitation that’s logical, an invitation that’s 

actionable, an invitation that’s measureable. Because, I’ll tell you, if your listener, whether it’s your boss, 

your teammates, if they don’t take action, that’s not the spirit of service we’re talking about. If you’re 

sitting there saying, “I just want to bend over backwards” and they’re not taking action, if they’re not 

moving, you’re not being persuasive.  

CHAD: Right. You entered this pitch to get something out of it, get people on board with your idea, 

decide to create a project, do the work to create more value for the customer, so you want action to 

come out of this.  

CHRIS: And the action has to be logical. It’s like meeting a beautiful woman and saying, “Oh, you’re so 

beautiful, let’s get married.” No. That’s, I mean, that might be the impulse you’re having but that is not 

the best path. There are steps. There’s a first step that is your invitation and people that are listening 

need to think and trust their intuition on what is that logical, measureable, actionable step so that they 

don’t build a bridge too far. 
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[30:46] 

CHAD: And we should know what those are in our product management work that we’re doing. It’s to 

construct a pilot, do a customer research activity, what is that next little work that we can do. We just 

need support for the okay, to say let’s go do that so we can run some experiments and get the data that 

we need. I appreciate you walking us through some of the key aspects to think about. How do you do a 

good job preparing for and delivering a pitch?  

CHRIS: Yeah, and the question that, you know, any time that you present an idea, particularly in product 

management, when you come forward with an idea or a solution or a suggested course of action, first 

question, why. Ask the question. Of course the classic answer to the question “why?” At least I know this 

from my two kids, because when I say anything to either one of them, they say, “Why” and I say, 

“Because.” And this word, because, is a very powerful word. There’s a responsibility for product 

managers to consider, even if you feel like you don’t owe people an explanation or you’re talking to your 

team and you certainly don’t owe them an explanation, people still want one. They still want to know 

why are we doing this, where are we going with this. You talked earlier, Chad, about being in the midst 

of competing agendas, competing initiatives. Of the three projects, and they all cost about the same, 

how do you stand out? Well, part of it is being able to answer the because. There has to be a reason. 

The strength of your reasoning will be directly related to the power of your pitch. The other thing that 

people want to know, particularly if you’re talking to bosses or executives, or leadership that can fund a 

project, two questions on their mind: how much does it cost, that’s number one, and number two, how 

much does it make? So many times, what we do is talk about how much does it cost, first. What I’m 

suggesting is to talk about how much it makes first. It’s counter-intuitive, but it’s thinking in outcomes. 

I’ll tell you what, if you don’t agree to the outcome, does it really matter? Does it matter if it costs $5000 

or $500,000 if you don’t agree that the outcome is something that you want? It’s wildly mispriced from 

the beginning. By the way, I may not like to hear that you don’t agree with the outcome, but it would be 

better to know that now, before I get 47 slides deep, you know what I’m saying? I’m not saying 

celebrate no or get to no quickly, or whatever, but if you are encountering resistance like that, I mean 

it’s like finding out that she’s a nun before you ask her out. 

[33:20] 

CHAD: We know this is not going anywhere. I think that gets missed a lot of the time when we are giving 

our defense or our reasons, our answer to the because, why we should do a project, and not leading 

with the what does this do for the customer, what does this do for the company, how much is this going 

to make us, because I have been in those meetings with senior staff before, where you don’t get any 

further than what is this going to cost. At that point, there are objections raised and your presentation is 

over. How you frame this makes a big difference. 

CHRIS: People come to me all the time, in fact, people came to me, I got this question. What is your 

hourly rate? Whenever I’m asked that question, I always stop and say, “Hold on a second. I won a 

national championship in less than two minutes. I can create results for you in an hour, maybe less. But 

if you want to go one hour at a time, you’re asking me to shift my business model and move as slowly as 

I possibly can, because that’s what’s in my best interest, right?” If we’re going to run the meter, I’m 

going to go around central park before I take you to your destination. Which is not how I operate. What 
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is most important? The outcome, the outcome. If people want to kill a project because they’re focused 

on the cost, they’re missing the point, and your job, I would submit to you, I don’t mean to presume to 

tell people what their job is, but when it comes to being persuasive, your job is to create outcomes that 

are realistic, that are compelling, and that show that you’ve done your homework, because the outcome 

is what creates the tell me more. That’s not the way we’re taught to present ideas. It’s let me step you 

through the process, let me explain to you the focus groups that we did, let me share with you the 

results that we found out, flip that on its ear and lead with the outcome. 

