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Responding to Shifts in the Buying Model

CHALLENGE: A more discerning and educated buyer has
lengthened sales cycles and puts more pressure on Sales
and Marketing professionals.
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Live Polling Question

When it comes to prospects/customer
teaching, we do [select one]:

-None

-Very little
-Some

-A great deal
-This defines us




Anthony Anticole

Director
Corporate Executive Board




MARKETING LEADERSHIP ROUNDTABLE™
SALES LEADERSHIP ROUNDTABLE™

Differentiating the
Purchase Experience

Transforming Customer Interactions
into Teaching Opportunities




COPIES AND COPYRIGHT

As always, members are welcome to an unlimited nurmber of copies of the materials contained within this handout. Furthermore, members may copy any
graphic herein for their own internal purpose. The Corporate Executive Board Company requests only that members retain the copyright mark on all pages
produced. Please contact yvour Member Support Center at +1-571-303-3304 for any help we may provide.

The pages herein are the property of The Corporate Executive Board Company. Bevond the membership, no copyrighted materials of The Corporate
Executive Board Company may be reproduced without prior approval.

LEGAL CAVEAT

The Marketing Leadership Roundtable and Sales Leadership Roundtable have worked to ensure the accuracy of the information they provide to their
members. This report relies upon data obtained from many sources, however, and the Marketing Leadership Roundtable and Sales Leadership Roundtable
cannot guarantee the accuracy of the information or their analyses in all cases. Furthermore, the Marketing Leadershin Roundtable and Sales Leadership
Roundtable are not engaged in rendering legal, accounting, or other professional services, Their reports should not be construed as professional advice on
any particular set of facts or circumstances, Members requiring such services are advised o consult an appropriate professional. Neither The Corporate
Executive Board Company nor its programs are responsikle for any claims or losses that may arise from a) any errors or omissions in their reports, whather
caused by the Marketing Leadership Roundtable or Sales Leadership Roundtable or their sources, or b) reliance upon any recommendation made by the
Marketing Leadership Roundtable or Sales Leadership Roundtable.




MAKE ME SMARTER e

EXEFCUTIVE
BOARD

Drivers of Customer Loyalty WHAT THE BEST COMPANIES DO

Representative Sales
Drivers of Customer

Lovyalty

B Rep offers unigue,
valuable perspectives
on the market

Rep helps me
navigate alternatives

Rep helps me avoid

Percentage of i
otential landminas
Contribution to P

Customer Loyalty Rep educates
Mme on New (ssues
and outcomes

Supplier is easy
to buy from

Supplier has
widespread
sUpport across my
organization

Company and Product and YWalue-to- Sales
Brand Impact Service Delivery Price Ratio Experience

n = 4950 B2B customers of 24 companies.

Source: Integrated Sales Executive Council research.
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THE NEW PHYSICS OF SALES

Traditional Model for Loyalty-Building
Sales Interactions

Primary
“Selling”
Interaction
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Source: Integrated Sales Executive Coundil ressarch.
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EXECUTIVE
BOARD

™
WHAT THE BEST COMPANIES DO

Emerging Model for Loyalty-Building

Selling Interaction
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NOT JUST ANY TEACHING e
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WHAT THE BEST COMPANIES DO

COMMERCIAL TEACHING
Definition: Reframing the way the customer assigns value to the areas where you outperform your competitors.

Commercial Teaching has fo..

1. Lead to Your Unigue Strengths 2. Challenge Customers’ Assumptions

Why? Why?
Teaching that is equally relevant to other suppliers Sharing information that is simply new or

does not further customer appreciation for your voyeuristically interesting fails to grab mind
unigque strengths and therefore does little more than share and “stick” with customers.
create goodwill.

3. Catalyze Action 4. Scale Across Customers

Why? Why?
Without sufficient pathing toward a selution The costs of developing and delivering

for customers’ problems and a prescription ohe-off teaching content are a burden on the
for action, teaching fails to further the sales cycle. organization and not economically viable.

