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Introduction to Guided Customer Buying

* From: Using SaaS to Market SaaS: Powering Social Media to Drive Leads Rajiv Parikh ,CEO, Position2. Oct 22, 2008




What do we mean by Guided Customer Buying?*

Sellers that implement Guided Customer Buying approaches
generate superior sales results by:

ARnAt the end of a c adniric mad
seller, the buyers shoul d
Adapting the way product] can do for them; they should be focusing
they sell to each on what they can do with [the product]. The
customer using a conclusion is inescapable: The focus of both
standardized, yet salespeople and buyers should be on product

customizable usage, not product featur
approach

Customer Centric Selling, Bosworth, et. al.

nlf the salesperson doesn
insight and discovery in the selling process to
Creating customer out weigh the customer 6s i

value during the effort, then the customer will simply seek cheaper

sales process to and cheaper experiences i the cheapest of which

gain competitive eliminates the salesperso

positioning

Escaping the Price Driven Sale, Snyder & Kearns

* Don6t get hung up on the term 6Gui ded Customer Buyi ng éapproach We had tacalfitscmetleingor k and not
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Agenda

A. Tough times for Sales

Buyer fatigue was setting in long before things g
got tough
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Tough Times for

Buyers have more choices . 2
than ever and wield more vl'
Sales power

A Buyer Behavior is Pressuring Margins I Buyers place a higher value on cost in a
tough economic climate. Buyers that were receptive to value-based selling approaches a
year ago are now more cost focused.

A Prospect Fatigue | Prospects are barraged with marketing and sales in unprecedented
volumes. To protect themselves they use junk mail scanners and voice mail as barriers.
When they interact with sellers they complain of very little differentiation.

AKnowl edge of the BuyerlbBuyeB desmandselsss and
understand how to solve their problems and converse in their language. They discount
sellers that push generic solutions delivered through marketing pitches.

A Customer Expectations i The internet has changed buyers forever. They are often more
knowledgeable than sellers and have strong preferences for how they will buy and receive
service. They want everything to be as easy as Google.

A Prospects Drive the Buying Cycle T Buyers have always driven the buying cycle.
Sellers who believe they are driving the sales cycle have always been internally focused
and not customer focused (we dondét take t hi
selling and let your customers buy i we still believe in the role of sales people as sellers).
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Why Change the Way Buyers are driving change ‘v’_

that is wreaking havoc in
you Market and Sell? sales

Because you are experiencing problems in sales in one or more of the following areas:

A Your sales force is underperforming T Economic turmoil has reduced revenues and sales

effectiveness:

A Why is cold calling not generating the leads it used to?

A Why are you hearing about opportunities after your competition has won them?
A Why are so many leads being qualified out?

A Why are you losing more competitive deals than you should?

A Performance across your sales team is uneven - A small number of reps make their numbers
consistently, while the majority underperform. Why does this happen?

A Long term customers are moving to competitors 1 Your solution capabilities are as competitive as
ever, yet some of your long term customers are switching to competitors. Why?

A Increasing activity levels are not helping i Driving the sales force to do more has not generated
more revenue. Why?

A Margins are under pressure i Discounting seems to be the first course of action in the current
market. Is it because of the economy?

A The organization is focused on sales, yet results are elusive T Sales is discussed in every
executive meeting, but little seems to be happening outside of the sales team to drive sales, except the
occasional executive customer visit. Why canot t
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What dO yOU need to How to deal with the impact of ‘v"

under-performing sales. A

Ch ange '[07 program for change.

A A way of selling which adjusts to the way your customer
wants to buy

A Allowing for mass customization i dialogue with the customer is based
on a standard process and content
specific needs and buying approach, allowing a great deal of
customization.

A Accelerating the buying /selling process in a mutually advantageous
time frame

A Exploiting collaborative technologies to support the customer buying
and the seller selling T the most critical element of guided customer
selling

A A new approach to developing and managing your sales
force
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Agenda

B. How customers buy

The customer buying process is simple, but can g
be positively influenced by sellers
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When the Buyer does their own thing
leads to buying

Industry

ProbIeCj

Business
Problems

Seller
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2 Problem solving

~_| Problems must be solved.

()

e \I/

Problems grow in impact over time

Needs aggregated /
prioritized

RFP / RFQ

I

Product messages do not

The Buying and Selling Process

match to customer
specific problems f

Low probability of
winning and dancing
entirely to the prospect's
tune

Consider
& Select




