
  
 
 
 
 

B2C Revenue Execution Playbook 

 
How to Use This Playbook 

B2C selling can range from a low-friction retail purchase to a high-consideration decision such as a 

vehicle, insurance, education, home improvement, premium services, memberships, or financial 

products. 

The buying journey can be short or long. Some customers decide alone. Others may involve a 

partner, family member, advisor, financing provider, or another person who legitimately influences 

the decision. 

Use this playbook as a framework, not a script. Adapt the depth of each lesson to the value, risk, 

complexity, buying context, and level of customer involvement. 

House of Sales Principle 

Understand the person. Understand the context. Make the value clear. Make the risk manageable. 

Then earn the next step. 

B2C Buyer Journey 

Audience → Relevance → Qualification → Discovery → Value Mapping → Evaluation → Trust & 

Proof → Offer → Decision → Purchase → Experience → Retention → Advocacy 

 

Lesson 1 — B2C Audience & Prospecting 

Goal: Identify consumers who are likely to benefit from the offer and can be reached in an 

appropriate, relevant, and responsible way. 

Steps 

1. Define the Ideal Customer / Audience Profile 

Focus on the people most likely to benefit based on legitimate fit: 

●​ Need or desired outcome 

●​ Relevant use case 
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●​ Geography where appropriate 

●​ Purchase context 

●​ Life or business situation where appropriate 

●​ Product or service suitability 

2. Identify Legitimate Signals 

Useful signals may include: 

●​ Previous interactions 

●​ Stated preferences 

●​ Product inquiries 

●​ Event registrations 

●​ Referrals 

●​ First-party website or app behavior where appropriately collected 

●​ Relevant purchase-stage or intent signals 

3. Select the Right Channels 

Choose channels based on context, permission, customer expectation, and applicable rules: 

●​ Email 

●​ Phone 

●​ SMS where permitted 

●​ Social media 

●​ In-person 

●​ Retail or marketplace channels 

●​ Referral 

●​ Content or advertising 

4. Build a Relevance Hypothesis 

Ask: “Why might this offer matter to this person now?” 

Treat that answer as a hypothesis to test, not a fact about the customer. 

5. Match the Message to the Context 

Personalization should make the offer more relevant. It should not make the customer feel watched. 

House of Sales Rule 

Do not use sensitive, unnecessary, or inappropriately sourced personal information simply because it 

is available. 

Pro Tips 

●​ Focus on relevance over raw volume. 
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●​ Use consented, lawful, or otherwise legitimate data sources. 

●​ Personalize around the customer’s need or situation, not unnecessary personal details. 

●​ Match the channel and level of personalization to reasonable customer expectations. 

Common Pitfalls 

●​ Generic outreach with no clear relevance. 

●​ Over-targeting based on sensitive or unnecessary personal information. 

●​ Treating a social profile as permission to use every detail you can find. 

●​ Contacting people through channels where commercial outreach is not reasonably expected 

or permitted. 

Exercise 

Build three Ideal Customer / Audience Profiles for the same offer: a low-intent buyer, a high-intent 

buyer, and a repeat customer. Write one appropriate outreach approach for each. 

Lesson 2 — B2C Qualification & Fit 

Goal: Determine whether there is enough need, fit, readiness, and ability to act for the buying 

conversation to continue. 

Qualification Principle 

Qualification should protect both sides from a poor-fit purchase. It is not a way to pressure someone 

into becoming qualified. 

Steps 

1. Confirm Need and Fit 

●​ What is the customer trying to solve, improve, replace, or achieve? 

●​ Is the offer genuinely appropriate for that need? 

●​ Are there important limitations the customer should understand? 

2. Understand Readiness 

Is the customer: 

●​ Researching? 

●​ Comparing options? 

●​ Ready to purchase? 

●​ Waiting for a future event, budget, approval, or financing? 

3. Understand Affordability and Commitment Where Relevant 

For higher-value purchases, understand whether the total financial commitment is realistic. Do not 

reduce affordability to a monthly payment alone. 
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4. Understand the Decision Context 

For higher-consideration purchases, determine whether a partner, family member, advisor, financing 

provider, or another person legitimately influences the decision. 

5. Decide the Right Next Step 

●​ High Fit → continue 

●​ Potential Fit → educate, clarify, or nurture 

●​ Low Fit → do not force the opportunity 

House of Sales Rule 

B2C does not automatically mean a short or simple sales cycle. Match qualification depth to the 

value, risk, and complexity of the decision. 

Pro Tips 

●​ Qualify naturally instead of interrogating. 

