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Significant opportunity appears to exist with Corporate 
Clients but more research is needed 

Situation 

•  Grass roots programs focused on corporate clients in 
large markets have driven significant same store sales 
growth 

•  The staff conducting the sales calls is un-trained and 
using self-generated gorilla marketing materials 

•  The cost of a dedicated sales staff has increased rapidly 
over the past year. 

Impetus for Change 

•  We have seen many requests from the field to support 
these efforts in the past six months 

•  Grass roots programs are spreading wildly and 
standardization is needed 

•  Inconsistent messaging to these Clients not only makes 
us look unprofessional but may hinder growth in this and 
other channels 

Key Questions 

   Should we invest the time 
and effort to launch a 
consistent value 
proposition and equip 
and train the emerging 
sales force? 
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Gorilla marketing techniques are most often promoting a 
discount as the value proposition 
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Promoting the right book to a Corporate Client is a higher value 
proposition, but we need better material 
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On a recent mystery call, the following discount based 
quote was given on a blank sheet of paper 
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In any selling environment you must have a sustainable 
advantage 

COMFORT 
ZONE 

Key Components for 
Creating Compelling 
Value Propositions: 

1.  Understand business 
 issues that drive corporate  
 performance. 

2.  Link business solutions  
 that address business issues  
 creating operational change. 

3.  Quantify the impact of 
 your solution. 

Feature 
Function 
Benefit 
Price 

Earnings 
Growth 
Market 
Share 

C-Level 

Low Level 

Mid- Level 

Total 
Cost of 
Ownership 

High 

Low 

P
O

S
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COMPLEXITY OF BUSINESS ISSUE 

Senior Level 
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Wal-Mart has a distinct value proposition that clearly 
explains why customers should buy 

Excellent 

Notes: In approximate reverse order of importance to Walmart’s target customer group 

Poor 

“ Everyday low prices for a broad range of 
goods that are always in stock in 
convenient geographic locations.” 

Ambience Sales help Selection 
within 
categories 

Suburban 
convenience 

Merchandise 
quality 

In-stock 
merchandise 

Reliable 
prices 

Rural 
convenience 

Selection 
across 
categories 

Low prices 

Mom & Pop Stores 

Sears 

Wal-mart 
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Value propositions must be tailored to the needs of your 
audience 

•  Demand Created •  Demand Created 

•  Value Defined •  Requirements Defined 

•  Executives Involved •  Preferences Developed 

•  Reacting to Bid Requests 

•  Competing on Price 

•  Supporting the Staff 

CORPORATE 
LEVEL BUSINESS UNIT 

LEVEL DEPARTMENT 
LEVEL 

ESTABLISHED DEFINED IMPLEMENTED BUSINESS 
OBJECTIVES: 

 External 
Factors 
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Value propositions only provide value when aligned to 
business issues 

Business Issue 
(Initiative) 

Solution 
(Business Change) 

Business Impact 
(Metric) 

Reduce customer churn 
and problem transaction 
costs. 

Customer Portal Development & Deployment 

•   Value Added Service 

•   Partner Development 

•   Professional Services 

•   Average Revenue per User 

•   Return on Sales 

•   Return on Assets 

•   Churn Rate 

Identify new products and 
markets to grow revenue. 

E-Commerce 

•  Billing Application Service 

•   E-Marketplace 

•   Customer Care 

•   Web Services (Internet platform) 

•   Average Revenue per User 

•   Market Share 

•   Product Mix 

•   Channel Mix  

Improve asset utilization by 
eliminating waste  and 
duplication. 

Data Center & IT  Systems Consolidation 

•   E-Commerce 

•   Workforce optimization 

•   Supply chain management 

•   Professional services best practice 

•   Cost of sales 

•   Head Count (FTE) 

•   Capital Expenditures 

•   Return on Assets 

•   Profitability 
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Gap exists in the delivery of value 

Source: Bain Growth Study 
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Companies whose 
customers agree 

“Believers” “Achievers” 

Companies that 
believe they provide 

a superior 
experience 
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Winning value offerings are consistently delivered and  reinforced by 
all channels via concise positioning statements 

For <target 
audience> 

Offering is 
<summary of 

market offering> 

That will 
<summary of 

benefits & worth> 

Because <support 
for claims> 

What is the target customer for this positioning? 

What elements of the market offering are most 
relevant & distinct to this customer? 

What benefits & worth are most compelling & 
distinct for this customer? 

What data & information supports our claims for this customer? 
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Discovery of segment needs and attitudes contributes directly to the 
development of high impact value propositions 

About Books research: 
K-12 education segment 

Potential elements of a 
market offering that 
resonate with this segment: 

Key questions to assess: 

•  Qualitative research 
(Focus Groups) 

•  Quantitative Research 
(Survey Instrument) 

•  Consistently accurate and 
complete order fulfillment 

•  Production consistency and high 
quality products (woods, joinery, 
finishes, etc.) 

•  Predictable, on-time cabinet 
delivery 

•  Rapid hassle-free resolution of 
errors when they occur (shipping 
damage, ordering mistakes, 
production errors, etc.)  

