Chapter 1: Beginnings at Being Addictive

Aarav had always trusted numbers more than people.
Spreadsheets didn’t change moods. Dashboards didn’t get offended. Funnels, if designed well, behaved exactly as expected. That was one of the many reasons he liked his job at Being Addictive, a buzzing digital marketing agency tucked on the eighth floor of a glass building in Pune’s business district. The office smelled of coffee, ambition, and the faint hum of machines running campaigns for businesses across India—CA firms, advocates, interior designers, event companies, lifestyle brands, insurance and finance advisors, and more.
That Monday morning, the glow of multiple screens reflected in his glasses as he reviewed weekend campaign performance. One of their clients, a mid-sized accounting firm, had just crossed its quarterly lead target in half the time. Another, a lifestyle brand, was finally seeing results from a new content strategy. On his primary monitor, a dashboard showed conversion graphs inching upward, line by line.
“Good,” he murmured to himself. “This is how it should look.”
He took a sip of his coffee and glanced at the time. 9:45 a.m. In fifteen minutes, the team would gather in the main conference room for the weekly strategy huddle. Today’s agenda was different, though. They weren’t just reviewing campaigns—they were onboarding someone new.
Across the city, in a moving cab trying to outsmart Pune’s traffic, Riya stared at the company name on her offer letter: Being Addictive Digital Pvt. Ltd. Even the name felt like a promise. She’d spent the weekend browsing their website and social media pages, impressed by how they spoke about “full-funnel growth engines,” “AI-led personalization,” and “human-centered digital journeys.” This wasn’t just another agency chasing likes and followers. They seemed obsessed with outcomes.
She liked that.
On the passenger seat beside her, her notepad lay open. On the first page, she had written three words in capital letters:
STORIES. SYSTEMS. SCALE.
Stories were her territory—content, brand narratives, the emotional hooks that made people care. But systems and scale? That was the world she wanted to grow into. She had done good work at her previous job, but too often campaigns felt like one-off bursts, not part of a larger engine. Being Addictive, at least from what she’d seen, had cracked that engine.
The cab stopped at the tall building. Riya stepped out, smoothed her kurta, and looked up. Somewhere inside, on one of those floors, her new life was about to begin.
The conference room at Being Addictive was long and bright, with a whiteboard full of scribbles on one side and glass windows overlooking the city on the other. At the far end, a screen showed a single slide:
“Digital Growth for Every Business”
Around the table, people began to settle—designers, media buyers, automation specialists, writers. Aarav took his usual seat close to the screen, laptop open, metrics ready. The door opened, and the founder walked in, followed by a young woman carrying a laptop bag and a notepad.
“Good morning, team,” the founder said. “Before we dive into campaigns, I want you to meet someone. This is Riya, our new Content and Strategy Lead. She’s going to be at the heart of our brand storytelling and campaign planning.”
Riya smiled, nodding at the room. Her eyes quickly scanned faces until they landed on Aarav, who had stopped typing.
He noticed two things instantly: she held her notepad like it mattered, and there was a mix of curiosity and calm in her expression. Not nervous, just aware.
“Hi everyone,” she said. “I’m excited to be here. I believe stories can move people, but I’m here to make sure they also move numbers.”
A small, unexpected smile tugged at the corner of Aarav’s lips. “We might get along,” he thought.
The founder continued, “For those who are new or need a reminder, let’s quickly revisit what Being Addictive really does. We’re not here to just run ads or post content. We design performance marketing ecosystems. We build data-driven customer journeys. We integrate AI, automation, and human insight so that every business—whether it’s a CA accounting firm, an advocate, an interior designer, an event company, a lifestyle brand, or an insurance and finance advisor—can grow predictably, not accidentally.”
He clicked through slides as he spoke, but Aarav barely needed to look. He knew the story by heart.
“We work across channels—search, social, email, WhatsApp, CRM. We don’t stop at lead generation; we focus on lead nurturing, sales enablement, and post-sales experience. Our job is to ensure that when a business partners with Being Addictive, their digital presence stops being random and starts being strategic.”
Riya listened intently, scribbling key phrases: ecosystem, journeys, predictability. This was the language she wanted to work in.
Then the founder added, “And we’re doing this in one of the most exciting times to be in marketing. We have AI tools that can write, design, predict, and optimize. But tools are only as good as the minds guiding them. That’s where each of you comes in.”
He turned to Aarav. “Speaking of minds, I’m pairing Riya with someone who lives and breathes funnels and automation. Aarav, you’ll be working closely with her on our new initiative—‘Digital Growth Playbook for Every Business.’”
“The book?” Aarav asked, raising an eyebrow.
“Yes,” the founder said. “We’ve been talking about it for months. It’s time to build it—through real campaigns, real learnings, and real case studies. Think of it as a project that will help our clients, our community, and our own team. Every chapter will reflect what we actually do here every day. Brand presence, social media, content, lead generation, nurturing, automation, sales, post-sales, AI—the full journey.”
He looked at Riya. “You’ll lead the narrative. Aarav will make sure every story is backed by strategy and numbers.”
She glanced at Aarav, smiling. “Sounds like a good partnership,” she said.
“We’ll see,” Aarav replied, half-teasing, half-guarded. “Stories are great, as long as they don’t ignore data.”
“And data is useful,” she countered easily, “as long as there’s a story strong enough to make someone care.”
The room chuckled.
After the meeting, they found themselves at the coffee machine at the same time.
“So,” Riya began, pouring herself a cup, “you’re the ‘numbers guy’ I’ve heard about.”
“And you’re the ‘story person’ they’ve been waiting for,” he replied. “Congratulations, we’ve both been typecast.”
She laughed. “Tell me something. If this book we’re building is called a ‘playbook for every business,’ what does that actually mean to you?”
He thought for a moment. “It means a CA firm in a small part of the city should have the same clarity about digital growth as a big retail brand. It means an advocate, an interior designer, an event company—all of them should know exactly what to do online: where to show up, what to say, how to attract leads, how to nurture them, and how to convert them. And not just once, but consistently.”
“So structure, predictability, systems,” she summarized.
“Yes. And what does it mean to you?” he asked.
“To me,” she said, “it means every business deserves a voice. A way to express who they are and why they matter—online. Most businesses know their work very well but struggle to communicate it. If we can help them tell their story in a way that gets them real business, we’re doing something meaningful.”
He nodded slowly. “Stories and systems again.”
“Exactly,” she said.
That afternoon, in a smaller meeting room, they sat side by side with laptops open, starting to outline Chapter 1 of the playbook.
“Let’s assume,” Riya said, “someone reading this is a CA, or an advocate, or runs an event company. They’re busy. They don’t care about jargon. Where do we start?”
“Start with reality,” Aarav said, typing as he spoke. “Most of them rely on referrals. Maybe a few ads. Maybe the occasional social post. But they don’t have a repeatable digital system. No clear funnel. No structured nurturing.”
“So we paint that picture,” she said. “Then show them what’s possible.”
He pulled up some anonymized dashboards and funnel diagrams. “We can show them what happens when they get it right. A CA who moves from no online presence to a solid website and Google Business profile. An interior designer who uses Instagram and YouTube to showcase transformations. An event company that fills seats using social ads and WhatsApp reminders. An insurance advisor who nurtures leads with educational content and simple, trust-building follow-ups.”
She watched the charts on his screen. The graphs rising weren’t just lines—they were lives changing.
“You know what’s interesting?” she said. “Behind every upward graph is a relationship. Someone trusted a message enough to click, to sign up, to buy, to stay. We’re not just moving numbers. We’re moving people.”
He looked at her, surprised by how perfectly she’d captured what he’d always felt but rarely said.
“Maybe,” he admitted, “I underestimated story people.”
“Maybe,” she replied, “I underestimated number people.”
They shared a small smile.
As the day turned into evening, the first framework of the book began to emerge on their shared document:
· Why every business—CA, advocate, interior design, event, lifestyle, insurance and finance—needs a digital growth system.
· How online presence, social media, content, lead generation, nurturing, automation, sales, and AI fit like pieces of a single puzzle.
· How Being Addictive had seen these patterns across dozens of campaigns.
Riya paused, fingers hovering over the keyboard. “Do you ever feel,” she asked, “that our work is like building a map?”
“A map?” he repeated.
“Yes,” she said. “Most businesses are lost in digital. Too many platforms, too much noise. What we’re doing—what this book will do—is give them a map. Clear roads. Signboards. Directions.”
“Then we better make sure the map is accurate,” he said. “And measurable.”
“And human,” she added.
Outside the window, the city lights flickered on, one by one. Inside, two people who had just met were building the foundation of something larger than a project—a framework, a journey, and unknowingly, the beginning of their own story.
Chapter 1 would be about why every business needed to embrace digital marketing, automation, and AI to grow. But beneath the strategies and examples, something else was quietly taking shape: a partnership between logic and emotion, between systems and stories.
In the weeks to come, they would explore each chapter not as theory, but through real campaigns and real decisions. They would learn, experiment, argue, win, fail, fix, and try again. And somewhere in the middle of landing pages and lead flows, posts and proposals, dashboards and deadlines, they would discover that growth doesn’t just happen in businesses.
It happens in hearts too.


