●​ Focus on fit and readiness, not only ability to pay. 

●​ Make limitations visible early. 

●​ Allow “not yet” to be a valid outcome. 

Common Pitfalls 

●​ Assuming every consumer purchase is fast. 

●​ Treating affordability as the only qualification factor. 

●​ Pushing a buyer who is clearly not ready. 

●​ Ignoring another person who legitimately influences a high-value decision. 

Exercise 

Create five qualification questions for a low-cost product and five for a high-consideration consumer 

service. Compare how the depth changes. 

Lesson 3 — B2C Discovery & Motivation 

Goal: Understand the customer’s current situation, desired outcome, gap, motivation, concerns, and 

decision criteria. 

Discovery Flow 

Current State → Desired State → Gap → Motivation → Consequence → Risk → Decision Criteria → 

Next Step 
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Steps 

1. Understand the Current State 

●​ What are they using or doing today? 

●​ What triggered the search? 

●​ What is working well enough already? 

2. Explore the Desired State 

●​ What would a good result look like? 

●​ What matters most in the outcome? 

3. Diagnose the Gap 

●​ What is missing today? 

●​ What has not worked? 

●​ What is preventing the desired outcome? 

4. Understand Motivation 

●​ Why does this matter now? 

●​ What is personally or practically important about the change? 

5. Understand Consequence and Risk 

●​ What happens if nothing changes? 

●​ What are they worried about? 

●​ What would make them hesitate? 

6. Understand Decision Criteria 

●​ What will they compare? 

●​ Which factors matter most: price, quality, convenience, trust, performance, timing, service, 

flexibility, or something else? 

7. Confirm Understanding 

Summarize what you heard and let the customer correct you. 

House of Sales Principle 

Understand before explaining. Diagnose before recommending. Emotional motivation matters, but 

fear should not be manufactured or exaggerated. 

Pro Tips 

●​ Ask fewer, better questions. 

●​ Listen for meaning, not only keywords. 

●​ Use previous interactions and first-party context appropriately. 
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●​ For high-consideration purchases, understand who else may influence the decision. 

Common Pitfalls 

●​ Pitching before understanding. 

●​ Assuming the customer’s motivation. 

●​ Using personal information in a way that feels intrusive. 

●​ Asking questions only to steer the customer toward a predetermined answer. 

Exercise 

Run a mock discovery conversation and summarize the customer’s current state, desired outcome, 

gap, motivation, risks, and decision criteria. 

Lesson 4 — B2C Value Mapping & Offer Design 

Goal: Connect the customer’s actual priorities to a clear recommendation and a credible value story. 

Steps 

1. Prioritize the Need 

Separate must-haves from nice-to-haves. 

2. Define the Desired Outcome 

What result would make the purchase worthwhile? 

3. Map Benefits to Outcomes 

Translate relevant features into practical customer value. 

4. Build the Value Logic 

Consider: 

●​ Outcome 

●​ Convenience 

●​ Time saved 

●​ Quality 

●​ Reliability 

●​ Experience 

●​ Risk reduction 

●​ Total cost 

●​ Long-term usefulness 

5. Make Assumptions and Limits Clear 

Do not present estimated savings, outcomes, or performance as guaranteed results. 
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6. Recommend the Best-Fit Option 

Recommend the option that best matches the customer’s stated priorities, even when it is not the 

most expensive option. 

House of Sales Principle 

A discount changes price. It does not prove value. Proof comes from evidence, experience, and fit. 

Pro Tips 

●​ Keep the explanation simple. 

●​ Show only what matters to the customer. 

●​ Explain trade-offs clearly. 

●​ Say when a lower-cost option is enough. 

Common Pitfalls 

●​ Feature dumping. 

●​ Treating every customer the same. 

●​ Hiding limitations or trade-offs. 

●​ Using discounts, bonuses, or promotions as if they were proof. 

Exercise 

Choose one offer with three versions. Map each version to the customer need it fits best and explain 

the trade-offs. 

Lesson 5 — B2C Presentation & Product Experience 

Goal: Help the customer see, understand, or experience how the offer fits their situation. 

Steps 

1. Reconfirm What Matters 

Start with the priorities the customer already shared. 

2. Demonstrate Relevant Use Cases 

Show the parts that prove the customer’s desired outcome rather than every available feature. 

3. Make Choices Easy to Understand 

Explain meaningful differences between options without overwhelming the customer. 

4. Invite Interaction 

Let the customer try, compare, ask questions, or explore where possible. 

