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A
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That’s the truth no one warns you about when
you build something excellent. FireWerks
exists to close the gap between the value you
create — and the revenue it deserves.
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The founder

Genuinely excellent
& still losing deals
to less-capable
competitors with
sharper materials
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The pitch

that failed not
because the
opportunity was
weak, but because
the story wasn’t
ready in the room
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Sales Teams

Improvising
brilliant sales
conversations with
mediocre tools,
against teams
whose materials
persuaded first
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The campaign

that performed on
every content
metric — and
never quite turned
into revenue
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Joshua Bell Played At A Concert Hall - Joshua Bell Played At A Subway Station
*  $100 a ticket. Sold out, two nights running. - 45 minutes. Seven people stopped. $37.

The Revelation

Same musician. Same violin. Same music.

| Ios};uaBe‘hs One of the fiftest violinists alive. Days-after selling out that hall,‘hé pla
' the same programme on the same prlceless instrument in'a Washington DC subw
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We learned this the hard way

We didn’t learn this
from a textbook. We
learned it from a solid

campaign that worked
— and sold nothing.

We put genuinely brilliant Scrum trainers
on video. Real expertise, beautifully
produced. The metrics soared. Some
students even said: “I've been watching
your videos — that’s why I booked.”

It didn’t convert into the revenue those
trainers needed to sustain their business.
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The Big Idea

Not a marketing agency. Not a
design shop. Not a content studio.
A sales asset studio.

i

A marketlng agency

Builds for audiences

and optimises for reach, awareness and
engagement.

Every deck has a job.¥very video has a job. Everyte °£
word — has a job. The job is always the same: help the buye
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ireWerks Method
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What outcome do What would you What would you What do you
you want this need to be known have to do, and . need to clarify in

' asset to create — for in order for build, to become [ ' order to do those

what decision, that outcome to known for that? things
from whom? happen? consistently?

| & /i _ Ty

S These four qweveal the commercial tr Ive request.

2" They are why we 'msets that work — and why our clients come back.




Ihe FireWerks Moat > 01 > 02 > 03

Craft

Strategy Persuasion
assetisn’t one sklll
It's six — 4

and they usually
live in six people
o never speak to

each other.
» 04 » 05

Not a breadth advantage. A coherence a&‘(ﬂqtage\‘ Conversion Photography Coaching &

Diagnoses the Builds the beliefs Directs the eye,
problem that lead to ‘yes’ signals credibility

One Commercial Argument

one partner, one brief, one commercial foundation, so Copywriting and Video Training
the argument never weakens from strategy to slide to . .
SO o Makes every word Makes a compelling So you deploy with

)i( earn its place argument human authority



FIREWERKS

SALES ASSETS FOR THE “;)‘ MOMENTS THAT DECIDE

There are many ways to spend a marketing budget.

Most of them aren’t built to win the decision.

THE ALTERNATIVE WHAT THEY OPTIMISE FOR
Marketing agency Awareness, reach, engagement
Freelance designer A nicer-looking version of your work
Copywriter Words

Social media agency Followers and engagement

Video company Beautiful footage

FireWerks The decision itself

Agencies build for audiences. FireWerks builds for buyers. That single difference is the whole business.

WHAT THEY MISS

The buyer in the room, and the objection
killing the deal

The strategy, story and proof beneath it

Sales story craft, the visual argument, the
video proof, the sales coaching

The deal — 65% of marketing content sales
teams never use

Which video to make, and what it must
achieve

Nothing — strategy, story, design, copy,

video and coaching, from one brief
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NowaTech

A brand built from
nothing on R250 a
day, evolved into
an exclusive rights
acquisition within
twelve months.
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ShowMax

18 months of
presentations
behind the board
greenlight and
launch of a Netflix
competitor.

1l 03

Ebotse

R800m property
development
approved across
three veto-holding

stakeholder groups.
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Pirtek Africa

An experimental
recruitment model
inverted — African
distributor won
for under R5,000.

