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About the Author 
Sales was never a conscious career choice, I found myself selling early in life more by good fortune as it would turn out. In retrospect, as a high performing seller throughout my career, my early successes were as a result unconscious competence, although I may not have admitted this so readily back then.
Over time, through observation and research, I became more conscious about the behaviours that created sales success. It was as a Salesperson, Manager, Sales Leader, Business Owner and latterly as the founder of EnablingUS, a sales and change management consultancy to large global organisations that I began to observe, categorise and consciously practice these behaviours.
More than 20-years later, my selling career has evolved into a behavioural research project. Comparing and contrasting the behaviours of sales leaders, account managers, sales managers and salespeople from; Africa, India, China, Southeast Asia, The Middle East, Europe and the Americas, through my coaching and consulting business. 
My ongoing research involves deep analysis into a diverse range of selling situations across different industries, geographies and cultures. Through the lens of teaching and coaching some of the most well-respected selling methodologies and sales performance research currently available today, a growing sense of disquiet and frustration has caused me to write this paper. 
Continuously, I come across the same recurring challenges and themes that negatively impact sales performance and business success. Through my work with many global organisations what has also emerged is a rather worrying picture of the health of modern sales organisations. Add to this, a disappointing showing by the solution providers, who currently try to address these challenges and the triumvirate of findings are without exception both damming and deeply profound for the modern-day seller. 
The frequency with which the same or similar sales challenges occurred everywhere, in every industry awakened my problem-solving urge to mechanise this research, learning and understanding into a solution available for businesses today. The upside benefits of addressing these issues are so profoundly significant to long-term business performance, I felt compelled to act. 
I have formulated a holistic business-business selling methodology and sales behavioural development system to enable selling businesses of all sizes to develop and systematise the behaviours that will create a meaningful uplift in sales performance. The intention is that the outcrop of these studies; the methodology and frameworks will become the intellectual property that underpins a platform to enable selling organisations all over the world. 
At a time when large numbers of sales jobs are disappearing every year, as technology advances and consumer demands increase, sellers need as much help as they can get. What you will find within this paper is mostly common sense, based on research and observation. This has been a long time in the making; without further ado, allow me to introduce; The Perception Selling Methodology.


Executive Summary
The Perception Gap is a research paper outlining the justification for a holistic business-business selling methodology, in preparation for its publication, complete with supporting tools and frameworks. The Perception Selling Methodology, is potentially game-changing for both sellers and buyers.  It is founded on the central premise that sellers experience similar issues and challenges, irrespective of geography, culture or industry, and that the universality of seller challenges correspondingly means there is universality of successful selling principles. The necessity for a new approach to support sellers in an increasingly fast paced and dynamic selling environment is underpinned by three key observations: 
1. Seller development and performance is stagnating in real terms because they frequently lack a holistic process-led approach to create the outcomes they need. 
2. Too many sellers lack conscious competency to systematically and intentionally influence buyer perceptions. 
3. Solutions available to help and support sellers are often fragmented, complex underutilised and require significant resource and investment allocation to be effective. 
Selling can be complex, abstract and unpredictable. It needs decrypting logic to help sellers understand buyer behaviour and to adjust their own selling behaviours. The question that continuously comes up in our research is: how do we encourage sellers to behave differently? The answer lies in the layered combination of The Perception Selling Methodology’s three axioms. 
In this paper we dissect and categorise the elements of buyer decision making and blend sales behavioural research to form the building blocks of a new holistic selling methodology. They enable and reinforce behaviours that mitigate common selling challenges and elevate sales performance for businesses and individuals alike. 
Axiom 1: Centred on the buyer’s decision making process, there are four iterations of the buyer’s perception that are prime motivators of buying decisions. When successfully influenced by the seller, the result is increased demand for a seller’s products and services and improved sales performance: 
· the business challenge exists, and it is a priority for the buyer to act upon
· the seller and their capabilities are the most suitable to address the business challenge
· the seller and their capabilities align with the buyer’s personal motivators and/or prevent a personal loss
· the seller and their capabilities are still the most suitable partner, provider or solution 
Successful selling is an exercise in understanding and influencing the buyer’s perception. Seller behaviours should focus on Influencing gaps in perception to increase sales success and to protect and grow existing relationships. 
[image: ]Axiom 2: The Perception Selling Methodology is anchored by five universal sales principles, that act as relationship lighthouses - directional in nature. They give the seller an understanding of the different components of the buyer’s decision making process.: 
· Buyers only buy to solve business challenges for which there is cause and effect
· Every decision to buy is predicated on the buyer’s perception of the seller and their capabilities
· Buyers value satisfying their own personal motivators more than solving business challenges
· A buyer who arrives at their own conclusion is far more likely to act than one who is told
· The seller owns the buyer’s perception in every aspect of the relationship
Axiom 3: Six interdependent sales competencies work in synchronicity to ensure successful behaviours become self-sustaining, enabling the seller to adopt the 5 universal sales principles and influence the four iterations of the perception gap.
1. Prospecting – triggering interest in your products and services 
2. Opportunity pursuit – strategic planning to win a deal
3. Buyer engagement - tactical execution of engagement with buyers
4. Strategic Account and relationship management – strategic relationship management
5. Coaching – developing competency and capability in people
6. Funnel management – managing current opportunities and related actions
The Perception Selling Methodology is a system of interconnected processes and principles that collectively aim to simplify the complexity of modern selling. They combine both process and sales behavioural considerations layered across three axioms for sellers to follow and adopt. When sellers adopt the interdependent competencies – seller behaviour changes. When they employ the 5 universal principles – buyer perceptions change and when they influence the four iterations of the perception gap sales performance changes. These three central axioms are interwoven throughout this research paper’s narrative, reinforcing the need for a new strategic approach, one that profoundly changes the way sellers behave.  
Think of your favourite sport; the perception gap is the field of play, the universal principles are the rules of the game and the six interdependent competencies are your equipment used to play, and finally, the sellers and buyers are the players. What would happen if you removed any one of those elements? 

