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Nicolas Dejehansart
Pascal Persyn

Taking the lead in the aftermath 
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1. Select active customers and/or in invest mode (touch base with all contacts)

2. Group according to same reason to buy per solution (to improve sales 
productivity)

3. Prioritize in terms of willingness to buy (urgency or impact)

4. Create small drip campaigns (also for existing customers)

5. Prepare and practice with colleague’s (conversation and video calls demand 
other skills)

How to get started -> 
Webinar at the start of social distancing
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What trends are here to stay for sales ?
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Buyers are putting off non-essential purchases.

Buyers are looking for continuity in the supply-chain and for alternate sourcing.

Buyers are looking for new insights into value creation from their suppliers- need 
not always be about new product innovations, it can be about process 
innovations, sourcing innovations, financial innovations, etc.

Buyers are overloaded with information from suppliers

Buyers do not like aggressive approaches by salespeople

How do buyers behave in these Corona times ?

Source: Interviews with sales professionals and buyers- April 2020, Ball State University
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What research tells us

83%
of buyers say vendors
don’t understand their 

issues

Gap to close

+80%
of executives say 
they buy from the 
vendor which is 

enriching their vision

Selling to 
Collaborating with

relevant and brings 
immediate value
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Commercial 
capability

Value 
Creation

Way of 
SellingTiming

Taking the lead requires 3 components 
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Foundation: A strong business relationship

Trust

Vision

Value

Need

Trust

Solution

Product
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Source: BAIN & COMPANY B2B Elements of Value™

Covid: Bain’s generic value element definitions which matter most
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Source: BAIN & COMPANY B2B Elements of Value™

Covid examples of value creation on each of the 6 elements

Profit share donation to buy 
laptops ensuring children 
have access to education 

from home 

Automated cloud back-up 
and disaster recovery added 

to standard maintenance 
agreements

Single point of contact with 
more autonomy to take 

decisions

Supporting customers to be 
more agile in responding to 

continuous change 

How to integrate risk 
management into operational 

processes

Allow for pay per use –
Broader chose in delivery 

models 



©
 P

er
p
et

os
, 

co
n
fi
d
en

ti
al

The 4 biggest commercial risks:

Companies acting too slow

Remain largely in reactive mode

Knowledge and competency gaps

Lack of open mindset and steering and coaching dialogues 

Act now and take the lead in the covid-19 aftermath 
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Required capabilities:

Commercial building bridges for our customers

Talking to customers with the beginner’s mindset

Commercial capable to perform other and changed activities 

Able to structure and act on unfiltered information

Making sure to close the knowledge and competency gaps

Act now and take the lead in the covid-19 aftermath 
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Crisis 
Opportunity 
Value  
Insights 
Deliver

Conclusion: Taking the lead means
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Value creation in erratic times on June 18th

How to acquire new customers today on June 25th

Dealing with an unpredictable forecast on July 2nd

05:00pm - 05:45pm CEST

Leading in the Aftermath – next webinars
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Watch the on-demand session