Source: Integrated Sales Execulive Coundil research
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LAST THINGS LAST o

WHAT THE BEST COMPANIES DO

Teaching-Criented

Differentiator
Interaction

Feature-Oriented
Messaging Workshop

Interaction

Impact of Priver Shortazes
T i £

“Our 2,092 square inch, one-piece “Customers
windshield will improve driver visibility, underestimate
saving you money by reducing the how much unsatisfied,
likelihood of an accident.” unengaged drivers
cost them.” I
1 B $1.8 million

@Q . “I'd like to
talk to you about the
costs associated with
Teaching Rep driver turnover...”

Features-Selling Rep

" | gads with value of product Leads with issues costing
features Volvo Truck customers money
» Focuses conversation on known Differentiators Tells customers something they
don't know sbout themselves

customer needs _ _
. First Choice of Concludes with Volvo solution

Professional
Drivers

AAAAS N\ NN
After

Before
Leading with Leading fo
Unique Strengths Unique Strengths

Source: Wolvo Trucks Morth America; Corporate YWisions Inc: Integrated Sales Executive Coundil research
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KEY TAKEAWAYS e
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WHAT THE BEST COMPANIES DO

» I[N the short-term, the customer’s purchase experience Is the highest-impact driver—higher than brand
effects, product and service delivery, even price—for increasing loyalty.

» N addition, progressive organizations are using advocates more effectively to establish widespread
support for their solution.

» [he most effective method of differentiating the purchase experience from the competition is to
deliver teaching interactions—exchanges (both virtual and in person) that serve to reframe the way a
customer assigns value to areas where the supplier outperforms its competitors.

» [eaching must salisty four requirements to drive commercial outcomes:

1. Lead to vour unique strengths
2. Challenge customers’ assumptions
5. Catalyze action

4 Scale across customers

Frornthe MARKETING LEADERSHIP ROUNDTABLE™ and SALES LEADERSHIP ROUNDTABLE™ |
of THE CORPORATE EXECUTIVE BOARD COMPANY WWW' eXeCu t IVe bo a rd 'CO m
wwew mar ketingleader shiproundtable com | www salesleadershiproundtable.com

2003 The Compomte Executive Board Company:
&l Rights Resarved. MLES33450H5TTT




Live Polling Question

What is the top obstacle in implementing
teaching [select one]:

-Financial
-Technical

-Time

-Training Materials
-Executive Buy-In




Steve Woods

Chief Technology Officer
Elogqua




COMMERCIAL TEACHING

DIFFERENTIATING THE PURCHASE EXPERIENCE

ELOQUA THE POWER TO SLUICCEED.




What should | teach?

« Marketing: Unique value proposition, per segment
« Permission to stay in communication
- Add value at each interaction
« Understand who is engaged, who is not

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Building a University

« Unique value proposition
* Flying car challenge

e MDIM UniVEl'Si'I:y « Webinars = Faculty = Seminars = On.Demand Courses

Master Data Management Education

Welcome to
MDM University

We offer a variety of live and recorded in-depth webinars on specific topics
about the MDM lifecycle, presented by indu: experts.

2008 Curriculum Find In-depth MDM Information Directors of Education
by Your Area of Interest

2008 Summer Webinar Series Track : Getting Started Malcolm Chisholm,
MEW! John Ladley is presenting a Track : Deployment, Governance and Support PhD., AskGet, Inc
follow-on webinar to his popular Biography

Roadmap session from last January Track : Cross-System Data Analysis and Integration wew v bizrulesengine.com
Join us on Tuesday, July 29 at 2pm for woww . refdataportal com
Launching an Effective Master Data Track : MDM Infrastructure

Management Program.

Track: Success Stories and Best Practices

Agile MDM: A Working Prototype in Six David Loshin, Knowledge

Weeks. We're happy to present a five-part Integrity, Inc.
webinar series on a new approach to Biography
mastering data with Kelle O'Neal of First ' MDM University www knowledge-
San Francisco Partners. Master Data Management Education inteqrity. com

Latest recordings: We have a new on- n-Demand Online Courses
demand only session for those of you _
interested in product master data or PIM. Click Here ©

Bill Swanton of AMR Research discusses
Master Data Management: Crifical to
Supply Chain Performance.

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



How do | enable Sales

- Sales: Sequence and structure teaching interactions
« Understanding of current situation is key

« Three levels of understanding
> Individual
> Buying Team
> Territory

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Sales: Understand Individuals ELOQUA

- What knowledge are they searching for?

