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00 How to use this playbook

Read the opportunity signals and the one-question test first: they tell you in a minute whether a

conversation is worth pursuing. Use the persona hooks as your opening line, then pick the two

or three use cases that match what the prospect actually complains about. Lead with the

physical-to-digital story when the prospect spends money offline, and with lead lifecycle when

sales and marketing argue. When the conversation gets real, send the introduction and hand it

over rather than trying to close it yourself.

IN A HURRY

Read sections 01–03 and 18. That is

enough to recognise an opportunity

and open a conversation.

BEFORE A MEETING

Add 06–08, 10 and 16 — who buys,

what they buy, what it costs, and

what they will push back on.

HANDING OVER A LEAD

Sections 19–22 tell you exactly what

to send, to whom, and what you earn

for it.
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HEADSHOTMARKETING PARTNER PLAYBOOK HEADSHOTMARKETING.COM

01 Product Overview HEADSHOTMARKETING.COM

HeadshotMarketing is a multi-channel Marketing and CRM platform. It runs campaigns across

every kind of marketing (social media, email, content, influencer, paid ads, SEO, events, SMS

and WhatsApp, print, direct mail, outdoor, in-store and geo), and every part of selling: lead

generation, lead lifecycle management, pipelines and deals, and customer support. Everything

sits on one customer record, one content calendar, one funnel model and one audit trail. The

name has nothing to do with photography: it is a marketing and sales platform. Work is

organised in workspaces, which gives agencies an isolated environment per client and gives

every team roles, approvals and an audit trail without setting any of it up.

CATEGORY

End-to-end, multi-channel Marketing and CRM platform for

small and mid-sized businesses, multi-location businesses

and franchises, marketing agencies, B2B teams with field

sales and trade shows, consumer brands, event-led

organisations and enterprise brand and field-marketing

teams.

WHERE IT STANDS TODAY

Available today: anyone can sign up on the published free

tier and the plans are public. HeadshotMarketing is a young

product from a small company, with no public reference

customers and no security certifications held.

HOW CUSTOMERS GET IT

Cloud, multi-tenant, sign up from the website and start in the browser, with mobile capture for booths, field teams and store

staff. Enterprise agreements can add dedicated tenancy, custom quotas and single sign-on. Regional pricing bands apply, so a

customer in India or Latin America pays a local price rather than a converted one. There is no mandatory onboarding fee and

no implementation consultant requirement.

Web app at app.headshotmarketing.com: campaigns, content calendar, every channel, CRM, help desk, funnels and analytics

Mobile apps for iOS and Android: booth and badge scanning, field check-ins, placement photos, approvals and alerts, with offline capture

Marketing site and documentation at headshotmarketing.com and docs.headshotmarketing.com

Connectors for Google Analytics, Meta, Mixpanel and other analytics tools, plus FluidGrids for any third-party tool

Reporting and analytics delivered to BigConsole, alongside the rest of the business GraphQL API covering every capability the app uses

Agent tool server (Model Context Protocol), so an AI agent can operate the platform as typed tools under the caller's own permissions

Command-line tool, Node and Python SDKs, editor extensions for VS Code and JetBrains, and a browser extension

02 One-Line Pitch

SAY EXACTLY THIS

“One platform for marketing, sales and support, online and offline, so every lead, flyer, post and deal lands on one

customer record.”

SHORTER, FOR A CHAT MESSAGE

Multi-channel marketing and CRM across the physical and

digital world.

THE CATEGORY SENTENCE

HeadshotMarketing is an end-to-end, multi-channel

Marketing and CRM platform that runs the whole lifecycle of

marketing and sales, in the physical world and the digital

world, from one AI-native workspace.
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03 30-Second Elevator Pitch

SPOKEN, ROUGHLY 30 SECONDS

“Most businesses run marketing, sales and support across a dozen tools, and the flyers, billboards, store events and

trade shows never show up in the numbers at all. HeadshotMarketing puts every channel, online and offline, on one

customer record: social, email, content, influencer, paid, print, outdoor and local. A QR code on a billboard is measured

like an ad click, the lead it produces is scored and routed to sales, and support sees the same history. One calendar,

one funnel, one set of numbers.”

IF THEY ARE TECHNICAL

Every channel writes touchpoints to one data model: digital

events, physical placements with their own QR codes, short

links, promo codes and tracked numbers, location signals,

lifecycle transitions, deals and support tickets. Funnels are

defined over that record and reconciled against Google

Analytics, Meta and Mixpanel. Reports and analytics flow to

BigConsole, and FluidGrids connects any third-party tool

without custom code. Everything is available through one

typed GraphQL API and an agent tool server, with roles,

tenant isolation, single sign-on and the audit trail inherited

from the shared platform.

IF THEY ARE A BUSINESS BUYER

Your prospect pays for an email tool, a scheduler, two ad

managers, a CRM, a help desk and a spreadsheet for print

and events, and still cannot say what the trade show or the

mail drop returned. HeadshotMarketing replaces that stack

with one subscription priced on marketing contacts rather

than seats, with a published free tier and no mandatory

onboarding fee. Offline spend is measured like digital

spend, leads stop going cold between teams, and

leadership gets one set of numbers.

04 Problem We Solve

These are the complaints that tell you a business is ready to move. You will rarely hear them

phrased as a software problem; you will hear them as frustration about numbers that disagree,

leads that went cold, or offline spend nobody can defend.

A dozen tools, one customer

Who feels it: Marketing operations, RevOps, and whoever ends up owning the spreadsheet

What it costs them: Email, social, ads, CRM and help desk each hold their own copy of the same person. Lists are exported

and re-imported, sales works a lead marketing has already emailed four times, and support has no idea a promotion just went

out.

How HeadshotMarketing answers it: Marketing, sales and support share one data model. A contact is one record with one

timeline that every channel, deal and ticket writes to, so there is no sync job to break and no copy to reconcile.

Offline spend is a guess

Who feels it: Retail, franchise, consumer-brand and field-marketing leaders

What it costs them: Flyers, direct mail, billboards, store displays and trade-show booths cost real money, but none of it

reaches the CRM or the funnel. Budget reviews cut what cannot be defended, not what failed.

How HeadshotMarketing answers it: Every physical placement gets its own QR code, short link, promo code or tracked

number, and booth and field capture happens on a phone. Each scan, redemption, call or check-in writes a touchpoint to the

contact, so a billboard shows up in funnels and attribution exactly like an ad click.
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Marketing that ignores where people are

Who feels it: Multi-location businesses, franchises and regional teams

What it costs them: Head office runs one national campaign, each branch improvises its own, and nobody can compare

locations or keep local listings and offers consistent.

How HeadshotMarketing answers it: Locations, territories and geofences are built in. Local pages and listings, location-

aware segments and offers, store-visit measurement and per-location reporting let head office set the plan and each branch

run it within brand rules.

Leads go cold between teams

Who feels it: Sales leaders and the marketing manager who generated the lead

What it costs them: A lead from a webinar sits in a spreadsheet for a week, sales calls without context, and once it becomes a

customer, support starts from nothing.

How HeadshotMarketing answers it: Lead lifecycle management runs from first touch to advocate: capture from any source,

scoring with the reasons shown, routing by territory or owner with response-time targets, nurture, conversion, and a support

desk on the same record, so nothing is lost in a hand-over.

Every analytics tool tells a different story

Who feels it: The marketing leader who has to answer to a board or an owner

What it costs them: Google Analytics, Meta, Mixpanel and the CRM each report a different number, and the monthly review

becomes a debate about whose number is right.

How HeadshotMarketing answers it: Funnels are built over online and offline events, the analytics tools the team already

trusts are connected, and reconciled reporting explains where and why the numbers differ. Reports and analytics flow to

BigConsole for leadership.

The content calendar is chaos

Who feels it: Content, social and brand managers, agencies, and the legal reviewer behind them

What it costs them: Briefs in chat, drafts in documents, approvals in email threads and client sign-off by screenshot, with print

deadlines and influencer posts in yet another spreadsheet and no audit trail.

How HeadshotMarketing answers it: One calendar covers every channel, including print deadlines, outdoor flight dates and

events. Every item moves from idea through brief, draft, review, approval, scheduling, publishing and repurposing, with

comments, versions and approval chains that bring in brand, legal, regional teams, clients and creators.

