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What you can expect

ÁProblems impacting sales effectiveness

ÁBuyer needs not served because of misalignment of 

Sales, Marketing, Service and Solution Management

ÁThe Solution

ÁRealignment through the JustBusinessResults Guided 

Customer Buying program with your organization

ÁHow will we make the case?

ÁProblems in detail

ÁHow they impact you

ÁSolution framework

ÁExpected outcomes

ÁWhy JustBusinessResults?
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Sales Problems Originate 

in our Go -To -Market 

Approach

Independent organizational units 
direct their activities at the 
customer with a view to achieving 
their mandates, while contributing 
to several problems
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Problem: Sales sells features 

with little understanding of 

decision makerôs real 

problems, missing out on the 

best opportunities

#1

Problem: Solution 

offerings not targeted 

at high value 

customer problems, 

but sub-optimal 

brokering of current 

capabilities

#3

Problem: Service unaware 

of what problems 

customer is solving and 

breaks sales ópromisesô

#4

Problem: Marketing 

confuses marketing to 

the customerôs business 

with the mass 

customization required 

to sell to the decision 

maker, failing in their role 

to generate leads

#2
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What do these Go -To -Market problems cost us?

Selling features 

instead of 

solving customer 

problems
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