Chapter 2: When a Brand Finds Its Voice

By the next Monday, the whiteboard in the main conference room at Being Addictive looked less like a planning tool and more like a battlefield.
Arrows pointed in all directions. Circles overlapped. Words like “website,” “Google Profile,” “Instagram,” “LinkedIn,” and “YouTube” were scattered across the board in different colours. At the top, in Riya’s neat handwriting, were four words:
“Who are you online?”
Aarav sat at the table, arms crossed, studying the chaos. “You know,” he said, “for someone who loves clarity, this is very… abstract.”
Riya, standing near the board with a marker in her hand, smiled. “This is not abstract. This is the inside of a business owner’s brain. They know they need to ‘be online,’ but everything feels mixed up. Our job is to sort this.”
On the agenda today was their first major assignment together: develop a complete online brand presence strategy for a new client—a mid-sized CA accounting firm that, until now, had survived purely on referrals.
The founder had been clear in the morning check-in:
“If our playbook is for every business, we must prove that even a CA firm, which usually hates marketing, can build a powerful digital presence. This will be Chapter 2 of the book—brand presence using online channels. Start with the CA, then extend the template to advocates, interior designers, event companies, lifestyle brands, and insurance & finance.”
No pressure.
“Let’s start simple,” Aarav said, opening his laptop. “What do they have right now?”
He pulled up the existing assets of the CA firm:
· A basic one-page website last updated three years ago.
· No Google Business Profile.
· A dormant Facebook page with five posts from 2019.
· Nothing on LinkedIn as a company page, just the partners’ profiles.
“So technically,” Riya said, “they exist online. They just don’t live there.”
“Exactly,” he replied. “Right now, they show up as a name on a visiting card. Not as a real presence.”
Riya uncapped a blue marker. “Okay. If Chapter 1 was ‘why digital growth matters,’ Chapter 2 is ‘where do you live online?’ Let’s break this into layers.”
She drew three horizontal sections on the board:
1. Foundation – Website + Google Business Profile
2. Presence – Social media platforms
3. Proof & Personality – Content, reviews, and interactions
“Good,” Aarav said. “Now let’s get specific for the CA.”
Layer 1: Foundation – The Digital Office
For the CA, they started with the website.
“Think of the website as their digital office,” Aarav said. “If someone Googles them, this is the place they should ‘walk into.’ It needs to answer three questions quickly:
1. Who are you?
2. Can I trust you?
3. How do I contact you?”
He began listing sections:
· Clear hero line: “Tax, audit & compliance for growing businesses.”
· Services overview with simple language, not jargon.
· About section with photos of partners and their story.
· Testimonials from existing clients.
· A clear Call to Action: “Book a 20-minute consultation.”
Riya added, “And tone. Most CA firms sound like law books. We want clarity and warmth. Business owners are often anxious when they talk to CAs. Our job is to soften that anxiety without losing professionalism.”
Then came the Google Business Profile.
“Before they even see the website,” Aarav said, “many people will see the Google listing—on Maps or search. Name, address, phone, timings, reviews, photos. This must be accurate, complete, and updated.”
He listed steps on the shared document:
· Claim profile.
· Add correct NAP (name, address, phone).
· Add services, categories, and descriptions.
· Upload office photos.
· Encourage happy clients to leave reviews.
· Post monthly updates (tax tips, reminders).
“So for a CA,” Riya said, “their digital office is:
Website = main cabin.
Google Profile = reception.
We make both welcoming and clear.”
She stepped back from the board. “Now, let’s apply this same foundation logic to other categories too.”
She wrote underneath:
· Advocate – Website with practice areas, case types, FAQs; Google Profile with office location and reviews.
· Interior Designer – Website with portfolio gallery, before-after, style types; Google Profile with project photos.
· Event Company – Website with past events, services, packages; Google Profile with venue and event pictures.
· Lifestyle Brand – Website with catalog, story, and shopping; Google Profile for store or studio location.
· Insurance & Finance Advisor – Website explaining plans, process, and trust factors; Google Profile with testimonials.
“Same foundation,” Aarav said, “different details.”
Layer 2: Presence – Where People Spend Time
“Now,” Riya said, “let’s talk about where these businesses actually meet people online – social media.”
She drew six columns on the board:
LinkedIn, Instagram, Facebook, YouTube, X, WhatsApp.
“For a CA,” Aarav said, “LinkedIn is essential. Their ideal clients are business owners, founders, finance heads. LinkedIn and maybe YouTube for explainer videos.”
“And for advocates,” Riya added, “LinkedIn for credibility and thought leadership; maybe YouTube for simplified legal explainers.”
She moved to the next rows:
· Interior Design – Heavy focus on Instagram, Pinterest, and YouTube. Visuals matter here.
· Event Companies – Instagram, Facebook, and YouTube for event highlight videos and reels.
· Lifestyle Brands – Instagram and TikTok style short videos (or Reels/Shorts), plus maybe YouTube.
· Insurance & Finance – LinkedIn and YouTube; Instagram for simplified infographics.
She filled the matrix as they spoke, each cell representing a platform’s role for each business type.
Aarav watched, impressed. “So this becomes our Chapter 2 visual,” he said. “A table that shows: BY BUSINESS TYPE → WHICH PLATFORMS are non-negotiable, optional, or low priority.”
“Exactly,” she replied. “Because when someone asks, ‘Should I be on Instagram or LinkedIn?’ the answer shouldn’t be random. It should depend on who they are and who they serve.”
He nodded. “And we can back this up with data—engagement, click-through, conversion patterns we’ve seen across campaigns.”
“There,” she said softly. “That’s why this works. I draw the map, you mark the traffic.”
Layer 3: Proof & Personality – Why Anyone Should Care
“You know what most businesses miss?” Riya asked, sitting down across from him. “They sign up everywhere and then… stay silent. They exist but don’t express.”
“Or they post randomly,” Aarav added. “No consistency, no theme, no clear reason.”
“So Layer 3,” she said, “is where the brand finds its voice.”
They defined it clearly:
· Proof – Testimonials, reviews, case studies, client photos, before/after, certifications.
· Personality – The way they talk, their tone, their little quirks.
“For the CA,” she said, “proof is client testimonials, case studies like ‘How we helped a small business save on tax penalties.’ Personality can be calm, reliable, slightly friendly but not casual.”
“For the advocate,” Aarav continued, “proof is success stories, media mentions, bar association memberships. Personality is confident, reassuring, discreet.”
“For the interior designer,” she said, “proof is portfolio photos, client walkthroughs. Personality can be expressive, aesthetic, and inspirational.”
They went down each category, writing examples.
Aarav watched her work, the way she translated dry categories into human terms. “You really see them as people, not businesses,” he said.
“They are people,” she replied. “The CA who works late into the night before tax season. The advocate who fights for someone’s rights. The event planner who is up at 2 a.m. checking lights. When we build their online presence, we’re giving them a way to be seen—not just their logos.”
Something shifted in his chest. He had always cared about doing work that mattered, but he’d never been able to put it into words quite like that.
Connecting the Dots
By late afternoon, their Chapter 2 outline looked solid:
1. Every business needs a digital home – Website + Google Business Profile explained with examples for CA, advocate, interior design, event, lifestyle, insurance & finance.
2. Choosing the right neighbourhoods online – Which social platforms matter for which category and why.
3. Adding proof and personality – Reviews, testimonials, case studies, stories, and tone of voice.
“This chapter,” Aarav said, “will show them that brand presence is not about being everywhere. It’s about being in the right places, in the right way.”
“And,” Riya added, “it will also secretly teach them something else.”
“What’s that?” he asked.
“That they’re allowed to be human online. Not just ‘professional.’ People connect with real faces and real voices.”
He smiled faintly. “Like you’d say, stories.”
“Like you’d say, systems,” she replied.
They were packing up to leave when a message popped up on the screen from the founder:
“Nice work on the brand presence framework. Tomorrow, let’s lock Chapter 3: social media, channel-wise and industry-wise.
P.S. The way you two are structuring this—logic + emotion—is exactly what we want this book to stand for.”
Riya read the message and looked at Aarav. “Logic and emotion, huh?”
He shrugged lightly. “Seems like we’re stuck with each other.”
“Could be worse,” she said, slinging her bag over her shoulder. “At least you make good dashboards.”
“And you make good chaos,” he replied.
As they stepped out of the meeting room, the sun was setting behind the glass towers, casting long reflections across the floor. The agency buzzed with late work—campaigns to launch, reports to send, designs to approve.
Somewhere between strategy decks and whiteboards, between “foundation” and “presence,” a different kind of presence was forming—quiet, unannounced, but unmistakable.
Just like a brand finding its voice online, two people were slowly starting to find theirs, together.




















Chapter 3: The Right Place to Be Seen

By midweek, the rain had finally arrived in Pune.
It tapped softly against the long glass windows of Being Addictive, blurring the city outside into streaks of grey and light. Inside, the office was wide awake—keyboards clacked, phones buzzed, and the creative team argued gently about colours for an event flyer.
At the centre of this storm, in a smaller meeting room with a glass wall and a stubborn AC that was always slightly too cold, Aarav and Riya sat facing each other. Between them lay a printed sheet with a bold title:
“Chapter 3 – Social Media: Channel Wise, Industry Wise”
“We’ve told them who they are online,” Riya said, tapping the paper. “Now we have to tell them where to go.”
“And more importantly,” Aarav added, “where not to go.”
On the shared screen in front of them, a grid was half-constructed. Columns were labeled with familiar names: LinkedIn, Instagram, Facebook, YouTube, X, WhatsApp. Rows were the business types they’d chosen to represent in the book:
· CA Accounting
· Advocate
· Interior Design
· Event Companies
· Lifestyle
· Insurance & Finance
“This is the chapter where everyone wants shortcuts,” Aarav said. “They’ll ask: ‘Just tell me the best platform for my business.’”
Riya smiled. “And our answer will be: ‘It depends.’”
He sighed. “They’re going to hate that.”
“They’ll hate it less,” she replied, “if we show them real patterns instead of vague advice.”
The Matrix of Where
Riya stood up and went to the whiteboard again. She had started to enjoy this ritual: the board, the markers, the messy ideas that slowly turned into something usable.
“Let’s begin with the CA again,” she said. “Our old friend.”
She wrote:
CA Accounting
“Where does a CA’s ideal client actually spend time?” she asked.
“Founders, finance heads, SME owners,” Aarav replied. “Professionally, they’re on LinkedIn. Practically, they also live on WhatsApp. And when they’re searching, they’re on Google. For content, maybe YouTube—tax tips, compliance guides.”
“So priority channels for a CA,” she summarized, writing as she spoke,
“LinkedIn – high priority.
YouTube – medium to high if they’re willing to create content.
WhatsApp – essential for communication and broadcasts.
Instagram – optional.
Facebook – low priority unless they’re targeting very local small business groups.”
Aarav watched the board. “We should show this exactly like that in the book,” he said. “Not ‘you must do everything.’ But: Primary, Secondary, Optional.”
“Good,” she said. “Now, Advocates.”
Advocates and Authority
“Advocates,” Riya said, “need trust and authority. People go to them when something serious is at stake.”
“Which means,” Aarav added, “no gimmicky Reels with trending songs.”
“Agreed,” she laughed. “So, where?”
They thought aloud:
· LinkedIn – For corporate clients, other professionals, business referrals.
· YouTube – For explainer videos: “What to do if…”, “Understanding your rights when…”.
· Facebook – For local communities, groups, and information posts.
· Instagram – Only if they can handle professional, clean, educational content.
“And WhatsApp again,” Aarav said. “Updates, appointment reminders, document follow-ups.”
She filled the row on the board.
“You see the pattern?” she asked. “Social media isn’t just ‘which app is trendy.’ It’s ‘where does your customer go when they are thinking about your category?’”
Interiors, Events, and the Power of Visuals
Next came Interior Design.
“Visual first,” Riya said, almost instinctively. “Instagram, Pinterest, YouTube. People want to see spaces.”
She wrote:
· Instagram – Portfolio, Reels, before/after, behind-the-scenes.
· Pinterest – Mood boards, ideas, driving discovery.
· YouTube – Walkthroughs, project stories.
· Facebook – Local groups, community reach, older audience.
· LinkedIn – For B2B projects—offices, cafes, retail spaces.
“And event companies,” Aarav added, “are similar: people want energy. Movement. Crowds. They live on Instagram Reels, YouTube highlight videos, and Facebook Events.”
“So for Event Companies,” she said, writing quickly:
· Instagram – Reels of events, decor, behind-the-scenes chaos.
· Facebook – Events, RSVPs, local reach.
· YouTube – Aftermovies and case study-style videos.
· WhatsApp – Invitations, reminders, vendor coordination.
· LinkedIn – For corporate events and conferences.
“And Lifestyle brands?” Aarav asked.
Riya smiled. “Lifestyle is about aspiration. A feeling. So:
· Instagram – Non-negotiable. Visual, aspirational, interactive.
· YouTube – Tutorials, routines, lookbooks, ‘day in the life.’
· TikTok-style content – Or Reels/Shorts for trends.
· Facebook – For older segments.
· WhatsApp – For loyal customer groups and broadcast offers.”
He added, “And then there’s Insurance & Finance. The ‘serious’ category that people always delay dealing with.”
They listed:
· LinkedIn – For professional credibility.
· YouTube – Breaking down complex topics into simple explainers.
· Instagram – Infographics and short educational videos.
· Facebook – Targeting older age groups, families.
· WhatsApp – For following up, policy reminders, and human reassurance.
Within an hour, the matrix was full. Each business type had its own “social neighbourhood”—priority platforms, optional ones, and those not worth stressing about.
“This,” Aarav said, pointing to the board, “is exactly what people need. Not ‘be everywhere,’ but ‘here’s where your time makes sense.’”
“And,” Riya added, “we’re not just telling them where to go. We’re hinting at how to behave once they get there.”
Scenes from the Feeds
To make the chapter come alive, they decided to write it not just as a framework, but as small scenes inside the feeds themselves.
“Imagine,” Riya said, “we show a day in the life of different businesses on social media. Not as theory, but as if we’re watching their feeds.”
She opened a new document and began typing:
A CA posts a simple LinkedIn article:
“5 year-end tax mistakes small businesses should avoid.”
An SME founder reads it on her lunch break, saves it, and sends a connection request with a note:
“This was helpful. Could we talk?”
Then she added:
An interior designer uploads a Reel on Instagram: a 15-second before-and-after of a compact 1BHK turned into a cozy, functional home.
The sound is soft, the transitions are clean.
Within a day, the video gets shared in three housing society groups.
One message stands out: “Can you help us redo our living room?”
“And for an advocate,” Aarav suggested, “we could show a YouTube comment.”
Under a video titled “What to do if your landlord refuses to return your deposit,” someone comments:
“I wish I had seen this earlier. Can I book a consultation with you?”
Riya smiled. “Exactly. We blend the story and the strategy.”
They added more:
· A lifestyle brand posting a series of Reels about morning routines, and followers starting to tag the brand in their own posts.
· An event company creating a Facebook Event for a festive flea market, and RSVPs climbing after they cross-post to Instagram Stories.
· An insurance advisor running a weekly “Money Monday” Q&A on Instagram Live and LinkedIn, slowly becoming the person people tag when someone asks, “Know any good advisor?”
Conflict in the Comments
Of course, not everything was smooth.
“What about the messy side?” Aarav asked. “We shouldn’t pretend social media is magical. There’s also criticism, low engagement, and trial-and-error.”
“Good,” Riya said. “That’s our tension. That’s real.”
They crafted a scene where one of their real clients (names changed) had insisted on being on every platform at once.
The event company wanted daily posts on Instagram, Facebook, LinkedIn, X, and YouTube.
Within three weeks, the team was exhausted.
Posts felt repetitive. Engagement was flat.
In the next review call, frustration hung in the air.
In the scene, Aarav shows the data:
· Instagram and YouTube bringing in most inquiries.
· LinkedIn quietly bringing in corporate leads.
· Facebook and X barely moving the needle.
Riya, on the call, gently suggests, “What if we focus on where you actually get responses? Three strong platforms instead of five weak ones?”
They cut the clutter.
Output reduces.
Results improve.
“This,” Aarav said, “is a lesson we have to spell out clearly: You don’t win by being everywhere. You win by being strategic.”
A Little Too Personal
By early evening, they were deep into channel-specific examples when Riya’s phone buzzed on the table. She glanced at the screen and frowned slightly.
“Everything okay?” Aarav asked.
“Yeah,” she said, turning it face down. “Just a friend sending me one of those ‘you’re not posting enough’ messages.”
He smirked. “Irony, considering we’re writing a chapter on social media.”
She shrugged. “I took a break from posting on my personal Instagram for a while. People think something is wrong when you’re not constantly visible.”
“Is something wrong?” he asked, before he could stop himself.
Riya looked at him for a heartbeat longer than usual. “Not anymore,” she said softly. “I just… wanted my voice back. Not post for the algorithm, but for myself.”
He understood that more than he expected. “That’s exactly what we’re trying to teach businesses too,” he said. “Be intentional. Don’t just post because you’re supposed to. Post because you have something to say, or someone to help.”
Their eyes met across the table. For a moment, the conversation wasn’t about CAs or advocates or events. It was about them. How often they showed up. Why they did what they did.
Then Aarav cleared his throat and looked back at the screen. “Okay,” he said. “So we end the chapter by giving them a simple rule.”
“Which is?” Riya asked.
He typed as he spoke:
“Choose 2–3 primary platforms based on where your customers actually spend time and what suits your business type.
Show up there consistently with useful, honest content.
Let everything else be optional, not a burden.”
Riya read the lines, then added one more:
“And remember: the goal is not to look busy online.
The goal is to be findable, memorable, and trusted where it matters.”
She leaned back in her chair. “That’s Chapter 3,” she said. “Channel-wise, industry-wise, and… a little bit heart-wise.”
“You had to add that last part, didn’t you?” he asked.
“Of course,” she replied. “You’ve got the metrics covered. I’ll take care of the hearts.”
He didn’t argue.
Outside, the rain had slowed to a drizzle. Inside, their matrix of platforms and industries was ready to become a chapter that would guide countless business owners out of confusion and into clarity.
And as they shut down their laptops for the day, Aarav realised something unexpected: just like the businesses they were helping, he and Riya were slowly choosing their own “primary platforms.”
Work.
Conversations.
The quiet moments between tasks.
Places where, without fully intending to, they were starting to show up for each other—consistently.




