 

Introduction 
Sales performance has the greatest singular determination on business success or failure, shaping and influencing critical business decisions every day. Why then, does sales remain such an enigmatic and unpredictable challenge? For more than 20 years, I have been attempting to find the answer. In this research paper are my findings and the solution for modern day sales challenges that will act as a lever for business growth .
A participant in a sales coaching workshop I ran recently shared how he sold his company’s products. I’ll paraphrase: “I go with a brochure and talk through as many of the products as I can and then I leave the brochure with them and hope for the best.” I asked him, how he felt about his approach, his answer laughingly was, “depressed.” At a subsequent leadership workshop for the same company, I anonymously told them this story. One of the leaders asked: “why doesn’t he change the way he behaves?” I responded: “That’s exactly, the right question; because even when habitual behaviours are bad for a person, it takes a concerted conscious effort and/or an intervention to change.”
There are many sellers who are far more skilled and successful than the gentleman at my workshop. Successful sellers are not mythical creatures endowed with special powers; successful selling is nothing more than a series of conscious, repeatable, often sequential behaviours that when practiced, provide the practitioner with a higher probability of success. Maybe it’s easier said than done, but the good news is; they are not complicated, and they can be learned. The secret sauce, if there such a thing, lies in behaviours. A word of caution; understanding a behaviour is one thing, executing a behaviour well and consistently, is another.
Common to most selling situations, is the need to engage with people. Even though cultures and language may differ, the primary drivers behind human decision making remain the same. They are truly universal. Subtle nuances exist – nothing is uniform; however, these nuances are mostly stylistic. For instance; a consequential question focuses the buyer on the consequences and effects of action or inaction for a specific business challenge. This is a sales behaviour that is highly correlated with sales success. Yet if you were in Japan, asking a consequential question to a senior leader would be more challenging than in Europe, because culturally, the Japanese have a more hierarchical working culture. Does this mean that a consequential question does not work in Japan? Of course not. It means the approach to asking a consequential question needs to be different – this is a stylistic nuance. 
We start by introducing some of the technical concepts and definitions, some of which may be familiar.  There are technical elements to selling that need to be understood. The intention is to simplify and support any technical, abstract or complex concepts as they occur. The Perception Selling Methodology follows an adapted learning and competency model predicated on four psychological development phases.  This enables coaches to identify and develop learning objectives for sellers in different stages.
	1. Unconscious Incompetence
	3. Unconscious Competence

	The seller isn’t aware the problem, skill or perception gap exists. They don’t’ know, what they don’t know and therefore can’t fix it.
	The individual performs the skill instinctively or by accident. It is not conscious and cannot be articulated and/or intentionally repeated.

	2. Conscious Incompetence
	4. Conscious Competence

	The seller is aware of the problem, skill or perception gap, possibly understands its importance but is not acting on it.
	The learner knows how to use the skill or perform the task, and can articulate and repeat the skill or tasks consistently.


The language of this model is used throughout to describe competency states. There are additionally some other key terms and definitions, to become familiar with in the table below.
	Seller
	A single salesperson, sales team or a sales organisation depending on context

	Buyer
	A single buyer, buying team or buying organisation depending on context

	Series
	Ordered, deliberate, connected and often but not always sequential.

	Conscious behaviours
	Intentional, repeatable, consistent behaviours 

	Buyer’s perception
	The buyer’s understanding and awareness of e.g. seller capabilities and/or value.

	Seller’s capabilities
	The products, solutions, services, experience, resources offered to the buyer.

	Business challenge
	The issues, problems, opportunities the buyer is looking to solve (needs).

	Sales
	Refers only to business – business selling situations and not business - customer


In developing the methodology, we codified the act of Perception Selling by defining its essential nature and mechanics to enable the understanding of its intent and component parts. The definition: A series of conscious behaviours that positively influence the buyer’s perception about the seller’s capabilities and the business challenges they can solve. The objective is for all sellers to be practicing this definition of Perception Selling through The Perception Selling Methodology.
Selling today
Today’s successful seller must do more than just win the deal. They must generate repeat business, obtain referrals, testimonials as well as ensure customer loyalty. Most sellers will tell you that this is increasingly harder to achieve as changing buyer expectations driven by competition, and the ubiquity of information are compounded by too many sellers operating with limited sales proficiency – experience does not always equal competency in sales. 
Buying processes are increasingly more formalised; procurement, purchasing functions and RFPs are part of everyday selling life. Buyers assess their challenges, objectives, causation and, access quantitative and qualitative information about sellers, their company, products, performance and reputation, often shared through a network of trusted peer sources. By the time sellers get to speak to buyers, they are often well progressed through their buying journey, looking for the specific product or service that will address their business challenge. They can understand what the solution to their problem may look like with relative ease. 
Sellers who approach the buyer with a fixed product mindset can be ‘pigeon-holed’ because the buyer associates them with only that product, diminishing their credibility.  They are seen as product pushers and frequently get lured into product discussions too early, limiting their ability to differentiate. At which point price becomes the primary differentiator, which is advantageous to buyers (in the short-term), as it fosters price competition. This is the worst situation for the seller - a race to the bottom ensues, resulting in margin compression. Buyer research tells us that sellers are way down the list of preferred information sources buyers look to for trusted information. 
Too many sellers would struggle to objectively and accurately answer how and why a deal was either won or lost. Sellers often state the reason they lose a deal is because their price is too high, yet the research shows the price rationale is a convenient smoke screen used by buyers for the real reason – the buyer perceives there to be a lack of differentiated value. 
By no means is this an exhaustive description of all the challenges faced by sellers today. What is evident through analysing thousands of selling situations - won and lost, is that consciously competent high performing sellers are in the minority, and that sellers of all abilities must adapt and adopt new behaviours to improve their chances of success, because buyers are evolving much faster than sellers.
Many of the challenges faced by sellers paradoxically are either self-induced and/or preventable. Many sellers are the architects of their own problems because they operate in a state of unconscious incompetence. Unconscious incompetence is by far the most high-risk state to exist; if you don’t know why it doesn’t work, you have no ability to fix it. 
Even when high-performing sellers are asked, what behaviours makes them successful, their responses are often inconsistent with the observable behaviours that correlate with sales success. In other words, high-performing sellers often operate in an unconsciously competent state. This may explain why high performers seem like they are endowed with special skills. Successful selling is as this paper contends, a series of learnable, behaviours that when executed well, increase the probability of sales success. It’s just that high performing sellers practice these behaviours more than others. 
Despite sales revenue having such a significant consequence to business performance, few seem to identify the real cause of these issues, they only experience the effects. And yet, the causes are hidden in plain sight and resolvable with relatively simple logic. Let’s illustrate with a simple real-life scenario.
A client; a leading real estate consultancy firm, in post-mortem of a lost major account renewal, identified that the competing business, who had won the mandate from them, had created the perception of being innovative, by repeatedly sharing insights and introducing new ideas that proved valuable to the buyer. The incumbent did not have any strategy or awareness of the need to influence the buyer’s diminishing perceptions. Over time, the buyer became more enamoured with the competition and their ideas, and became increasingly dissatisfied with the incumbent as a perception gap developed. 
Come the renewal of the mandate, the incumbent was perceived by the buyer as being less innovative than the competition who had proactively cultivated this perception.  At the last minute, the incumbent scrambled to action but struggled. The buyer perceived the incumbent as reactionary and disingenuous because they knew the seller from 5 years of service provision, during which time their actions were inconsistent with the new perception they were trying to hurriedly convey.  Perceptions formed without the seller’s influence, the competition stepped in and the incumbent was 5 years too late. Prior to the renewal RFP process, the competitor had also been positioning itself to influence not only buyer perceptions but also the buying criteria for the renewal, which was evident in the RFP narrative. 
Taking a longer-term view of perception development to influence the buying criteria is key to successful selling today. In this case, when the contract renewal came to market the competition was positioned in front of the incumbent, who never made up the ground. There are myriad examples that demonstrate how a failure to track buyer perceptions leads to potentially calamitous business consequences. There are also many examples of consciously aware sellers who realise that influencing perceptions and the buying criteria over time is a behaviour that correlates with sales success.
The buyer’s perception of the seller determines success or failure in sales. Every aspect of a seller’s engagement with the buyer will influence the buyer’s perception. This might seem an obvious statement, however we encourage you to think deeper, to understand the impact the buyer’s perception has on business performance. Throughout the buyer-seller relationship, perception gaps will emerge; sometimes this is advantageous to the seller and sometimes not.  It is the seller’s job to influence and manage the perception gap to become consciously competent when influencing buyer perceptions.  The RFP Trap case study is a real case of negative perceptions forming without seller influence.
	The RFP Trap – the risk in the perception gap 
A bank provides trade finance services to a large global healthcare organisation. The relationship generates annual revenue of USD 4 million for the bank. The healthcare business has been a bank client for more than 5 years and the bank perceives the service provision has been satisfactory with few issues. 
In a typical turn of events, the buyer advises the relationship manager that they are undertaking a review of their service providers and will be issuing an open market RFP for the trade finance services currently offered by the bank – they are invited to participate. The USD 4 million annual revenue is now at risk. The relationship manager believes a competitor has been talking to the healthcare company about how improved technology and processes can save them both time and money. The relationship manager suspects they could lose all or part of the revenue to the competitor or will have to provide the same services for lower revenue. Commercially this is a potential disaster, and, it is not an isolated case at this bank or elsewhere.
In the opportunity post-mortem we discover that the competition influenced the buyer’s perception by creating and/or enlarging a sense of dissatisfaction with the existing service provision. The bank perceived there to be few issues, however, it is the customer’s perception that counts not the bank’s. The buyer’s satisfaction level started to deteriorate, giving the competition an opportunity to paint a picture of an alternate service provision and the value that would offer. When the perceived level of dissatisfaction became sufficiently large enough, the Buyer acted and issued the RFP.
A perception gap appeared, because the incumbent bank allowed the buyer’s perceptions to form without their influence. The lack of intentional influence on the buyer’s perception opened the door for the competition. This happened without the knowledge of the Seller. Who knew the Buyer’s perceived dissatisfaction was been influenced and exacerbated by the competition to create a perception gap? 
The buyer had little to lose in this situation; they either stayed with the incumbent - having negotiated a cost reduction as a result of running a competitive RFP or they identified superior service provision. The incumbent bank, believed retaining the business was critical after all, something is better than nothing and swallowed a significant price reduction. Business costs have increased over 5-years, but revenues have consequently now dropped. The damage to profitability has a knock-on effect, playing into other business and strategic decision making; restructuring, expansion, contraction, budgeting and so on.   


