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"So business as usual.”
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PRODUCT MARKETING
TO EMPOWERED CUSTOMERS
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AN ALL-TOO-FAMILIAR COMMERCIAL LANDSCAPE

Commoditization

“Good Enough”
Buying
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NUMBERS TO KNOW

57% 6.8 51% 39%

Empowered Large/Diverse Overwhelmed
Learners Buying Groups Buyers



DOUBLING DOWN ON “CUSTOMER UNDERSTANDING”




TAKING CONTROL OF CUSTOMER CONVERSATION

Buying Dynamic What To Do What To Learn

Empowered Customer’s
Challenge -
Learners g understanding of

their business

Large/Diverse Limitations to
Buying Groups Align stakeholders’ willingness

and ability to connect

Overwhelmed I Unanticipated buying
Buyers Prescribe journey obstacles
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CHALLENGING EMPOWERED LEARNERS
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NOT THOUGHT LEADERSHIP

Il seneral Information

[H Accapted Infoemation

[ Theught Leadership

1. Lead to Your Unigque Strengths 2. Challenge Customers' Assumptions
Why?

“w,;r_w
Why?
Teaching that is equally relevant to other .. . _v,r .
. L Sharing information that is simply new or
suppliers does not further customer appreciation . .. . . . .
. voyeuristically interesting fails to grab mind share
for your unigue strengths and therefore does and “stick® with custormers
little more than create goodwill. :

3. Catalyze Action 4. Scale Across Customers

wWhy? Why?
Without sufficient pathing toward a soclution The costs of developing and delivering one-
for customers’ problems and a prescription for off teaching content are a burden on the
action, teaching fails to further the sales cycle. organization and not economically viable.
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CHANGI NG THE CUSTOMER™ S MI ND

Drivers of Changing a Customer’s Direction

- 0.446 Customers are most likely to
8 reset buying criteria when
E‘ confronted with surprising
- 0.302 information about their business.
s
a
—
o Containing Being
% 0.013 Being Easy to Interesting Facts Accessible/
2 : Understand or Anecdotes Quick to Find
c
2 Teaching the Providing the Representing a
= Customer Customer with Smart/Expert (0.047) 0.096
Something New Compelling Perspective (O. ) (0.132)
About Their Reasons Why It
Own Business Was Mecessary
MNeeds or to Take Action
Challenges
Statistically Significant Drivers Non-Statistically Significant Drivers
n = 545,

Source: 2012 CEB B2B Customer Survey.
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LEAD TO, NOT WITH

Feature-Centric Interaction

“Our
leading edge cartridge-
free technology produces 90% less
waste than laser, and creates vibrant,
smooth images quickly..and we can
integrate that with one of six software
options and other education
solutions to fit yvour needs...”

—

Xerox Solutions:

Hardware
Options

Software Service
Options Options

Sales Rep

Xerox @)

Insight-Led Interaction

“I'd like
to talk to vou about
the impact of color on student
performance.”

Student Performance:
B Comprehension issues
B | 3ck of engagement

In 77% of children—color

improves focus and interest

Sales Rep
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RECAP

Disruptive Content

Disruption

A credible, relevant, surprising insight that reframes how a customer thinks about their
business in a way that increases willingness to pay a premium for a supplier’s unique
strengths.

" Challenges a widely held belief about the best way for a customer to approach an
important business problem or outcome

v Presents a credible solution to the problem

1
1
1
1
1
1
1
1
1
1
1
Disruptive Content: X
1
1
1
1
1
1
1
1
1
1
1

" Leads to the supplier's unigue strengths
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GET HONEST: MAP YOUR UNIQUE DIFFERENTIATORS

Higher
Value

Lawer
Value

1
Accept or Innovate
Such strengths are often viewed
as "table stakes.”
Product teams should aim to

bolster these strengths with
increasingly unigue advantages.

3
Leverage

Such strengths are rare and often
short-lived, as the market seeks
to replicate them.

Leverage the unigueness of such
strengths in your commercial
messages while you can.

2

Monitor

Such strengths are often
perceived as “good-to-have”
versus “must-have” and have little
impact on commercial outcomes.

Less Unigue

4
Lead-To

More Unigue

—

Box 3 and 4
present the best
opportunity for
differentiators
to build an
insight upon.
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TEST YOUR KNOWLEDGE:

A

Current Customer

Mental Model

WR |
B

TE AN “ A T

Desired Customer
Mental Model

The “A” Statement

This is simply what the
customer believes to be true.

Assumptions that customers
commonly make about their
business

Longstanding beliefs that
customers have about what
drives performance within
their business

This viewpoint MUST be
disrupted

Source: CEB analysis

What Customer Is Missing

Explains why customer
assumptions and beliefs are
no longer acceptable.

Often, accounts for business
changes, events, conditions,
or other shifts that render
the customer’s beliefs
obsolete

Often incorporates a
sympathetic tone - at
one point, the customer’s
assumptions and beliefs
probably were right. But
now things have changed

The “B” Statement

This is simply what you want
the customer to instead
believe.

This viewpoint MUST be
rooted in your organization'’s
unique differentiators

This viewpoint MUST be
accurate and supported by
clear evidence
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THANK YOU

CEBGLOBAL.COM/MARKETING & YOUTUBE: CEB SUMMIT PART | & PART 2
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https://www.youtube.com/watch?v=arma6lY0Lok
https://www.youtube.com/watch?v=x8iVYSJBx7I

EMPOWERED CUSTOMERS

Q: “Of All the Information You Paid Attention to During Your Purchase, What
Percentage Came from Each of the Following Sources?”

22%
Third-Party
Consultants/
Evaluators/Experts

47%
Suppliers

23%
Colleagues or Other
Customers

8%
Other Sources
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DON" T CALL US, WE'LL CALL YOU

Customers are choosing to delay
commercial conversations with suppliers. 57%

i Complete

Customer Due
Diligence Begins

n=1500
Source: CEB 201 Customer Purchase Research Survey

Customer’s First Serious

Furchase
Engagement with Sales
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THE PROBLEM WITH “ NO MAN'S LAND”

Results of Delayed Sales Engagement

[ Marketing
Past Sales Present Sales Sales
Engagement Point Engagement Point

1 . :

LA |

1

1

i

. 1

i

1

i

1

1

“No Man’s Land”
Unbundled Sclutions Intensive Price Pressure Stalled Deals
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INSIGHT ALWAYS APPLIES

Supplier Opportunities to Influence the Customer Purchase

Define Needs

n Shape Demand

Reshape Demand
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