AI that only writes captions

Who feels it: Marketing operations, and the compliance reviewer standing behind them

What it costs them: AI drafts come out of personal chat windows. Nothing watches the funnel, flags a stalled approval or

suggests what to do with a lead, and nobody can see what AI ran or what it cost.

How HeadshotMarketing answers it: AI runs inside every module: a weekly brief, alerts with a proposed fix, next-best-actions

for reps, suggested replies for support and drafts in brand voice. It acts only within the limits and approvals the team sets, and

every run is recorded with its cost.

05 Value Proposition

Six things a partner can defend in a room without needing us present.
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One record for marketing, sales and support

Campaigns, every channel, leads, deals and support tickets

read and write the same records, so there is no export step,

no nightly sync and no reconciliation work between teams.

The lifecycle runs from subscriber to advocate, and every

stage change is timestamped and attributed to the

touchpoint or person that caused it.

Evidence: Every channel object links back to its parent

campaign, and contacts, leads, deals and tickets all

reference the same contact record.

The physical world, measured like the digital one

Print, direct mail, billboards, in-store displays, sampling,

field teams and trade shows are planned, approved, tracked

and measured in the same campaigns as social and email.

A physical touch is a first-class touchpoint, which is the

part of the story no digital-only suite can tell.

Evidence: Per-placement QR codes, short links, promo

codes, tracked numbers, badge scans and field check-ins

all write touchpoints to the contact.

Every kind of marketing in one campaign

Social media, email, content, influencer, paid ads, SEO,

landing pages, events, SMS, WhatsApp, physical and geo

marketing share one goal, one audience, one budget and

one calendar. For many buyers that collapses three or four

subscriptions into one.

Evidence: A single campaign record carries the posts,

emails, ads, creator partnerships, events, placements and

pages that belong to it.

Bring the analytics tools you already trust

Google Analytics, Meta, Mixpanel and others are connected

rather than replaced. Funnels run across online and offline

events, reconciled reporting explains differences between

tools, and reports and analytics go to BigConsole.

FluidGrids reaches any third-party tool without custom

code.

Evidence: Funnel stages can come from web, app, CRM

and offline events, and every report can be broken down by

channel, segment, location and campaign.

A content calendar with real approvals

Every item has a lifecycle and an owner. Approval chains

can be sequential or parallel, external reviewers such as

clients, legal and creators approve where they are, and

every decision is on the record. Agencies run each client in

an isolated workspace with its own approvers.

Evidence: Approved print files and posts are locked, and

the audit trail records who approved which version and

when.

AI that is proactive and governed

AI notices, recommends, drafts and, within the permissions

a team grants it, acts. Anything that publishes, spends or

contacts customers goes through the same approval rules

as a person, with an explanation and an audit entry. It is

personalised per contact, per role and per location.

Evidence: AI acts as an actor with its own roles and quotas,

and every run is recorded with input, output, tokens,

duration and cost.

06 Ideal Customer Profile

A business or agency running marketing across online and offline channels, paying for four or

more tools, and unable to say what a campaign, a location or an event returned without opening

three of them.

SEGMENT TYPICAL SIZE WHY THEY BUY

Small and mid-sized

businesses

10–250 employees,

marketing team of two

to fifteen

They want one tool for marketing, sales and support rather than a stack

of point tools. Contact-based pricing and a free tier let them start

where they are and grow without re-platforming.

Multi-location businesses,

franchises and retail chains

5 to several hundred

locations

Physical and geo marketing are the centre of their week: local pages

and listings, store events, in-store displays and regional offers, with

head office needing to compare locations fairly.

Marketing agencies 5–60 staff, ten to thirty

active clients

An isolated workspace per client, client approvals in the content

calendar and consistent reporting remove the login sprawl and the

manual monthly report.

B2B companies with field sales

and trade shows

25–1,000 employees

with long sales cycles

Booth and badge capture, field check-ins, lead lifecycle with routing

and response-time targets, and a pipeline fed by the campaigns that

produced it.
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SEGMENT TYPICAL SIZE WHY THEY BUY

Consumer brands and event-

led organisations

10–500 employees,

often a small marketing

team

Influencer, social, outdoor, retail and event programmes run in one

campaign, with EventfullyManaged handling event operations and

HookMovies handling video.

Enterprise brand, regional and

field-marketing teams

Several brands, regions

or countries

Brand workspaces, approval chains with legal and regional reviewers,

single sign-on, audit, territories and BigConsole reporting, with regional

price bands for expansion into lower-cost markets.

GEOGRAPHIES

Sold worldwide with four regional price bands: Band A

covers the US, EU, UK, Canada, Australia, Japan, Korea and

Singapore; Band B the Gulf, Eastern Europe, Taiwan and

Hong Kong; Band C Latin America, South East Asia, Turkey

and South Africa; Band D India, Bangladesh, Pakistan,

Nigeria, Kenya and Egypt. Support, documentation and the

interface are in English, with multi-lingual interface support

available. India and the wider Gulf region are the strongest

near-term territories.

NOT A FIT — DO NOT CHASE

Anyone who found the name and wants headshots,

portrait photography or personal branding photos: it is a

marketing and sales platform with nothing to do with

images of people

Regulated buyers who require a completed third-party

security attestation before signature; none is held, and a

procurement team that treats this as a gate will stall

Enterprises mid-way through a multi-year contract with

an incumbent suite where the switching cost and the

remaining term outweigh the saving

A developer who only wants a transactional email or SMS

API, not a marketing and sales platform

A solo creator or newsletter author who wants a simple

audience tool; the breadth here is overhead they will

never use

Anyone who wants to resell the product under their own

brand; HeadshotMarketing is sold only under its own

name

07 Buyer Personas

Six roles you will actually meet, what each one cares about, and the sentence that gets them

talking. The hook matters more than the feature list; lead with the thing that ruins their week.

Marketing leader or CMO

WHAT THEY WANT

Consolidate the stack, prove what marketing returned across

online and offline channels, and keep the team shipping

campaigns rather than reconciling tools.

WHAT FRUSTRATES THEM

Numbers from four analytics tools that disagree, offline spend

nobody can defend, and a board question about return on

marketing spend they cannot answer with confidence.

Open with: When someone asks what last quarter's events and mail drops returned, what do you show them?

They will ask: What exactly can we switch off, and how do the numbers line up with the analytics tools we already use?

Franchise, regional or field-marketing manager

WHAT THEY WANT

Run local campaigns within brand rules, keep listings and

offers consistent, and show what each location and each field

activity produced.

WHAT FRUSTRATES THEM

Every branch improvises, local listings drift, and booth leads

arrive on paper a week after the show.

Open with: If I asked which of your locations got the most out of last month's flyers, could you tell me?

They will ask: Can head office set the plan while each location runs its own version, and does it work on a phone at the booth?
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Sales or revenue lead

WHAT THEY WANT

Work leads that are genuinely warm, keep the pipeline honest,

and stop re-keying what marketing already knows about a

person.

WHAT FRUSTRATES THEM

Leads arrive without context, the CRM and the marketing tool

disagree about the same person, and the hand-over is a

spreadsheet.

Open with: When a lead lands on your desk, can you see what marketing already said to them, or do you have to ask?

They will ask: Is this a real CRM with pipelines, routing and forecasting, or a contact list with a nicer interface?

Customer support lead

WHAT THEY WANT

Answer customers fast on every channel, including in the

store, and stop marketing sending promotions to someone

with an open complaint.

WHAT FRUSTRATES THEM

A help desk that knows nothing about campaigns, and

marketing that knows nothing about tickets.

Open with: How often does a customer with an open complaint get a promotional email the same week?

They will ask: Do support conversations from email, chat, social, WhatsApp, phone and the counter all land on the same

record?

Agency founder or account lead

WHAT THEY WANT

Standardise every client on one platform, cut the manual

reporting cycle, and get client approvals on record.

WHAT FRUSTRATES THEM

A login per client, monthly reports assembled by hand, and

client sign-off by screenshot.

Open with: How many separate logins does your team open to put one client's monthly report together?

They will ask: Can each client be truly isolated, can clients approve content themselves, and what do I earn on this?

Content, social or brand manager

WHAT THEY WANT

Plan every channel in one calendar, keep every asset on-

brand, and get approvals without chasing people.

WHAT FRUSTRATES THEM

A calendar in a spreadsheet, approvals in email threads, last-

minute legal changes and print deadlines that slip.

