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5 Ways to Enhance the
B2B Buyer-Seller Relationship

By Julie Thomas, President & CEO Complimentary Webinar
March 15, 2018

This document contains proprietary information of ValueSelling Associates. Its receipt or possession does not convey any rights to reproduce or disclose its contents or to
manufacture, use, or sell anything it may describe. Reproduction, disclosure, or use without specific written authorization of ValueSelling Associates is strictly forbidden.
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Reality w Purchasing is strategic and powerful
% Buying process has changed

v Vendor/supplier reduction
So what:
— Sales people have to adapt
— Sales behavior is critical for success
— Today’s sales person must “serve” the buyer

— Nothing will be sold until the buyer is ready
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55%
ValueSelling research:
Buyers are satisfied .
Average Grade: C :
7%
1%
—
Not Somewhat Satisfied Highly
Satisfied Dissatisfied Satisfied
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How buyers
perceive the
sales rep

relationship
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| have a very good relationship with my 37% 47%
sales person 15% °

| can count on my sales person to
consider how their actions will affect
me 17%

47%

Q I.

My salesperson is honest about

problems wherever/whenever they 48%
occur 15%

| continue to deal with my salesperson
because | genuinely enjoy my
relationship with them

48%

My salesperson is concerned about my

welfare 19% 45%

B stongly agree  [l| Agree | Neutral
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Buyer’s
perceptions
of sales reps

10% to 20%
of sales reps are
seen as lacking
general business

competence.

Most sales reps
are assumed to have good
intentions, and

the majority of vendor
relationships are seen
in a
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About to
of point-of-contact
representatives are
consistently credible/
helpful in ways that
add value.

Although upward of of
buyers have a resoundingly
positive view of their point-of-

contact sales reps, roughly
of buyers actively question their
sales reps’ integrity.
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Vendor
companies tend
to offer
comprehensive
solutions rather
than niche
products, even
to smaller buyer
organizations.

High level conclusions

Y

Most buyers

seek vendor
relationships

that are long-term,
rather than
transactional

in nature.

Vendor companies
tend to perform
more poorly when
selling to
influencers who
could serve as
internal
ambassadors
within the buyer
organization.
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0

Overall, vendor
companies are
doing a passable
job, despite not
consistently
engaging with the
leaders of buyer
companies.
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Buyers seek vendors
that offer a range of solutions

Vendor Portfolio Breadth (0-100 Scale)

0 63 6870 100

Comprehensive

Niche Solution Solution

& Average - Under Tk Overall Average - Over
employees Average Tk employees
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Vendors are not effective in engaging buyers

Executive/C-suite conversations Decision-maker conversations Influencer conversations
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B Always effective B Almost always effective B Usually effective B Sometimes effective B Not effective
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What does the P Communication

buyer want? N

Satisfaction
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Communication

Transparent
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Buyers value
communication
skills

Spoken
communication/presentation skills

Demonstrating active
listening when virtual

Powerpoint
proficiency

Informal written communication quality
(email, social media, etc)

Formal written communication quality
(proposals, contracts, etc)

Formal written communication quality
(proposals, contracts, etc)

B Aways effective ] Almost always effective
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35%
37%
20%
29%
38%
23%
28%
40%
20%
26%
33%
25%
25%
38%
21%
25%
40%
24%

Bl Uusually effective
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Less than 1/3 R
of buyers feel opsratonalstategies
vendors are Marketingteracy
well-informed Ve e e e

Enterprise-level strategic thinking

40%

§
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-~J

S

18%

[
co
ES

22%

45%

|

6%

Understanding of core business roles and key
organizational stakeholders

42%

P

0%

Translations of business data to insights 9

42%

I
P
ES

Financial literacy 20%

42%
Industry structure 1000

B Aways effective ] Almost always effective ] Usually effective
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Buyers prefer
to interact via
technology

