
 

 

  



 

 

The VP Money Tree: A Scalable Revenue Model For Virtual Professionals 
By Daniel Ramsey 

Most business owners don’t automatically have much clarity around what precisely their job is 

as an owner. You have probably identified some daily tasks through your Sticky Challenge that 

are non-dollar-productive. They might be paperwork related, like accounting, or customer 

related, like follow-up calls. No doubt by now you understand why you shouldn’t be doing them. 

So, what should you be doing?   

The answer is straightforward: Your job is to create predictable revenue and scale your 

business. It is also to ensure that everything your employees are doing lead toward that 

overarching outcome. Why? Because revenue growth cures all problems. At some level, every 

company is in the business of selling, and to scale your business, your company will need to do 

it with ever-increasing efficiency.  

The problem is that many business owners hit their stride when they become successful at 

selling, so their natural response to growing their business is to sell more and sell harder. It 

wasn’t until I first started hiring salespeople that I began to realize that being a great 

salesperson was not where my true value was. My value was in having the vision and creating 

systems to generate more revenue and scale my business. I discovered that by delegating to 

my virtual professionals, I was able to remove virtually all my non-dollar-productive activities 

from my plate and the plates of my US employees, so we could focus on just those two things.   

In every major corporation, the CEO, owner, or principals are focused on growing the company. 

These individuals are typically compensated with a bonus or salary structure that is tied to the 

percentages of growth they engender. There is good reason for this; when our companies are 

growing, our clients are served at the highest level possible and we have the best available pool 

of talent. We have the best available technology and have profits to invest in infrastructure and 

training. Simply put, companies that are growing are alive. The flip side of that is that companies 

that are not growing are dying. That sounds extreme, but it is true. If I tell you your company is 

not growing as it should, you may object and say, “But look! We grew five percent last year.” 

Now, five percent is a great number for a huge business, but for most mid-sized and small 

business, five percent isn’t enough to enable you to do the things you want in life. That is the 

magic of delegating non-dollar-productive activities and focusing the majority of your company’s 

activities on revenue generation.  

Accenture’s Sage but Expensive Advice for IBM 

One of the best examples I can give you of a company that saved itself by making this 

realization is IBM. In the 1990s, IBM had flatlined. They had a revolving door of CEOs and much 

of their board had been dismissed. Their stock was plummeting as they struggled to remain 

relevant. They knew that they had to do something new or face corporate death. When it really 

began to look like IBM was dead, the company hired the management consultancy firm 

Accenture. For six months, Accenture interviewed support staff, salespeople, managers, and 



 

 

leaders. They analyzed the company’s activities much like you did with The Sticky Challenge 

and came up with one major conclusion: IBM needed to hire assistants for its sales team.  

What had happened was that someone who ran IBM had a financial background rather than 

sales. Being a financial type, this person had inundated the sales team with documentation and 

contractual requirements. This meant that there was a mammoth amount of administrative and 

project management work involved in closing deals. When Accenture did its inventory of the 

sales team’s activities, it revealed that each salesperson was spending between 60 and 70% of 

their time on paperwork. They had very little time left to sell!   

The solution to this problem probably seems like common sense to you now given all that you 

know about dollar-productive activities. Yet even a company as big as IBM fell victim to the non-

dollar-productive time suck, and what’s more, they paid Accenture a million dollars for pointing it 

out. Being a nice guy, I’ve saved you those millions of dollars by pointing it out to you now. 

   The 4 P’s Framework:  

Prospecting, Presenting, Persistent Follow-Up, and Potential Referrals 

To help you maintain your focus on generating revenue, I will introduce you to the 4 P’s. 

Everyone at MyOutDesk focuses on the 4 P’s. When I left the country for six months in 2011, I 

set a goal of increasing our revenue using them. Not only did we double that goal using this 

system, but we also ended up helping thousands of people find jobs with growing businesses 

across the U.S. The 4 P’s stand for Prospecting, Presenting, Persistent Follow-Up, and 

Potential Referrals. 

 

Prospecting 

Everyone understands what prospecting is, but not everyone understands how to measure it or 

how it drives revenue. At its most effective, prospecting isn’t just going out to get new business 

from people you don’t know. The reality is that you should be spending more time 

communicating with your existing clients to either encourage them buy more from you or earn 

referrals from them.  

Sometimes the best thing to do is to simply call the clients currently in your sphere and say 

hello. What stops you from doing that? If you aren’t already prospecting this way, it is probably 

because you don’t want to sound like a sleazy salesperson and/or you wouldn’t know what to 

say. You want people to like you. That is something many salespeople fear. The truth is that 

there are very simple ways to get through that resistance to prospecting existing clients. You 

can ask them what they accomplished in the past year, and what their goals are for the coming 

year. It doesn’t have to be a weird conversation along the lines of, “I’m calling to see if you want 

to buy more insurance,” or “Call me if you want to buy a stock.” It can simply be connecting to 

see if you can help them accomplish their hopes and dreams.  