5. Address Practical Risk 

Cover setup, delivery, usability, compatibility, support, maintenance, or other relevant concerns. 
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6. Confirm Remaining Questions 

●​ What still feels unclear? 

●​ What still needs to be proven? 

●​ What would help the customer evaluate the decision? 

House of Sales Principle 

A presentation should reduce uncertainty, not create information overload. 

Pro Tips 

●​ Keep simple purchases simple. 

●​ Give high-consideration purchases enough time. 

●​ Use before-and-after examples only when genuine and representative. 

●​ Let the customer process information instead of filling every silence. 

Common Pitfalls 

●​ Showing every feature. 

●​ Overloading the customer with options. 

●​ Using unrealistic transformations or outcomes. 

●​ Treating every B2C presentation as if the decision is low-risk or immediate. 

Exercise 

Build one short product presentation for a simple purchase and one deeper evaluation experience 

for a high-consideration purchase. Note what changes. 

 

Lesson 6 — B2C Trust, Proof & Decision Support 

Goal: Reduce uncertainty with credible proof, transparency, and information the customer can rely 

on. 

Steps 

1. Use Genuine Social Proof 

Examples may include: 

●​ Verified reviews 

●​ Authentic testimonials 

●​ Relevant customer stories 

●​ Case studies where appropriate 

●​ Independent ratings or certifications where relevant 
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2. Use Endorsements Responsibly 

Creator, influencer, affiliate, or expert endorsements should be genuine and appropriately disclosed 

where required. 

3. Verify Claims 

Do not invent: 

●​ Results 

●​ Percentages 

●​ Customer stories 

●​ Scarcity 

●​ Ratings 

●​ Guarantees 

4. Explain Risk Protection 

Where genuinely offered, explain: 

●​ Warranty 

●​ Guarantee 

●​ Returns 

●​ Refunds 

●​ Cancellation 

●​ Support 

●​ Trial or cooling-off period 

5. Make Comparison Fair 

Help the customer understand meaningful differences without misrepresenting competitors or hiding 

disadvantages. 

6. Reduce Decision Anxiety 

Answer the information the customer actually needs rather than adding more persuasion. 

House of Sales Rule 

Proof must be true. A customer should be able to rely on the claims used to influence the decision. 

Pro Tips 

●​ Use proof that matches the customer’s concern. 

●​ Separate typical outcomes from exceptional examples. 

●​ Explain who a testimonial or case example is relevant to. 

●​ Be transparent when proof is sponsored, incentivized, or paid where disclosure is required. 

Common Pitfalls 
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●​ Fake reviews or fabricated customer stories. 

●​ Using exceptional results as if everyone should expect them. 

●​ Undisclosed paid endorsements where disclosure is required. 

●​ Using guarantees or warranties that do not actually exist. 

Exercise 

Create a proof library for one offer. Separate evidence into customer proof, product proof, third-party 

proof, and risk-reduction proof. 

Lesson 7 — B2C Offer, Pricing & Purchase Readiness 

Goal: Present a clear offer that the customer can understand, compare, and evaluate before 

deciding. 

Steps 

1. Connect the Offer to the Need 

Recap why the recommended option matches the customer’s priorities. 

2. Present the Total Price Clearly 

Include where relevant: 

●​ Base price 

●​ Mandatory fees 

●​ Taxes 

●​ Delivery 

●​ Add-ons 

●​ Recurring charges 

●​ Future commitments 

3. Explain Payment or Financing Options 

Only present options that genuinely exist. Make the total commitment, term, interest, fees, and key 

conditions understandable. 

4. Explain Important Terms 

Include where relevant: 

●​ Returns 

●​ Refunds 

●​ Cancellation 

●​ Warranty 

●​ Subscription or renewal 
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●​ Recurring billing 

●​ Delivery or start date 

5. Use Scarcity or Urgency Only When Factual 

A deadline, limited quantity, expiring rate, or promotion should be real and accurately described. 

6. Confirm Purchase Readiness 

Ask what information, concern, person, or condition still stands between the customer and a 

decision. 

House of Sales Principle 

Transparent pricing builds trust. Hidden economics create regret, complaints, and churn. 

Pro Tips 

●​ Keep choices understandable. 

●​ Explain the difference between options. 

●​ Make important terms easy to find. 

●​ Remove friction without hiding information. 

Common Pitfalls 

●​ Hidden fees. 

●​ Artificial countdowns. 

●​ Fake limited-stock claims. 

●​ Presenting financing only as a low monthly payment. 

●​ Making cancellation or refund terms difficult to find. 

Exercise 

Write a complete offer that includes total price, payment options, important terms, relevant proof, and 

the next decision step. 