 What can we learn from this situation?
· The seller was unaware a perception gap existed and believed their perception mattered more.
· By the time this had come to the seller’s attention, the buyer was well progressed through their buying journey and at the point of issuing the RFP.
· As the buyer was so progressed through their buying journey, the seller was not able to implement pre-emptive protective measures quick enough.
· The perception gap became unbridgeable and reactive attempts to do so left the seller vulnerable.
· The seller’s unconscious incompetence impacted long-term business revenue.
· Sellers need to protect their buyer relationships with purposeful and targeted perception development.
· The perception gap can be an offensive strategy to influence a buyer’s perception. 
The perception gap is a universal phenomenon that affects all sellers, everywhere. It can work for or against the seller, which is why awareness of the buyer’s perception is critical. If a perception gap exists, this may jeopardise the seller’s ability to win a sale, sell more or even maintain current revenue. The question we set out to answer in this paper is how to drive different selling behaviours; not just to prevent situations and losses such as this, but to grow wallet and market share. 
The first step is conscious awareness of the perception gap and to assist with this, we characterise four iterations of the perception gap in this paper. Then we provide sellers with a systematised approach to address these very real selling challenges, because to remain unconsciously competent about the perception gap is just strategically too high risk.
Solving the Perception Gap Part 1: The Market for Solutions
[image: ]Today’s sellers must be capable of practicing a holistic set of behaviours across a spectrum of client engagement activities. These behaviours, also known as competencies do not necessarily need to be embodied in a single individual, (although that may be necessary in smaller businesses). They often exist as different organisational roles; account managers versus business development people for instance. 
To cultivate the behaviours that correlate with sales success, there are 6 interdependent  competencies sellers and leaders need to practice as illustrated right. We unpack all 6 individually in this paper, however for now, the focus is on the four competencies that speak to the specific points of engagement sellers have with buyers (the inner circle in the illustration right). We have termed these four; Them Buyer Engagement Spectrum. They are not only the points at which the seller engages with the buyer, they are also the points where the buyer’s perception gap exists. 
There are many solution providers available to help sales organisations improve selling competencies. Much of the intellectual property concentrates on the tactical skills required to execute successful sales meetings as well as an abundance of material on prospecting techniques in varying different forms. They are all mostly based on a common set of selling principles, and if you set these solutions side-by-side, as we have, you will quickly pick out the common elements.  Most are sound, some are more complex than others. 
For all 6 interdependent competencies there are solutions available in the market today. It is surprising however, given the significance to both revenue growth and relationship protection, that the perception gap remains remarkably unspoken about amongst solution providers The research that underpins this paper identified only a few that discuss buyer perceptions explicitly.
Providers frequently have solutions for some but not all competencies, which means their approach is not holistic - few pull it all together in an affordable unified and holistic solution. None of them explicitly address buyer perceptions and the perception gap across all four points of The Buyer Engagement Spectrum.
[image: ]Investments in sales training (competency development), depending on the size of the seller community, can run to millions of dollars. This can be off-putting for businesses especially when combined with the opportunity cost of benching sellers. Sales leaders and business owners reading this might be thinking about the level of investment required to up the smarts of their sellers across The Buyer Engagement Spectrum. The sceptics may point out that sales training doesn’t work, it doesn’t stick, we’ve tried it before. The research substantiates this observation - sales training does not work. It will have negligible impact on sales metrics, and in fact, its lack of impact will potentially damage the credibility of future initiatives aimed at improving sales. 
As the graphic right depicts, sales performance increases exponentially when the continued focus is on behavioural development. The starting point is often a perceived need for sales training; which usually fails to change behaviours.  At this point some give up and join the cynics, others push on having realised that behavioural change is the goal, which takes more than sales training. It morphs into a sales effectiveness or excellence initiative, until eventually the necessity for behavioural change becomes so apparent, that sales transformation becomes the primary and only objective. One could say there is a perception gap between the effectiveness of sales training, and what is really needed to positively impact key selling metrics and generate meaningful ROI. 
The ideal solution should holistically address all the required competencies to not only create behavioural change, but also to sustain the desired behaviours in the long-term. It should follow a behavioural development path of educate, deploy, adopt, sustain and measure, which will be covered in more depth later in the paper. Initiatives that stop at educate and deploy, are not successful in changing behaviours because the other critical phases required to change behaviours are either left out or cut short; ergo sales training doesn’t work.
What is needed is a system redesign for modern business-business sales based on the needs of the modern-day seller and the necessity to adopt behaviours that correlate with the expectations of the modern-day buyer. Buyers are concerned about their customers, their competition, their growth drivers and their differentiators. What research tells us they are asking for from the seller of today is to; understand their business, their business challenges, demonstrate excellent communications skills, focus on the relationship post-sale and for the seller to share their experience through valuable insights and perspectives.
Creating the successful solution places the customer at the centre. It starts with a focus on the common challenges faced by seller’s today as a central design point, juxtaposing the desired behavioural outcomes. Working backwards from them problem, each design step incorporates the necessary elements to support sales best practice. The Perception Selling Methodology is not intended to operate in isolation,  whatever other solution is selected or is currently in place does not necessarily need to be replaced, the question we want you to ask when  using other systems is; which of the 6 core competencies does it cover, what are you missing and does what you have in place now, talk to what you propose to have in place?