Chapter 4: Words That Open Doors

The brief for the day sounded simple:
“Create content that brings in more business.”
But as Aarav and Riya both knew, “content” was one of the most abused words in the industry. To some clients, it meant pretty posts. To others, long blogs no one read. What Being Addictive wanted—for its clients and for this book—was something sharper:
Content that didn’t just exist, but opened doors.
Leads, meetings, consultations, bookings, policies, projects. Real business.
The morning began with a strategy call.
On the screen were three familiar faces from three very different businesses:
· A soft-spoken CA who wanted “better clients, not just more queries.”
· A confident interior designer who said, “People like my photos, but they don’t call.”
· An insurance advisor who admitted, “Everyone says they’ll ‘think about it’ and then disappear.”
“Your campaigns are giving us visibility,” the CA said. “But what should we say to convert that attention into actual work?”
“That,” the founder replied, “is exactly what Chapter 4 of our playbook is about. And Riya and Aarav are working on it as we speak.”
Aarav and Riya exchanged a quick glance.
No pressure, again.
The Question at the Heart of It
After the call, they returned to their favourite battlefield: the whiteboard.
Riya wrote one sentence in the middle:
“What does my customer need to see, hear, or feel to take the next step?”
“This,” she said, “is what content that brings business must answer. Not ‘What should I post today?’ but ‘What moves them closer to action?’”
Aarav nodded. “So we start with the journey,” he said, drawing a simple line with three stops:
1. They notice you.
2. They trust you.
3. They act with you.
“Top of funnel, mid-funnel, bottom-funnel,” he added. “Awareness, consideration, decision. Our content needs to match where they are.”
He began labelling:
· Awareness: Tips, stories, education, relatable problems.
· Consideration: Comparisons, FAQs, behind-the-scenes, proof.
· Decision: Offers, consultations, demos, trials, guarantees.
“And we’ll show how this looks differently for CA, interior, events, lifestyle, and insurance,” Riya said.
Scene 1: The CA’s Quiet Expertise
They started with the CA firm.
“They’re not flashy,” Riya said, “and that’s okay. Their strength is calm, reliable expertise. So their content should reflect that.”
She imagined the CA partner sitting at his desk late at night, calculator and coffee side by side, worrying about more than just numbers—worrying about clients who might face penalties, missed deadlines, confusion.
“What does his ideal client worry about?” she asked aloud.
“Tax notices. Compliance. Cash flow. Fear of making mistakes,” Aarav replied.
“So our awareness content,” she said, “should name those fears and offer clarity.”
She began drafting examples:
· LinkedIn post:
· “3 small tax mistakes that can cost growing businesses big money—and how to avoid them this year.”
· Blog/Article:
· “A simple compliance checklist for SMEs before filing season.”
· YouTube short:
· “Don’t ignore this email: Understanding basic tax notices in under 60 seconds.”
“These pieces don’t shout, ‘Hire me,’” she explained. “They say, ‘I understand your world.’ That builds trust.”
“And for consideration,” Aarav added, “we move closer to their services: case studies like ‘How we helped a small business clean up two years of messy books.’ Maybe a PDF checklist they can download in exchange for their email.”
He jotted down:
· Lead magnet: “Year-End Financial Health Checklist for Business Owners.”
· Follow-up content: Email series with one tip a day, ending with: “Want us to review your numbers? Book a 20-minute call.”
“That’s content that doesn’t just talk,” he said. “It leads somewhere concrete.”
Scene 2: The Interior Designer’s Reels vs. Reality
Next, they turned to the interior designer.
“She already posts pretty photos,” Aarav said. “But her complaint is clear: ‘likes but no calls.’”
“That’s because her content stops at inspiration,” Riya replied. “We need to add invitation.”
She wrote two columns: “Before” and “After.”
Before:
· Random photos of corners.
· Captions: “Loved working on this!” or “New project.”
After:
· Before/after Reels with a short story:
· “This was a dark, cluttered 1BHK. The family wanted more space and light without major civil work. Here’s how we did it.”
· Captions with a clear next step:
· “Want a similar transformation? DM ‘LIVING ROOM’ and we’ll send you 3 layout ideas you can try immediately.”
“And maybe a carousel,” Aarav suggested, “showing: Step 1: Consultation. Step 2: Moodboard. Step 3: Execution. Many people don’t call because they don’t understand the process.”
“Yes!” Riya said. “So our content becomes: explainers, checklists, simple guides. The work is beautiful, but the words remove fear.”
Scene 3: Events, Lifestyle, and a Moment That Matters
For event companies, they thought of bridal entries, corporate launches, birthday surprises, conferences.
“Events aren’t just logistics,” Riya said. “They’re moments. So the content must make people feel those moments.”
Examples flowed:
· Short behind-the-scenes clips: “What it really takes to start an event at 9 a.m. sharp.”
· Client reactions: A 10-second clip of a bride seeing the décor for the first time.
· Case study post: “How we managed a 500-person conference without a single delay.”
“Then,” Aarav added, “we add decision-driving content:
‘Planning a festive event? Download our free Event Planning Checklist.’
Followed by: ‘Stuck or overwhelmed? Book a 30-min planning session with our team.’”
Lifestyle brands showed up next on their list.
“Here, content is the product in many ways,” Riya said. “But again, we need structure.”
They outlined:
· Awareness: Storytelling reels, real-life usage, user-generated content.
· Consideration: “How to style this outfit 3 ways,” “What’s inside our skincare formula.”
· Decision: Time-bound offers, bundles, testimonials, social proof.
“And for insurance & finance,” Aarav said, “the content gap is even bigger. People are either bored or scared. We have to simplify.”
They wrote:
· Awareness: “What happens to your family’s finances if you can’t work for 3 months?” explained gently, not fear-mongering.
· Consideration: “Term vs ULIP: Simple breakdown for non-finance people.”
· Decision: “Get a free 15-minute policy review—no obligation, no jargon.”
“The key,” Riya said, “is speaking like a human, not a brochure.”
The Moment of Friction
By afternoon, their document was full of examples, frameworks, and scenes. But something still bothered Aarav.
“We’re giving lots of ideas,” he said, “but if a small business owner reads this, they might think, ‘I don’t have time for all of this.’”
Riya leaned back. “So we give them a way to start small,” she said. “A simple formula.”
She picked up a marker again and wrote:
One Problem → One Piece of Content → One Clear Next Step
“Take the CA,” she explained. “Problem: ‘I’m scared of making a tax mistake.’
Content: A simple post or video explaining one common mistake.
Next step: ‘Want us to review your books? Here’s a link.’”
“For the interior designer,” Aarav said, catching on, “Problem: ‘My home feels small and cluttered.’
Content: Carousel: ‘3 small changes to make your space feel bigger.’
Next step: ‘DM us your room photo, and we’ll suggest one change you can make this week.’”
They went down the list, applying the formula to each business type.
As they did, Riya noticed something about Aarav’s expression. He looked… lighter.
“What?” she asked.
“Just realising,” he said slowly, “that content isn’t ‘creative fluff’ when it’s tied to a clear next step. It’s… a controlled experiment.”
She laughed softly. “Welcome to my world. And thank you for finally upgrading your opinion of us ‘story people.’”
He pretended to protest. “It’s temporary. Don’t get used to it.”
But the warmth in his eyes gave him away.
A Small Confession Between Lines
Evening settled in; the office lights reflected off the glass windows, making the outside world look distant. Most of the team had left, but Aarav and Riya were still there, side by side, reviewing the chapter one last time.
“Can I ask you something?” she said, without looking up from the screen.
“Sure.”
“You’re very… particular about everything connecting to numbers, dashboards, funnels. Do you ever just… write something because you feel like it? Without tracking it?”
He thought about it. “Years ago, maybe,” he said. “Blog posts, random threads. But somewhere along the way, I started asking, ‘What’s the point if it doesn’t convert?’ So I stopped.”
She nodded slowly. “I used to write things with no CTAs,” she admitted. “Just stories. Then I started doing client work, and suddenly everything needed a purpose. Sometimes, I miss writing where no one asks, ‘What did it bring?’”
He glanced at her. “So we’re both guilty of swinging too far to one side.”
“Maybe,” she said, smiling, “that’s why this chapter needed both of us.”
He looked at the screen again. The chapter now had:
· A simple explanation of content’s role in the funnel.
· Industry-wise examples for CA, advocate, interior design, events, lifestyle, insurance & finance.
· The one problem → one content → one next step formula.
· Scenes that made it feel real.
“It’s good,” he said quietly.
“It’s honest,” she replied. “We’re not promising viral. We’re promising clarity.”
The Final Line
Before they shut down for the night, Riya added one last paragraph to the end of the chapter:
“Content that brings you business doesn’t shout the loudest.
It speaks to the right person, at the right moment, about the right problem—
and then gently, clearly, shows them what to do next.”
She paused, then added one more line, almost as if she was writing it for herself too:
“And sometimes, the content that changes everything starts as a simple conversation, written down and shared with courage.”
She hit save.
Aarav stood up to leave. “Chai?” he asked, surprising them both.
“Now?” she teased. “Is this a lead magnet or a nurture sequence?”
“Just chai,” he said. “Top of funnel. No CTA.”
She laughed. “Okay. But don’t be surprised if it converts into something later.”
They walked out together, leaving behind a screen full of words designed to move strangers into clients—and, without realising it, moving themselves a little closer to each other with every chapter they wrote.