Lesson 8 — Handling B2C Concerns & Objections 

Goal: Understand the concern, reduce uncertainty where possible, and determine whether moving 

forward still makes sense. 

Objection Framework 

Listen → Acknowledge → Clarify → Diagnose → Respond → Check 

Steps 

1. Listen 

Let the customer explain the concern fully. 
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2. Acknowledge 

Show that you understood without automatically agreeing or becoming defensive. 

3. Clarify 

What does the concern actually mean? 

4. Diagnose 

Is the issue: 

●​ Price 

●​ Value 

●​ Trust 

●​ Risk 

●​ Timing 

●​ Fit 

●​ Confusion 

●​ Another decision participant 

●​ Financing 

●​ A previous bad experience 

5. Respond 

Use accurate information, relevant proof, comparisons, or genuinely available options. 

6. Check 

Confirm whether the concern is resolved, partially resolved, or still open. 

House of Sales Principle 

An objection is not automatically a buying signal. Sometimes the customer is identifying a real 

reason not to proceed. 

Pro Tips 

●​ Stay calm and helpful. 

●​ Use guarantees or payment options only when they genuinely exist. 

●​ Respect a clear no. 

●​ Disqualifying a poor fit can be better than forcing a sale. 

Common Pitfalls 

●​ Arguing. 

●​ Using canned rebuttals. 

●​ Answering before understanding. 

●​ Treating every objection as something to defeat. 
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●​ Continuing to push after the customer has clearly declined. 

Exercise 

Take five common B2C objections and respond using the six-step framework. Include one example 

where the correct outcome is not to sell. 

Lesson 9 — B2C Commitment & Closing 

Goal: Help the customer make a clear decision and complete the commitment without unnecessary 

pressure. 

Steps 

1. Reconfirm Fit 

Make sure the customer still sees the offer as relevant. 

2. Resolve Important Open Questions 

Do not move to payment while material concerns remain unresolved. 

3. Confirm Decision Readiness 

For high-consideration purchases, confirm whether another person, financing decision, or practical 

condition still needs to be addressed. 

4. Ask for the Decision 

Use a direct, natural close. 

Example 

“Based on what we covered, does this feel like the right option for you?” 

5. Confirm the Chosen Option 

Once buying intent is clear, confirm version, package, delivery, payment, or other relevant choices. 

6. Agree on the Immediate Next Step 

That may be checkout, application, deposit, signature, scheduling, or another legitimate purchase 

step. 

House of Sales Rule 

Assumptive choices should follow clear buying intent. Do not use them to pretend the customer has 

already agreed. 

Pro Tips 

●​ Use real deadlines only when they are real. 

●​ Make it easy to say yes, no, or not yet. 
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●​ Allow high-consideration buyers the space required for a responsible decision. 

●​ Keep the next step clear. 

Common Pitfalls 

●​ Fake urgency. 

●​ Pressure after hesitation. 

●​ Treating silence as consent. 

●​ Using assumptive choices before buying intent exists. 

●​ Rushing a high-consideration decision. 

Exercise 

Write three closing approaches: one for a low-cost purchase, one for a subscription, and one for a 

high-consideration consumer service. 

Lesson 10 — B2C Checkout, Confirmation & Fulfillment 

Goal: Complete the transaction transparently and make sure the customer knows exactly what they 

purchased, what it costs, and what happens next. 

Steps 

1. Confirm the Purchase 

●​ Product or service 

●​ Quantity or package 

●​ Total price 

●​ Payment method 

●​ Delivery, activation, or start date 

2. Confirm Important Terms 

●​ Returns 

●​ Refunds 

●​ Cancellation 

●​ Warranty 

●​ Subscription or renewal 

●​ Recurring billing 

●​ Financing obligations where applicable 

3. Confirm Consent Where Required 

For subscriptions, recurring charges, financing, marketing preferences, or other continuing 

obligations, make acceptance clear and properly recorded. 
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4. Complete Payment or Signature Securely 

Use the appropriate transaction, signature, or application process. 

5. Provide Documentation 

Send the appropriate receipt, agreement, policy, order confirmation, or financing documentation. 

6. Set Fulfillment Expectations 

Clarify: 

●​ What happens next 

●​ When it happens 

●​ Who is responsible 

●​ How the customer gets help 

House of Sales Principle 

Closing creates the purchase. Clear confirmation and reliable fulfillment protect the customer 

experience that follows. 

Pro Tips 

●​ Use plain language. 

●​ Make important terms easy to find. 

●​ Provide a clear support contact. 