Open with: Where does your content calendar actually live, and how do you know who approved the final version?

They will ask: Can legal, regional teams, clients and creators approve inside the calendar without a full licence?
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08 Top Use Cases 14 SCENARIOS

Fourteen situations the platform is built for. Pick the two that match what your prospect

complained about; walking through more than three loses the room. Each one names the role,

the bind they are in, and what changes.

MARKETING MANAGER PLANNING A LAUNCH

Run one launch across physical and digital

channels

THE SITUATION

The launch has to land the same week by email, on social, in
paid, in store and on a billboard. Each channel lives in a

different tool or a spreadsheet, so message, timing and

budget drift apart.

WHAT HAPPENS WITH HEADSHOTMARKETING
The campaign is one record with a goal, audience, budget
and calendar. Posts, emails, ads, creator partnerships, events,

landing pages and physical placements all link to it, so the
whole effort is planned, approved, launched and measured
from one place.

One record to launch and one place to look, online and
offline.

RETAIL OR CONSUMER-BRAND MARKETING LEAD

Measure a flyer, a mail drop or a billboard like an ad

click

THE SITUATION

The business spends heavily on print, direct mail and outdoor,
but nobody can say which placement produced a visit, a call
or a sale.

WHAT HAPPENS WITH HEADSHOTMARKETING

Each placement gets its own QR code, short link, promo code
or tracked number. Scans, redemptions and calls write
touchpoints to the contact, print proofs go through approvals,

and vendor orders and delivery status flow through
FluidGrids.

Offline spend is defended with the same evidence as digital

spend.
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FRANCHISE OR MULTI-LOCATION MARKETING MANAGER

Give every location its own campaign within brand

rules

THE SITUATION

Head office runs one plan, each branch improvises, local
listings drift, and there is no fair way to compare locations.

WHAT HAPPENS WITH HEADSHOTMARKETING
Locations, territories and geofences are part of the

workspace. Head office publishes the campaign, each
location localises offers and pages within brand rules, listings
stay consistent, and store visits and redemptions are reported

per location.

One plan, many locations, comparable results.

FIELD OR EVENT MARKETING LEAD AT A B2B COMPANY

Turn a trade-show booth into pipeline the same day

THE SITUATION
Booth leads come back on paper or in a scanner export a

week later, by which time half of them have gone cold.

WHAT HAPPENS WITH HEADSHOTMARKETING
Staff scan badges or cards in the mobile app, even offline.

Each scan creates a lead with the event, the location and a

note, scores it, and routes it to the right rep with a response-

time target. Event registrations and attendance arrive from
EventfullyManaged.

Hot leads are called while they still remember the
conversation.

REVOPS OR MARKETING OPERATIONS LEAD

Manage every lead from first touch to advocate

THE SITUATION
Leads arrive from forms, ads, events, chat and the street.
Nobody agrees what a qualified lead is, and leads that are not

ready for sales simply disappear.

WHAT HAPPENS WITH HEADSHOTMARKETING
Lifecycle stages run from subscriber to advocate, with
recycled and disqualified as explicit states. Scores show the

signals behind them, routing follows territory or ownership
rules, response-time targets escalate on breach, and leads
that are not ready enter nurture.

Every lead has an owner, a stage and a reason.

SALES OR REVENUE MANAGER

Work a pipeline fed by the campaigns that

produced it

THE SITUATION
Pipeline lives in a separate CRM that knows nothing about

which campaign or event produced the lead, so reps open
with no context.

WHAT HAPPENS WITH HEADSHOTMARKETING

Leads, deals and configurable pipelines sit on the same
record as the campaigns and touchpoints. Reps see the
history, get a next-best-action, and forecasts roll up by

territory and team.

The hand-over carries its context instead of losing it.

HEADSHOTMARKET ING  —  PARTNER  PLAYBOOK 10 / 36



CUSTOMER SUPPORT LEAD

Keep support and marketing on the same customer

THE SITUATION
A customer with an open complaint receives a promotion the

same week, and support cannot see what marketing
promised.

WHAT HAPPENS WITH HEADSHOTMARKETING
Conversations from email, chat, social, WhatsApp, phone and

the store counter land as tickets on the contact, with service
levels and a knowledge base. Open issues pause promotions,

and satisfaction feeds back into segments and campaigns.

No promotion goes to an unhappy customer, and support
knows the whole story.

LIFECYCLE OR EMAIL MARKETER

Run newsletters and nurture journeys across email

and messaging

THE SITUATION

Newsletters live in one tool, nurture in another and SMS in a

third, with consent tracked in a spreadsheet.

WHAT HAPPENS WITH HEADSHOTMARKETING
Newsletters, broadcasts and nurture sequences run from the

same record, with SMS, WhatsApp and push in the journey, a

preference centre, consent per channel and send times
personalised per contact.

One journey across every message channel, with consent on
record.

SOCIAL MEDIA OR CONTENT MANAGER

Plan and publish social in the shared calendar

THE SITUATION
The scheduler is a separate subscription and nobody outside

the social team can see what is going out next week or which
campaign it belongs to.

WHAT HAPPENS WITH HEADSHOTMARKETING
Posts are composed for each network, approved, scheduled

onto the shared calendar and published, with engagement,
listening and social lead forms feeding the same contacts.

Social becomes part of the campaign rather than a separate

channel.

BRAND OR PARTNERSHIPS LEAD AT A CONSUMER BUSINESS

Run creator programmes with briefs, approvals and

disclosure

THE SITUATION

Creator relationships, briefs, contracts and disclosure checks
live in spreadsheets and email.

WHAT HAPPENS WITH HEADSHOTMARKETING
Creators are discovered, contracted and briefed in the

workspace. Their drafts go through the same approval chain
as any other content, disclosure is checked before publishing,

and results roll up to the campaign.

Creator work becomes a managed, compliant channel.
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CONTENT LEAD OR AGENCY ACCOUNT LEAD

Get every stakeholder's approval inside the content

calendar

THE SITUATION

Approvals happen in email threads and screenshots, legal
changes arrive at the last minute, and nobody can prove who
signed off which version.

WHAT HAPPENS WITH HEADSHOTMARKETING

Every item moves from idea to brief, draft, review, approval,
scheduling, publishing and repurposing. Approval chains can
be sequential or parallel and include brand, legal, regional

teams, clients and creators, with reminders, deadlines and an
audit trail. Large launches link to PlanMagnet projects.

Content ships on time with sign-off on record.

GROWTH OR MARKETING ANALYTICS LEAD

Build funnels that reconcile Google Analytics, Meta

and Mixpanel

THE SITUATION

Each analytics tool reports a different conversion number, and
the monthly review is spent arguing about which is right.

WHAT HAPPENS WITH HEADSHOTMARKETING
Funnel stages are defined from web, app, CRM and offline

events. Google Analytics, Meta and Mixpanel are connected,

and reconciled reporting shows where their numbers differ
and why, by channel, segment, location and campaign.

One funnel everyone agrees on, without replacing the tools
they trust.

MARKETING LEADER OR ANALYST PREPARING THE MONTHLY
REVIEW

Send leadership reports to BigConsole

THE SITUATION
The monthly review is a spreadsheet assembled by hand, and

marketing numbers never sit next to the rest of the business.

WHAT HAPPENS WITH HEADSHOTMARKETING
Campaign, channel, location, funnel, lifecycle, pipeline and
support data flow to BigConsole for dashboards, deeper

analysis and executive reporting. An analyst role reads all of it
without access to customer personal data.

One set of numbers for leadership, ready without a rebuild

each month.

MARKETING MANAGER AT A SMALL TEAM

Let AI tell you what needs attention this week

THE SITUATION
Nobody has time to watch every funnel, approval and budget,

so problems are found after they have cost money.

WHAT HAPPENS WITH HEADSHOTMARKETING
A weekly brief summarises what changed. Alerts fire when a

funnel step drops, a lead breaches its response time, an

approval stalls, a print deadline nears or ad spend paces
wrong, each with a proposed fix the team can approve.

A small team runs a big programme without missing what

matters.
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09 Product Capabilities

What the platform covers, group by group. Use it to answer a specific question in the room;

when a prospect needs a capability configured for a date, bring us in.

Campaigns, content calendar and approvals

The campaign is the central record, and one calendar holds

every channel.