Solving Perception Gap Part 2: The Perception Selling Methodology 
A keystone principle of The Perception Selling Methodology is; simplify to understand. When we compartmentalise and categorise information, it facilitates improved understanding particularly in complex matters. Understanding is paramount to successful human interaction. When people feel understood; clarity, familiarity, relatability, partnership and ultimately trust are present. Augmenting the principle of simplify to understand, with complimentary sales behaviours speaks to the philosophical heart of The Perception Selling Methodology and manifests in the three axioms.
Axiom 1: The four Iterations of the perception gap (Playing the game)
The first of the three axioms helps simplify and understand the multi-faceted nature of buying motivation. A perception gap is a divergence of viewpoint on a specific issue. The buyer’s perception is always in constant motion, iterating before, during and after every seller engagement.  The four iterations of the perception gap are the different buyer considerations that influence decisions along the buying journey. When seller’s understand these buying motivators and are able to influence them, the probability of sales success increases.
Successful sellers are those who continually influence the perception gap and how effective they are, defines their success. The four iteration points help the seller understand the buyer’s perception, where they are in their journey and then adopt highly targeted corresponding behaviours and actions. Sellers are always looking to close the perception the gap.
I. The business challenge exists, and it is a priority for the buyer to act upon
[image: ]A buyer’s motivation is predicated on the importance the buyer attaches to a specific business challenge, bearing in mind, buyers may have multiple business challenges to solve at any one time. It is not enough for a business challenge to exist, the buyer must consider it important enough to act now. This means the first perception gap reflects the buyer’s perception of the need to act on a business challenge as a priority. 
For example a buyer’s business operates an inefficient process,  causing unseen costs. The seller has a solution that can create efficiencies to save costs, which the buyer may not be aware of. The perception gap exists between the buyer’s  perception of the current unrealised inefficient circumstances and their intent to act on creating the future more efficient state. 
The seller’s focus is to understand the cause of the business challenge and to close the perception gap by helping the buyer see the business challenge in a more expansive light i.e. how it impacts other parts of the business to the extent it becomes a priority. Closing this first perception gap triggers the buying journey.  
It is of course possible there is no perception gap because the buyer is aware of the business challenge and has already decided to act. This may have caused the buyer to reach out in the first place. In such circumstances, sellers still need to validate the cause and effect of the business challenge to ensure genuine buying motivation exists. This is why pushing a product does not work, unless the product solves a specific business challenge. 
II. [image: ]The seller and their capabilities are the most suitable to address the business challenge
The buying journey advances; the buyer perceives there is a clear business challenge and it is important enough to act. Buyers must now evaluate the most suitable option, assessing attainable value and suitability to solve the business challenge. The perception gap exists in the difference between what the buyer knows about the seller’s capabilities, and their perception of the seller’s suitability to resolve the business challenge. 
The seller’s responsibility is to align their capabilities to the buying criteria and close the perception gap. The buying criteria is the list of attributes the buyer believes are important in both the potential solution and provider. Whether formalised, or informal, it is critical for the seller to identify, understand and where possible influence the buying criteria. 
In the search for the most suitable solution, buyers often struggle to differentiate between providers. More often than not the differentiation is not significant enough to warrant any price premium. They revert to using price as a differentiator in the absence of relevant differentiating value.  A seller’s ability to articulate their differentiation in a context that is relevant to the buyer’s business challenge, is key to successful selling. We will elucidate further about buying criteria and  differentiation later in this paper.
III. The seller and their capabilities align with the buyer’s personal motivators and/or prevent a personal loss
A buyer’s decision to buy a new solution will impact process, people and resources in the buyer’s business, which means - change. The change the seller’s solution causes or to be more specific, the consequences of that change will be processed at an individual level. Each buyer will process the impacts of those changes through a personal lens; asking is this change good or bad for me?  Perception gap 3 is the perceived difference between the changes caused by the seller’s solution and whether the buyer perceives this to align with their own personal motivators. Each individual buyer will have their own perspective on this. 
[image: ]Some may see this change as an opportunity to advance, therefore it is aligned with their personal motivators. Others may see it as potentially damaging to them, despite it solving a business challenge that benefits the business. If the outcome is in alignment with the buyer’s personal motivation and addresses the business challenge – this is a very powerful differentiator for the seller. Conversely, if the buyer perceives they lose as a result, the buyer will oppose the seller’s solution.  The seller’s job is to close the perception gap by understanding the personal motivators of the buyers and align the outcomes they create to those motivators.
Remember, the buyer is trying to identify the solution that they perceive will most likely solve the business challenge, achieve their personal motivator and/or avoid personal failure. The existence of the business challenge doesn’t automatically mean they will buy a solution – they could chose to do it themselves.  The business outcome derived from the solution is what the buyer buys, the ability to deliver on their personal motivator is why they buy from a particular seller.
IV. The seller and their capabilities are still the most suitable partner, provider or solution 
[image: ]Whilst the first three perception gaps speak to winning the business, the fourth concerns keeping the business and mitigating the risk of the buyer’s perception deteriorating throughout the relationship. The buyer is now a customer and the objective is to protect and grow the relationship and increase share of wallet. Studies have shown that account/relationship maintenance does not protect the account. Growing and protecting the relationship are one in the same thing, because the seller’s focus is on adding additional value by solving other business challenges.  
All the seller’s employees, including operational staff who engage with the client are part of the selling team and are partners with the customer helping them address their business challenges. In perception gap 4, the seller’s job is to prevent the perception gap existing. 
A working assumption amongst the sales team should be that over time, the customer’s perception of the seller and its capabilities will, unless intentionally influenced, deteriorate creating a perception gap. This is profoundly important at all stages of the relationship, not least for the issues we observed the bank experience in the RFP Trap case study. The cost of new business acquisition is higher for new buyers than for existing customers. Therefore an important objective of the relationship strategy is to chart and positively advance buyer perceptions – this is an essential job for the seller.
As new opportunities surface from an existing account, they follow the same buyer journey through the four iterations of the perception gap.  Identifying specific perception gaps sequentially helps sellers understand the buying motivators and the key elements of making  a buying decision. When we focus on perception gaps, sellers help the buyer move through their decision making process. 
The second of the three axioms is a set of universal principles common to all selling situations. They reflect and expand on the perception gap, guiding the seller’s behaviours to elevate buyer perceptions. 
Axiom 2: The five universal principles of selling (The rules of the game)
These five observably proven universal selling principles are a guide to understanding buyer behaviour. They create conscious awareness of the rules of the game and make sellers responsible for adhering to these rules. As sellers become more cogent with the five universal principles, as they inculcate their definitions into their actions, seller competency becomes more aligned with buyer requirements, advancing buyer-seller relationships and positively impacting sales results.
i. Buyers buy to solve business challenges for which there is cause and an effect
The reason perception gap 1 exists is because no buyer wakes up in the morning wanting to buy a seller’s products and services without cause. Buyers buy for one of two simple reasons; they are either solving a problem or taking advantage of an opportunity. Both these considerations have the collective name: ‘business challenge’. Moreover, business challenges don’t magically appear either; there is always causation. Usually changes in circumstances where the buyer is either proactively pre-empting a business challenge or reacting to one. The seller must understand both cause and effect, which we talk about in the customer’s stream of consciousness in axiom 3.    
ii. Every decision to buy is predicated on the buyer’s perception of the seller and their capabilities