●​ Communicate delays before the customer has to chase you. 

Common Pitfalls 

●​ Hidden or unclear fees. 

●​ Ambiguous recurring billing. 

●​ Making legitimate cancellation or returns unnecessarily difficult. 

●​ Assuming the customer understood terms that were never clearly explained. 

●​ Weak handoff between sales, checkout, and fulfillment. 

Exercise 

Create one confirmation checklist for a one-time purchase and another for a recurring or financed 

purchase. 
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Lesson 11 — B2C Onboarding, Adoption & Experience 

Goal: Deliver what was promised, reduce early friction, and help the customer realize value. 

Steps 

1. Transfer the Purchase Context 

Where relevant, carry forward: 

●​ Customer goal 

●​ Chosen option 

●​ Important expectations 

●​ Delivery or start date 

●​ Special requirements 

●​ Support needs 

2. Make the First Experience Easy 

Provide the setup, access, instructions, delivery information, or guidance the customer actually 

needs. 

3. Support Adoption 

For products or services that require ongoing use, help the customer get started successfully. 

4. Track Early Experience 

●​ Is the customer receiving what they expected? 

●​ Are there setup, usage, service, or delivery problems? 

5. Resolve Gaps Quickly 

If reality differs from what was promised, address it early and transparently. 

6. Reinforce Value 

Help the customer recognize useful outcomes without manufacturing success. 

House of Sales Rule 

The sale is not successful because payment cleared. It is successful when the customer receives 

the value they reasonably expected. 

Pro Tips 

●​ Match follow-up to the product. Not every purchase needs a call. 

●​ Communicate proactively when something changes. 

●​ Make support, returns, and warranty processes understandable. 

●​ Do not disappear after payment. 
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Common Pitfalls 

●​ Poor delivery communication. 

●​ Complicated setup. 

●​ Unclear support ownership. 

●​ Ignoring early dissatisfaction. 

●​ Resetting expectations because the sale overpromised. 

Exercise 

Design a seven-day onboarding or delivery experience tied to the original customer goal and the first 

meaningful value moment. 

Lesson 12 — B2C Retention, Loyalty, Advocacy & Expansion 

Goal: Retain customers through value, earn repeat business where relevant, and expand the 

relationship only when additional value is real. 

Steps 

1. Review Customer Value 

The best retention strategy starts with a product or service that continues to be useful. 

2. Communicate with Permission and Relevance 

Use appropriate frequency, customer preferences, consent, and available opt-outs. 

3. Monitor Satisfaction 

Use feedback, support interactions, repeat behavior, reviews, surveys, or other appropriate signals. 

4. Identify Expansion After Value 

Expansion may include: 

●​ Repeat purchase 

●​ Upgrade 

●​ Complementary product 

●​ Additional service 

●​ Membership 

●​ Renewal 

●​ New use case 

5. Ask for Advocacy at the Right Time 

Where appropriate: 

●​ Reviews 
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●​ Testimonials 

●​ Referrals 

●​ Case participation 

6. Protect the Relationship 

Do not make loyalty depend on confusing cancellation, excessive communication, or unnecessary 

friction. 

House of Sales Principle 

Expansion is earned after value. The next purchase should make sense because the customer’s 

situation supports it, not because the seller needs another transaction. 

Pro Tips 

●​ Personalize using genuine customer context. 

●​ Adapt communication frequency to the customer and product. 

●​ Ask for advocacy after a positive experience. 

●​ Treat retention as a customer-experience discipline, not just a marketing sequence. 

Common Pitfalls 

●​ Generic promotional spam. 

●​ Upselling before the customer sees value. 

●​ Ignoring communication preferences. 

●​ Making subscriptions hard to cancel. 

●​ Asking for advocacy immediately after a poor experience. 

Exercise 

Design a 30-day post-purchase plan that includes value delivery, one relevant expansion hypothesis, 

a feedback moment, and an opt-out-aware communication approach. 

Final House of Sales Principle 

Consumer selling can be fast or slow, simple or complex, emotional or highly analytical. 

The fundamentals stay consistent: 

●​ Understand the customer. 

●​ Understand the context. 

●​ Understand the desired outcome. 

●​ Understand the decision. 

●​ Make value clear. 

●​ Make risk understandable. 
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●​ Use proof honestly. 

●​ Keep pricing and terms transparent. 

●​ Create urgency only when it is real. 

●​ Respect the customer’s right to say no. 

●​ Deliver what was promised. 

●​ Expand only after value. 

The goal is not to control the decision. The goal is to make a good decision easier to understand, 

evaluate, and act on. 
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