
S O C I A L  B L O O M  P L A Y B O O K

The B2B Offer
Playbook
10 steps to build an offer people actually want before you
scale outbound.

25,000+ SQLs generated
The biggest lesson from that volume: distribution works best
when the offer is worth distributing.

Built for B2B founders, marketers, and revenue teams.



T H E  P R I N C I P L E

The channel usually is not the problem.
Before switching from cold email to LinkedIn, paid ads, or cold calling, pressure-test the offer
itself.

A channel creates distribution.
It does not create demand.
If the market does not care about the offer, more volume just gives you faster feedback.

What 25,000+ SQLs have taught us

01 Strong offers make everything downstream easier.
Copy becomes easier to write, targeting becomes clearer, and buyers understand why the conversation
matters.

02 Weak offers create tactical noise.
Teams start rewriting subject lines, changing channels, and swapping vendors when the real problem is what
they are asking the market to buy.

03 Outbound is a feedback loop.
Replies, objections, meetings, and silence all tell you something about the audience, promise, positioning, and
level of risk.
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P A R T  1

Start with the market.
A stronger offer starts with clarity on who it is for, what they want, and how quickly they
want it.

01

Define the Audience
Different segments of the same niche can have
completely different needs.

02

Define the Dream Outcome
Make the result measurable, tangible, and aligned
with what the buyer already wants.

03

Define the Time Frame
A clear time frame can make the offer easier to
evaluate than an open-ended engagement.

T H E  T E S T

Could the right buyer
understand the
outcome in 10
seconds?
If not, keep simplifying the audience, promise,
and time frame before you touch the channel.

What niche are you targeting?

What specific problem are you solving?

What is their current situation vs. desired
situation?

What have they already tried — and what do
they truly want?

What is the main promise?

How can you make it measurable?

What becomes possible after the outcome is
achieved?

What is a realistic time frame for the
outcome?

Can you shorten it without sacrificing quality?

Can milestones make progress easier to see?
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P A R T  2

Make the offer easier to value.
Turn the promise into a clear method, strengthen the perceived value, and reduce the
buyer’s downside.

04

Methodology & Solutions
Outline the steps required to reach the desired
result and package them as a clear method.

05

Value Creation
Differentiate by addressing objections and adding
useful, personalized solutions.

06

Risk Reversal
A guarantee or payment structure should directly
address the risk the buyer is worried about.

K E E P  I N  M I N D

Value is not just more
stuff.
The offer becomes more attractive when buyers
see a desirable result, believe it can happen, and
feel that the path requires less time, effort, and
risk.

What steps are necessary to get the result?

Can each step be named and explained
simply?

Does the process feel distinct from a generic
service?

What objections can you remove before the
sale?

How can you reduce time delay and effort?

What makes this more valuable than a similar
alternative?

What does the buyer fear losing?

Can you tie protection to clear milestones?

Can payment be aligned with delivery or
results?
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P A R T  3

Sharpen the positioning.
The final four steps clarify who should buy, why acting matters, how the offer is packaged,
and what it should cost.

07

Polarization
Exclude the people you cannot help. A narrower
offer often produces clearer messaging.

08

Best & Worst Case
Show the upside of success and the downside of
staying in the same situation.

09

Packaging
Reframe the service around the result instead of a
generic category.

10

Pricing
Price in relation to the value of the outcome and
the alternatives available to the buyer.

Do not make the buyer translate your service into value.
Package the offer so the audience, outcome, mechanism, risk, and price make sense together.

Who is the offer specifically for?

Who should not buy it?

What is the best realistic outcome?

What does inaction cost?

Describe what the buyer gets — not just what
you do.

Make the offer distinct and repeatable.

What do competitors charge?

What is the result worth to the buyer?
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R I S K  R E V E R S A L

Choose protection that matches the
buyer’s fear.
Guarantees are not one-size-fits-all. The right structure depends on what you can control and
the milestone you are willing to stand behind.

Unconditional guarantee
A simple refund structure with no
questions asked.

Service extension
Continue working at no extra cost until
the promised result is achieved.

Credit-based guarantee
Provide credits toward other services or
future delivery.

Delayed payment
Delay additional billing until the first
successful result or milestone.

First-result guarantee
Cover ongoing costs or defer fees until
an initial success milestone is reached.

Pay-for-performance
Tie payment to an agreed result such as
a lead, show, sale, or another
measurable outcome.

Revenue / profit sharing
Use a percentage of revenue, revenue
growth, or profit as the compensation
model.

Contract release
Allow the client to exit without
penalties if agreed results are not
achieved.
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O F F E R  R E V I E W

Run this checklist before you scale.
If several of these answers are vague, the offer probably needs work before you add more
volume.

AUDIENCE Can we name the exact niche and problem we solve?

OUTCOME Is the promise measurable and meaningful?

TIME FRAME Does the buyer know when they should expect progress?

METHOD Can we explain the path to the result simply?

VALUE Have we removed obvious friction and objections?

RISK Have we addressed the buyer’s biggest fear?

FIT Are we clear about who this is not for?

SCENARIOS Is the upside of action and downside of inaction clear?

PACKAGING Does the offer sound like an outcome — not a commodity?

PRICING Does the price make sense relative to the value created?

Simple rule: if the offer is hard to explain, it will be hard to distribute.
Fix the offer first. Then use outbound to test it against real market feedback.
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T H E  N E X T  S T E P

Build the offer.
Then scale the channel.
Social Bloom helps B2B companies turn a clear offer into qualified sales
conversations through outbound.

Want us to pressure-test your offer?
Use this playbook internally, or bring the offer to Social Bloom and we can help you put it
in front of the market.

BOOK A STRATEGY CALL

Data-driven outbound growth

https://cal.com/team/socialbloom/growth-strategy-call

