Powering the Customer
Conversation
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How marketers grade themselves

Product-centric messaging is
not creating the separation
and support needed for a
consultative conversation

Upwards of 90% of marketing
tools and sales training goes

unused today because don’t
match needs

Reps spend 40-60 hours of
sales time each month on
non-selling activities --tracking
down information and creating
their own customer responses

Only 10% of sales people
would get an “A”  for doing
consultative solution-value type
selling intuitively*

*AMA's Customer Message Management Forum
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True Elevation:
Company Products to Customer Solutions

Marketing and Selling Behaviors

Traditional
Make presentations
Offer opinions

Relationship focused

Gravitate toward users
Rely on product
Attempt to sell by
— Convincing/persuading
— Handling objections
— Overcoming resistance

Customer-Centric
Converse situationally
Ask relevant questions
Solution focused
Target business people
Relate product usage

Empower buyers to
— Achieve goals
— Solve problems
— Satisfy needs

© CustomerCentric Systems, LLC.
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Opportunity Development Ladder

Customer decision-making
process starts when they
identify a business objective
or goal

Then, they examine the
various challenges or
requirements to achieving
that goal

Finally, they identify possible
products or services they
need and round up the usual
suspects for a “bake off” to
select the best option
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Customer Message Management™
creating customer-relevant messaging

Value Creation

Proof Points
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Customer Message Management™
process steps

Who am | meeting today?

Key Conversation List

CMM Message Map™

What are their goals / needs?

Opportunity Development

What can we offer to help?

Solution Mapping

How would that create value?

Value Creation
an we prove it?
Proof Points
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CMM Key Conversation List
Who am | meeting with today?

Sample Company: CMM Group

CMM Group offers Customer Message
Management services to companies who want
to improve sales and marketing effectiveness
through integration of the two functions.

Market A: Sales and Marketing Effectiveness
* KDM 1: CMO / VP Marketing

* KDM 2: CSO / VP Sales

KDM = Key Decision Maker « KDM 3: Director Sales Training
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CMM Opportunity Development™
What are their problems, needs, or goals?

KDM 1: CMO / VP Marketing
Business Issues:

Bl 1: Create “one voice” across customer touch
points

BI 2: Elevate from product to problem marketing

BI 3: Build marketing collateral that
salespeople will use

Challenges related to Bl 3:

Challenge 1 Challenge 1 Challenge 1 .
Sales creates maverick messages and tools,

Challenge 2 Challenge 2 Challenge 2 and we lose brand consistency

Challenge 3 Challenge 3 Challenge 3 Current value propositions are too lofty and
not differentiated enough to support
compelling customer conversations

Bl = Business Issue
Current collaterals are focused on what we

sell — products, features and technical
functions — not what customers want to do
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CMM Solution Mapping™
What do | have that aligns to their key issues?

Cap = Capability Cap = Capability
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CMM Value Creation™
How will they use my offering to achieve relevant value?
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CMM Value Creation™
How do | differentiate and demonstrate value?
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Customer Message Management“‘"
delivering sales cycle-relevant communications

Identify the
specific outputs

Understand the
objectives of each
output

Identify the
messaging
requirements

Determine the
anatomy of each
output
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