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Do you believe your solution is different?

Absolutely
no differentiation?

Easy to differentiate?

Difficult to differentiate?
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Competitive differentiation

Different Differentiation So what?

A tally of your unique Successfully

capabilities connecting your
unique capabilities to
prospect’s problems

Expand your buyer’s
requirements to
prioritize your unique

capabilities over your
competition

additional problems
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« The current situation
« What needs to change

v How to...

- Get your customer’s attention

- Create need for your differentiators
- Uncover the value of that difference
- Proactively differentiate
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The current w Fewer opportunities
situation - To succeed, a higher close-rate is required
- To achieve margins, we need to be perceived
as unique

« Most markets are saturated
- Flooded with lower priced competition
~. Competitors sound the same

~. Buyers are savvy on the skill of
“non-differentiation”

- Itis all about us.... NOT
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v Power shift

«w Competing for capital

v Exposed weaknesses in sales execution
v Where’s the value?
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« Behaviors/skills/competencies

to the field

« Differentiation often has to go

beyond product/capabilities

« The “value dialogue” must be

meaningful and relevant
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Our position

%2 Success grounded in business knowledge
¢z Competitive advantage is more than product information
% It's how you sell...becoming
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The flip-flop « Understanding what causes people to

abproach “listen”
PP « Reverse-engineer your dialogue to get

their attention

« Connect your solution to the prospect’s
problems

« Applying the science of differentiation to
your marketing messages: Custom
brochures, proposals and
communications
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The Value Buying Process™

Business Confirm Confirm

Issue
Probl Soluti Differentiated
felgiE olution VisionMatch™

Value Power Plan

Qualified Prospect = Differentiated VisionMatch x Value x Power x Plan®
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Five areas of
differentiation Risk mitigation/

brand
Terms &
conditions

Price

Capabilities/

products Customer
experience
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“Tee up” your differentiation

Customer Customer shops
recognizes need for a solution

Business issue/s

t Smart seller uncovers

Reduces competition that create
Increases revenue and margin
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The Value
Realization
Challenge e Business
ISsues
Customer’s ® Problems

Business
Objectives

Value realized
by customer
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Developing Customer Value

Business Hard Value Quantifiable Values ROI
Value (Tangible)

Soft Value Strong sales argument
(Intangibles)

Personal Priceless Value WIIFM (Intangibles)

Value
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Oﬁpetltlve « Lack of differentiation seldom indicates
Differentiatio

poor product or service

« Usually means we failed to find out
what was important to customer’s business

In today’s
fast-paced
competitive market,

a customer
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Competitive differentiation

Different Differentiation So what?

A tally of your unique Successfully

capabilities connecting your
unique capabilities to
prospect’s problems

Expand your buyer’s
requirements to
prioritize your unique

capabilities over your
competition

additional problems

© ValueSelling Associates, Inc. 2018. All rights reserved.



(YAlueSelling Associates

How to differentiate yourself

1 2 3

Expand your buyer’s Develop value Cultivate concrete
requirements to of your differentiators answers to your
prioritize your in minds of sales customer’s key
unigueness over your reps AND customers business issues

with you as their
trusted advisor

competition
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Call to « Expand your buyer’s requirements to prioritize
your unique capabilities over your competition

Step 1: Determine where you are different or
better than competitive alternatives

Step 2: Ask yourself: “So what?”

Step 3: Create specific questions to uncover
need for those differentiators

« Uncover the Business and Personal Value
of your key differentiators

action
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COMMODITY MINDSET @

HI, I'M JOE, THE COMMODITY
SALES MANAGER AT
COMMODITIES INC.

OUR COMMODITY PRODUCTS
ARE VERY COMPETITIVE.
WE ALSO HAVE HUGE
PRODUCTION CAPACITY!

WE OFFER COMMODITY
PRICING FOR OUR STRATEGIC
CUSTOMERS. WE WILL NOT
BE BEATEN ON PRICE.

HOW ABOUT THAT!

"o LIOZU 2014

EASY TIGER!

LET ME FIRST DESCRIBE
THE VALUE PROPQSITION
OF COMMODITIES INC.
NOT EVERYTHING
IS ABOUT PRICE!

COMMODITIES HAVE VALUE?
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At the end Of Go to valueselling.com > resources > webinars
; : to download today’s slides
today’s webinar

COMPLIMENTARY WEBINARS

TEAM DYNAMICS: BOOST BUSINESS ACUMEN & HOW TO HIRE SALES
LEVERAGING A TEAM SELLING BUILD YOUR CREDIBILITY SUPERSTARS
APPROACH TO INCREASE
REVENUE e n Julie Thomas , Rocky
June 15,2017 | 10:00 am PDT As sales prolessionals in today's LaGrone
Hosted by Julle Thomas compeitive market, customers and Are you desperately seeking highly
prospects dermand mere Irorm you qualified, competent sales pecple? In
thar ever belore, Youre expected to today's warld, recruiting world dass
tring scmething o the table—io be an talert is  big challenge. The
Your compary war 0 promote aduisor and ¢ tant with releant Investment mada in hiring and
awide array of products, services, and solut anboarding is significant. How can you
solutions. Your customers demand i, the return on that
more from you, Your accounts are zomparys products and senvices. Investmert each time you extend an
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. Based on the globally-proven
. ValueSelling Framework® -_5

=1 EXECUTIVE
I-* SPEAK™

Gain access to and prepare
for meeting with executive
decision makers.

. &
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Follow us!

ValueSellingAssoc ValueSelling ValueSelling- @Valuselling
Associates Associates
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 julie@valueseling.com
 +1 858-759-7954
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