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Responding to Shifts in the Buying Model

CHALLENGE: A more discerning and educated buyer has
lengthened sales cycles and puts more pressure on Sales
and Marketing professionals.
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Live Polling Question

When it comes to prospects/customer
teaching, we do [select one]:

-None

-Very little
-Some

-A great deal

- This defines us
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MARKETING LEADERSHIP ROUNDTABLE™
SALES LEADERSHIP ROUNDTABLE™

Differentiating the
Purchase Experience

Transforming Customer Interactions
into Teaching Opportunities




COPIES AND COPYRIGHT

As always, members are welcome to an unlimited nurmber of copies of the materials contained within this handout. Furthermore, members may copy any
graphic herein for their own internal purpose. The Corporate Executive Board Company requests only that members retain the copyright mark on all pages
produced. Please contact yvour Member Support Center at +1-571-303-3304 for any help we may provide.

The pages herein are the property of The Corporate Executive Board Company. Bevond the membership, no copyrighted materials of The Corporate
Executive Board Company may be reproduced without prior approval.

LEGAL CAVEAT

The Marketing Leadership Roundtable and Sales Leadership Roundtable have worked to ensure the accuracy of the information they provide to their
members. This report relies upon data obtained from many sources, however, and the Marketing Leadership Roundtable and Sales Leadership Roundtable
cannot guarantee the accuracy of the information or their analyses in all cases. Furthermore, the Marketing Leadershin Roundtable and Sales Leadership
Roundtable are not engaged in rendering legal, accounting, or other professional services, Their reports should not be construed as professional advice on
any particular set of facts or circumstances, Members requiring such services are advised o consult an appropriate professional. Neither The Corporate
Executive Board Company nor its programs are responsikle for any claims or losses that may arise from a) any errors or omissions in their reports, whather
caused by the Marketing Leadership Roundtable or Sales Leadership Roundtable or their sources, or b) reliance upon any recommendation made by the
Marketing Leadership Roundtable or Sales Leadership Roundtable.




MAKE ME SMARTER e

EXEFCUTIVE
BOARD

Drivers of Customer Loyalty WHAT THE BEST COMPANIES DO

Representative Sales
Drivers of Customer

Lovyalty

B Rep offers unigue,
valuable perspectives
on the market

Rep helps me
navigate alternatives

Rep helps me avoid

Percentage of i
otential landminas
Contribution to P

Customer Loyalty Rep educates
Mme on New (ssues
and outcomes

Supplier is easy
to buy from

Supplier has
widespread
sUpport across my
organization

Company and Product and YWalue-to- Sales
Brand Impact Service Delivery Price Ratio Experience

n = 4950 B2B customers of 24 companies.

Source: Integrated Sales Executive Council research.
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THE NEW PHYSICS OF SALES

Traditional Model for Loyalty-Building
Sales Interactions

Primary
“Selling”
Interaction
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Source: Integrated Sales Executive Coundil ressarch.
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WHAT THE BEST COMPANIES DO

Emerging Model for Loyalty-Building

Selling Interaction
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NOT JUST ANY TEACHING e
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WHAT THE BEST COMPANIES DO

COMMERCIAL TEACHING
Definition: Reframing the way the customer assigns value to the areas where you outperform your competitors.

Commercial Teaching has fo..

1. Lead to Your Unigue Strengths 2. Challenge Customers’ Assumptions

Why? Why?
Teaching that is equally relevant to other suppliers Sharing information that is simply new or

does not further customer appreciation for your voyeuristically interesting fails to grab mind
unigque strengths and therefore does little more than share and “stick” with customers.
create goodwill.

3. Catalyze Action 4. Scale Across Customers

Why? Why?
Without sufficient pathing toward a selution The costs of developing and delivering

for customers’ problems and a prescription ohe-off teaching content are a burden on the
for action, teaching fails to further the sales cycle. organization and not economically viable.

Source: Integrated Sales Execulive Coundil research
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LAST THINGS LAST o

WHAT THE BEST COMPANIES DO

Teaching-Criented

Differentiator
Interaction

Feature-Oriented
Messaging Workshop

Interaction

Impact of Priver Shortazes
T i £

“Our 2,092 square inch, one-piece “Customers
windshield will improve driver visibility, underestimate
saving you money by reducing the how much unsatisfied,
likelihood of an accident.” unengaged drivers
cost them.” I
1 B $1.8 million

@Q . “I'd like to
talk to you about the
costs associated with
Teaching Rep driver turnover...”

Features-Selling Rep

" | gads with value of product Leads with issues costing
features Volvo Truck customers money
» Focuses conversation on known Differentiators Tells customers something they
don't know sbout themselves

customer needs _ _
. First Choice of Concludes with Volvo solution

Professional
Drivers

AAAAS N\ NN
After

Before
Leading with Leading fo
Unique Strengths Unique Strengths

Source: Wolvo Trucks Morth America; Corporate YWisions Inc: Integrated Sales Executive Coundil research
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KEY TAKEAWAYS e
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WHAT THE BEST COMPANIES DO

» I[N the short-term, the customer’s purchase experience Is the highest-impact driver—higher than brand
effects, product and service delivery, even price—for increasing loyalty.

» N addition, progressive organizations are using advocates more effectively to establish widespread
support for their solution.

» [he most effective method of differentiating the purchase experience from the competition is to
deliver teaching interactions—exchanges (both virtual and in person) that serve to reframe the way a
customer assigns value to areas where the supplier outperforms its competitors.

» [eaching must salisty four requirements to drive commercial outcomes:

1. Lead to vour unique strengths
2. Challenge customers’ assumptions
5. Catalyze action

4 Scale across customers

Frornthe MARKETING LEADERSHIP ROUNDTABLE™ and SALES LEADERSHIP ROUNDTABLE™ |
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Live Polling Question

What is the top obstacle in implementing
teaching [select one]:

- Financial

- Technical
-Time
- Training Materials

- Executive Buy -In




Steve Woods

Chief Technology Officer
Elogqua




COMMERCIAL TEACHING

DIFFERENTIATING THE PURCHASE EXPERIENCE

ELOQUA THE POWER TO SLUICCEED.




What should | teach?

A Marketing: Unique value proposition, per segment
A Permission to stay in communication
A Add value at each interaction
A Understand who is engaged, who is not

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Building a University

A Unigue value proposition
A Flying car challenge

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