 

 

You can also touch base with something as simple as forwarding an article about something 

you know they are interested in. It shows them that you care about them and would like to be 

their partner in what they want to achieve in the world. That is one of the most important things 

you can do to drive more referrals. If you are not generating 70% of your business from 

referrals, I believe you have some work to do. That will require you to prospect not just every 

day, but in the right way to get you to that 70% so you can create a saleable business.  

Another area you should be prospecting from is potential or high probability clients. The best 

time to get a new client is when the client’s life has shifted in some way. If you are an insurance 

broker, for example, who offers home, auto, and life insurance, you should be looking for clients 

who have just bought a new home, bought a new car, or had a kid. If you are a real estate 

broker, the life shifts you might be looking for are kids beginning school, divorces, or deaths. If 

you are an investment advisor, you might be looking for people with job changes. Whatever the 

case, you should be targeting the demographic that is most likely to need what you are selling.  

One of the things MyOutDesk does well is that our sales team, which includes virtual 

professionals, is a group full of prospecting powerhouses. They work the phones day in and day 

out, having four hours of conversation each day. Our sales team is just as effective closing cold 

leads as they are with warm leads because they focus entirely on clients’ outcomes. 

Presenting 

If I were to ask you what presenting involves, what would you say? Your answer would probably 

be something like, “I start by telling them about my product or service, point out why they should 

choose me and not someone else, and tell them how customers think my company is stellar in 

its niche.” And there is nothing wrong with that. But what I want you to remember is that 

presenting should also involve focusing on what is in it for them, the client. What is their best 

outcome? We often ask our clients, “If you could have one win out of this call, what would it be? 

If you could walk away with one thing of value, what is it?” In other words, we determine what 

would be a win for them.  

We train our virtual professionals to focus on this. In fact, one of our core values is a servant 

heart. We want to serve our clients and vendors we are in business with. Our perspective is that 

when you add value to people, it will be reciprocated. As Zig Ziglar said, “Help enough people 

get what they want, and you will eventually get what you want.”  Focus your presentation on the 

end-users make sure they are your focus and help them with their dreams and goals.   

Scale Framework:  A company Mission (what they do), Vision (where they are going), Values 

(the standards they collectively hold), Value Proposition (why clients choose them), and 

Positioning (how your company is different or better) are required when you reach the We Do It 

stage and can be folded into story mode while presenting and procespecting to a potential 

client. 

www.virtualprofessionals.com/presenting 

 



 

 

Persistent Follow-Up 

Persistent follow-up really matters, and this is something our virtual professionals excel at. If 

someone isn’t moving forward with your product, you need to find out why. The other day, my 

wife and I were talking about my girls moving into one of our second-story bedrooms. I thought 

bunk beds might be a good solution for them, but my wife wasn’t sure that they would be big 

enough to handle that yet.  

I did a quick Google search for bunk beds to see if that was the case, and naturally within 

minutes, Facebook had ads for bunk beds in my feed. It’s amazing how that works, isn’t it? 

Facebook knows what is going on in our world. Even though we aren’t quite ready for bunk beds 

yet, as long as that ad campaign continues in my feed, I will probably click through to look at 

them—because guess what? Next year I will be ready to buy bunk beds. It is the same with 

following up; if a potential client is not ready to buy yet, establish a date when they might be. 

Next Christmas time, for example, might be a good time to get me thinking about bunk beds 

again. 

This is massively important for our salespeople because we have instilled the notion in them 

that 90% of the time, there is no way to know why someone isn’t buying unless you ask.  

Potential Referrals 

The last of the 4 P’s is the potential referral. I don’t like to lose, so if I find that a person just isn’t 
ready to move forward with me (or even if they do move forward) I like to say, “Hey, I hope you 
found value in our conversation today. Who are the two or three people you like and admire who 
would enjoy a conversation just like the one you and I just had?” I am ready to write people’s 
names down, and often ask for a personal email introduction to warm things up. For any 
business owner aiming for a 70% referral rate this can transition your company directly into 
hypergrowth and scaling.   

 

Scale Framework   

Visit our website for a video explanation of this framework at  virtualprofessional.com/4P. 
 

About MyOutDesk 
To learn more about MyOutDesk, visit our website at www.myoutdesk.com or call 1 (800) 583-

9950 and we will reach out to you to schedule a personalized one-on-one consultation.  
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