Chapter 5: When Interest Turns Into Inquiry

The office was quieter than usual that Thursday morning.
Most of the design team was out on a shoot for an event client, the performance team was wearing headphones and frowning at dashboards, and the usual background hum felt… softer. It was the kind of day that made focus feel easier—and problems feel louder.
On the main screen in the conference room, one sentence glared back at Aarav and Riya in bold:
“We’re getting good content and engagement… but very few actual inquiries.”
It was a line from an email three different clients had sent that week—a CA firm, an interior designer, and an insurance advisor. Different industries, same frustration.
“Welcome to Chapter 5,” Riya said, sliding her chair closer to the table. “We’ve built presence, we’ve told stories. Now they want what they really hired us for.”
“Leads,” Aarav said. “Qualified, contactable, and ready to talk.”
He opened a new document and typed the chapter heading:
Chapter 5 – How to Generate Leads and Prospects for Your Business
“Let’s make this one very, very practical,” he added. “By the time someone finishes this chapter, they should know exactly what to set up next week.”
Riya nodded. “And we’ll tell it through our favourite cast: CA, advocate, interior, events, lifestyle, insurance & finance.”
The Shift: From “Nice Content” to “Next Step”
“Content brings attention,” Aarav said, “but leads come when you give that attention a clear path.”
He drew a simple funnel on the whiteboard:
Top – People who see you
Middle – People who are interested
Bottom – People who share their details
“Chapter 4 helped them speak,” he continued. “Chapter 5 shows them where to place the forms, buttons, offers, and hooks that convert interest into information.”
Riya uncapped a marker and wrote three words beside the funnel:
Find → Click → Commit
“Every lead,” she said, “goes through this journey:
They find you.
Something makes them click.
Something else makes them commit to giving details.”
“Our job,” Aarav added, “is to engineer each step.”
CA Accounting – The Consultation Trigger
They started with the CA again, partly because he’d become their imaginary favourite, and partly because his world was the most “non-marketing.”
“The CA doesn’t want random leads,” Riya said. “He wants serious businesses, not students asking for free advice.”
“So we design something that filters right at the start,” Aarav replied. “Something like a ‘Business Finance Health Check’.”
He outlined the plan:
· Landing Page:
· Headline: “Is Your Business Financially Future-Ready?”
· Subheadline: “Get a 20-minute CA-led review of your books, completely confidential.”
· Fields: Name, company name, turnover range, email, phone.
· Traffic Sources:
· LinkedIn posts and DMs to business owners.
· Google Ads targeting “CA for small business,” “tax consultant for SMEs.”
· Email to existing clients asking them to refer others.
“This way,” he said, “we’re not saying, ‘Contact us for services.’ We’re offering something specific: a health check.”
“And the content we built earlier becomes the warm-up,” Riya added. “Those posts about common mistakes and checklists make this invitation feel natural, not sudden.”
She typed in the chapter:
“For knowledge-based services like CAs and advocates, lead generation works best when it’s framed as a focused session or diagnostic, not a vague ‘contact us.’”
Interior Design – From Scroll to Enquiry
Next, they moved to the interior designer.
“She already has attention,” Riya said. “Her Reels get views. Her photos get likes. Now we connect that to a form.”
They created a simple flow:
· Instagram Reel: Before/after transformation with a hook:
· “Want to make a small home feel bigger without breaking walls?”
· CTA in caption:
· “Comment ‘SPACE’ or tap the link in bio.”
· Link in bio → Landing Page:
· “Get a 15-minute Layout Review of Your Living Room.”
· Form asks: Name, city, WhatsApp number, upload a photo of the room.
“And this,” Aarav added, “gets pushed with a small budget on Instagram Ads to people in target locations.”
He noted:
· They would set up lead forms within Instagram and Facebook as well for people who didn’t want to leave the platform.
· All forms would be connected to the CRM so leads don’t get lost.
“So she’s no longer just posting décor inspiration,” Riya said. “She’s inviting people into a mini experience—a preview of what it’s like to work with her.”
“And every such experience,” he replied, “is a lead.”
Event Companies – Registrations and RSVPs
Event companies had a slightly different challenge—they often needed a lot of people quickly. Leads, for them, often meant registrations.
“Think of a festive flea market,” Riya said, “or a business networking brunch. How do we help them generate sign-ups?”
They built an example campaign:
· Facebook Event + Instagram Posts + WhatsApp Broadcast:
· Title: “Pune Festive Flea – Shop, Eat, Celebrate.”
· Clear date, venue, timing.
· Early bird RSVP link: “Register to get an entry pass + updates.”
· Lead Form:
· Name, email, phone, number of people attending.
· Boosted Ads:
· Targeted to local audiences with interests in shopping, lifestyle, and events.
“And for B2B events,” Aarav said, “we shift the messaging:
‘CXO Breakfast Meet,’ ‘Project Management Conference,’ etc. Use LinkedIn Ads and email campaigns with a similar registration flow.”
Lead generation here wasn’t about one-on-one consultations; it was about getting people to commit to showing up.
Lifestyle, Insurance & Finance – Offers with Education
“For lifestyle brands,” Riya said, “leads can be emails or phone numbers for future sales, subscriptions, or higher-ticket offerings.”
They drafted examples:
· “Get 10% off your first order—sign up for our style list.”
· “Take our 3-minute quiz to find your perfect skincare routine—get your custom routine + offer.”
“And for insurance & finance,” Aarav said, “we build around assessments and clarity.”
They wrote:
· “Get a free 15-minute ‘Are You Covered?’ session.”
· “Download our ‘Family Protection Blueprint’ and see where your financial gaps are.”
The forms would be simple: Name, age bracket, city, primary concern (retirement, children’s education, health, etc.).
“People avoid finance because it feels overwhelming,” Riya said. “Our lead magnets must make them feel more in control, not more confused.”
Inbound vs Outbound – Both Have a Place
After building examples, Aarav switched to a fresh section in the chapter.
“We should explain that there are two big ways to generate leads,” he said. “Inbound and outbound.”
He wrote:
· Inbound: Leads come to you through content, search, referrals, website forms, lead magnets. It’s slower to start but builds trust and scales over time.
· Outbound: You reach out directly via cold email, LinkedIn messages, calls, or WhatsApp (done ethically and with consent). Faster, but needs good targeting and scripts.
“For many small businesses,” he continued, “the best approach is a mix: use inbound to build a pipeline over months, and outbound to start conversations this week.”
Riya added a small example:
A CA might:
· Inbound: Post helpful content on LinkedIn + offer a free financial checklist.
· Outbound: Message 20 ideal prospects a week saying, “Saw your business is growing—would you like a quick review of your tax saving opportunities?”
An interior designer might:
· Inbound: Reels and a layout review lead magnet.
· Outbound: Reach out to new home buyers through partnerships with builders or brokers.
The Lead is Only the Beginning
As the chapter grew, one more truth kept surfacing in their discussion: a lead is not a sale.
“We must remind them,” Riya said, “that generating leads is not the end of the story. It’s the beginning of the conversation.”
“So we add a bridge into Chapter 6,” Aarav replied.
He typed:
“A name, email, or phone number is not revenue.
It’s a signal that someone has raised their hand.
What you do next—how fast you respond, how you speak, what you send—
decides whether that lead becomes a customer, or disappears forever.”
He paused, then turned to her. “Kind of like people, right? We meet thousands. But only a few conversations turn into something real, depending on how we show up.”
Riya looked at him, slightly caught off guard by the softness in his voice.
“Exactly,” she said quietly. “The first contact is just potential. What you do with it… that’s where the story actually begins.”
A Small Experiment Between Them
As they neared the end of the chapter draft, Aarav leaned back and stretched. “Okay,” he said. “If we had to design a lead magnet for… us, what would it be?”
“For us?” Riya asked, puzzled.
“For… this,” he gestured vaguely between them. “If our working equation had a ‘next step.’”
She laughed. “You’re turning our personal dynamic into a funnel now?”
“Purely as an intellectual exercise,” he said, but his smile gave him away.
She thought for a moment, then said, “Top of funnel: shared projects.
Lead magnet: coffee breaks.
Next step: conversations that gradually stop being only about work.”
“And conversion?” he asked, voice light but eyes intent.
She met his gaze steadily. “That,” she said, “depends on nurturing. Which is Chapter 6. Don’t skip ahead.”
He laughed, shaking his head. “You’re impossible.”
“And yet,” she replied, “you keep showing up to these meetings.”
Before they left, Riya added a final section to the chapter:
“Lead generation is not about tricking people into sharing their details.
It’s about creating something genuinely useful—a session, a checklist, a guide, an event—
and then giving people a simple way to raise their hand and say, ‘I’m interested.’
When you respect your audience and offer real value,
leads stop feeling like ‘numbers in a sheet’ and start feeling like what they are:
humans, opening a door.”
She saved the document.
Tomorrow, Chapter 6 would dive into what happens after the door opens—how to talk, how not to talk, and how to build relationships instead of pushing transactions.
As they stepped out of the conference room side by side, both of them knew:
They were getting very good at designing journeys for strangers.
What they hadn’t fully admitted yet—even to themselves—was that they were in the middle of one too.