Multi-channel campaigns
One goal, audience, budget and calendar across digital and

physical channels, with templates and playbooks to rerun what
worked.

End-to-end content calendar
Every channel in one calendar, including print deadlines, outdoor

flight dates and events, with each item moving from idea to brief,
draft, review, approval, schedule, publish, measure and

repurpose.

Approval chains

Sequential or parallel approvals with brand, legal, regional teams,
clients and creators, reminders and deadlines, locked approved

versions and a full audit trail.

Collaboration

Comments, mentions, assignments, briefs and version history on
every item, with large launches linked to PlanMagnet projects.

Digital marketing channels

Every kind of online marketing in the same campaign.

Social media
Compose, approve, schedule and publish across networks, with

engagement, listening and social lead forms.

Email and messaging
Newsletters, broadcasts and nurture sequences with SMS,

WhatsApp and push, consent per channel and a preference

centre.

Content, SEO and landing pages
Content library, live on-page SEO audits with ranked fixes,

keyword tracking and a sectioned landing-page builder; video
through HookMovies.

Influencer marketing
Discover, contract, brief, approve, disclose, pay and measure

creator partnerships.

Paid advertising

Cross-network campaigns, budgets, creatives and audiences next
to organic in the same reporting.

Events

Event campaigns, registrations and follow-up, with event
operations in EventfullyManaged.

Physical and geo marketing

Offline work organised, approved, tracked and measured

like online work.

Physical placements

Print, direct mail, outdoor, signage, point-of-sale, sampling,
merchandise, field teams and trade shows, each with dates, cost,

vendor, creative version and a production lifecycle from brief to

reconcile.

Offline-to-online tracking
Per-placement QR codes, short links, promo codes and tracked

numbers that write touchpoints to the contact.

Booth and field capture

Badge and card scans, field check-ins, placement photos and
notes on the mobile app, with offline sync.

Locations, territories and geofences
Location-aware segments and offers, territories for field teams,

and consent-based geofence triggers.

Local listings and pages
Consistent local listings and location pages, managed centrally

and localised within brand rules.

Geo measurement

Store visits, redemptions and geo lift reported per location, with
physical assets such as booth kits tracked in AssetHandler.

Leads, sales and customer support

One lifecycle from first touch to advocate, shared by

marketing, sales and support.

Lead generation from every source

Forms, landing pages, BotManor AI agents, social and ad lead
forms, events, booths, physical response, referrals and imports,

all creating one contact.

Lead lifecycle management

Configurable stages from subscriber to advocate, recycling and
disqualification reasons, and every transition attributed.

Scoring, routing and response targets
Fit and engagement scores with the reasons shown, routing by

territory, owner or capacity, and escalation on breach.

Pipelines and deals
Configurable pipelines, tasks, meetings, quotes, forecasting and

win-loss analysis, with next-best-actions for reps.

Customer support desk

Tickets from email, chat, social, WhatsApp, phone and the store
counter, with service levels, a knowledge base and satisfaction

surveys.

Support-aware marketing

Open issues pause promotions, and satisfaction and feedback
flow back into segments and campaigns.
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Funnels, analytics and reporting

One set of numbers, reconciled with the tools a team

already uses.

Funnel builder
Stages from web, app, CRM and offline events, with conversion,

drop-off and time-to-convert by channel, segment, location and
campaign.

External analytics
Google Analytics, Meta analytics and Conversions API, Mixpanel,

Amplitude, Adobe Analytics, Search Console, LinkedIn and TikTok
insights.

Reconciled reporting
Shows where analytics tools and the CRM disagree, and why.

Attribution

First-touch, linear, time-decay and position-based models over
every recorded touchpoint, physical and geo included.

BigConsole reports and analytics
Marketing, sales and support data delivered to BigConsole for

dashboards, deep analysis and executive reporting.

Analyst access without personal data
A dedicated analyst role reports across every surface with no

access to customer personal data.

Integrations and developer surfaces

Open by design: every capability is reachable from outside.

FluidGrids connectors
Any third-party tool without custom code: ad and social networks,

e-commerce, CRMs being migrated, print and mail vendors,
telephony, messaging and enrichment.

Burdenoff products
BigConsole, FluidGrids, EventfullyManaged, PlanMagnet,

HookMovies, AssetHandler, BotManor and Kadaikodi, under one
sign-in.

Typed GraphQL API
Every capability the interface uses, available over the same

governed API.

Agent tool server
A Model Context Protocol server exposing every module as typed

tools that inherit the calling user's permissions.

SDKs, command line and extensions

Node and Python SDKs, a command-line tool, editor extensions
and a browser extension.

AI native

Intelligent, personalised and proactive, under the same

rules as people.

Weekly briefs and proactive alerts
What changed this week, and alerts on funnel drops, response-

time breaches, stalled approvals, print deadlines and spend

pacing, each with a proposed fix.

Next-best-actions and suggested replies
For sales reps on each lead and deal, and for support agents on

each ticket.

Drafting in brand voice

Campaign plans from a goal, and drafts shaped for each channel
and adapted for each market.

Personalisation
Content, send time, channel and offer chosen per contact, with

briefs and dashboards tuned per role and offers per location.

Anomaly detection
Across Google Analytics, Meta, Mixpanel and the CRM.

Governed and metered
AI acts within the roles, approvals and quotas a team sets, and

every run is recorded with its cost.

Governance, roles and administration

Inherited from the platform the product is built on, and

available on every plan.

Roles for every team
Marketing, content, field, sales, support, analytics, approvers and

external reviewers.

Workspaces per brand or client

Every record belongs to a workspace; agencies run an isolated
workspace per client.

Permission checks on every operation
Evaluated at the platform edge before any operation runs.

Single sign-on and audit

Standards-based single sign-on and a searchable, exportable
activity timeline.

Quotas at the point of action
A warning at 80 per cent of a plan quota and a block at 100, rather

than silent overage billing.
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10 Pricing & Plans

Pricing is banded on marketing contacts rather than seats, so team growth does not change the

bill. Free, Starter, Growth and Business are flat monthly or annual fees; Enterprise is quoted per

contact and contracted annually. Four regional bands apply purchasing-power pricing, so a

customer's billing market sets their normal price rather than a converted one. There is no

mandatory onboarding fee.

PLAN PRICE WHO IT IS FOR WHAT IS INCLUDED

Free $0
No card required;
every major feature
family is available
and gated by quota
rather than removed

A solo marketer or someone

evaluating the platform

properly rather than through a

demo

1,000 marketing contacts; 1 user seat, 1 brand

workspace; 2 active campaigns; 1 connected social

account, 1 landing page; 25 SEO keywords, 25

influencer records; 1 GB shared storage; Community
support

Starter $49/mo or $39/mo
annual
Band A price; India
equivalent ₹1,999/mo
or ₹1,599/mo annual

A small business or solo

founder running real

campaigns

2,500 marketing contacts; 3 user seats, 1 brand

workspace; 10 active campaigns; 5 connected

social accounts, 10 landing pages; 250 SEO

keywords, 250 influencer records; 25 GB shared

storage; Email support under 48 hours

Growth $129/mo or $99/mo
annual
Band A price; India
equivalent ₹4,999/mo
or ₹3,999/mo annual

A scaling in-house team or a

small agency running several

brands

10,000 marketing contacts; 10 user seats, 3 brand

workspaces; 50 active campaigns; 25 connected

social accounts, 100 landing pages; 2,500 SEO

keywords, 2,500 influencer records; 100 GB shared

storage; Priority support under 24 hours, 99.5%

service level

Business $299/mo or $239/mo
annual
Band A price; India
equivalent
₹11,999/mo or
₹9,599/mo annual

An established marketing

organisation or a mid-size

agency

50,000 marketing contacts; 25 user seats, 10 brand

workspaces; Unlimited active campaigns under fair

use; 100 connected social accounts, 1,000 landing

pages; 25,000 SEO keywords, 25,000 influencer

records; 1 TB shared storage; Priority support under

8 hours, 99.9% service level

Enterprise From
$0.40/contact/mo
list;
$0.30/contact/mo
annual at 100K+
Quoted and
contracted annually;
regional bands apply
and the contracting
entity's country
sets the default
band

A large, regulated or multi-

brand organisation, or a large

agency

Custom contact and campaign volumes; Unlimited

seats and multi-brand workspaces; Custom send,

social, keyword and influencer allowances;

Dedicated tenancy available; Dedicated service

level

Add-ons

ADD-ON PRICE

Extra contacts, +5,000 $29/month

Extra active campaigns, +10 $29/month

Extra sends, +50,000/month $29/month

Extra SEO keywords, +1,000 $49/month

Extra storage, +50 GB $15/month
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ADD-ON PRICE

AI Pro, +2,500 operations/day $79/month

Analytics Pro, 730-day retention $99/month

Support hours, 5-hour block $750 one-time

WHAT TO TELL A PROSPECT ABOUT PRICE

Regional bands B, C and D are set by the customer's verified billing market and are not a discount. Band D examples: Starter

$18/mo, Growth $45/mo, Business $85/mo annual.

