


Spiff Has a 

Big Opportunity
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Typical percentage of 


a company’s total budget


spent on commissions

10%

Companies in the US alone are 
spending $800B on commissions 
and world-wide over $1T.



Spent on sales  

rep commissions  

in the US alone

$800B

Source: “Do Bonuses Enhance Sales Productivity? A Dynamic Structural Analysis of Bonus Based Compensation 
Plans” by Doug J. Chung, Thomas Steenburgh, K. Sudir.  Harvard Business School Working Paper.






We’re Replacing Excel
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Redacted
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And We’re Building a Platform


Redacted
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I hated every 

minute of training 
but I said to myself 
‘Suffer now and live 
the rest of your life 
as a champion.’
 –Muhammed Ali 



Many believe you can’t have competition to 

succeed (“competition is for losers”)



That’s sort of right



Most successful companies start out with 

competitors but ultimately manage to 

“escape comparison”—they are in a 

different class entirely



escape 
velocity



“escape velocity”
We call this achieving

6



Source: The tyrrany of the rocket equation (NASA)

Slip the Surly 
Bonds of Earth
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 Containers

Soda Can

Rocket

Molotov Cocktail

Percent Useful Contents

94

96

52

If the earth were 50% larger, it wouldn’t be possible 

to achieve orbit (with known tech)


Rockets have to be more efficient than a soda can



Achieving escape velocity is insanely hard


BUT once in space, it is extremely easy to move around



50% of the fuel to travel to Mars (21 months) is 

used achieving escape velocity (9 minutes)

https://www.nasa.gov/mission_pages/station/expeditions/expedition30/tryanny.html
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Proprietary 
technology


Network 
effects

Economies 
of scale

Iconic 
brands

legendsSustainable Competitive Advantage

Most companies that achieve escape 
velocity have:



We are looking to establish these 
advantages as well.




Pace of Innovation
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–Thomas Edison to Nikola Tesla in The Current Wars 

Welcome to Edison 
Electric, you’ll make a 
minor invention every 6 

days and a major one 
every 6 months.” 

Perhaps the most reliable way to achieve escape velocity is to 

have a faster pace of innovation than any competitor. At Spiff, 

We seek to emulate the pace of innovation at some of history’s 

most innovative companies like Edison Electric.





Effort Counts Twice
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There are few substitutes for effort in achieving a 

market-leading pace of innovation. Hard work affects 

achievement in two ways. It increases skill and it multiples the 

effect of skill. We look for hard workers at Spiff.


Source: Grit by Angela Duckwitz
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How We Work at Spiff

Spiffers create an enormous amount of high-quality work in record time. 

Then they immediately start figuring out how to get better and faster the 

next time.  



However we are not willing to put our family relationships at risk or 

underinvest in the most important things in life due to work



How do set a market leading pace of innovation while still prioritizing our 

non-work lives?



The following slides highlight ways we work to be as effective as possible




A Bit More About Work Ethic at Spiff
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Look for creative, cut-through solutions. When people are facing thorny 

problems or have too much to do, they often think that they need to work 

harder. But if something seems hard, time-consuming, and frustrating, take 

some time to step back and triangulate with others on whether there might 

be a better way to handle it. Of course, many things that need getting done 

are just a slog, but it’s often the case that there are better solutions out 

there that you’re not seeing.







Recognize that everyone has too much to do. How to do more than we think 

we can is a puzzle we all struggle with. Other than working harder for longer 

hours, there are three ways to fix the problem: 1) having fewer things to do 

by prioritizing and saying no, 2) finding the right people to delegate to, and 3) 

improving your productivity. Some people spend a lot of time and effort 

accomplishing very little while others do a lot in the same amount of time. 

What differentiates people who can do a lot from those who can’t is 

creativity, character, and wisdom. Those with more creativity invent ways to 

do things more effectively (for instance by finding good people, good 

technologies, and/or good designs). Those with more character are better 

able to wrestle with their challenges and demands. And those with more 

wisdom can maintain their equanimity by going to the higher level and 

looking down on themselves and their challenges to properly prioritize, 

realistically design, and make sensible choices.





We Think Strategically
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”Strategy” answers two questions: “Where to Play?” and 


“How to Win?” Focusing on these allows us to make sure we focus 

our efforts efficiently in the best direction. Do we want to play in 

SPM, sales forecasting, gamification? These are important 

questions to answer as we think about our strategy. 



How 

To Win?

Where 

To Play?

Source: 

The Monitor Group
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We Work SMART: Deliberate Practice

Source: Angela Duckworth and 

https://rittersp.com/wp-content/uploads/2014/03/Chambliss-Mundanity-of-Excellence.pdf 



https://rittersp.com/wp-content/uploads/2014/03/Chambliss-Mundanity-of-Excellence.pdf


Scope

TALENT

Resources

 TimE


The Productivity Triangle
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We remember that productivity is generally a function of 3 things. 

To be more productive we can reduce scope, increase resources, 

or take a longer time. If we want to reduce time, typically we have 

to either 1) reduce scope or 2) increase resources. 



productivity



We Build Systems for 


More Productivity
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Systems are one of the most reliable way to build productivity 

rapidly. At Spiff once we have a solid solution, we look to 

systematize it. Then we seek to optimize the system.


