appliedthinking SETH'S INTERVIEW - 27 JUL 2026

[ ] https://fullcrm.com/about/

Wh at crm(J oue AT WEDS - CAsESTUDE
fullcrm.com

is saying to your customers.

%\ About Fullcrm
ay

Your Trusted CRM Experts

G

. : 8 - We pronounce our
My first piece of work, applying to join your team name as ' g
inside ChatGPT. and itis rooted in

definitions




HOW | READ AN ABOUT PAGE

Most About pages explain the business.
Very few build confidence in it.

The problem is usually not the design. It is the unresolved tension underneath the message.

What the business believes it is saying. AN EXAMPLE FROM APPLIED THINKING

What the customer actually hears. “We help businesses improve communication and
drive better outcomes.”

Where trust weakens. TIGHTENED

Where the decision slows down. “Applied Thinking gives you a sales and
marketing manager inside your ChatGPT,
so nothing you publish sounds
accidental.”

The wording did not change much. The position did.
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WHAT | LOOK FOR

— What the page is really trying to do
— Who it is really speaking to

— What sounds generic

— What claims do not yet hold

— What weakens trust

— What stops action

That is what we review.
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WHAT IS THIS PAGE ACTUALLY DOING?

This page is written for potential clients evaluating whether to
hire Fullcrm as their CRM partner. It opens with a naming
metaphor, then moves to purpose, then reasons to choose
them, then team, then a closing conversion offer for unsure
buyers.

HOW IT CURRENTLY COMMUNICATES

The buyer already knows what Fullcrm does from the home page and What We Do
page. They arrive here looking for proof of expertise, credibility, or team strength.
Instead, they meet an extended explanation of the company name. By the time
the Why Fullcrm section appears, the buyer has scrolled through three blocks that
do not address the decision question. The page assumes interest is still building
when it has likely already peaked or declined.
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THE ORDER A BUYER MEETS IT IN

Name origin

What we do

Purpose statement

Why Fullecrm

Leadership team

OPENS WITH

THEN

THEN

ARRIVES LATE

COMPETES
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WHERE THE TENSION SITS

naming hiring
story case

A buyer choosing between CRM partners does not need to know how to pronounce the name. They need
to know why this team is the safer bet.
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WHAT | WOULD CHANGE FIRST THE MOVE

01 Open with Why Fullcrm or leadership.

Move credibility
above metaphor

02 Let expertise arrive before explanation.

03 Place the name origin lower, or remove it.
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THREE DIRECTIONS | WOULD TAKE

Three directions from this review.

01

Lead with differentiators

Move Why Fullcrm to the top of the page, directly below
the hero. Let the buyer see what makes this team
different before they meet backstory or purpose
statements. The naming metaphor can sit lower or be
removed entirely. Proof of expertise answers the
decision question faster than brand storytelling.
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02

Replace metaphor with team proof

Open with the leadership team section instead of the
naming explanation. Show who is delivering the work,
their backgrounds, and their platform certifications. For
a services business, the team is the product. Let the
buyer assess capability and credibility in the first scroll,
not the fourth.

03

Cut three sections to one

Combine name origin, what we do, and purpose into a
single tighter block that establishes focus without delay.
Remove the extended metaphor entirely. The buyer
does not need two dictionary definitions. They need
one clear statement of what this business handles and
why it handles it well, then immediate access to proof.
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IN ONE LINE

The buyer
understands the
platform focus.

The case for
trusting this
specific team
arrives after the
scroll.

appliedthinking
Your sales and marketing manager, inside your ChatGPT.
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appliedthinking.com.au
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