Email

Phone/VOIP

Text Messaging

Social media

In-person meeting

Industry/networking events

(YAlueSelling Associates

I 81%
N 63%
N 38%

N 35%

N 7%

B 23%
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Top points of ¢ Communication is more than words

fallure for virtual ~ We forget words

: . — We remember emotion
communication _
v We lose physical, non-verbal cues

w Attention spans are short
v Information overload

« It takes longer
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Satisfaction

Customer Brand

Long term

vS. short term

experience reputation
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How buyers
feel about
their sales
reps

Credible

Has a good reputation in
their field

Responsive to my
questions

Results-oriented
Offers innovative products/solutions
Provides unique industry insight

Cares about my business and its financial
performance / ROI

Helpful throughout the buying process

Provides relevant business information for
buying decisions

[l strongly agree
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Buyers seek long-term
vendor relationships

0 66 6971 100

: Relationship-
Transactional based

Average - Under Tk Overall Average - Over
employees Average Tk employees

© 2018 ValueSelling Associates, Inc. All rights reserved.



(YAlueSelling Associates

Trust

O

Act ethically Show me that Add value early
you know me (Give it away)
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Buyers
. . | know that this salesperson sometimes gives r 58%
q u eS tl O n th el r false information in order to make a sale. 28%
’
sales reps | |
. . This salesperson makes occasional 58%
I n teg r I ty exaggerated claims of their products 18%

This salesperson applies too much 62%
pressure trying to sell us more 22%
We have reason to believe that this salesperson 60%
hides important information from us 28%
This salesperson alters the 58%
facts to get what they want 259,

I Agree [ Disagree
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Commitment

7 W

It is more than It is about them —

just the sales rep notyou...
serve the buyer

(YalueSelling Associates
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88%

SRS S Sl ¢
to en g ag e Exploration of
t h r O u g h O ut product/service options 2%

Awareness of available

the process producenice options 1T 80%

|

86%

H

e S O
product/service options 2%
Belief in value of vendor’s 85%

|

product/service options 2%

Contracting for vendor’s
product/service 3%

88%

|

Purchase of
product/service 3%

87%

|

I Agree [ Disagree
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Complex -

Inside sales
B2B sales 14%
IS nOW a Outside sales o 64%
team S eI I I n g Channel sales 1700 52%

aCt I V I ty Account executive/manager

63%

|

67%

12%

Sales engineer/pre-sales 56%

\

13%

Subject matter experts 10% 68%

62%

Co-ordinators (demo’s, etc)

12%

[l Highinteraction ] Low interaction
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Engage

Sales reps need
to be proficient at
engaging with
buyers at any
point into the
buying cycle.

Buyer-Vendor Interactions

Multiple
Touchpoints

Communication

Buyer impressions Vendor
are based on communication
multiple touchpoints skills are lukewarm
with different vendor at best across the
representatives for preferred methods
the account. of communication.
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Business
Acumen

Vendors often lack
a command of
industry-relevant
knowledge or
business acumen.



Save time

Save or make money

Address fear

Pleasure

Avoid pain
* Matt McWilliams
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Recommended actions based on buyer’s perceptions

Develop the business acumen of the sales function to include
a deeper understanding of financial and business insight.

Improve the effective virtual communication touch points of the sales function.

To sell to an executive — think like an executive.

Foster the skills to better diagnose where a buyer may be in the buying

cycle and resynchronize. (Questioning + Empathetic & Active Listening)

Ensure that point-of-contact representatives are both ethical and credible
from the buyer’s point of view.
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The bottom
line
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v What you do is more important than
what you say

v Customer experience begins with you
— Perception is reality

v Readiness creates opportunity
v Proactive Management
v Golden Rule

People will buy when they don't feel sold.
Communication. Trust. Satisfaction. Commitment.
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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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Save the date!

Exceptional Qualification: Improve the
Quantity & Quality of Your Pipeline

April 19, 2018 | 10:00 AM Pacific
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