CHAD: Lead with the outcome.  

CHRIS: Lead with the outcome, because if people don’t say tell me more after you’ve shared the 

outcome with them… 

CHAD: It’s not a very compelling outcome. We know we should look somewhere else. 

CHRIS: Go back to the drawing board. Exactly right. 

CHAD: That’s excellent. I appreciate you talking about that with us. I also always like to ask for an 

innovation or success quote. What’s a quote you brought for us? 

CHRIS: My quote is from Jack Stack. Jack Stack is the author of a book called The Great Game of 

Business. It was a wild bestseller, something from the early 90s. My quote from Jack Stack is this, 

“People will support what they help to create.” The reason I love this quote is because, by focusing on 

your listener and by focusing on what matters to them in a way that others don’t or won’t or can’t, you 

create the kind of trust an engagement that is central to the persuasive conversation. Getting other 

people involved is the key. That’s why I say people will support what they help to create and if you can 

get other people enrolled in your ideas, you’re making great progress, because anything worth doing, it 

always involves other people. There’s nothing in life that doesn’t involve the engagement and the 

enrollment and the participation of other people. That, I think, is central to persuasion. I also think it’s 

central to relationships and life and moving your ideas forward and having your story heard. 

[36:48] 

CHAD: Thanks for sharing that quote. We are always in some kind of community. It’s just what are those 

relationships like. Wonderful. How can people find out more about your work, the services you provide, 

share that information with us? 

CHRIS: Terrific. My website is www.westfallonline.com. You can go on my website and if you’re 

interested in talking further, or if you have any particular questions you’d like to ask, I have an 

opportunity for you to sign up for a 30-minute conversation. I’ll be happy to talk with you via Skype or 

telephone. You can ask me whatever you’d like. If you’d like to know more about my coaching services, 

keynotes that I provide, workshops, consulting, I have a number of different solutions that I can offer, 

and I’d be happy to talk to you about them. You can always find me also on Amazon. I do have a copy of 

The New Elevator Pitch right here, and you can find that on Amazon if you just type in The New Elevator 

Pitch. It’s available on Kindle as well as in print. The book has a step-by-step process, which we’ve 

touched on some of those elements here today, as well as a series of examples. Examples that include 

the why hire me pitch, examples that include how to pitch a television show, how to pitch to investors, 

http://www.westfallonline.com/
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there’s a number of examples in there, and there is a series of links to videos. I have a YouTube channel 

which is also WestfallOnline, over 200 videos there, nearly a million video views, and there are examples 

for the visual learners out there. I’m a visual learner. If I can see it, I can understand it, I can experience 

it on a different level. That’s why I put the links in the book, so that you can not only read it, there are 

exercises in there, and links to the videos so you can really try to get a 1-2-3 punch on reinforcing what 

powerful communication is really all about. 

CHAD: I did watch some of those videos, which is what convinced me I needed to persuade you to be 

part of this episode. So glad you joined to talk about it. Thankfully my pitch to you wasn’t too terribly 

rough or you would have said no, probably. So, I appreciate your time and sharing that information. I do 

want to also encourage everyone to go check out those resources. I will put the links on my show notes 

to make it easy, but I thought your videos were very useful and you’d be a great keynote guest for a 

company. I look forward to getting my hands on your book, also, so I can get more details on being a 

better pitch artist myself. 

CHRIS: Chad, you’ve got it. The New Elevator Pitch, it’s on its way to you as a thank you for having me 

here today. I really appreciate it. 

CHAD: You’re very kind. Thanks so much, Chris. I appreciate your time today. 

CHRIS: Thank you. 

CHAD: Hey, thanks for listening. Would you tell other product managers and innovators about this 

podcast? It’s easy. Just go to the show notes for the summary of the discussion with Chris, and you’ll 

find the links at the top of the page to share it on your favorite social media sites. Also, from the same 

page, you can download the Product Mastery Roadmap, that shows you how to go from product 

manager to product master. Check it out at www.theeverydayinnovator.com/097. Keep innovating! 

http://www.theeverydayinnovator.com/097