A seemingly obvious assertion that speaks to perception gap 2. However, seller’s need to have a sense of self-awareness about how they are perceived by the buyer. The buyer’s perception comprises of and is influenced by many elements. Buyers are sizing sellers up all the time; how credible are they? Can I trust them? How easy are they to work with? Who are they really serving, themselves or me-the buyer? These are just a few questions the buyer might be asking consciously or otherwise. The answers to these questions speak directly to why a buyer buys from a seller and ultimately both buyer and seller have to agree on the steps forward for it to be a successful sale. Sellers must ask; what’s their perception of us now? What do we want their perception to be? How do we create that perception?
iii. Buyers who arrive at their own conclusion are far more likely to act than those that are told
Think of a time you were told to do something and how that made you feel. Sometimes you go along with it (begrudgingly perhaps), sometimes you push back. It is infinitely more powerful when the buyer arrives at their own conclusion. Many sellers believe that great selling is how well they ‘wax lyrical’ about their products and services. This is demonstrably not true. Evidenced in research, a seller’s professional craft is in their consequential questioning skills that help the buyer arrive at their own conclusion. This is not a manipulative technique, it is an innately human interpersonal skill; effective in many other forms of human interaction, where the objective is to help another arrive at a specific conclusion; a job interview, negotiating, family matters etc. We discuss these tactical skills in greater detail later in this paper.
iv. Buyers place more value on satisfying THEIR own personal motivators than they do solving business challenges
Humans are innately hardwired to satisfy their own self-interest first. This primary motivator underpins every decision and is reflected in perception gap 3. Buyers consider whether accepting the seller’s proposal acts in support of their self-interest or against it. For example; the implementation of an outsourced solution results in a buyer’s close colleagues losing their jobs, which could be a personal loss. Paradoxically, another buyer now gets additional responsibilities, a promotion and a pay rise which satisfies their personal motivation. No matter the strengths of the business logic, if the buyer perceives the outcome caused by the solution conflicts with their personal motivator, the personal motivator wins every time. Sellers need to align the outcomes their solutions create to the buyer’s personal motivators. 
v. The seller owns the buyer’s perception in every aspect of the relationship
The buyer’s perception is the seller’s reality, and the seller’s behaviour is the cause of the buyer’s perception. The seller is responsible for the buyer’s perception at every stage of the relationship. There are a multitude of influences affecting the buyer; competition, innovation, market shifts amongst other things. If the buyer’s perception of the seller deteriorates for any reason, the seller owns that outcome - good bad or indifferent. This is echoed in perception gaps 4 and is why The Perception Selling Methodology is critically important for sellers, buyers and for business performance today. 
The interrelation between the universal principles of selling and the four iterations of the perception gap are self-evident. They characterise the layered nature of The Perception Selling Methodology and underpin the definition of perception selling: 
A series of conscious behaviours that positively influence the buyer’s perception about the seller’s capabilities and the business challenges they can solve.
However as we assert in axiom 3, for this to take place consistently in a business - it must be process driven. 
Axiom 3: Six Interdependent Competencies 
Professional selling in today’s world requires a combination of both process and skill - both are essential. Research indicates a relationship between the nature of the sales process adopted by a seller and the seller’s performance. Extemporary sales process is inadequate to optimise selling outcomes. Sellers have to implement robust, adaptive sales process and process governance, guided by metrics to foster incremental improvements. Adopting a selling methodology is fundamental to seller success.
[image: ]Let's define the term methodology; it is a set of methods, principles and rules that regulate a discipline. The methodology is the how to do, whereas the sales process is the when to do and the tools and frameworks that support the methodology is the what to do.
The Perception Selling Methodology holistically encompasses six interconnected competencies. It coalesces both process, governance and skills, to adopt the sales behaviours to influence buyer perceptions and the perception gap. We go into this in more depth on page 31.
The graphic right shows the four competencies of the Buyer Engagement Spectrum, encircled by two leadership competencies; coaching and funnel management. Each of these elements is outlined in this segment, together with how they interconnect. The order of discussion is according to buyer engagement sequence; starting with prospecting first. We do not discuss the specifics of the accompanying tools and frameworks those will be found in the full published methodology. 
Changing behaviours is challenging enough at an individual level. No matter how well thought out the selling methodology or how flawless the logic, encouraging a group of people to cultivate different behaviours is not easy. It requires commitment, discipline and process but it is worth it; because the year on year amplification of business results dwarf the resources and effort required. The three axioms are levers that help sellers adjust and maintain behaviours to achieve optimal sales outcomes, because through research it is increasingly clearer what today’s buyers are asking sellers to:
· Understand their business, specifically:
· Business and growth drivers
· Competition
· Customers
· Differentiators
· Challenges
· Demonstrate excellent communication behaviours
· Focus on relationships post-sale
· Provide insights and perspectives
If sellers want to compete at the top table, then these are ‘table stakes’.
Understanding the customer’s stream of consciousness
[image: ]The buyer’s journey is shaped by multiple considerations triggered by events and trends that precipitate the decision making process. As illustrated below, it typically starts with changes in the buyer’s business environment; macro trends or events, industry shifts, or changes within their own business which could be viewed as threats or opportunities. These events influence the buyer’s perception of their operating circumstances, businesses are either pre-empting or reacting to these changes.  
These changes in circumstance create business challenges – problems or opportunities the buyer considers addressing. The change in circumstances is therefore the cause of the business challenge and if the buyer believes it important enough, it becomes a priority and the buyer will take action. If the buyer does not see or acknowledge  the business challenge, or they do not think it important enough, then they will not act and a possible perception gap exists. 
The business challenge is not the buying motivator by itself; it is the  buyer’s perceptions of the  consequence or impact it has on the buyer’s circumstances. This is the effect, referenced in the first universal selling principle. Once the business challenge is deemed a priority, buyers move through a series of considerations that shape their idea of how the business challenge should be solved (if at all), remembering that this is both a dynamic and iterative process that will be influenced by other factors at any point in time.
If the seller has a solution to address the buyer’s business challenge, there is a potential selling opportunity. The seller is then focussed on  influencing the second perception gap. Buyers are less interested in the solution per sae - they are more interested in the business outcomes it creates. The outcomes are directly connected to how the solution solves the business challenge. The buyer’s personal motivators, which are a key driver of decision making are a consideration throughout. 
Remember no one buys a seller’s product, service or solution without a reason to buy. To enable seller’s to align with what buyers want,  they need to understand the customer’s thinking and motivators. Understanding a buyer’s motivation is the basis for the selling and prospecting process. 
1. Prospecting the Perception Gap 
Prospecting is one of the most neglected aspects of selling. Sellers often disassociate themselves with the task, believing the responsibility exists elsewhere. However a business may organise themselves around prospecting, the number of opportunities a seller has in their funnel purview, is wholly their responsibility.
Prospecting must be process-driven for it to become consistent, repeatable and measurable and viewed as a funnel (as illustrated on page 17) because not everything that goes in the top comes out the bottom. There are two two-conjoining funnels; a prospecting funnel and, as we will discuss later, a sales funnel. Prospects are qualified and move from the prospecting funnel into the sales funnel once there is a selling opportunity – qualification criteria can vary to suit specific business needs. 
Prospecting is defined as; the process of identifying and connecting with potential buyers who have the business challenges the seller can solve to create selling opportunities. It applies to new buyers, existing buyers currently using the seller’s products, services, solutions as well as those who have used in the past. [image: ]Most sellers need to proactively identify prospects because insufficient business walks through the door of its own volition. Buyers who have a business challenge a seller can solve, and their value is known to them, may come knocking on the seller’s door. However, buyers who know nothing about the value a seller offers will not come knocking on your door. The buyer will either:
· Know the seller and have done business with them before 
· Know the seller and have not done business with them before
· Not know the seller
The purpose of the prospecting process is therefore to stimulate interest in the seller’s capabilities. This is  a business's lifeblood, fundamental to its success, and enables better decision making as revenue forecast predictability becomes more accurate and dependable. The absence of a consistently producing prospecting process will have severe detrimental impacts on a seller’s business. The list below is not exhaustive, each of these impacts also has its own specific set of consequences.
	Impact
	Consequence