Note: Modified from Ray Dalio’s Principles



Systems



Outcomes


People

Goals

Culture Technology
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We Never Solve the Same Problem Twice

Learning is the fastest way to succeed. We think of Spiff like a 

ratchet. We design systems and tools so that we can never move 

backwards once we’ve learned a lesson.



We are technologists / engineers. If we solve a problem well, we 

then work on automating it. 



Sometimes the best way to “automate” something is to write it 

down as a personal/business principle. 
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We Are All Engineers

The goal of an engineer is to build high-quality, scalable tools 

and systems. Everybody can be a engineer

Everybody will increasingly need to be an engineer to succeed


in business

Spiffers constantly ask: “How can I automate this problem or 

make it more scalable?” 



As the founder of Twilio says, software people believe “any 

problem can be solved once it’s in the domain of software”

Spiffers seek elegant solutions which is the “simplicity on the 

far side of complexity”



Spiffers automate to increasingly focus on the the best that 

humans can provide. Ultimately we are human-centric




WE CREATE CUPCAKES NOT CAKES
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At Spiff, we always build the fastest, completely viable 

solution (cupcakes) to problems first so that we can 

test and iterate quickly
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We Eat Our 
Vegetables 

Before Dessert
Most inexperienced people don’t focus on the 

core of their product/jobs long-enough. At Spiff, 

we always eat our vegetables before dessert





Like a well-built 

home [or instrument], 

great software focuses on 
giving its users hundreds 

of small, satisfying 
interactions.
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We are artisans

--From “Slack’s $25 Billion Dollar Secret Sauce”


by Andrew Wilkinson



We think of every Spiffer like an old-world artisan 
taking great pride in the details and craft of their work  

(think of a Stradivarius violin) . 
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We Are an Idea Meritocracy

We use the Socratic Method applied to business problems which is 

cooperative argumentative dialog (Hegel called it thesis / antithesis / 

synthesis, Harvard Business School calls it the case method, Dalio calls it 

being radically open-minded)




We believe this produces an idea meritocracy at Spiff—the best ideas should 

win at Spiff no matter who proposes them




We take into account believability of people. If someone has done something 

successfully 3 times, they are more believable than those who haven’t.




However, we think believability should correlate with an ability to convince 

others. Convincing may take more time but it has many benefits: 1) it leaves 

open the ability for an ”expert” to learn from a novice which happens 

surprisingly often. 2) Creates a safe culture for challenging ideas. 3) Promotes 

learning as the expert has to teach to convince.




We never argue when 1) we can easily find the truth through empirical means 

or 2) we can run an inexpensive experiment




During brainstorm sessions, we are fiercely protective of new ideas




At Spiff, if you don’t speak up in a meeting, be prepared to get asked about 

your opinion by the end of the meeting.




If you still disagree at the end, we expect you to disagree and commit to the 

decision maker





The Ladder of Inference
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Even if you are an 

expert, come prepared 

to explain your actions. 


The Ladder of Inference 

can help when explaining 

why you believe what


you do. 


It will help others 


learn from you.

actions

beliefs

conclusions

assumptions

interpreted reality

selected reality

reality and facts
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The ROI Rule

Chronos vs Kairos



The ROI Rule:



Kairos


The Ancient Greeks had two words for time:



Chronos—time as we typically think of it and


(καιρός) meaning the right or opportune 


moment (the supreme moment). 






While the former refers to chronological or sequential time, the latter signifies a 

time in between, a moment of indeterminate time in which something special 

happens. What the “special something” is depends on who is using the word. 






While Chronos is quantitative, Kairos has a qualitative nature.  Kairos is often 

represented by a bald man with one lock of hair.  The idea is that you need to grab 

the lock of hair while Kairos passes or lose the opportunity forever.



Become deeply familiar with the concept of ROI.



Always work on the highest ROI thing you can.


There is a tide in the affairs of men which, taken at the 

flood, leads on to fortune; Omitted, all the voyage of their 

life is bound in shallows and in miseries.

Remember:

--William Shakespeare
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We Work For Our Customers,

Not Against Competitors

Kyle Porter, the CEO of Salesloft said he is in a hyper-competitive 
space but he always tries to focus on the customer more than 


the competition. 






He said he has two customer quotes imprinted “in his heart”:



When a customer switched from a competitor to Salesloft 
he asked why and he thought it was going to be some 
feature but the customer said “the other company just 
wanted to sell us software, it was clear to me that you just 
wanted to see us succeed.” 





Then in another win a customer said, “the competitor 
wouldn’t stop talking about you but you wouldn’t stop talking 
about me.” 


1.

2.

Win or lose, it’s all about our customer’s success. We are even be 
happy if a potential customer is successful on a competitor’s 

piece of software. It should just help us to learn and get better. 





Lightning

Strikes 

and Forcing 

Functions

Since the early days of Spiff we have had company-wide stretch goals




We almost always have a company-wide stretch goal linked to a 

market-defining event we are trying to achieve




We call these events lightening strikes




For example, we released the first version of Designer at the 2018 


SaaStr conference




We released Spiff Banzai during the 2020 Holiday season




These lightening strikes provide motivation, alignment and they focus our 

company energy into a powerful message about our progress
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spiff.com   |   hello@spiff.com

CONTACT US