Prices exclude local sales taxes. Indian business customers must supply a tax registration number.

Upgrades take effect immediately and are prorated; downgrades take effect at the end of the current period, and data above

the new quota becomes read-only rather than being deleted.

There is a 30-day money-back window on a first purchase of Starter, Growth or Business. Enterprise terms are contractual.

Never quote a price you have not read here or on the pricing page. If a prospect needs something outside the published

plans, bring us in rather than inventing a number.

11 Competitive Landscape

These are the names a prospect will raise. Concede what is genuinely better about each one

before you say anything else; the concession is what makes the rest of your answer credible.

Quote competitor prices only from their own current pricing pages.

ALTERNATIVE WHAT IT IS WHERE THEY ARE STRONG WHERE WE WIN

HubSpot The best-known all-in-one

customer platform, sold as

separate marketing, sales,

service, content and data

product lines.

Far more mature and better

known: thousands of

marketplace integrations, years

of reference customers, a long-

proven automation engine and a

brand nobody is questioned for

choosing. If the priority is safety

and ecosystem depth, they are a

sound choice.

One record and one subscription instead of

several hubs, priced on contacts rather

than seats with no onboarding fee. Physical

and geo marketing, native influencer

marketing and reconciliation across Google

Analytics, Meta and Mixpanel are outside

what they do.

ActiveCampaign A marketing automation

platform built around email,

CRM and deep behavioural

workflows, strong in small

and mid-market.

Years of refinement in their

automation builder, a long

deliverability record and a large

integration library. For a team

whose whole operation is email

automation, they are a proven

choice.

Breadth across the whole lifecycle: social,

paid, influencer, events, physical and geo

marketing, a support desk and a content

calendar with approvals, all on the same

record.

Mailchimp The default first marketing

tool for small businesses:

email, basic automation,

landing pages, some social

and ads.

Brand recognition and ease of

entry are unmatched, and their

e-commerce integrations are

deep. A very small business with

a simple list is well served by

staying put.

The graduation case: real lead lifecycle,

pipelines and support on the same record,

plus physical, geo, influencer and event

marketing and reporting to BigConsole.

Brevo A multi-channel messaging

platform covering email, SMS,

WhatsApp and push, with a

strong free tier and European

privacy positioning.

Cheaper at the entry point, a

long deliverability record, and a

European base that reassures

privacy-sensitive buyers.

They are a messaging platform; this is the

whole marketing and sales lifecycle, with

physical and geo marketing, funnels across

analytics tools, a content calendar with

approvals and agency workspace isolation.
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ALTERNATIVE WHAT IT IS WHERE THEY ARE STRONG WHERE WE WIN

Klaviyo A customer-data and

messaging platform built for

e-commerce, dominant in

online-store email, SMS and

push.

Their e-commerce data model,

predictive lifetime-value signals

and store integrations are deep,

and they hold third-party

security attestations we do not.

For a store whose whole motion
is retention messaging, they are

the right answer.

Everything beyond the online store:

physical and in-store marketing, geo, field

sales, B2B pipelines, support and a shared

content calendar.

Kit, formerly

ConvertKit

A creator-first email and

audience platform for

newsletters, landing pages,

paid products and simple
automations.

Simplicity and price for a single

creator, a generous free tier, and

built-in monetisation through

paid newsletters and digital
products.

Scope, and only where scope is needed. If

your prospect is one person with a list, walk

away rather than selling them breadth they

will not use.

THE POSITIONING LINE TO HOLD

The incumbents are digital-only and split across product lines; HeadshotMarketing is one record for marketing, sales and

support that treats a billboard, a booth and a store visit like an ad click.

12 Why Us / Differentiators

If a prospect remembers six things, make them these.

Physical marketing as a first-class channel

Print, direct mail, outdoor, in-store, sampling, field and

trade-show work is planned, approved, tracked and

measured in the same campaigns as digital. Per-placement

codes, links and numbers turn each placement into

touchpoints, so offline spend appears in funnels and

attribution.

Geo marketing built in

Locations, territories, geofences, local listings and pages,

location-aware offers and per-location reporting, so multi-

location businesses and franchises can run one plan

across many places and compare them fairly.

One lifecycle across marketing, sales and support

From first touch to advocate on one record, with scoring

reasons, routing, response-time targets, pipelines and a

support desk that pauses promotions when a customer has

an open issue.

Funnels that reconcile the analytics tools teams

already use

Google Analytics, Meta and Mixpanel are connected rather

than replaced, differences are explained, and reports and

analytics flow to BigConsole next to the rest of the

business.

A content calendar with approvals from every

stakeholder

Every channel, including print deadlines and events, in one

calendar, with sequential or parallel approvals that bring in

legal, regional teams, clients and creators, and a full audit

trail.

Proactive, governed AI and an open platform

Weekly briefs, alerts with proposed fixes and next-best-

actions, acting only within limits the team sets. Every

capability is reachable through the API, the agent tool

server and FluidGrids.

13 Customer Proof & Credibility

There are no reference customers to point at, so credibility has to come from what a prospect

can verify for themselves: the depth of the product, the governance model, published pricing,

and a free tier that lets them check it without talking to anyone.
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TRY IT BEFORE YOU TALK TO ANYONE

Sign-up is open on the published free tier, so a prospect

can look at campaigns, CRM, the calendar and reporting in

the real product before any sales conversation.

GOVERNANCE BUILT INTO EVERY OPERATION

Access control is declared on every query and mutation

and evaluated at the platform edge, with roles seeded into

each workspace, tenant isolation, single sign-on and a

searchable audit timeline.

TRANSPARENT PRICING AND QUOTAS

Plan prices, contact and send bands, seat counts, add-on

prices and regional bands are published, with a warning at

80 per cent of quota and a block at 100 rather than silent

overage billing.

PRIVACY POSTURE STATED OPENLY

A public security page, a published subprocessor list,

encryption in transit and at rest, and card data that never

touches the platform because payment providers handle it.

PART OF A WIDER PRODUCT FAMILY

BigConsole, FluidGrids, EventfullyManaged, PlanMagnet,

HookMovies, AssetHandler, BotManor and Kadaikodi

connect under one sign-in, listed at

burdenoff.com/products.

A PLATFORM THE PRODUCT DID NOT HAVE TO BUILD

Identity, roles, tenancy, billing, files, notifications, audit,

translation and accessibility come from the shared platform

the product sits on.

Be straight about this. HeadshotMarketing is a young product from a small company. There are no public reference customers, no published

usage numbers and no security certifications: SOC 2 Type II and ISO 27001 are not held. Never imply otherwise, and never promise a
capability, configuration or delivery date in writing; bring us in and we will show the prospect the product itself. What a prospect should

weigh is what they can check on the free tier, the single record across marketing, sales and support, the governance model, and published

pricing. If they need a completed attestation before signature, tell them so and keep the relationship.
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14 Demo Information

Do not attempt a full product tour. Show the shape of the platform in ten minutes, prove one

thing a digital-only suite cannot do, and hand over. The point of your demo is to earn the

second conversation, not to close.

HOW TO GET A DEMO

Anyone can create an account on the free tier from the

website and explore the real product — that is the most

persuasive access there is, and it needs nothing from us.

For a guided walkthrough, an enterprise question or

anything involving a quote, book the call on the calendar

link and we will run it with you on the line.

Runs about Ten to fifteen minutes for the shape of it. Thirty

to forty-five for a guided session with us present.