	Erratic sales performance
	subject to influences beyond the seller’s control

	Low and/or unpredictable sales revenue
	pressures the smaller amount of opportunities in the funnel

	Poor overall business performance
	which lacks predictability and therefore scalability

	High staff-turnover
	increasing costs and risks


The prospecting objective is to arrange for sellers to have diagnostic conversations with potential buyers. A diagnostic conversation, allows the seller to discover whether the buyer has a business challenge they can solve. There are key competencies required for effective diagnostic conversations and whilst we discuss these later in the buyer engagement segment; if a seller has a separate prospecting function, those involved will also need to possess the diagnostic and discovery competency behaviours as well as sellers. 
In tandem with diagnostic and discovery conversations, sellers should also be finding opportunities to lead with insights. This is particularly powerful within the context of an existing relationship. Buyers are asking for sellers to differentiate by leveraging their experience and the seller’s knowledge of the buyers business.  Both the marketing function and prospecting process need to be in alignment in terms of activity, language, targeting and messaging in this regard. Prospecting is a whole organisational activity and marketing have a significant role to play. The more marketing are aligned and involved the higher the probability of success.
For a new opportunity, the initial engagement may be a meeting, phone call, email or other forms of communication, depending on the nature of any existing relationship. Once the diagnostic conversation is arranged and handed to the seller, the prospecting process is complete, and it is back to creating more discovery conversation opportunities - on a continuous loop. Although the seller’s language around such engagements refers to diagnosis/diagnostic, bear in mind this language may not be appropriate to use with the buyer.
There are going to be situations where the buyer is already aware of their needs and is looking to act. In the event the prospect needs the seller’s services at that initial point of contact, it may be necessary to discuss seller capabilities to secure a meeting with a buyer. However, before the seller exuberantly waxes lyrical about products and solutions, remember there should be no prescription before diagnosis. It is important that the seller understands the pitfalls of being lured into pitching product too early in the buying journey. If the first perception gap is not investigated and the cause and effect of the need is not understood, the opportunity may not develop because the buyer’s desire to act is too low. 
The first step is to create a prospect list, achieved by identifying your target segments as illustrated above. The customer’s stream of consciousness on page 16, helps the seller understand the buying journey starts with changes in circumstances that create problems/opportunities – business challenges. Thorough professional research is fundamental to the prospecting process. Knowing the basics of buyer motivation helps to formulate and adopt the list, which exists in the prospecting funnel. The prospecting funnel is like an oxygen vent to sellers, keeping an even flow of opportunities coming into the funnel to create consistency of sales revenue.
Once the prospect list is researched, the seller is looking for accessibility to certain types of buyers. Strategies will differ, depending on whether its prospecting new, existing buyers or old buyers. However, the buyer needs to connect with either:
1. The buyer who is most impacted by the business challenge you solve 
2. The buyer who gains the most from solving the business challenge (could be the same as 1)
3. The connector that can give you access to the buyers in point 1and 2 (could be the same as 1 and 2)
Outreach to buyer’s has evolved significantly with the advent of social media. There are multiple channels to connect with buyers, and sellers need to be present on as many of these channels that are relevant to their buyers. There is an abundance of support around this aspect of prospecting; in this paper we focus on the general principles. A prospecting process, together with tools and frameworks  are available in the full published form of the methodology. 
Prospecting is not complicated, but it does require consistency and continuity, particularly when using social media as part of an outreach strategy. The number of process stages in a prospecting funnel will depend. Working through the process stages, systematically develops and identifies those businesses who will have a need for a seller’s solutions. Researching your prospects is essential to optimise seller resource usage because most markets are saturated with sellers who believe if you throw enough muck at the wall some will stick. Here are the essential characteristics of successful prospecting strategies:
1. There must be cadence and process, which is repeatable, manageable and consistently performed
2. Quality research on target prospects in advance is key
3. Segment prospects based on their potential need for your capabilities
4. It is measured for effectiveness 
5. Adjustments are made according to effectiveness measurements
6. Multi-channel strategies are critically important
When the prospecting process yields a lead, the seller qualifies the lead by engaging with the potential buyer. At this point we will assume there is an opportunity to pursue, and now move to the opportunity pursuit stage of the Buyer Engagement Spectrum.
2. Opportunity Pursuit - Selling to The Perception Gap
Business-business selling situations are often complex. It is the people involved in the decision-making process that makes selling complicated. Research into the number of decision-makers influencing the buying process show year on year incremental increases, with the most recent average being between 6 and 7. It is a strategic necessity to engage with multiple decision makers and also to navigate different levels of authority within the buyer’s business. One of the most common reasons for sellers losing opportunities is failing to identify and engage all the buyers who influence the final decision. The strategic risks of decision makers remaining unknown and uninfluenced by the seller are significant.
Complexity however can also exist on the sell side as well; various internal stakeholders, investment considerations and numerous levels of approval to work through. To help sellers better understand these complex situations and improve the probability of sales success, systems to facilitate a strategic approach are invaluable. Like that adage; how do you eat an elephant? Breaking a complex situation into smaller more digestible pieces is an essential part of understanding the anatomy of a complex selling situation. In this opportunity pursuit stage, sellers should be addressing three primary strategic objectives: 
Collect and analyse information: specifically, about the selling situation to qualify, build and execute a winning sales strategy, or, if the win probability is low - lose fast. If a seller enters the buying journey late in the process, perhaps suspecting the buyer is only validating their decision to buy from someone else. Then the seller needs to evaluate the merits of continued investment in that selling situation. Additionally, the formality of the buying process, and/or the stage the seller becomes involved can determine the level of information the seller has access to. If the buying process is through an RFP or tender, and the seller has not had access to the buying team beforehand, there may only be the RFP document to work with and the sellers own research. Information is key; selling situations where the seller has little information have a low win probability, conversely the more opportunity specific information a seller has, the higher the win probability. 
There will always be difficult customers who feel that not giving sellers information is the role of a buyer. Experienced buyers know that sellers need information to work with to help them arrive at sensible conclusions around solutioning, pricing and how to align their resources. The table below, lists information that sellers need to accumulate to build a selling strategy. It has been coloured coded to the Customer’s Stream of Consciousness elements of page 16 and organised according to the iterations of the perception gap. 
	Strategic Information Required
	Questions for the seller to consider
	CSOC Element
	Perception Gap