1 06

M-Net Edge

A channel the numbers alone
could not justify — approved
by the Naspers board on the
strength of the vision and
story.

t e show you
at the work has
already done.

. Y

“He’s a strategic partner, not just a service provider. |
recommend him without hesitation.” - John McFadyen




Result 3

The same deck

105

Key Lesson

102

Result 1

Multiple major
international titles
won within a week
— including the
Paddington Bear
remake
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Result 2

Repositioned from
hopeful local
distributor to
credible industry
heavyweight

1 06

The Deck We Built

A strong competitor
with a weaker
argument can lose to
a start-up with a
stronger argument

won further rights
across multiple
later acquisition
drives

A commercial argument for
exclusive distributor rights in
Sub-Saharan Africa. Rebuilt
from a hotel room in Edinburgh,
from the producer’s evaluation
criteria backwards.
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Result 1 Result 2
Installer enquiries Enquiries from
increased from 1 distributors
per month to 20 increased from 1
per week, building per quarter to 10
a national installer per week leading
network of 44 to 8 national
installers in SA distributors in SA

104 105 T 06

Result 3 Key Lesson
Consumer enquiries  The budget is rarely R250 per day
increased from 2 a the problem, nor are
month to 40+ per the constraints 3 buyer groups built at the same
week, peaking at 27 around the brand; time, acquired within twelve
enquiries per day. the commercial months by a strategic partner
argument is who wanted exclusive rights to

the product and brand.
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Result 1 Result 2
3 solid applications 15 well qualified
b from potential distributor
2 distributors in applications
, Africa within 24 received within 7
; hours of the days of the
campaign going live campaign going
live
PROQ F 03 - Pittek s
gx @Tre\BOﬁsecond asset |
o . .~ Result3 Key Lesson
changed hﬂw an: e
% il i e e t Tc"‘ A well-qualified Sometimes, it can The Inverted Model
? (=== distributor selected work the other way , o
; and appointed for around. Attract well The night distributors apply for
the Africa region we qualified potential EIT el g pre-qualified,
4 targeted within 4 distributors rather pre motivated and ready to be
fOMnder R‘5 OOO -‘ . weeks. than persuade them evaluated as a potential partner

rather than having to be sold
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This is probably you
Four commercial situations.
One studio built for all of them.

-
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“I know a campaign

02

“I'm accountable for

a number my team should work — I'm
can’t hit with the

materials they've

‘ not sure why the
‘ results never match

been given.” the investment.”

From improvised
selling to assets

r From scattered
q activity to a

that persuade system that
before anyone proves its own
speaks. return.
):(( Different situations, different emotional weight, different assets — one commercial disciplifié underneath all four. \-

N



1 02 103 -

Professionally  Commercially
Validated Understood .

The gap between how The consistent
good the workisand  experience of being

', ~ ' -
finally closes. from the first ) H.M

how it’s represented genuinely understood,
-
conversation. » ' he Trafrsformatiofis

n don’t just s
sSets. .
different |

clie

“Just as importantly,
~L 04 he’s an exceptional

listener and coach—
Commercially more like a trusted

friend—while . . - = -
Capable staying absolutely lp Wlth
The team that relied trustwqrthy, 3 _ = u
professional, and their own commercial »

on star performers
now has assets that
level the floor.

dependable.”

confidence. ~
. ' 4

- Ralph Jocham

We change the emotional register of selling — from apologetic and uncertain to confident and prepared.



