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Who is who?

Defined by his relentless search for customer value

Adoption & continuous improvement Key to Success

+20 Years B2B Global Sales and Marketing experience

Pascal Persyn
CEO, Perpetos

pascal persyn@perpetos.com




Agenda

This webinar will cover:
" Digital era: What does it mean for the sales community
" Competencies and behavior

" How to get started
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A new competitive age

“In the age of the c

h customers.”

2011, Josh Bernof.
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A customer is not an
interruption of work.

He is doing
us a favour
by | giving us the
He is opportunity

th to serve.
e
purpose

of it.

15941 Kenneth B. Elliot, H
Vice President Sales Studebaker I3




What has changed?

" The content of the conversation
" The format of knowledge & information sharing

" A balanced mix of human and non-human
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What is research telling us
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of people length of the are “closed-lost” to
involved in B2B sales cycle No Decision

buying decisions since 2010
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Sales Conversation Complexity

Industry
P

2x2x6x6x6x4 = 3,456 Unique Sales Conversations*

Doctors RSN

o
Mgnt Persona 3
CSA

Purchase BEIEGLERS

* Besides handling the different personality types
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The name of the game

Doing the RIGHT THING

at the RIGHT TIME

in the RIGHT FORM

with the RIGHT PEOPLE
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Help me close
more deals

What customers expect from your Sales reps

Customer: ‘Your Sales rep ... Impact on Sales
has to ‘help me buy’, not sell me his product/company 1
has to speak my language, understand my professional 2
challenges and help to tackle them
has to adapt to meet my buying readiness 3
can enrich my vison 4
proofs the positive Impact of his solution to my environment 5
stops selling in case of no solution fit 6
Is a partner and advisor 7
understands the correlation between his product and the 8
impact, not only for me but also for my colleagues
can help me build an end to end value case 9
is multi media enabled 10




Intention versus Technique

be “genuinely” interested to help
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Foundation: A strong business relationship

Solution

Value

Need

Vision

Trust
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Moving from solution centric to buyer aligned

" Knowing (not asking) the customer needs
" Having insights into customers context, challenges and aspirations

" Better communicate your understanding of the customer

o

and how you can help the customer to get there

" Quantify and visualise impact

" Differentiate your offering by proving maximum achievable (=superior) customer

impact

Inability to demonstrate value or lack of customer knowledge

is greatest barrier for not achieving quota (52%)

Sinus Decisions 2014
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The sales capability in relation to complexity and customer experience

Sales capability Credible Value Trusted
level supplier Contributor Advisor

Definition Detailed knowledge  Understand how Understand the Able to help Understands the
of product/service customers are using buyers bizz and improve buyers buyer’s organization
offering the offering and how their offering competitiveness and the long-term
deliver as promised  will help improve thru a deep impact on

understanding of goals/objectives of
the buyers industry  the collaboration

Characteristics Focus on: + Understands how + Knows competition = Accelerate buying = Redationship entire

+  Product function Customars use + Ralationship based process DMU and eco-system
+  Festures/benefits + Deeper and more on bizz « Influenong scope = Action alignment
Technical savvy relations understanding & and decision = Wiling to accept
Salls via sponsor + Deliver as promised communication skills = Halp build bizz case short tarm downside
Limsted contacts + More repeat bizz + Diagnose & prescribe  « Domain and bizz « Early stage

+ Mare referrals acumen Involvement
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Competence development & behaviour

Manager:

Competencies
(techniques)

Attitudes

(behaviour and beliefs)

Manager:

Push Pull

Power to convince Capacity to analyse
Collaboration
Plan, organise & adapt
Value add
People/team development
Coach people

Result oriented Customer oriented
Interest in customer/company
13 timing Alignment
Products & solutions Business impact
Short/mid term Mid/long term
Balanced pipeline & velocity
Short/mid term Prepares the long term
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Continuous learning

e e
lPrepare, try, share & discuss

| \
Concept and On-the-Job Continuous
Task Mastery Competence Improvement

Realize the TRUE
Value of Efforts

Random Acts Extends

Time to competency
or produces
Failure

TIME TO COMPETENCY——+
TRANSFER SUSTAIN
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Simultaneous change of habits & environment
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The 3 pillars of « Selling in the digital era »

" Customer perception is reality

£
" Buyer readiness determines our activities /;[Q' ]
<
" Intention, authenticity and then selling skills 2 a%a) _ )

5, confiden
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»»" PERPETOS

Corporate Performance

We deliver Commercial Excellence
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