	Circumstances
	What trends or events caused the situation?
How are they perceived; threat or opportunity?
	1
	1

	The business challenge
	What is the overarching/underlying problem/opportunity?
How does it connect to their circumstances?
	2
	

	Consequences of inaction
	What happens if they take no action?
What other areas of the business will be affected?
	
	

	Consequences of action
	What will be the value of taking action?
What else will they now be able to do as a consequence of solving?
	
	

	Timing
	Is this a priority and how is this viewed across the buying team?
What is their sense of commitment, priority and timing?
	
	

	Mandate/Budget
	Is there a real desire for change?
Is there capacity and authority to release funds for this selling situation
	
	

	The buying perception
	What is their perception of the job-to-be-done?
What capabilities does the buyer believe solve the business challenge?
	3
	

	The buying criteria
	What are the key attributes of the solution/partner that will help them decide?
What influence have we the seller had on the buying criteria?
	
	

	The buying process
	How will they buy – formal RFP/Tender/Off market/Informal process
Where are they in their process?
	
	

	Decision makers
	Who is involved in the decision-making process – all decision makers?
How will each involve themselves in this process?
	
	

	Solution
	What is the buyer’s conception for the solution?
Does the seller have the capabilities to address the business challenge?
	4
	2

	Competition
	What are the other alternatives being considered by the buying team?
How possible is it that they could do nothing?
	
	

	Differentiators
	What key differentiators does the buyer perceive are important?
What are the seller’s key differentiators, and do they align?
	
	

	Business Outcomes
	What outcomes solve the business challenge?
What metrics will they use to measure success?
	5
	3

	Personal Motivators
	How does the outcomes created by the solution align to personal motivators?
Which of the buyers stand to lose if this goes ahead?
	6
	