Chapter 6: How Not to Lose a Good Lead

The first lead of the day came in at 9:07 a.m.
A WhatsApp notification popped up on Being Addictive’s shared sales phone:
“Hi, saw your ad about financial health check for small businesses. Can we talk?”
By 9:09 a.m., the CA client had replied with a polite voice note and a calendar link.
By 9:21 a.m., a new lead from an interior designer’s campaign landed in the CRM—someone had filled the “Living Room Layout Review” form.
By 9:34 a.m., an insurance lead submitted a request for a “Family Protection Blueprint.”
Three leads. Three businesses. Three opportunities.
And, as Aarav liked to remind every client, three chances to either build trust—or quietly kill it.
“Okay,” he said, spinning his chair slightly towards Riya. “We’ve shown them how to get leads. Now we have to show them how not to waste them.”
Riya nodded. “Welcome to the most emotional part of the funnel,” she said. “How you talk to people.”
On the screen, she typed the title of the next chapter:
Chapter 6 – Lead Nurture Techniques: Do’s and Don’ts While Interacting with Customers
First Truth: Speed Is a Love Language
“Let’s start with response time,” Aarav said. “If they remember only one thing from this chapter, it should be this: Respond fast.”
He pulled up a study he had saved earlier. The numbers were brutal: responding to leads within the first few minutes dramatically increased conversions, while a delay of even half an hour could drop qualification chances sharply.
“Look at this,” he said, turning the laptop towards Riya. “Respond within 5 minutes, and your chances shoot up. Wait 30 minutes, and they fall off a cliff. 78% of leads end up buying from the first company that responds.”
“That makes sense,” Riya said. “Leads don’t sit around waiting, thinking, ‘I hope this CA or this designer replies.’ They just go to the next tab.”
“So our first DO,” he said, opening a fresh section, “is simple.”
He typed:
DO: Respond within 5–15 minutes whenever possible.
A fast, human acknowledgment—‘Got your message, thank you’—builds more trust than a perfect reply sent hours later.
Riya added:
DON’T: Wait till ‘you’re free’ in the evening.
By then, the lead is cold, distracted, or already talking to someone else.
They decided to show this with a scene.
Scene 1: The CA Who Responds vs. the One Who Doesn’t
In the chapter, they wrote:
Two CA firms run the same ad.
Both get 10 leads in a day.
Firm A replies within 10 minutes with a polite message:
“Thank you for reaching out. I’d be happy to help. Can we schedule a 15-minute call this afternoon?”
Firm B replies at 9:30 p.m. with:
“Hi. Yes we do tax and audit. Call me tomorrow.”
Guess which one gets more meetings?
“You’d be amazed,” Aarav said, “how often it’s the response speed, not the ad quality, that decides the winner.”
Second Truth: Scripts Should Feel Like Conversations, Not Robot Replies
“Next,” Riya said, “we talk about how they respond.”
She drew two columns: Good Nurture and Bad Nurture.
Under “Bad Nurture,” she wrote:
· One-word replies.
· Copy-paste sales pitches.
· Voice notes longer than a podcast.
· Ignoring questions.
· Sounding either desperate or arrogant.
“And under ‘Good Nurture’,” she continued, “we put things like: using the person’s name, acknowledging their problem, asking 1–2 simple questions, and then suggesting a next step.”
They built a simple WhatsApp example for an interior designer lead:
Bad:
“Send floor plan. Our charges start from 2L.”
Good:
“Hi Ananya, thanks for sharing your interest and the photo of your living room.
Quick question: Are you mainly looking to create more space, or to improve the look and feel?
Based on that, I can suggest the best next steps—and give you an approximate budget range.”
“See the difference?” Riya said. “The second reply recognises her, simplifies the next move, and opens a conversation instead of throwing a price bomb.”
“For the insurance advisor,” Aarav added, “a similar pattern applies.”
Bad:
“We have many plans. What is your budget?”
Good:
“Hi Rohit, thanks for downloading the Family Protection Blueprint.
To guide you properly, can you tell me:
· Are you more focused on protecting income, children’s education, or retirement?
Once I know that, I can suggest 1–2 simple options without overloading you.”
They wrote a clear rule:
DO: Use short, clear messages that show you understand their problem and are here to help.
DON’T: Overwhelm, pressure, or confuse with jargon on the first interaction.
Third Truth: Don’t Propose on the First Coffee
“This is the part where most businesses mess up,” Riya said. “They treat every lead like someone who’s ready to say yes today.”
She smirked. “It’s like proposing marriage on the first coffee.”
Aarav laughed. “So we write that as a metaphor.”
They added:
“Just because someone filled a form or replied to your message doesn’t mean they are ready to decide today.
Your job at the nurture stage is to make them feel:
· Seen
· Understood
· Safe
· before you push for a decision.”
DO’s and DON’Ts began to flow:
· DO: Ask questions before suggesting solutions.
· DON’T: Pitch everything you sell in the first call.
· DO: Share 1–2 relevant examples or mini case studies.
· DON’T: Make them feel stupid for not knowing terms.
They wrote a small phone call snippet for a CA:
Bad:
Lead: “I’m not sure if I’m filing correctly.”
CA: “How can you not know? You should have hired someone by now. We charge X, do you want or not?”
Good:
Lead: “I’m not sure if I’m filing correctly.”
CA: “That’s more common than you think. Many growing businesses juggle too much.
Let’s do this: I’ll ask you 3 quick questions about your current process.
If I feel you’re safe, I’ll tell you. If not, I’ll suggest what to fix. Fair?”
Fourth Truth: Respect Boundaries and Consent
While they were drafting, a notification popped up in Aarav’s browser—an article about handling workplace relationships and keeping things professional.
He skimmed it quickly. “Interesting,” he said. “Even this ties back to how we interact—with leads and with each other. Boundaries. Consent. Clarity.”
Riya raised an eyebrow. “Heavy reading for a Thursday.”
He chuckled. “It’s relevant. Many businesses cross lines without realising it—especially on WhatsApp.”
They wrote a section:
DO: Ask before adding someone to broadcast lists or groups.
“Would you like to receive occasional updates and tips from us on WhatsApp/email?”
DON’T: Add leads to random groups without consent, spam them at odd hours, or send forwards unrelated to why they contacted you.
DO: Let people opt out easily.
A simple “Reply STOP to opt out” in messages shows you respect their time.
DON’T: Guilt-trip or argue if they say no.
“Trust grows when people feel their choices are respected,” Riya said. “That’s as true in marketing as it is in… other parts of life.”
He glanced at her for a moment. “Point taken.”
Fifth Truth: Document, Don’t Depend on Memory
By late afternoon, they turned to a more operational truth most small businesses ignored: consistency.
“It’s not enough that one person on the team knows how to talk to leads,” Aarav said. “You need simple scripts and guidelines everyone can use.”
They outlined a basic nurture toolkit:
· A set of first-response templates for WhatsApp, email, and phone.
· A question bank to understand the lead’s situation.
· A follow-up schedule (Day 1, Day 3, Day 7, Day 14) with value messages.
· A rule: any lead that comes in must be responded to, tagged, and scheduled in the CRM.
“Think of it as relationship SOPs,” Riya said. “Not to make things robotic, but to ensure no one falls through the cracks.”
A Moment Between Scripts
They took a short break. The sun had shifted; long lines of light fell across the floor. The office had the soft buzz of a late afternoon.
As they stood by the window with paper cups of chai, Riya asked, “Do you follow your own advice… with people?”
“In what sense?” Aarav asked.
“Do you respond fast? Listen more than you talk? Avoid overwhelming them with data on the first conversation?” she said, eyes teasing.
He smiled. “I’m improving,” he said. “Writing this chapter with you is forcing me to see how often I default to ‘logic first, people second.’”
“And me,” she admitted, “I default to ‘emotion first, structure later.’ So… good partnership, I guess.”
He looked at her for a long second. “Yes,” he said quietly. “Good partnership.”
For a moment, the scripts, dashboards, and DOs and DON’Ts faded. What remained was a simple truth: the way they were learning to nurture leads—patiently, attentively, respectfully—was not very different from how they were slowly learning to show up for each other.
They went back to their chairs.
The Bridge to Automation
To close the chapter, Aarav added a final piece:
“As your lead volume grows, you can’t manually type every reply or remember every follow-up.
That’s where automation comes in—not to replace the human touch, but to support it.
In the next chapter, we’ll show you how to use email tools, CRM workflows, and WhatsApp automation to ensure every good lead is nurtured consistently—without burning you out.”
Riya read the last lines and smiled.
“From strangers to leads, leads to conversations, conversations to customers,” she said. “And in between all of this, one keyword repeats: respect.”
“Respect for their time, their attention, their boundaries,” Aarav added.
“And,” she said, closing the laptop, “if we’re lucky… for the connection that forms along the way.”
They left the meeting room side by side, unaware that this chapter, written for clients, had quietly given them a language for something else too:
How to handle something fragile and promising—
without rushing it,
without ignoring it,
and without taking it for granted.





Chapter 7: When the System Starts Caring With You

By now, the whiteboard at Being Addictive looked like it had lived several lives.
Funnels from Chapter 5, phrases from Chapter 6, arrows pointing from “Lead” to “Conversation” to “Customer.” Underneath all of it, one truth tied everything together:
Humans could not keep doing all of this manually forever.
“Look at this,” Aarav said, scrolling through the CRM. “The CA client got 48 leads last week. The interior designer got 73. The insurance advisor got 112. Even with perfect scripts, no one can personally type and remember every follow-up.”
“That’s where they burn out,” Riya said. “And where good leads go to die.”
On the screen, she typed the new heading:
Chapter 7 – Lead Nurturing Through Marketing Automation Platforms
“Let’s show them,” she added, “how to build systems that behave like their best, most consistent version—even on bad days.”
The Promise of Automation (Without Losing the Human)
“Marketing automation isn’t magic,” Aarav began. “It’s simply a set of rules you tell your tools to follow—so that the right message goes to the right person at the right time.”
He listed the core building blocks:
· Triggers – What event starts the automation?
· (Lead fills a form, clicks a link, doesn’t respond, attends an event.)
· Actions – What should happen automatically?
· (Send email/WhatsApp, tag lead, assign to a salesperson, create a task.)
· Delays – When should it happen?
· (Immediately, after 1 hour, after 1 day, after 7 days.)
· Conditions – What should change the path?
· (If they opened, if they clicked, if they replied, if they ignored.)
“Think of it like a flowchart for communication,” he said. “Once it’s set, it runs 24/7.”
Riya added, “And our job in this chapter is to teach them a few simple, high-impact flows they can set up—no matter which tool they use.”
Flow 1: The Welcome Series – “Glad You Reached Out”
They started with the most important moment: what happens right after a lead shares their details.
“For every lead form,” Aarav said, “we should have an instant welcome sequence.”
He outlined a basic version usable for any business:
Trigger: Lead fills form on website / ad / landing page.
Actions:
1. Immediate:
· Send an email or WhatsApp message:
· “Hi [Name], thank you for reaching out about [offer/subject]. We’ve received your details and will get in touch soon. Meanwhile, here’s something useful for you…”
· Attach a PDF, link, or short video relevant to their inquiry.
1. After 1–2 hours (if no reply yet):
· Second touch:
· “Do you have any specific questions about [topic]? Reply here and I’ll answer personally.”
1. After 1 day:
· Third touch:
· “Here are 2–3 FAQs we usually get from people in your situation…”
“And all of this,” he said, “can be automated through an email tool or WhatsApp API integrated with their CRM.”
“For the CA,” Riya said, “it could look like this:”
· Email 1: Thanks + a “Year-End Financial Checklist.”
· Email 2: “3 signs you might be overpaying tax.”
· Email 3: Invitation to book a 20-minute review call.
“For the interior designer,” she continued:
· WhatsApp 1: Thanks + a short guide: “3 simple ways to make small rooms feel bigger.”
· WhatsApp 2: A question: “Which room are you most unhappy with right now?”
· WhatsApp 3: A mini case study with before/after pictures.
The idea was simple: the system would start the relationship, so the human could step in at the right moment.
Flow 2: No Response? No Problem (Yet)
“There will always be leads who don’t respond immediately,” Aarav said. “Automation helps us follow up without being annoying.”
They designed a gentle follow-up flow:
Trigger: Lead did not reply to initial response within 2 days.
Actions:
· Message 1 (Day 2):
· “Hi [Name], just checking in—did you get my previous message about [topic]?”
· Message 2 (Day 5):
· “Sometimes people get busy and forget. Totally fine. If [problem] is still on your mind, I’m here to help. If not, you can ignore this message and I won’t bother you.”
“Respectful, light-pressure,” Riya said. “No guilt-tripping.”
“And the tool can automatically stop the sequence,” Aarav added, “the moment they reply, click, or book a slot. That’s where human takes over.”
Flow 3: Event & Webinar Nurturing
For event companies, educators, or anyone hosting webinars, automation could be a game changer.
“Think of a networking event,” Riya said. “Leads register, then forget. Automation keeps the event alive in their mind.”
They built this flow:
Trigger: Person registers for event.
· Immediately: Thank-you + calendar link.
· 2 days before event: Reminder with what they’ll gain by attending.
· On the morning of event: Quick reminder with location/Zoom link.
· After event:
· Thank-you note + link to resources or recording.
· Call-to-action: “Would you like help implementing this in your business?”
“For our imaginary CA seminar or insurance webinar,” Aarav said, “this is exactly how they move from sign-ups to serious prospects.”
Flow 4: WhatsApp Automation – Smart, Not Spammy
They both knew most Indian businesses were obsessed with WhatsApp.
“If we don’t address WhatsApp, this chapter will feel incomplete,” Riya said.
Aarav smiled. “Done. But we’ll show them how to use it wisely.”
They described a typical WhatsApp automation setup:
· Lead fills form with WhatsApp number.
· CRM + WhatsApp API send an instant, personalized message:
· “Hi [Name], thanks for your interest in [offer]. I’m [Brand Name]’s assistant. May I ask you 2 quick questions so I can guide you better?”
The bot asks:
1. “What are you most interested in?” (Options: A, B, C)
2. “How urgent is this?” (This week / This month / Just exploring)
“Based on answers,” Aarav explained, “the system can:”
· Tag the lead in the CRM.
· Trigger a specific sequence (e.g., urgent leads go to the sales team with high priority).
· Send targeted content (e.g., interior leads get room-specific examples; insurance leads get relevant case stories).
“Automation is not just about speed,” he said. “It’s about sorting and prioritising so your team spends energy on the right people.”
“But Won’t It Feel Robotic?”
At this point, Riya stopped typing and looked at him.
“You know what every client will ask?” she said. “Won’t all this feel… robotic?”
“Only if we design it that way,” Aarav replied.
They added a section in the chapter:
Automation should do the repetitive work:
· Sending confirmations.
· Sharing basic resources.
· Reminding people gently.
Humans should do the relational work:
· Answering nuanced questions.
· Handling objections.
· Customising offers.
The best systems use automation to make sure the human shows up at the right time—
not to replace them.
“To make it feel human,” Riya added, “we include small touches: use first names, speak in natural language, keep messages short, avoid shouting in caps.”
“And never send 10 messages back-to-back at midnight,” Aarav said.
“Please write that,” she laughed. “That should be a law.”
A Late-Night Flow (And Something More)
One evening, as they tested a new automation flow for an actual client, they stayed back later than usual.
The office had mostly emptied out. The hum of the AC and the glow of their screens made the space feel like its own quiet world.
On one monitor, a visual journey showed:
Form submitted → WhatsApp reply → Tag applied → Email sequence → Task for sales → Reminder if no action
On the other, their draft of Chapter 7 was slowly taking shape.
“It’s weird,” Riya said after a while, her voice soft in the emptiness. “We’re teaching systems how to talk to people. But half the world still doesn’t know how to message back on time in real life.”
“Are you complaining about me?” Aarav asked, lips curving.
“Maybe a little,” she teased. “Sometimes you take hours to reply to a simple ‘Are you free to discuss this deck?’”
He exhaled, half laugh, half admission. “I… overthink. Even messages. I want to respond properly, so I wait. Then it becomes later… and later.”
“Automation for Aarav,” she said. “Step 1: When Riya messages, reply within one hour. Step 2: Don’t write a thesis. Step 3: Remember she doesn’t need perfect answers. Just… presence.”
He looked at her, the light from the screen reflecting in his eyes. “Presence over perfection,” he said. “Noted.”
For a moment, all the talk of flows and triggers blurred. What remained was the quiet realisation that they were building systems to do what their hearts already understood:
Show up.
Remember.
Respond.
Consistently.
Keeping It Simple: Start With One Flow
As they wrapped the chapter, Aarav insisted on one last, practical section.
“We have to avoid overwhelming them,” he said. “If they try to build 10 complex workflows at once, they’ll give up.”
Riya agreed. “So we tell them: Start with one.”
They wrote:
If you’re new to marketing automation, don’t try to automate everything.
Start with just one high-impact workflow, for example:
· A welcome series for new leads, or
· A reminder sequence for event registrations, or
· A follow-up sequence for quote/proposal sends.
Set it up. Test it. Improve it.
Once it works smoothly, add the next one. Step by step, your business starts feeling like it’s always “on,” even when you’re not.
Riya added a closing line:
“Automation done right is not about working less for your customers.
It’s about being there for them more often—without losing your mind.”
She looked at Aarav. “Think this will make sense to them?”
He nodded. “If it doesn’t, we’ll know. The data will tell us.”
“And the feedback,” she added. “Don’t forget the human side.”
“Never again,” he said quietly.
They saved the chapter draft.
Seven chapters in, the playbook was no longer just theory—it was an echo of everything Being Addictive actually did for real clients every day.
And somewhere in the middle of automation flows and nurture rules, two people were learning that the same principles applied off-screen too:
Be responsive.
Be respectful.
Let systems handle the routine.
So the heart has more space for what really matters.