•  Timely access to supplier 
information such as product 
updates, new styles and finishes, 
plant or distribution problems, etc 

•  What is the customer benefit for 
each element? 

•  What is our current capability in 
this area? 

•  What is the cost to deliver this 
value element? 

•  Is this element a sustainable 
differentiator?  How are 
competitors likely to respond? 

•  What are the pricing implications? 
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We are not alone, most companies can improve their ability to convey 
and deliver value to B2B customers 

Desired State Typical State 

  Effectively communicate total value being 
created for customers, differentiating from the 
competition on key dimensions and tailoring 
by segment 

  Remind customers regularly and consistently 
of the value that has been created 

  Directly link value provided with contract 
terms, ensuring resources invested wisely 
against appropriate buying influences 

  Ensure customers clearly understand value 
tradeoffs and make informed decisions 
accordingly 

  Few sales representatives understand or 
can articulate all of the ways that their 
company creates value for its B2B 
customers 

  Customers lack understanding and 
appreciation of value delivered vs. 
tradeoffs and consequences 

  Linkage between value provided and deal 
terms is inconsistent and often weak 

  Reinforcement of value created for 
customers is limited 

  One-size-fits-all mindset is often applied 
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Value Propositions overlay decisions on products, services, 
programs, price and messaging 

HR Departments in Large Companies: 

About Books offers unique training solutions 
based on top selling business books through a 
highly knowledgeable staff. Delivering premium 
learning and development is now available for 
all disciplines with minimal cost and quick 
implementation. 

 

K-12 Educators: 

About Books provides one stop shopping for 
books, teacher guides, and student guides in 
over 400 stores and on-line. Educators are 
valued with discounts in excess of 20% and 
rewarded with points for future purchases.  

A few key questions 

•  What are the customer benefits of 
each value element?  Can we quantify 
or at least estimate them? 

•  What is the cost to deliver each value 
element? 

•  What is our relative capability on this 
element compared to the competition? 

•  Is this element a sustainable 
differentiating factor? 

•  What are all of the other elements that 
we offer as an organization that 
combine to add value to accounts in 
each segment? 

Illustration 
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Within the education market, we may decide to bundle 
resources for teachers 

Teachers Guide Student Guide Book 

Illustration 
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HR Departments in Large Companies may be interested in 
purchasing Leader Guides with books 

Multi Session 
Leader’s Guide 

Support Tools Book 

Single Session 
Leader’s Guide 

Book 

 

 

RAINMAKER SERIES – LEADER GUIDE 
NOVEMBER 2007  
 
 

 

 

 

 

 

 

 

 

 
 

 
 
 
 
 

Based on the book  

HOW TO BECOME A RAIN MAKER  
THE RULES FOR GETTING AND KEEPING CUSTOMERS AND CLIENTS  

BY JEFFREY J. FOX 

Book Review Series 3/23/2008Book Review Series
The New Conceptual Selling page 1

Book Review Series
Based on
The New Conceptual Selling
by Stephen E. Heiman and Diane Sanchez

Special 
Instructions

Participants must own a copy of the The New Conceptual 
Selling book. This session requires each participant to 

read the book prior to conducting these exercises.

 

 

RAINMAKER SERIES – SUPPORT TOOLS 
NOVEMBER 2007  
 
 

 

 

 

 

 

 

 

 

 
 

 
 
 
 
 

Based on the book  

HOW TO BECOME A RAIN MAKER  
THE RULES FOR GETTING AND KEEPING CUSTOMERS AND CLIENTS  

BY JEFFREY J. FOX 

Illustration 
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What are the most effective and efficient channels to reach 
newly identified potential customers? 

Potential Channels 

–  Corporate and Educational Sales Representatives 

–  Strategic Account Executives 

–  Inbound and Outbound telesales 

–  Partners, Distributors, or Resellers 

–  Internet 

–  Catalog 

Illustration 
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How will our  Sales Reps most effectively interact with customers 
throughout the sales cycle? 

Lunch and  
Learn 

Face to Face 
Meetings at 

customer site 

Tactical 
Communication 

While the most costly method of interacting with potential customers, 
it is often the path required to achieve large ticket sales. This activity 
should be tracked against the size of opportunities to allow for ROI 
measurement. 

Promotions, quotes, coupons, e-mails, web-offers, newsletters, 
catalogs, direct mail, thank-you notes and telesales calls, are all 
catalysts to driving interaction between potential customers and 
sales representatives. 

These seminars are ideal for attracting 10-12 key decision makers to 
a single on-site meeting environment like the About Books Cafe. The 
Corporate and Educational Sales Representative should receive 
materials monthly to conduct value added meetings. 

Illustration 
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Next Steps 

•  Determine the level of effort we want to apply to segmenting our clients – or 
do we just want to run with Education and Fortune 1000? 
 

•  How do we want to approach the qualitative and quantitative research? 
 

•  What are we willing to do differently? 
 

•  Determine key dates and milestones for our wants and label as required or 
nice to have. 