WHERE TO LOOK

Product website — https://headshotmarketing.com

Sign in or create an account —

https://app.headshotmarketing.com

Documentation — https://docs.headshotmarketing.com

Side-by-side comparisons —

https://headshotmarketing.com/vs

Book a walkthrough with Vignesh —

https://calendly.com/vignesh-burdenoff/1-1

The walkthrough, in order

1 A campaign record with its posts, emails, ads, event, landing page and physical placements

Everything you are about to see hangs off this one record: online and offline, one goal, one budget, one calendar.

2 A billboard or flyer placement with its QR code and the touchpoints it produced

This is a poster measured like an ad. Each scan landed on a contact and shows up in the funnel.

3 A lead with its score reasons, owner and response-time target, then the deal it became

Marketing generated it, sales is working it, and nobody re-keyed anything between the two.

4 The same contact's support ticket and the paused promotion

Support sees the whole history, and marketing will not send an offer to someone with an open complaint.

5 The content calendar with an item waiting on legal and client approval

Every channel, print deadlines included, with approvals on record instead of in email threads.

6 A funnel reconciled against Google Analytics, Meta and Mixpanel

You keep the tools you trust. This explains where they disagree, and the reports go to BigConsole.

7 The weekly AI brief with alerts and proposed fixes

It tells the team what needs attention before anyone goes looking, and it acts only within the limits you set.

8 The pricing page

Priced on contacts rather than seats, with a free tier and no onboarding fee. Try it before you decide.

15 Sales Talking Points

Eight lines that hold up under pressure, with the reason each one works. Say them in your own

words.

One customer record for marketing, sales and support, with no sync between them.

This is the architectural claim everything else rests on, and a prospect can verify it on the free tier.

A billboard, a flyer and a booth scan are measured like an ad click.

No digital-only suite can say this, and it turns offline spend from a guess into a defended budget line.
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Every location can run its own campaign within brand rules.

Multi-location businesses and franchises live with this problem every week, and most tools treat location as an address field.

Leads are scored with reasons, routed with response-time targets, and never lost between teams.

Sales leaders feel the cost of cold leads directly, and the explanation behind a score is what makes reps trust it.

Keep Google Analytics, Meta and Mixpanel; we reconcile them and send the reports to BigConsole.

It removes the fear of ripping out tools the team trusts, and speaks directly to the leader who has to present the numbers.

One content calendar, with approvals from legal, regional teams, clients and creators on record.

Agencies and brands with compliance reviews feel this pain the most, and an audit trail answers it.

The AI tells you what needs attention this week, and acts only within your limits.

It reframes AI from a copy generator to an assistant that watches the business, under the same governance as people.

Priced on your audience, not your headcount, with no onboarding fee.

Seat-based escalation and mandatory implementation charges are the two things buyers complain about most in this category.
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16 Objection Handling 12 OBJECTIONS

The objections below are in the prospect's own words, including the hard ones. Where the

honest answer is a concession, concede it; a partner who bluffs and gets caught costs more

than the deal was worth.

“We already use HubSpot. Why would we move?”

Most teams should not move for features alone; they should move for shape and for what their current suite does not cover. Here

marketing, sales and support are one record and one subscription, priced on contacts rather than seats, with no onboarding fee,

and physical, geo and influencer marketing are built in. If ecosystem depth and a long reference list are what matter most, that is

a genuine reason to stay, and I would rather you heard that from me.

PROOF · Published pricing, the comparison pages on the website, and the free tier.

“You have no customers we can call. Why would we be early?”

You would be early, and that is a real risk to weigh rather than talk away. What reduces it: the free tier lets you evaluate the

product before spending anything, the governance layer comes from a platform shared across a family of products, and your

data stays exportable throughout. If you need a vendor with a long reference list, waiting is a fair decision.

PROOF · Sign-up is open on the free tier; the wider product family is listed at burdenoff.com/products.

“Can it really track print, billboards and events?”

Yes, that is the centre of the product. Each placement gets its own QR code, short link, promo code or tracked number, booth

and field teams capture leads on a phone, and every scan, call or redemption becomes a touchpoint on the contact. The printing

and installation are still done by your vendors; HeadshotMarketing plans, approves, tracks and measures the work.

PROOF · Ask us to walk through a placement and the touchpoints it produced on a call.

“We are not giving up Google Analytics or Mixpanel.”

You do not have to. They are connected, not replaced. The funnel runs across their data, the CRM and offline events, and

reconciled reporting explains where the numbers differ. Reports and analytics go to BigConsole for leadership.

PROOF · The integrations and analytics pages on the website.

“Our automation is the heart of what we do. How deep does it go?”

Journeys run across email, SMS, WhatsApp and push with triggers, branches and consent per channel, and FluidGrids takes

workflows into any third-party tool. A specialist automation vendor has a longer track record on that one axis, so if complex

nurture is your entire operation, run a side-by-side with us on your real journeys before deciding.

PROOF · A guided walkthrough on your own journeys, booked through the calendar link.

“It is cheap. What is the catch?”

Two things, both structural rather than hidden. Capability is not split across separate product lines, so there is no second and

third subscription. And it is priced on marketing contacts rather than seats, so the growth that usually inflates a renewal quote

does not inflate this one. What you give up is maturity: the product is younger than the suites you are comparing it to.

PROOF · All plans, quotas, add-on prices and regional bands are published.

“How do I get my data out if this does not work?”

The same way it goes in: the API covers every entity, so a full export is a script rather than a support ticket, and activity and audit

timelines are exportable. There is a 30-day money-back window on a first paid purchase.

PROOF · The published API and the refund window in the billing terms.

“We need SOC 2 before we can sign anything.”

Then we cannot meet that gate today, and I would rather say so than waste your procurement team's time. There is no

completed third-party attestation. What exists is a published security page, a subprocessor list, encryption in transit and at rest,

permission checks on every operation, tenant isolation and an audit timeline.

PROOF · The public security page states the position openly and makes no certification claim.

“You are a small company. What happens if you disappear?”

A fair question that no amount of enthusiasm answers. The product runs on a shared platform used across a family of products

rather than a single-product company, and your data stays exportable throughout. Start on the free tier or monthly billing rather

than an annual commitment, and let the product earn the longer term.

PROOF · The product family at burdenoff.com/products; monthly billing and a free tier are published.
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“Who supports us, and how quickly?”

Support level goes with the plan: community on Free, email under 48 hours on Starter, priority under 24 hours with a 99.5 per

cent service level on Growth, priority under 8 hours with 99.9 per cent on Business, and a dedicated service level on Enterprise.

For anything commercial or complex, you have a direct line to Vignesh.

PROOF · Support tiers and service levels are published against each plan.

“Our team will never adopt another tool. The last migration was painful.”

Then do not migrate first. Start with the thing your current stack cannot do at all, such as tracking a print run, a store event or a

trade show, on the free tier and alongside what you have. If that earns its place, consolidation happens later on evidence rather

than on a promise.

PROOF · The free tier carries every feature family, so a single-channel trial needs no procurement step.

“Is this a photography product? The name suggests headshots.”

No, and you are not the first to ask. It is a marketing and sales platform with nothing to do with photography; the name is just a

brand name. The website says so directly in its questions section.

PROOF · The clarification is in the published questions on the website.

17 Discovery / Qualification Questions

Ten questions that surface whether there is a real opportunity here. Ask four or five, not all ten,

and listen for the specific answers noted rather than agreement.

ASK THIS LISTEN FOR

Which tools do your marketing, sales and support teams pay

for, and what does each one do?

Four or more subscriptions, or any admission that two of them

overlap.

How much of your marketing happens offline: print, mail,
billboards, stores, events, field teams?

Real offline spend with no way to measure it. This is where the
strongest case sits.

Do you run more than one location, branch or territory? Branches improvising their own marketing, drifting local listings, or

no fair way to compare locations.

When your leadership asks what marketing returned last

quarter, how do you answer?

A pause, a spreadsheet, or 'it depends which tool you ask'.

What happens to a lead between marketing capturing it and

sales calling it?

Exports, delays measured in days, or leads that are never followed

up.

Can support see what marketing sent a customer, and can

marketing see open tickets?

No, in either direction. Promotions to unhappy customers are a

strong signal.

Where does your content calendar live, and how do

approvals happen?

Spreadsheets, email threads, client sign-off by screenshot, or legal

changes at the last minute.

Which analytics tools do you rely on, and do their numbers

agree?

Google Analytics, Meta and Mixpanel reporting different conversion

numbers.

If you run clients or brands, how are they kept separate

today?