Chapter 8: The Day Everything Was on the Line

The brief for Friday landed in their inbox with a different kind of weight.
“We have a prospect who wants everything: branding, funnels, automation, events.
Multi-city, multi-vertical.
If this closes, it will be one of our biggest accounts.
I want both of you to lead the pitch, proposal, and negotiation.
This will become the heart of Chapter 8 in our playbook.
– Founder”
Aarav read the mail twice.
This wasn’t just another client. This was the kind of account that could pay for new hires, better tools, a bigger office, and more experiments. For Being Addictive, it was scale. For Aarav and Riya, it was something else too:
A test of whether their mix of logic and story could hold under pressure.
Framing the Pitch: What Are We Really Selling?
They booked the big conference room for the day. On the glass wall, the city moved as usual. Inside, time felt suspended.
“So,” Riya said, flipping open her notebook, “what do we actually sell in this pitch?”
“Not services,” Aarav replied. “Outcomes.”
He walked to the whiteboard and wrote four words:
More Leads. Better Leads. Faster Sales. Happier Customers.
“This prospect doesn’t care that we can run ads, write content, or set up automations,” he said. “They care that:
· Their CA partners get better clients.
· Their event vertical fills seats.
· Their lifestyle brands see more repeat buyers.
· Their insurance division closes more policies.”
“Which means,” Riya added, “our pitch has to feel like a story of their future, not a catalogue of what we do.”
She drew a simple arc:
· Now – Their current chaos: random campaigns, unstructured follow-ups.
· Bridge – Our method: brand, content, leads, nurture, automation, sales.
· After – Their new reality: predictable growth.
“This is the narrative spine,” she said. “Everything else—slides, numbers, creatives—hangs on this.”
Building the Proposal: Slides, Spreadsheets, and Subtext
For the next few hours, they moved almost like a choreographed team.
Riya took the front-end:
· Pitch deck structure.
· Storyline.
· Visuals and examples.
Aarav took the back-end:
· Scope of work.
· Pricing logic.
· Timelines and assumptions.
· KPIs and dashboards.
On slide one, they avoided self-praise. Instead, they wrote:
“You have powerful brands, strong teams, and loyal customers.
But your digital engine isn’t yet working as one system.
We’re here to fix that.”
Then they broke down the proposal into four parts:
1. Brand & Presence – Fixing websites, profiles, and positioning for their key business categories (CA, advocate, interiors, events, lifestyle, insurance & finance).
2. Content & Lead Gen – Campaigns that move from awareness to action.
3. Nurture & Automation – Sequences, WhatsApp flows, email series that keep leads engaged.
4. Sales & CX Support – Scripts, sales enablement, and dashboards.
“Each section shows an example from a business type they understand,” Riya said. “Not theory—mini stories.”
Aarav built a pricing sheet that didn’t just list numbers.
He grouped it into:
· Essential Layer – What they absolutely need to get results.
· Growth Layer – Add-ons that would accelerate outcomes.
· Optional Experiments – Things they could pilot later.
“When we negotiate,” he explained, “this lets us move pieces around without devaluing the core. If they ask for a lower price, we’ll reduce scope, not our worth.”
Practising the Pitch: Questions, Objections, and Nerves
By late afternoon, the founder joined them.
“Walk me through it as if I’m the client,” he said, taking a seat and crossing his arms.
Riya went first.
She didn’t read slides. She talked to him.
She painted the “now,” showing the prospect’s scattered campaigns. She used phrases they had seen in the discovery call: “too many agencies,” “no single view of performance,” “good efforts, poor coordination.”
Then she shifted to the “bridge”—Being Addictive’s method—stacking chapters of the very book they were writing:
“First, we fix your brand presence so every business unit shows up clearly.
Then we build content that leads to specific offers.
We design lead flows.
We implement nurture and automation.
Finally, we support your sales teams with scripts and dashboards.”
Aarav stepped in when it came to numbers.
He walked through projected scenarios. Not wild promises, but grounded projections:
“If you currently get X leads and close Y%, here’s what happens if we improve:
· Lead quantity by 30%.
· Lead quality by 20%.
· Conversion by 10%.”
The founder listened, asked tough questions, pretended to push back on price, scope, timelines.
Riya practised answering objections by bringing it back to value.
Aarav practised not giving away too much, too fast.
At one point, the founder smiled.
“This is not just a pitch,” he said. “It’s literally Chapter 8 playing out in real time. Pitch. Proposal. Negotiation. Closure.”
He stood up. “You’re ready. Just remember one thing tomorrow—talk to the humans in that room, not the logos on the slides.”
The Meeting: Room, Zoom, and Underlying Current
The next day, the pitch room felt like a stage.
On the other side of the table sat the prospect’s core team:
· A sharp CFO.
· A cautious marketing head.
· A practical operations lead.
On the screen, a few more joined over video.
Riya started.
She did exactly what they’d rehearsed—but with one important change: she let herself be a little less perfect, a little more real.
She asked questions.
She listened.
She tailored her words in the moment when the CFO’s eyebrows lifted or the marketing head leaned in.
Aarav followed with structure and certainty.
When the CFO asked, “What makes you different from any other agency?” he didn’t say, “We care more” or “We’re creative.”
He calmly replied, “We don’t sell one-off campaigns. We sell systems. If you work with us for 6–12 months, you’re not just buying ads and posts. You’re building an engine you can keep even if you stop working with us.”
The room went quiet.
Then the operations lead asked the question every big deal eventually comes to: “What about cost?”
Negotiation: Holding Value Without Losing the Deal
They had planned for this.
“Let’s talk about that openly,” Aarav said.
He pulled up a summary slide of the Essential, Growth, and Optional layers.
“Here’s the full program we recommend,” he said. “If the budget is a constraint, we can structure it in two phases—start with the Essential layer and add Growth later. What we don’t recommend is cutting out the core pieces that make this work.”
The CFO pushed.
“Can you reduce the total by 25%?”
In that moment, all the theory about negotiations flashed in Aarav’s mind:
· Focus on value, not just price.
· Use data and trade-offs, not desperation.
· Don’t concede without adjusting scope.
He took a breath.
“If we drop 25% from price,” he said calmly, “we’ll have to drop 25% from scope. We can do that in a way that still gets you results—for example, we can start with three business units instead of six.”
Riya added, “Or we can spread the roll-out across months so your investment matches your comfort. What we won’t do is promise the same outcome for significantly less work. That wouldn’t be fair to you or to us.”
There was a pause.
Then the marketing head asked, “What if we agree to your Essential layer for now, with a clear set of milestones? If we see that you’re on track to those, we add the Growth layer in month four.”
The CFO nodded slowly. “That’s reasonable.”
It wasn’t victory yet. But it was movement.
The Close: A Quiet “Yes”
After ninety minutes, most major points were addressed.
They had discussed:
· Timelines.
· Dependencies.
· Reporting.
· Escalation paths.
· Who would be the point person on each side.
Finally, the CFO closed his notebook.
“I like the structure,” he said. “You’re not promising magic. You’re showing a method. I appreciate that.”
He looked at the marketing head, then the operations lead. There was a silent exchange.
“We’re aligned,” the marketing head said. “Let’s move ahead with Phase 1 as discussed.”
There it was.
Not a movie-style dramatic handshake. Just a simple, professional sentence that changed everything.
“Thank you,” Riya said, trying to keep her voice steady.
“We’ll send you a revised proposal with the Phase 1 scope and payment terms by end of day,” Aarav added, already mentally mapping the next steps.
As they left the building, walking side by side into the afternoon light, they didn’t say much at first.
Then, Riya exhaled a laugh. “We did it,” she said.
“We did,” he replied.
“Which closing technique was that?” she teased. “Assumptive? Summary? Commitment?”
“A little of everything,” he said. “Mostly… just being honest.”
Back at the Office: Translating a Win into a Chapter
That evening, they sat down to turn the experience into learning for the book.
They broke Chapter 8 into clear parts:
Pitch –
· Lead with the client’s reality, not your greatness.
· Use a clear before/after story.
· Make it conversational, not a lecture.
Proposal –
· Structure scope into layers (Essential, Growth, Optional).
· Tie every line item to a concrete outcome.
· Avoid vague descriptions—be specific on what you will do.
Negotiation –
· Prepare your walk-away points and your flexible points.
· Trade scope, not your core value.
· Focus on value and results, not just discounts.
Closing –
· Ask clear questions: “Are you comfortable starting with Phase 1 as outlined?”
· Use summary closes: recap agreed outcomes and next steps.
· Don’t leave with “We’ll be in touch.” Leave with, “We’ll send X by Y date, and you’ll do Z.”
At the end of the chapter draft, Riya added:
“A sale doesn’t happen when you convince someone with clever lines.
It happens when the other person can clearly see a future with you
that is safer, smarter, and more successful than the one without you.”
She paused, then added one last sentence—half about business, half about something else entirely:
“Whether it’s a client or a connection, the real close is not a trick.
It’s a quiet, honest yes that both sides feel good about.”
She hit save.
Across the table, Aarav watched her for a moment.
“You know,” he said softly, “if we ever wrote a second book, it could be about… this.”
“About what?” she asked.
“How building something together at work,” he replied, “sometimes builds something else you never planned for.”
She didn’t answer immediately.
But the look in her eyes said she understood exactly what he meant.



