« What offers of education have they responded to?
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Sales: Understand Individuals ELOQUA

- What knowledge are they searching for?

« What offers of education have they responded to?

" webs Aoty | " Form Actwiy | Searoh Actity

Page Views Submissions Opens Term
Emall re. 0 11 (Rate 275%) Marketing Autom...
* Engine
Last Submission Clickthroughs
web o Gouogle
. . 2  (Rate 50%) > 8
| activity \ . )
m] = Display Options
1 V| Inbound =
Search ‘ v/ Outbound =
13 A \ =
marketing 1 v Email m
. » o1z v| Forms
automation g 4
= ] Web
g 8
& &
g
2
o
5/11/09 51709 5/23M09 5/29/08 6/402 6/10/09 6/16/09 6/22/09 6/23/09 7/409  7/10/09
Date
-
DU s 3 72 - . — -
{ QU s - N - (©) setup Web Visit Alerts 1( Email Me This Page m
ESSEoS . I SR § 2 )

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Sales: Understand Individuals ELOQUA

- What knowledge are they searching for?
« What offers of education have they responded to?
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Sales: Understand Individuals ELOQUA

- What knowledge are they searching for?
« What offers of education have they responded to?
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Sales: Understanding Teams

* Who is engaged in an educational experience?
* Who is not?
* Who might be questioning/challenging the education?

Subject Created Date FirstName ~ LastName Title
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Sales: Understanding Territories  ELOQUA

« Which organizations are beginning to self-educate?

My Accounts by Total Explicit Score My Accounts by Total Implicit Score My Accounts by Activites (last 90

days)
SumoflLS - Sum of LS - -
Explicit Lead Implicit Lead Record
Account Name Score Account Name Score Account Name Count
Cadence Design Systems, Genesys Trend Micro Incorporated

e ‘[glt]e;c;ﬂrzgl;;icaﬁcns Genesys Telecommunications
TIBCO Software Laboratories

Mentor Graphics. Ariba RadiSys Corporation
Webitrends RadiSys Corporation Ariba

Trend Micro Incorporated Aricent Inc. Aricent Inc.

Actuate Corporation EFI Webtrends

Plantronics, Inc. TIBCO Software Plantronics, Inc.
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Tekironix - Beaverton
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How do | arm advocates?

« Advocates: easily sharable information
- What content is being sought
- How to create that content
« Social media facilitates sharing

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Advocates: Deep Content

« Search complexity increasing

Words per Search
Source: comScore

34 Location: United States
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Advocates: Arm with expertise

* Your solution, their business
« Subject Matter Experts

 Non-standard writers ,
Marketing _J

Content

Education

lead source included email forms Subject Matter Discovery

lead sharing platform Expert Content

lead scoring vs. lead nurturing
lead scoring systems

leads manager automation -"web based’ Sales Verification
leads monitoring software Content
leads nurturing software free

leads prospects segmentation

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA



Advocates:

Content Creation Asymmetry

* Most content created by minority of writers
* Most writers are active on social media
« Twitter -> Relationship -> Writing

1% Heavy Contributors

Contributors

Lurkers

digitalbodylanguage.blogspot.com

TheSocialNetwork( = e

Dr‘gxta_\ Body Langgagevses The antent Ggp _ Lead
-~ Nurturing and Content
Creation

@sievewoods
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g < » [T @ PowerPoint Narration
it " | z00m search Quick & Easy Project Outsourcing
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Commercial Teaching

Summary

« Educate each segment towards a unique value prop
« Maintain permission to keep in contact

* Enable sales to educate
« Understand each buyer’s stage of education

« Arm advocates on your behalf
- Sharable, deep, high quality content

digitalbodylanguage.blogspot.com  @stevewoods ELOQUA
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Additional Information

Anthony Anticole

Director

Corporate Executive Board

E-mail: anticola@executiveboard.com

Steve Woods

CTO

Eloqua

E-mail: steven.woods@eloqua.com
Twitter: @stevewoods

Digital Body Language blog:

Deciphering

http://digitalbodylanguage.blogspot.com Customer ntentions

Inan Online Wor(g
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