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6-3b. Section 2: Customer Value Proposition
In this section, the salesperson develops a preliminary customer value proposition, which is a statement of how the sales offering will add value to the prospect’s business by meeting a need or providing an opportunity. Essentially, the customer value proposition summarizes the legitimate business reason for making the sales call by answering the prospect’s question, “Why should I spend my time with you?” A good customer value proposition clearly states why the customer will be better off by doing business with the salesperson and his or her firm, but at this point does not try to list all of the reasons. *

At the planning stage, the customer value proposition is preliminary. The salesperson has good reason to believe that customer value can be enhanced by delivering on the contents of the proposition, but the true value of the proposition will be accepted or rejected by the customer as the sales process moves along. It is during this sales dialogue process that the actual customer value to be delivered will be refined and modified. This section of the template provides a point of departure for planning purposes and assumes that the value proposition is likely to be modified prior to the purchase decision. In writing the preliminary customer value proposition, salespeople should attempt to:

Determine the primary business reasons that customers would use your offering. Key reasons include revenue generation, cost savings, customer retention, building market share, productivity gains, profitability, legal and safety compliance, and return on investment.

Keep the statement fairly simple so that the direction for upcoming sales dialogues is clear.

Choose the key benefit(s) likely to be most important to the specific customer who is the audience for this particular dialogue or presentation. (At this point, it is not necessary to list all of the benefits of their offerings.)

Make the value proposition as specific as possible on tangible outcomes (e.g., improvements to revenues, cost containment or reduction, market share, process speed, and efficiency) and/or the enhancement of the customer’s strategic priority.

Reflect product or service dimensions that add value, whether or not the customer pays for them. For example, some companies offer delivery, installation, and training along with the purchase of their products. Added value may also accrue from what the seller’s sales team provides (e.g., work in the field with a distributor’s salespeople or certification training for the buyer’s technicians).

Promise only what can be consistently delivered. Strictly speaking, a customer value proposition in the planning stage is not a guarantee, it is a belief based on the salesperson’s knowledge and best judgment. As the sales process moves along, appropriate guarantees can be made.

Use action verbs that show a departure from the status quo such as increase, improve, cut, save, accelerate, enhance, grow, eliminate, minimize, and maximize.

Be as specific as possible about key metrics, including time frame, financials, and percentage targets.

Practice the verbal communication of the customer value proposition with people not familiar with your business. Do they understand the proposition, and can they repeat it? If not, rework the proposition until it is easily recalled.

Using these points as a guide, this is an example of a customer value proposition that could provide clear direction for planning an upcoming sales presentation or a series of sales dialogues.

 “ABC Company can improve its market share by a minimum of four percentage points in a one-year period in its San Francisco and Dallas markets by implementing our customer satisfaction and retention training for its customer service personnel.” 
By contrast, here is an example of a poorly constructed customer value proposition.

 “By adopting our customer satisfaction and retention programs, ABC Company will see a dramatic increase in its market share.” 
This second proposition opens the salesperson to a potential barrage of questions:

 Dramatic increase in market share? What’s dramatic? “We operate in 22 markets. Are you saying that we will increase market shares in all 22 markets?” What do you mean by programs? Are you referring to training programs? 
In the planning stages, salespeople may or may not be fully aware of the prospect’s needs and priorities—and, until they are aware of these needs and priorities, the sales dialogue should focus on the first two stages of the ADAPT process: assessing the prospect’s situation and discovering his or her needs. Unless these stages are completed, the customer value proposition will not contain enough detail to be useful. Done correctly, a customer value proposition will portray the seller’s company in a favorable light and give the customer reasonable expectations of the selling company. As illustrated in “An Ethical Dilemma,” this sometimes requires caution in communicating the customer value proposition.

An Ethical Dilemma
Corey Morgan is a sales representative for IDE, a supplier of production equipment that is sold to packaged goods manufacturers. IDE specializes in replacing older equipment with more efficient equipment. Although the IDE products are expensive, the increased efficiencies of their equipment can provide cost savings to customers in the long run. Corey has been thinking about a recent training session on pre-call preparation planning. The trainer told the sales representatives: “Use the template we provide to be sure you have included all of the relevant information in planning your sales calls. Don’t develop a script from the template. Make it your own and add your own ways of doing things to make it more effective.” Corey knew that customer value propositions should be as specific as possible and should not over promise on what could be delivered to the customer. Corey also knew that customer cost-savings in the range of 5 to 15 percent were possible, but that actual savings would depend on the situation. Corey was strongly considering stating the 15 percent savings figure early in sales dialogues as an average savings, which would make a lot more prospects willing to listen to a full sales presentation.

What should Corey do?
(A)Be conservative and continue to state the average savings as 5 to 15 percent. Be prepared to show the customer how to maximize savings.
(B)Go with the 15 percent figure and back it up with testimonials from customers that had achieved 15 percent savings.
(C)Early in the sales dialogue, learn more about the customer’s situation and then estimate the potential cost savings for the customer.
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6-3c. Section 3: Sales Call Objective
Section 3 asks the salesperson to determine the objective for his or her sales call. Salespeople must have an objective for each sales call. Basically, sales call objectives state what salespeople want customers to do as a result of the sales call. The objectives should be specific enough to know whether or not they have been accomplished at the conclusion of the call, and they should require customer actions such as placing an order, agreeing to participate in a test market, or supplying specific information useful to the salesperson.

Many salespeople think that there is only one objective: to get an order. Other legitimate sales call objectives do exist. For instance, during an introductory call the objective may be simply to introduce the salesperson and his or her company and to gather information on the buyer’s needs. Eventually, the major sales call objective will be to earn a commitment from the customer by making a sale, but this is not always the only objective. At the very least, the objective of any sales call should be to advance the process toward an order.