Chapter 9: After “Yes”: Keeping the Promise

The first month after the big client signed felt different inside Being Addictive.
There were no fireworks, no dramatic celebrations—just a quiet, heightened sense of responsibility. New Slack channels appeared. Shared folders multiplied. The dashboards that once showed proposals and projections were now slowly filling with real numbers.
“This,” Aarav said one morning, looking at the fresh data, “is where the real work begins.”
Riya nodded. “We fought so hard for the ‘yes’,” she said. “Now we have to prove they were right to say it.”
On the screen between them, she typed the new chapter title:
Chapter 9 – Post-Sales Support & Customer Experience
“Everyone loves the thrill of closing,” she added. “But staying—that depends on what happens next.”
Onboarding: Turning a Contract into a Journey
Their first task with the new account was onboarding.
Instead of jumping straight into campaigns, they designed a welcome and setup experience—the same way they’d told readers to do for their own customers.
Step by step, they laid it out:
· A warm welcome call recapping goals and success metrics.
· A shared document listing all required accesses, brand guidelines, and decision-makers.
· A 90-day roadmap broken into weeks, so no one felt lost.
· Clear response timelines and support channels.
“For our book,” Riya said, “we’ll show this like a story.”
She began writing:
The day after the contract was signed, the Being Addictive team didn’t send an invoice first.
They sent a Welcome Kit.
It included:
· A simple explainer of what would happen in Week 1, Month 1, and Quarter 1.
· Names and faces of the core team.
· A short video walking the client through how reporting and communication would work.
“Onboarding,” Aarav said, “is like the first week after a wedding. You can either make your partner feel they made the best decision of their life—or start them doubting everything.”
She laughed. “That line is going in.”
He raised an eyebrow. “Into the chapter, or… somewhere else?”
“Both,” she said, not clarifying.
Support: From Reactive to Proactive
As weeks passed, questions began to surface from the client’s side.
Sometimes it was small things: “Can we get this report in a different format?”
Sometimes it was bigger: “Our internal team is confused about how to handle these leads.”
They had two options: wait for issues to grow into frustrations—or stay ahead of them.
“Post-sales support is not just ‘replying when someone complains’,” Aarav said one afternoon. “It’s anticipating where they might struggle and helping before they ask.”
They wrote a section in the chapter:
Reactive support waits for the customer to say, “I have a problem.”
Proactive support says, “Others often face this challenge at this stage—here’s how we’ll help you avoid it.”
For the playbook, they built examples by business type:
· A CA firm sends new clients a clear “How to share your documents securely” guide right after onboarding.
· An interior designer shares a “What to expect in the next 30 days” email, with photos of each stage so clients don’t panic when their house looks messy.
· An event company sends checklists to both the host and vendors, making sure everyone knows timelines, approvals, and fallback plans.
· An insurance advisor shares bite-sized videos on “How to make a claim” and “How to update your nominees,” reducing future anxiety.
“These aren’t glamorous,” Riya said, “but this is what builds security. And security is what keeps people from walking away.”
Measuring Experience: Beyond “Everything is Fine”
At the end of the first month with the new client, Being Addictive didn’t assume everything was okay just because nobody had complained.
They set up a short feedback ritual.
“Let’s not wait for them to come to us with problems,” Aarav suggested. “We’ll ask them regularly: ‘What’s working? What’s confusing? What can we improve?’”
They added a section to the chapter titled:
Listening After the Sale: Feedback, NPS, and Real Conversations
Inside it, they explained:
· Simple feedback calls at 30, 60, and 90 days.
· Short surveys with questions like:
· “On a scale of 1–10, how confident do you feel about our progress?”
· “What’s one thing you wish we communicated better?”
· Using NPS-style questions (“How likely are you to recommend us?”) to know who your true promoters are—and who needs attention before they churn.
“Customer feedback is not a report card,” Riya wrote. “It’s a roadmap. It tells you where to double down—and where to fix the road before someone leaves.”
Moments That Decide Loyalty
One evening, something went wrong.
A campaign underperformed badly. A landing page had a tracking issue. The weekly report looked worse than usual.
The client was polite, but the discomfort was clear in their voice on the review call.
“Here it is,” Riya said after they hung up. “One of those moments.”
“The moments that decide whether someone stays or silently starts looking elsewhere,” Aarav agreed.
Instead of going defensive, they did three things:
1. Owned the mistake – “Here’s what went wrong, and where we could have caught it sooner.”
2. Showed the fix – “Here’s what we’ve already changed and how we’ll prevent it next time.”
3. Recommitted to outcomes – “Our next report will include both this correction and an additional experiment to make up for lost ground.”
In the book, they wrote:
“Loyalty isn’t built when everything goes right.
It’s built when something goes wrong—and you handle it with honesty, speed, and responsibility.”
For different business types, they adapted the idea:
· A CA finds an error late? They admit it, fix it, and waive a small fee as goodwill.
· An interior designer misses a minor deadline? They communicate early and add a small extra touch without making a big show of it.
· An event company faces a vendor issue? They handle the situation on-site and explain transparently afterward.
· An insurance advisor has a delayed response? They apologise sincerely and tighten their internal process.
“These are the stories customers tell later,” Riya said. “Not that you were perfect—but that you were there for them.”
Turning Customers into Advocates
A few months into the engagement, the big client was not just stable—they were pleased.
On one of the review calls, their marketing head said, “We’ve never had this much clarity on what’s happening digitally. Can we feature you in one of our internal success sessions?”
That single request turned into something larger: a case study, testimonials, and referrals.
“Post-sales excellence,” Aarav said, “doesn’t just reduce churn. It drives new business. Happy customers talk.”
They added a final section to the chapter:
Once a customer is happy and stable:
· Ask for a testimonial (written or video).
· Request permission to write a case study.
· Offer a referral benefit if they introduce you to others.
This is not manipulation. It’s simply inviting people who already believe in your work
to help more people discover it.
They illustrated it with examples:
· A CA asking long-term clients, “Would you mind sharing a short line about your experience that we can use on our site?”
· An interior designer filming a quick walkthrough video with a client talking about the process.
· An insurance advisor sending a thank-you gift and note to clients who referred someone.
Between Check-Ins and Quiet Moments
One night, after a particularly good review call where the client had praised their responsiveness, the office slowly emptied out.
Riya and Aarav remained, each tying up their own loose ends.
“You know,” she said, closing her laptop, “this chapter has made me rethink a lot of things.”
“Like what?” he asked.
“Like how,” she said thoughtfully, “we spend so much energy impressing people at the beginning—pitches, first meetings, first impressions. But the real relationship is shaped in the tiny, almost boring things after that. Showing up. Following through. Checking in without being asked.”
He smiled. “You’re talking about clients.”
She held his gaze. “Mostly.”
He understood.
In many ways, what they were building—this unlabelled, slowly deepening connection—looked exactly like the best kind of post-sales experience:
· No overpromising.
· Consistent presence.
· Honest conversations when something felt off.
· Quiet, meaningful gestures—chai on a long day, a shared joke when a campaign finally worked.
“Then let’s practice what we preach,” he said gently. “With clients. And… with each other.”
She didn’t reply in words. She just nodded, a soft smile at the corner of her lips.
Before they left, she added one last paragraph to the chapter:
“A sale is a transaction.
A relationship is a commitment.
Post-sales support and customer experience are where your business proves
that it wasn’t just chasing numbers—
it was ready to stand by its promises.”
She paused, then wrote a final line:
“When you treat every ‘yes’ as the beginning, not the end,
you stop losing customers—
and start earning believers.”




























