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The Agenda

o What is a customer?

e Customer ecosystems & sales models
e Coopetition

» Managing the decline in the PLC

o Why do customers buy from us?

e Price & Value

e The jobs-to-be-done concept

e The B2B elements of value

o What is loyalty?

e How do we sell?

e The sales process & the buying process
e The DMU

o Customer centricity & KAM
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ESADE L IPIH]IA

Business School

How many
different types
of customers
do you have?
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Business School

What is a customer?

Designers
Contractors

Owners
Users

Architects _
Engineers

H ﬁ

Government/ Regulators

The Customer Ecosystem

P rn=rFaa
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Business School

How many
different ways
of selling do
you practice?
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Business School ot Lot ot Aecoeinrion

Sales Models

Customer
Ecosystem

Customer type Customer type Customer type Customer type
1 2 3 4

Value Value Value Value
Proposition 1 Proposition 2 Proposition 3 Proposition 4

Sales Process Sales Process Sales Process Sales Process
1 2 3 4

Sales Sales Sales Sales
Organization 1 Organization 2 Organization 3 Organization 4
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Ecosystem: the Pharma Case
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ESADE L IPIH]IA

Business School

How many
types of
competitors
do you have?
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Business School

What is a competitor?

Designers
Contractors

Owners
Users

Architects _
Engineers

Government/ Regulators

The Customer Ecosystem

P rn=rFaa
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How do we deal with
competitors?

Barey J. Nalebul! and Adam M. Brandeaburger
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Business School orie

Where are you on the PLC?
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Business School

How do we manage the
decline of the PLC?

4
. : \ » Solutions
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Business School

Is Price the
same thing as
Value?
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Business School

Why do customers buy from
us?

the sky is the limit...

" Perceived value

A
“incentive to buy” Demand
% v
% Price
F
“incentive to sell” Margin

! v
% Production cost

... here, there is a bottom
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Business School

What iIs value for
the customer?
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Business School
|
What is value for the
customer?
Even though customers buy this... .they really want this.
CARBON
SKATE?OARD
N— ’ i
BESAMII?:IISI‘\JSGS §§ EE % z
_______ @@ EE @ =‘?
TITANIUM ; . HOLLOW oo
HARDWARE : "TRUCKS
POLYURETHANE
WHEELS
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What i1s value for the
customer?

The customers do not want your
products, they want what the
products do for their business,
and ultimately, they want they
want their business to be
successful
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What i1s value for the
customer?
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Business School

Jobs-to-be done & Strategy

Do the job better /
more satisfaction

NETFLIX

Do the job worse /
less satisfaction

Google §¥

Charge More / Charge Less /
Increase Price Lower Price
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Business School

What is it that customers
value in your companies?
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If it Is not only products... why
do customers buy from me?
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Business School

If it Is not only products.. why
do customers buy from me?

EEEEEEEEEEEEEEEEE

MEETING CCEPTABLE
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Business School

ESADE

If it Is not only products.. why
do customers buy from me?
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Business School NTER

If it Is not only products... why
do customers buy from me?
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Business School oL L oweaRe Astoeiarion.

If it Is not only products... why
do customers buy from me?
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ORE ASSOCIATION
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Business School on

NATI
LOWC

If it Is not only products... why
do customers buy from me?
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Business School

What Is a loyal
customer?
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Business School

What is a Loyal Customer?

Invests in the supplier - becomes a partner

Rejects better offers from the competition

Recommendations

Repeated purchase
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What is a Loyal Customer?
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Business School

When do you start selling
to a customer? When do
you stop?
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How do we sell?

In Buying Dissatisfied / : Intervening : o :
mode Fivesegtfine Analyzing (REP) Selecting Committing Implementing
Getting ready
for success... : :
. Prospecting : Presenting a :
planning, : . Solution , . : Developing
o ... getting Inspiring, : solution... Securing the
building : preparing our . o : the account...
; ready to meet educating, . differentiating win... o
tools, being . : offer, finish ! o building
buyers, start influencing . , answering negotiating
present on qualification loyalty

qualifying

the web / concerns

events
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Business School

Who iIs the most
Important person in a
customer?
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Business School

How do we sell?

ESADE Social

Business School Social

CEO € Atraccion / Carisma

Decisor

Influenciador

Recompensa Recompensa
Técnica
Estatus
- Financiera Técnica / De
ocia ClO Social Producto
Financiera

Coercion
Recompensa

Influenciador

Coercion 1 VP Ventas
Coercion
Decisor
Influenciador o Iniciador
Técnica / De U )
producto suario
Financiera
Técnica / De producto
Experto Experto IT
Consultor —
Ext.
Comprador
Influenciador Usuario © ESADE Jaime Castellé, 2017
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Business School
DMU |
Roles Motivations Power
e Decision Maker * Technical e Hierarchical
* |nfluencers * Financial e Technical /
Expert
* Gatekeepers * Political
e Status
e “Coach” e Personal
e Charisma
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Business School

How much should we
Involve the “boss” In the
selling process?
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Business School

How much do we involve the
boss in the selling process?

Effectiveness of
Top
Management in
the Sales
Process

Socialization Negotiation
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Business School HOLLOWCOR

y Account Management
Customer Centricity

Top
Management

Account
Selection
Process

- -

KAM
Approach
Formalization
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Business School

How does a company
become more Customer
Centric?
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Business School

Key Account Management
& Customer Centricity

|. Coordination... structures.
Il. Cooperation... culture.

Ill. Clout... power distribution.
V. Capabilities... talent.

V. Connections... work in networks.
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The Agenda

o What is a customer?

e Customer ecosystems & sales models
e Coopetition

» Managing the decline in the PLC

o Why do customers buy from us?

e Price & Value

e The jobs-to-be-done concept

e The B2B elements of value

o What is loyalty?

e How do we sell?

e The sales process & the buying process
e The DMU

o Customer centricity & KAM
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Business School

Happy sales!

ad

jaime.castello@esade.edu