One login per client, shared accounts, or manual monthly reporting.

What would have to be true for you to trial something new

this quarter?

A named trigger: a renewal date, a budget review, a new location or

a trade-show season.

Does anything need to be in place before you could sign: a
security review, procurement, a certification?

A hard requirement for a completed third-party attestation. Better to
find that out now.
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18 How to Identify a Good Opportunity

Use these to decide where to spend your time. Green means bring it to us now; amber means

keep talking but do not promise anything; red means say so and move on, which is worth as

much to us as a lead.

STRONG SIGNAL — PURSUE

They spend real money on print,

mail, outdoor, stores, events or

field teams and cannot measure it

Multi-location business or

franchise with branches running

their own marketing

They can name four or more

marketing, sales or support tools

and admit two of them overlap

Leads go cold between marketing

and sales, or support and

marketing never talk

It is an agency with more than ten

clients, manual reporting and client

approvals by email

Google Analytics, Meta and the

CRM disagree and leadership

wants one number

They are in India, the Gulf, South

East Asia or Latin America, where

the regional price band is a large

part of the case

Introduce us straight away.

WORTH A CONVERSATION

Deeply invested in an incumbent

suite with a contract term still to

run; worth a conversation, not a

push

Automation-heavy operation where

complex email journeys are the

whole of the daily work; propose a

side-by-side

A security review is expected but

no attestation is a hard gate; check

the procurement threshold early

Interested but with no trigger date;

keep it warm rather than

registering it now

A single-person team where the

breadth may be more than they will

ever use

Qualify further before an introduction.

POOR FIT — DO NOT CHASE

They want headshots, portrait

photography or personal branding

images: wrong product entirely

Procurement requires a completed

third-party security attestation

before signature

The whole requirement is a

transactional email or SMS API

A solo creator or newsletter author

who needs a simple audience tool,

not a platform

Already mid-implementation on a

competing suite with a consultant

engaged

Politely park it; suggest another

product if one fits.

THE ONE-QUESTION TEST

How many separate tools does it take to follow one customer from the flyer or ad that found them to the sale and the support

call? If the honest answer is three or more, there is an opportunity here.
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19 How to Introduce Us

Keep the introduction short and honest. You are not selling the product, you are saying why this

particular person should spend twenty minutes with us. Name the specific pain you heard

rather than describing the platform.

IN CONVERSATION

“Say something like: 'You mentioned your flyers, store events and online ads all live in different tools and nobody can

say what each one returned. There is a platform I know that puts marketing, sales and support on one customer record,

online and offline, so a QR code on a poster is measured like an ad click. It is priced on contacts rather than seats and

has a free tier. Worth twenty minutes with the person who runs it?' Then send the introduction while it is fresh.”

EMAIL — SUBJECT: MEASURING THE OFFLINE AND ONLINE MARKETING YOU MENTIONED

Hi [Name],

You mentioned you run [channels] across [tool 1], [tool 2] and a couple of spreadsheets, and that pulling one number

together still takes half a day.

I came across HeadshotMarketing, which puts marketing, sales and support on one customer record, including print,

events and in-store work, which it tracks with QR codes, promo codes and tracked numbers. It connects Google

Analytics, Meta and Mixpanel rather than replacing them, and it is priced on contacts rather than seats, with no

onboarding fee.

There is a free tier if you want a look first: headshotmarketing.com

If it is worth a proper look, Vignesh who runs it is at vignesh@burdenoff.com or +91-7358445777, and his calendar is at

https://calendly.com/vignesh-burdenoff/1-1. Happy to introduce you directly.

Best,

[Your name]

SHORT MESSAGE / LINKEDIN

Short version for a message: 'You mentioned the tool

sprawl. HeadshotMarketing puts marketing, sales and

support on one record, online and offline, and measures a

flyer like an ad click. Free tier at headshotmarketing.com, or

I can introduce you to Vignesh who runs it.'

WARM THREE-WAY INTRODUCTION

Best of all: put us in one email together. 'Vignesh, meet

[Name] at [Company] — they run marketing across

[channels] and are paying for [number] tools to do it.

[Name], Vignesh built HeadshotMarketing and is the right

person to tell you honestly whether it fits.' Copy

vignesh@burdenoff.com and let the two of them take it

from there. Tell us what you have already said so we do not

repeat it or contradict you.

Please do not: Do not claim customers, results, usage numbers or named references; there are none, and a prospect who finds that out

stops believing you on everything else; Do not promise a capability, configuration, integration or delivery date in writing; bring us in and let
the prospect see the product. HeadshotMarketing is sold only under its own name, so never offer it as a white-label product; Do not quote a

price you have not read on the pricing page or in this playbook, and never invent a discount or a competitor price; Do not claim any security
certification; there is no completed third-party attestation today; Do not push a prospect who fails the one-question test; telling us it is not a

fit is genuinely useful and costs you nothing

20 Lead Handoff Process

Once a prospect is interested, hand over rather than trying to carry the commercial

conversation alone. Register the opportunity first — registration is what protects your

commission, and it has to happen before we are already talking to them.
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1 Register the opportunity before you introduce

Email vignesh@burdenoff.com with the company, the contact, what you have discussed and the expected timing. Approved

registration is protected for 90 days, with one 90-day extension possible where there is active progress. There is no

retroactive registration, so do this first.

2 Send the introduction

A single email with both parties on it works best. Say what you heard from them, name the specific pain, and let us take the

product conversation from there. Copy yourself so you can follow the thread.

3 We qualify within two working days

We come back to you with a view on fit, and either book the call or tell you plainly that it is not right. You will always hear the

outcome, including when the answer is no.

4 Discovery and walkthrough with the prospect

Usually one call of thirty to forty-five minutes, run by Vignesh, with you welcome to join. A prospect who has already tried

the free tier makes this call much shorter and much better.

5 Trial, quote and close

Most buyers self-serve on the free tier and upgrade themselves. Enterprise and agency arrangements are quoted; all quotes

and any discounting are approved by us before they reach the customer.

6 Commission on collected revenue

Commission is paid on collected net revenue, 15 days after the revenue is realised. Refunds, credits and chargebacks reduce

or reverse it, and multi-year deals pay as the cash is collected rather than on total contract value.

SEND US THIS — IT IS ALL WE NEED

Company name, website, number of locations and rough

size of the marketing team

The name, role and contact details of the person you

spoke to

What they use today across marketing, sales and

support, and what it costs them, if they told you

The specific pain they described in their own words; this

is the single most useful thing you can pass on

How much of their marketing is offline: print, mail,

outdoor, stores, events or field teams

Any timing or trigger you know about: a renewal date, a

budget cycle, a launch or a trade-show season

Anything you have already told them about capability or

price, so we neither repeat nor contradict you

Whether there is a procurement, security or certification

requirement in the way

WHAT HAPPENS NEXT, AND WHEN

We acknowledge a registration within one working day and

come back with a qualification view within two. If a

prospect asks for a call, we aim to have it in the diary within

five working days. You hear the outcome either way — you

should never have to chase us to find out what happened to

your introduction.

Deal registration: Register before you introduce. An

approved registration is protected for 90 days, extendable

once by another 90 where there is active progress. If we

already had an active opportunity with that account,

commission does not apply unless you bring a new buying

centre or materially expand the scope. Where two partners

claim the same deal, the first approved registration with real

contribution takes priority, and any split needs written

approval.
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21 Partner / Referral Commercials

Partners are paid on collected net revenue rather than list price, so a customer on a regional

band pays their local price and the commission follows that amount. Five programme types

cover everything from a simple introduction to a full reseller relationship, and you can move

between them as your involvement grows.

PROGRAMME YOUR ROLE FIRST-YEAR RENEWAL / ADD-ONS

Referral Partner Registered introduction, no

sales ownership

10% of first-year collected
net software subscription

0% unless separately approved ·

3% on first-year collected net add-

ons, capped at $10,000

Marketing Consulting

Partner

Introduction plus support

through the customer's

evaluation

12% of first-year collected
net software subscription

0–3% where the partner is active in

the success plan · 3% on first-year

collected net add-ons, capped at

$15,000

Implementation Partner Introduction plus rollout,

migration, integration or

training delivery

15% of first-year collected
net software subscription

3–5% where the partner is active in

the renewal success plan · 5% on

first-year collected net add-ons,

capped at $25,000

Authorised Reseller Approved resale with first-line

commercial ownership in a

territory or account

Up to 15% reseller margin on
the approved quote

Up to 8% where the account stays

active and supported · Up to 5% on

dedicated tenancy or managed

services, where approved

Managed Service or

Strategic Partner

Operates HeadshotMarketing

for end customers under the

HeadshotMarketing name, or

brings a bundled offering

Custom wholesale or managed-
service terms

Custom · Custom

HEADSHOTMARKET ING  —  PARTNER  PLAYBOOK 26 / 36



THE RULES THAT MATTER

Register the opportunity before the introduction. There is

no retroactive registration, and registration is protected

for 90 days with one possible 90-day extension.