Chapter 10: Futures, Written in Code and Heart

The office was almost too quiet for a launch day.
On the main screen in the conference room, a single slide glowed:
“AI-First Growth: The Next Chapter for Every Business”
It wasn’t just another client deck.
It was Being Addictive’s new positioning.
It was the final chapter of the playbook they’d been building for months.
And, though neither of them had said it out loud yet, it felt like a turning point for Aarav and Riya too.
“Ready?” he asked, standing near the screen with the remote in his hand.
“As ready as I’ll ever be,” she said, closing her laptop. “Let’s write the future, Mr. Funnel.”
“And Ms. Story,” he replied, “let’s make sure it’s a good one.”
AI Arrives at Being Addictive
Over the last few months, AI had quietly seeped into their work.
It was there when they used tools to draft first versions of emails and landing pages.
It was there when predictive dashboards suggested which campaigns might work better.
It was there when WhatsApp bots handled basic lead questions before a human stepped in.
But Chapter 10 needed more than scattered examples. It needed a clear message:
“AI is not here to replace you.
It’s here to remove your busywork so you can do your real work better.”
For the book, they broke AI in business into three layers:
1. Create – AI for content, copy, design, and ideas.
2. Decide – AI for analytics, predictions, and prioritisation.
3. Do – AI for automation, chatbots, and workflows.
“And we anchor each layer with examples for our business categories,” Riya said. “CA, advocate, interior, event, lifestyle, insurance & finance.”
Layer 1: Create – From Blank Page to First Draft
They started with creation.
“Most people are scared of blank screens,” Riya said. “AI kills the blank screen.”
They listed common tools and use cases:
· Content & Copy – AI assistants to draft:
· LinkedIn posts for CAs and advocates.
· Instagram captions for interior designers and lifestyle brands.
· Email templates for insurance advisors.
· Design & Visuals – AI-powered design tools that:
· Suggest social post layouts.
· Generate moodboards for interiors.
· Create quick variations of event posters and banners.
“AI helps you move from zero to something,” Riya wrote, “so you can move that ‘something’ to ‘great’ faster.”
She insisted on adding a warning too:
“If you copy-paste AI output without context, you sound like everyone else.
If you combine its speed with your experience and personality,
you sound like you, at scale.”
Layer 2: Decide – Smarter Choices, Not Gut Guessing
Aarav’s eyes lit up when they reached the decision layer.
“This is where I live,” he said. “AI for insights.”
He listed out what modern AI-augmented tools could do:
· Analyse which campaigns brought the best leads, not just the most clicks.
· Predict which leads were most likely to convert based on behaviour (opens, clicks, replies).
· Suggest the best times to send messages or run ads.
“For a CA,” he said, “AI could help identify which industries respond best to their content. For an interior designer, which posts actually bring consultation requests. For an insurance advisor, which follow-up pattern leads to policy closures.”
They simplified it in the chapter:
“Instead of guessing, you can ask your tools:
‘What should I do more of? What should I stop?’
AI takes your data and turns it into useful suggestions,
so every month you become more effective than the last.”
Layer 3: Do – Automation with Intelligence
Finally, they connected AI to the automation they’d explained in Chapter 7.
“Earlier,” Aarav said, “we set up static flows. If X, then Y. AI can add adaptability.”
Examples flowed:
· Chatbots that can answer 60–70% of common questions for CAs, interior designers, event companies, and advisors, freeing humans for deeper conversations.
· AI that adjusts email send times based on when each person usually opens emails.
· AI that scores leads in the CRM so sales teams know who to call first.
They wrote:
“Think of AI as the team member who never gets tired of repetitive tasks.
It doesn’t replace your judgment.
It simply keeps your systems running so you can focus on strategy and relationships.”
A Workshop That Changed the Room
To launch this new AI-first narrative, the founder asked Aarav and Riya to run an internal workshop for the whole team and a few key clients.
The conference room filled up.
Designers.
Performance marketers.
Client servicing folks.
A couple of brave clients who wanted to “see what this AI thing is about.”
Riya started with a simple story:
“A CA who spends half his week chasing documents could use AI + automation to send reminders and FAQs—freeing him to think about strategy for his clients.
An interior designer who spends hours writing captions can use AI to draft 10 options and then choose the one that sounds most like her.
An insurance advisor who worries about forgetting follow-ups can use AI-powered CRM nudges to remember the right person at the right time.”
Then Aarav took over with live demos:
· He fed a rough idea into an AI writer and turned it into three versions of a LinkedIn post.
· He showed how a simple chatbot could answer basic event FAQs: “What’s the timing?”, “Where’s the venue?”, “Is parking available?”
· He clicked through a CRM screen showing AI-driven lead scores and predictions.
You could feel the energy shift in the room—from fear and confusion to curiosity.
“So no one is losing jobs?” one client asked cautiously.
“No,” Riya said. “But some old ways of working might.”
She looked around the room.
“AI will replace a lot of copy-pasting, routine drafting, manual checking, and scattered guesswork. What it won’t replace is your understanding of your customers, your taste, your ethics, your relationships. That part is still very human.”
After the Workshop
Later that evening, long after the room had emptied, they stayed back to wrap up the chapter.
Riya added a final section:
Top AI Use Cases for Everyday Business
· Drafting first versions of emails, blogs, posts, and proposals.
· Summarising long documents or meeting notes.
· Generating content ideas for your niche.
· Analysing campaign performance and suggesting next tests.
· Powering chatbots for basic queries and lead qualification.
· Triggering smart follow-ups based on behaviour (clicked, opened, didn’t respond).
And a simple caution:
“Use AI like a calculator for thinking—
not as a substitute for thinking.”
She leaned back. “That’s the business part done,” she said. “Now what about… the rest of it?”
“The rest?” Aarav asked.
“The other AI,” she said softly. “Affection Intelligence.”
He groaned. “That’s terrible. Even for you.”
She laughed, but her eyes stayed serious.
The Conversation They’d Been Delaying
They walked to the small balcony next to the pantry. The city shimmered below them—cars, lights, lives in motion.
For a while, they stood in comfortable silence.
“You know,” Aarav said finally, “we wrote an entire book about journeys. Brand journeys, customer journeys, lead journeys. We mapped every step.”
“And?” she asked.
“And I keep wondering,” he continued, “if we’re going to keep pretending we’re just… co-authors.”
She turned to face him fully.
The question had been hovering for weeks. In late-night work sessions. In the way their conversations had quietly moved from campaigns to fears, from funnels to families. In how they’d started finishing each other’s sentences—and sometimes, each other’s snacks.
“What do you want this to be, Aarav?” she asked, very gently.
“Honestly?” he said. “Not accidental. Not undefined. Not something we remember later as ‘nice, but we were too scared to name it.’”
He took a breath.
“I want this to be… real,” he said. “Not just in between meetings. Not just in chapter margins. Real outside the office, outside decks, outside deadlines.”
Her heart stumbled and caught up.
“Good,” she whispered. “Because I was starting to feel like we were the only campaign we forgot to launch intentionally.”
They both laughed—quiet, relieved.
There was no dramatic background music, no slow-motion. Just two people, standing on a balcony, being more honest than they’d been in a long time.
“So,” she said, “what’s our next step? Mr. Funnel?”
He smiled. “Officially? We go on a date. Not as colleagues. As two people who like each other too much to pretend it’s just about work anymore.”
“And then?” she asked.
“Then we treat it like everything we’ve built in this book,” he said. “With clarity, respect, steady nurture, and no ghosting.”
“Deal,” she said.
She stepped closer. He didn’t move away.
In that small space between the hum of the city and the soft glow of office lights, their hands found each other. It felt less like a beginning and more like finally acknowledging something that had been there for a while—quietly, insistently, patiently.































Chapter 11: The Life They Chose to Build

The decision didn’t arrive in one dramatic moment.
It came in quiet repetitions—late-night conversations after client calls, shared glances when they talked about “someday,” and the steady realisation that they were already behaving like co-founders in everything except name.
One evening, after a long review meeting went unexpectedly well, the founder called them into his cabin.
“You’ve done something rare,” he said, looking from Aarav to Riya. “You didn’t just execute campaigns. You built a way of thinking here. This playbook you’ve written—it’s changed how we work.”
They smiled, grateful.
“But I can also see,” he continued gently, “that there are things you want to build that go beyond what a single agency can hold. Different niches, different experiments, maybe even different geographies one day.”
He leaned back.
“If, someday, you decide to build your own version of Being Addictive out there, don’t be afraid of that. I’d rather say I knew you before you became competitors,” he said, half-joking, half-serious.
Something in both of them clicked.
Later, on the terrace, the city spread out below them, they stood shoulder to shoulder in the soft evening breeze.
“So,” Riya said, breaking the silence, “what if ‘someday’ has a date?”
Aarav’s heart thudded once, hard.
“You’re serious?” he asked.
She nodded. “We’ve spent months proving we can build systems, trust, and results—for others. We’ve learned how to attract leads, nurture them, close them, keep them, and scale with AI. If we can do it for ten businesses at a time… why not for our business?”
He took a breath.
“What are you thinking?” he asked.
“A boutique, AI-first growth studio,” she said slowly. “Focused on the kinds of businesses we’ve fallen in love with: CAs and advisors, advocates, interior designers, event companies, lifestyle brands, insurance and finance. We know their journeys now. We know where they get stuck. We could build something… sharper. More hands-on. More ours.”
He didn’t hesitate.
“Then we do it,” he said. “Not as an escape. As a graduation.”
She smiled. “Together?”
“Together,” he said.
And just like that, the next journey began.
Leaving Without Burning
They didn’t walk out the next day.
They spent weeks doing what they always preached: thoughtful transition.
They documented processes, trained teammates on campaigns, handed over accounts with care. They sat with the founder, not as rebels but as grateful students ready to step out.
“We’re not leaving because something is wrong here,” Aarav said in their final conversation with him. “We’re leaving because something is right in us that now needs its own space.”
The founder nodded, eyes warm.
“Then go,” he said. “Build something you’ll be proud of ten years from now. And remember—this door doesn’t close behind you. It just stops being the only one.”
They walked out of the office on their last day with no drama, just a quiet mix of sadness and excitement. They took one last look at the glass door with the Being Addictive logo.
“First love,” Riya said softly.
“And first teacher,” Aarav added.
They stepped into the lift holding each other’s hands.
Building Something With Their Name on It
Their new office wasn’t an office at first.
It was a two-room apartment with white walls, a wide window, mismatched chairs, a dining table that doubled as a conference desk, and a small corner where Riya had put a plant “for energy.”
On the wall above their shared workstation, they stuck a printout of the words:
“Stories. Systems. Scale.”
“That’s our core offer,” Riya said, pointing at it. “Story: brand, content, positioning. System: funnels, automation, AI. Scale: performance, optimization, and retention.”
They gave their new venture a name that felt like a promise—something you might whisper on a rooftop in a city full of noise, something that sounded like both a company and a commitment. 
The first few weeks were strangely familiar.
They revisited everything they had written in the book—but this time, they were the subject:
· They defined their niche and ideal clients.
· They created their own brand presence: website, profiles, a clean LinkedIn page announcing their “AI-first growth studio.”
· They built content about exactly what they knew best: digital systems for CAs, advocates, interiors, events, lifestyle brands, insurance and finance.
· They designed their own lead magnets—playbook snippets, strategy calls, checklists—and connected them to their own CRM and automation.
“Feels weird,” Aarav said one afternoon, “becoming our own case study.”
“But that’s the point,” Riya replied. “If our own machine runs well, we never have to oversell. We just show people what we’ve done—for ourselves.”
Work and Life, Side by Side
Working together had always been intense.
Working together for themselves was another level.
The lines between work and life blurred in new ways—breakfast brainstorms, dinner debriefs, mid-day walks to clear campaign fatigue.
They quickly learnt what countless founders and couples before them had learned too: if they weren’t careful, the business could swallow the relationship.
So they set a few quiet rules:
· Defined roles –
· Aarav owned strategy, numbers, automation, and finance.
· Riya owned brand, content, client communication, and experience.
· Big decisions were joint. Day-to-day decisions were trusted to whoever owned the domain.
· Non-negotiable pauses –
· Certain evenings were “no work talk” zones. Not because the business wasn’t important, but because they were.
· Honest check-ins –
· Every Sunday, they would ask each other two questions:
· “How are we doing?”
· “How is the business doing?”
· And they made sure to listen to both answers with equal seriousness.
“Running a business together isn’t about always agreeing,” Riya said one night, jotting in her journal. “It’s about disagreeing without forgetting which side we’re on.”
Their Own Kind of Clients
Slowly, clients came.
First, a CA who had heard them speak at a webinar.
Then an interior designer referred by an old PMI contact.
An event company who had seen their work and wanted “that system, but in our style.”
A lifestyle wellness brand that resonated with their mix of empathy and data.
The frameworks from the book came alive again and again:
· They helped a CA move from random referrals to structured lead gen with LinkedIn, webinars, and checklists.
· They helped an interior designer turn a beautiful Instagram into a predictable enquiry engine.
· They helped an insurance advisor use AI and automation to stay in touch with leads for months without spamming.
Sometimes they’d look at each other in a meeting and smile, silently recognising a funnel they’d drawn together late at night months ago, now working in real life for someone else.
Not a Fairy Tale—Something Better
There were hard days.
Clients delayed payments.
Campaigns failed.
A key freelancer disappeared mid-project.
They argued over priorities, prices, when to say no, and how much risk was too much.
But through it all, something held.
It wasn’t magic. It was practice.
The same principles they taught in their book showed up in their life:
· Clear expectations.
· Fast, honest communication when something wasn’t okay.
· Small, consistent actions instead of grand gestures that never repeat.
· A shared belief that they were on the same side—even when they stood on opposite ends of an argument.
One night, sitting on the floor among invoices and post-its, exhausted but laughing, Riya looked around their not-quite-office, not-quite-home space and said, “Do you realise? We’ve built… exactly what we wrote.”
“What do you mean?” Aarav asked.
“We said,” she reminded him, “that growth happens at the intersection of technology, empathy, and execution. Look at us. That’s literally us. Tech and execution—that’s you. Empathy and story—that’s me. And all of this—” she gestured around—“is growth.”
He moved closer, touched his forehead to hers.
“Then let’s keep growing,” he said.
The Book on the Shelf
Months later, a printed copy of their book sat on a shelf in their new office.
Clients sometimes picked it up while waiting.
“What is this?” they’d ask.
“Our playbook,” Aarav would say.
“Our story,” Riya would add.
Because by then, it was both.
It showed businesses how to:
· Build their brand presence.
· Use the right channels.
· Create content that attracts.
· Generate leads and nurture them.
· Automate wisely.
· Sell with clarity.
· Support with heart.
· Use AI as an ally.
And hidden in the spaces between those chapters was another map:
How two people met in an agency,
learned to build systems that cared for strangers,
and then decided to build a life and a company
that cared for them too.
They never pretended it was easy.
But every time a client message came in saying, “Thank you, this has changed how we work,” or a young founder asked, “How did you two start?” they knew one thing clearly:
Leaving Being Addictive was not about leaving something behind.
It was about carrying it forward—
the rigor, the curiosity, the belief that every business (and every relationship) can grow if you design its journey with intention.
On some evenings, when the work was done and the city outside their window glowed the way it had when they first stood on that office balcony, they’d sit with their cups of chai, close but quiet.
No slides.
No scripts.
No funnels.
Just two people who had chosen to be partners—in work, in growth, in mistakes, in wins.
And if you asked them what the real “last chapter” was, they’d probably tell you this:
There isn’t one.
There’s only the next test, the next launch, the next morning coffee, the next client helped, the next version of themselves they haven’t met yet.
The story doesn’t end when you leave a company.
Or when you start one.
Or even when you fall in love.
It keeps unfolding—
as long as you keep showing up
with your head,
your hands,
and your heart.
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