MO Start (
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‘ne studio. Six entry
ppmts. The right one
depends on where

Jyiou are.
-

Not sure which one? Start with the Audit. It tells you
exactly where to begin — so every Rand after it is »
invested in exactly the right place.
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Asset Sprint

When urgency is
real and something
needs to sell now —
48 to 72 hours from
concept to delivery.

room

105

Asset Bundle

When you're going
to market and need
the full commercial
foundation first

102

Pitch Decks

When a high-stakes
conversation is

coming and you
need to win the

103

On-demand

When you already
know the one
asset holding you
back and you need
it fast

1 06

Sales Asset Retainer

When you’re ready for a partner
who compounds your story over

time




103

L
< 02

.:, Research impact

ggﬂg;tt?\ier \ \ I : || | Every proof asset Every cycle the
Tomorrow / = il makes the next sale story sharpens, the
nowmvscn — easier — less to proof strengthens,
Ty ¥ explain, more to and the path to yes
@ o "’; ’:‘ ‘;q.,q?" point to. gets shorter.
s Ehecompougfle Alantage ¥ T 4 "

i - ‘ 120+ 30+ 25M+ Traction first. Every cycle works
g Aon e- f pro‘ie ct Momentum follows. every bit as hard as

B ¥ you do to help

Sales assets that
your team will
actually use to

move potential
buyers to ‘Yes’

A compounding  *

generate more
leads, close more
deals, and win
more referrals.

Less ‘goals’, more
reliable systems
that convert sales
conversations into

system changes

our trajecgtory. .

y jegtory a3
PR

customers.




THE INVESTMENT - LAUNCH PRICING 2026

F1REWERKS

SALES ASSETS FOR THE \;) MOMENTS THAT DECIDE
Sales Asset Audit the diagnostic — where your story is breaking down From RZ, 500
Sales & Pitch Deck when you need to win a specific room From
: >
Sales Asset Sprint 48-72 hour focused build around one objective From * -
-
Priced to get |
Sales Asset Bundle the full launch-ready commercial foundation From i
the work in T
- /
" .
Sales Asset Retainer ongoing partnership - 3-month minimum From p/m the room and
Y
-prove 1t —
On-Demand Asset Priced per asset and turnaround time From aCCESSlble to
start, built to

Compare the investment not to a production quote — but to the value of what isn’t
selling. The most expensive line item is always the revenue your work is currently compound.
leaving on the table.

\




The Reframe gl

The real risk isn’t investing in tk
sales assets. It’s continuing tc

www.firewerksstudio.com

The Investment

Known. Bounded. Recoverable.

And the Sales Asset Audit makes the first
step almost risk-free.

We don’t ask you to tal %ﬁIIeap of faith. We ask you to look at the rooms we've already §
won — and decide whether your value should finally be as visible as it is real.
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The Other Side Of The Gap .
Imagine the gap closed — your , Update 1 ! '
: - y smarte
work bought as readily as it A S personal fut
deserves to be. N B .
@@ smarter
: ® 2 “ e

g Built for Scale

01 02 03

The deck makes The pitch reflects The team sells And you stop
the buyer lean > the size of the > from one strong relying on the
forward. The opportunity. The story instead of

proposal converts campaign proves improvising.
on its own merits. its own return.

quality of your
work to speak for
itself — because
now it has a voice.

s% That is what we build. Not marketing. The commeraaén‘hat ma‘es
& your value impossible to overlook. ’ .
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Next Step . IDEAS
. " *"q\ PEE:LE LOGY
-. 4 L ik
Valuable work does not sell itself. / p BRIGHTER
! |pnovation - : L
Let’s close the gap. tor a Brightéf | ]
g T omorrow
%Tiﬁé,iﬂ‘u’éﬁ?iauewoﬂd |
/ "
www.firewerksstudio.com @ CCE%JJ ﬁnﬂ_r From
— Possibility

1 ess
A short, honest conversation to Progr

IRE WERKS

« SALES ASSETS FORTHE Q( \)/ MOMENTS THAT DECIDE

Tell us what you're trying to sell, who
needs to say yes, and what'’s getting in the
way. We'll tell you straight which starting
point makes the most commercial sense.

-
‘ 4 . . &
DI Malg/our value easier to buy. St WWhe rooms & opportunities y‘)w you belong in.

) & . -
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