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As AI-driven devices become commonplace in the 
workplace, how prepared is your organization to enable 
your teams to work alongside AI devices as a daily 
companion?
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PROGRESS

THE JOURNEY OF TRANSFORMATIVE 
TECHNOLOGIES IN THE WORKPLACE
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DEVICES

MEET SOME OF YOUR NEW AI COMPANIONS
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Insert Video for Humane Rabbit r1
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Insert Video for Meta Ray Ban
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Insert Video for Humane AI Pin
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Insert Video for Plaud
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The post-it notes from the "Win Bigger Deals" section of your workshop can be synthesized into the following key themes and strategies:
Pipeline & Deal Size:

• Emphasis on maintaining a solid whale pipeline, focusing on large, high-value deals.
• The goal of reaching $3M in total deals is noted.
• A specific target of 2,000 units is mentioned, indicating the scale of the deals being pursued.

Increase Win Rate:
• A current win rate of 60% is mentioned, with the goal to maintain or increase this for larger deals.

Address Operational Complexities:
• There's an awareness of more operational complexities that come with bigger deals, indicating the need to manage and mitigatethese challenges 

effectively.
Sales Cycle & Lead Time:

• The average sales cycle of 1+ year is noted, suggesting that winning bigger deals requires patience and long-term strategic planning.
• Lead time is also mentioned, reinforcing the importance of managing the timeline for these larger deals.

Client Segmentation:
• Several notes reference different types of clients or deal scenarios:

• Developer control vs. Homeowner highlights the difference in approach depending on who controls the decision-making process.
• Master & Subs possibly refers to larger deals involving multiple stakeholders or subcontractors.
• Self-managed indicates a specific segment or type of deal.

Lifestyle & Buyer Enablement:
• Lifestyle and Buyer Enablement suggest that understanding the buyer's needs and enabling them to make informed decisions are critical components of 

closing bigger deals.
Data & Analytics:

• Data is referenced, implying the importance of using data to inform decisions and strategies when pursuing larger deals.
These themes indicate that winning bigger deals for involves a focused approach on maintaining a pipeline of large opportunities, managing the complexities and 
extended timelines associated with these deals, and effectively segmenting clients to tailor strategies that resonate with their specific needs.
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NEXT

TRANSFORMATIVE BUSINESS TOOLS
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It’s not always right

You can’t stop it

Could lead to intellectual laziness
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