Commission is calculated on collected net revenue only

— excluding taxes, refunds, chargebacks, credits,

payment fees and any pass-through costs. Regional band

pricing is a normal market price, not a discount, so it

does not reduce eligibility.

Larger deals carry an extra incentive on first-year net

subscription: 1% on $100,000–$249,999 capped at

$2,500, 2% on $250,000–$499,999 capped at $7,500,

and 3% above $500,000 capped at $25,000 — all

requiring registration before procurement.

We approve every quote, all discounting and all contract

terms. Do not promise a price, a discount, a feature or a

timeline in writing without our approval.

Partner commission and affiliate rewards do not stack on

the same customer, and heavy customer discounting can

reduce the commissionable amount.

Dedicated tenancy, self-hosted arrangements, premium

support and managed services carry lower, quote-

approved rates because of the delivery effort involved.

Services you contract directly with the customer —

migration, training, campaign delivery — are yours to

keep and price, as long as they do not conflict with our

agreement with that customer.

Marketplace and content-publisher revenue is not

partner-commissionable; it follows a separate publisher

programme.

GETTING PAID

Commission is paid 15 days after the revenue is realised,

once settlement, refund, cancellation, fraud, tax and

payout-document checks clear. Payment is in the currency

stated in your partner agreement, converted at the payment

processor's or accountant's rate where the customer paid

in another currency. Multi-year contracts pay as the cash is

collected rather than on total contract value. Refunds,

credits and chargebacks reduce or reverse commission.

You are responsible for your own invoicing and local tax

compliance; we withhold and report where the law requires

it.

These are the standard programme terms as published and are shown for guidance. The terms that actually apply are those in your signed
partner agreement and in the quote issued to the customer. Rates, caps and eligibility can differ by deal, and every quote requires our approval

before it reaches a customer.

22 Contact Information

YOUR CONTACT

Vignesh T.V.

vignesh@burdenoff.com

+91-7358445777

BOOK A 1-1 CALL

https://calendly.com/vignesh-

burdenoff/1-1

Use this for anything — qualification,

pricing, a joint call with your

prospect, or a live demo.

EVERY BURDENOFF PRODUCT

https://burdenoff.com/products

If HeadshotMarketing is not the right

fit, the answer may well be on that

page.

WHICH CHANNEL FOR WHAT

A live opportunity — email with the handoff details in section 20, and copy the phone number in if it is time-sensitive.

A question you cannot answer — book the 1-1 call; it is usually faster than email.

A prospect who wants to meet us — send them the calendly link directly, or ask for a joint call.

23 Useful Links & Sales Assets

ASSET WHERE WHAT IT IS FOR

Product website https://headshotmarketing.com The public story, features, comparisons and

pricing. Start here and send this first.
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ASSET WHERE WHAT IT IS FOR

Pricing https://headshotmarketing.com/pricing Published plans, quotas and add-ons.

Quote from this page, never from memory.

Side-by-side comparisons https://headshotmarketing.com/vs Comparisons against HubSpot,

ActiveCampaign, Mailchimp and Brevo,

including where they win.

Use cases https://headshotmarketing.com/use-cases Full scenario write-ups. Useful to send after

a first conversation, matched to the

prospect's role.

Sign in or create an account https://app.headshotmarketing.com The product itself. The free tier is the most

persuasive thing you can point a prospect

at.

Documentation https://docs.headshotmarketing.com Product overview, guides and API reference
for technical evaluators.

Security and privacy https://headshotmarketing.com/security The published security position and

subprocessor list. Send this when a

security review comes up.

Questions and answers https://headshotmarketing.com/faq Covers the common questions, including

the one about the name and photography.

Book a call with Vignesh https://calendly.com/vignesh-burdenoff/1-1 Direct diary link for a walkthrough, an

enterprise question or anything

commercial.

Email Vignesh T.V. mailto:vignesh@burdenoff.com Register opportunities and send

introductions here. Phone: +91-

7358445777.

The wider product portfolio https://burdenoff.com/products Useful when a prospect asks who is behind

the product or what else might fit them.

WHAT YOU CAN SHARE, AND WITH WHOM

Share freely: anything published on headshotmarketing.com: the product story, features, use cases, comparison pages,

pricing, security page and documentation.

Prospects only: this playbook, the cheat sheet, the demo flow and the objection handling. Send them to a named individual

at a qualified account, never post them publicly or attach them to a mass mailing.

Never share: the commission tables, deal-registration terms and any margin or discount detail.

Needs our sign-off before it goes out: any comparison you write yourself, any customer-facing commitment about a

capability or date, any quote or discount, and any use of the brand name or logo in your own marketing.

Never invent: customers, results, usage figures, security certifications, competitor prices or delivery dates. If this playbook

does not have it, ask us.
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24 Product Mockups — Complete Visual Appendix 43 SCREENS

Every screen in the HeadshotMarketing design set — 43 in total, none omitted. Use these to

show a prospect what the product looks like before a live demo.

PRODUCT SCREENS · 36 SCREENS

001 Dashboard Overview 002 Campaigns List

003 Campaign Create 004 Campaign Details

005 Social Calendar 006 Social Composer

007 Social Accounts 008 Ads Campaigns
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009 Ad Create 010 Ad Creatives

011 Ad Audiences 012 Influencer Discovery

013 Influencer Relationships 014 Analytics Dashboard

015 Analytics Reports 016 CRM Contacts
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017 CRM Pipeline 018 CRM Leads

019 Automation Workflows 020 Automation Builder

021 Content Library 022 Content AI Tools

023 Content Assets 024 Events List

HEADSHOTMARKET ING  —  PARTNER  PLAYBOOK 31 / 36



025 Events Create 026 SEO Tools

027 Page Builder 028 Content Editor

029 Campaign Templates 030 Landing Page

031 AI Console Generation 032 AI Usage Ledger
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033 SEO Audit Findings 034 MCP Agent Tools

035 Lead Scoring Explained 036 AI Optimization Proposals

BEAUTY PERSONAL CARE · 1 SCREENS

037 Beauty Launch Creator Claims Check 1 Claims Check

CREATOR ECONOMY · 1 SCREENS

038 Creator Sponsorship Deal Desk 1 Sponsorship Deal Board
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EVENTS · 1 SCREENS

039 Event Ticket Sales Pacing By Channel 1 Ticket Pacing Board

MARKETING ADVERTISING · 1 SCREENS

040 Influencer Deliverables And Disclosure Tracker 1 Creator Deliverables Tra

NONPROFITS · 1 SCREENS

041 Donor Retention And Renewal Journeys 1 Retention Segments

SMALL BUSINESS · 1 SCREENS

042 Small Business Weekly Marketing Plan 1 This Week S Plan
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WHOLESALE DISTRIBUTION · 1 SCREENS

043 Distributor Rep Territory Coverage Board 1 Territory Coverage Board
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Found someone who needs
HeadshotMarketing?
You are not being asked to sell software. You are being asked to notice a

business whose marketing, sales and support live in a dozen places, online

and offline, and make one introduction, honestly framed. Do that well and

the rest is ours to carry.

EMAIL OR CALL

Vignesh T.V.

vignesh@burdenoff.com

+91-7358445777

BOOK A 1-1 WITH VIGNESH

https://calendly.com/vignesh-burdenoff/1-1

ALL BURDENOFF PRODUCTS

https://burdenoff.com/products

Burdenoff Consultancy Services Pvt. Ltd. · HeadshotMarketing is available at headshotmarketing.com.

This playbook is confidential and intended for Burdenoff partners. Figures, plans and capabilities are current at

the date of issue and may change; final commercial terms are those set out in your partner agreement and in the

quote issued to the customer.