I. Qualify the opportunity – evaluate from the seller’s perspective the commercial justification of pursuing the opportunity by assessing both desirability and winnability. This should start before committing energy and resources and continues into the selling process up to the point when the seller strategically commits to pursue or withdraw. Sales resources are scarce and need to be allocated effectively. It is too high risk to simply pursue every opportunity when some clearly are either not the right business or have a low win probability. 
Often decisions to pursue an opportunity are based on desirability only, resulting in unrealistic selling objectives, lower win rates and higher sales costs. The opportunity qualification process is dynamic and considers a set of win probability factors that inform a go, no-go decision. Losing quickly when you have a low probability of success is often a strategically cost-effective decision, which can still be aberrant to many sellers who try to chase every opportunity.
One client’s business calculated that their cost of sale was circa USD 250,000 per pursuit. They pursued approximately 100 opportunities per year and had a win rate of circa 50%. This meant that there were approximately 50 opportunities lost, equating to an annual lost sales cost of USD 12.5 million. When they implemented an opportunity qualification process, they reduced the overall cost of sale as they started to exit low win probability opportunities earlier. No calculation was made as to the opportunity cost of redeploying those now-free resources previously connected to lost opportunities, but one would suspect this to be an additional and important upside.
III. Influence perceptions of each member of the buying team as well as internal stakeholders within the selling business. Being mindful that at any point in time, stakeholders on both the buy and sell side may or may not be aligned with one another. There will almost certainly be some difference of opinion within the two groups about something. This has potential implications for the outcomes both the buyer and the seller may be trying to achieve. 
In addition, sellers also need to be aware that there are two types of selling situations; proactive and reactive, each describing how an opportunity is originated. Both affect how the seller should approach influencing the buyer’s perception.
Proactive opportunity development: the seller identifies, discusses and amplifies realised or unrealised business challenges where the buyer has the potential to act. In the early stages of proactive opportunity development, the buyer is asking if the business challenge is important enough to act now, weighing up the value of acting versus; cost, time, risk, hassle and disruption of that action. Remember perception gap 1 is the disparity between the perceived value of acting on the business challenge and the consequences and costs of not acting. The communication behaviours required to influence this seller perception will be discussed next in Buyer Engagement. 
[image: ]As part of early stage opportunity qualification and before resources are committed, the buyer must acknowledge a business challenge exists and that it is important enough for them to act on. 
The information in the table on page 19, is part of the qualification criteria.  Particularly in pro-active selling this is very important, because the buyer is being asked to solve a business challenge they may not have previously considered. Businesses cannot act on every business challenge; they need to prioritise. The seller is effectively asking the buyer for a re-prioritisation of time, resources and energy in exchange for the seller’s time, resources and energy. Qualifying the opportunity is therefore very important in proactive opportunity development.
Reactive opportunity development: the buyer is more progressed through their buying journey having identified the business challenge and resolved the first perception gap either by themselves, or with the influence of an external agent – competitor, consultants etc. This is the third and fourth stage on the customer’s stream of consciousness as you can see in the iceberg illustration above. The buyer now considers what is the most suitable solution to address the business challenge. It is still possible the buyer could regress and not act, but the focus is usually on the ‘how’ rather than the ‘why’, and to determine which alternative is the most suitable. 
At this stage in the buying journey, buyers may well be reaching out to potential partners to identify the most suitable approach and partner. The objective of the opportunity pursuit is to strategically influence the buyer’s perception of the seller’s capabilities to solve the business challenge; vis-a-vis their perception of other alternative solutions.  
Buyers are professionally obligated to consider all viable alternatives. To help in this process, buyers set a buying criteria, which can be highly formalised or informal. The seller’s job is to close the perception gap between the value the seller can bring and the perception the buyer has of the seller’s suitability by aligning their solution to the buying criteria.
As a corollary; in the fourth universal law we assert that humans are hardwired to make decisions based on their perception of what is good or bad for them personally. Sellers must be mindful that when buying, buyers are making changes in their business; some buyers will be aligned with the change the seller’s solution creates, others may see it as a threat, even if it solves a specific business challenge. From their perspective, the buyer is trying to identify the seller who is most likely to help them achieve their personal motivator and/or avoid personal failure. 
A cautionary note: some buyers are shopping without any intention of buying. There are plenty of would-be buyers for whom inexperienced sellers will gladly give their time, only for it all to come to nothing. This is why opportunity qualification is so important, because the single biggest challenge for all sellers is to allocate their time optimally. Be wary of these situations:
· Buyers who have not cleared budget or don’t have a mandate to buy.
· Buyers who cannot articulate the business challenge they are trying to solve.
· Selling to buyers who do not own the problem you solve for example; if you are talking to procurement about your HR solution, you may have challenges when it comes to deployment.
· Buyers who are fishing for information
· Buyers who are late in their buying process and looking to validate their decision to purchase with one of your competitors.
· Proactive buying situations without senior buying involvement
Seller’s need to accumulate and analyse information about the opportunity. Perfect information does not exist and often sellers must make decisions without having all the information to hand. An indicator of possible sales success is a seller who is clear on what they don't know. Clarity around what is unknown drives actions and moves a seller closer toward conscious competency. 
With the accumulated information, the seller strategically analyses the data and plans actions to move the opportunity forward. Tactical execution of the strategic plan happens through selling behaviours. Whether engaging with an existing buyer or a new customer, a sensible place to start is to understand the perception gap from the buyer’s perspective, and that requires the seller to engage with the buyer. 
3. Buyer Engagement – Influencing the perception gap
Buyer Engagement is the collective name for the various types of communication between seller and buyer. Sellers are required to be adept at sales communication behaviours across multiple channels - face-face, phone-phone, email or through other means. There is a clear hierarchy of impact across different communication channels; face-face engagement is most impactful, and a phone call is more impactful than an email. 
Engagements with buyers can be divided into two types; those in pursuit of an opportunity and those servicing an existing customer, we discuss both in detail. Structured preparation for all engagements is a successful selling behaviour, as many meetings with buyers and internal stakeholders require a strategic approach. An effective selling process mandates seller preparation, and sellers should be enabled with client engagement planning and reporting tools to aid in both call preparation and debriefing. 
Both the planning and reporting tools should provide a structure that drives effective sales behaviours for preparation, execution and report back after the engagement. As the graphic illustrates right, the call reporting document should require reporting on the execution of the desired selling behaviours for example: the call report asks the seller to define not only the business challenge, but also the consequence of inaction or action. 
It is certain that every seller engagement with a buyer will influence the buyer’s perceptions in some way. Being consciously aware and able to influence the perception gap within a buyer engagement is an important part of preparation and sales skill execution. In the table on page 22, the four iterations of the perception gap are represented as progressive stages of thought. Sellers are closing perception gap 1,2 and 3 in order to secure a sale, whereas they are preventing perception gap 4 from happening, to maintain and advance the longer-term relationship with the buyer. 
1. The opportunity pursuit engagement is the tactical execution of the opportunity pursuit strategy. It is specifically connected to the buyer’s desire to resolve a business challenge and to the seller’s desire to sell products and services – both must co-exist. Accordingly, any meeting preparation must be connected to the opportunity planning strategy and all members of the selling team should collaborate and be similarly prepared across a single meeting plan to prevent a disjointed perception - remember, universal principle 5.
As part of the meeting preparation, the seller needs to identify where the buyer is in their decision-making process. This means the seller can meet the buyer where they are, and not where the seller wants them to be. The seller can then align to the buyer’s journey and either elicit or provide the information required by the buyer. Many sellers miss-diagnose or do not consider the buying journey stage in meeting preparation, giving the appearance of not understanding the buyer. Being aligned with the stage of the buyer’s journey is a key differentiator – and research proven to improve win probability. 
[image: ]Throughout the buying journey, the nature of engagement with the buyer differs. In the early phases of an opportunity, and particularly critical to proactive selling; diagnostic conversations aim to discover, develop and amplify business challenges that the buyer may or may not be aware of (see perception gap table below). Buyers will not invest in the seller’s solution and the change it creates, if they do not feel or anticipate the pain of the consequences of the business challenge. 
Businesses are like machines; a series of interconnected moving parts that impact each other’s performance. A business challenge will have a knock-on effect throughout the rest of an organisation. In fact, it is that knock on effect, which we refer to as consequences, that is the primary buying motivation. To amplify buyer motivation, the seller must help the buyer make connections to those other pain points, by discussing consequences of action or inaction to the other parts of their business. 
Effective sales communication behaviours tactically guide the buyer to their own conclusion i.e. it is the buyer that articulates the business challenge is important and should be acted upon. The skills required for this exist in a questioning model known as the ‘5 C’s of consequential questioning’. This is a critical capability for a seller’s success and this behaviour aligns with universal selling principle 3; a buyer who arrives at their own conclusion is far more likely to act than one who is told. The 5C questions are outlined below.
	Circumstances
	What circumstances are causing changes in the buyer’s business?

	Challenges (business)
	What challenges is the buyer trying to solve, caused by changes in circumstances?

	Consequences
	What are the consequences of Inaction - the effects, and the value of action - solving?

	Capabilities
	What capabilities/solution does the buyer believe the need to solve the business challenge?

	Call to action
	What commitment to action has the buyer given (priority, timing, resources etc)


It may be that the seller will need to lead with insights to prompt discussion around key challenge areas the buyer is able to help with. This requires pre-call research that extends back into the marketing team and the client segmentation strategy. Leading with insights is a powerful approach to having high-value conversations with buyers who have unrecognised business challenges. Discovery and diagnostic conversations are not easy if a buyer does not recognise they have problems a seller can solve. Diagnosing a person who does not believe they are sick takes forethought and a research driven approach.
If the buyer already acknowledges a business challenge exists and is looking to act, then the seller must investigate causality and the consequences the specific business challenge is having on the business to understand the buyer’s motivation - this is reactive selling. On too many occasions do buyers misread the selling situation and assume that just because the buyer acknowledges a business challenges exists, it’s time to take the order. Even if the buyer specifically asks for the seller’s product, do not get caught in the ‘low hanging fruit’ trap. It is often far more complicated and involved, the seller must qualify the opportunity by collecting and analysing information as listed in the table on page 19. 
The seller must always identify and qualify the reasons behind the buyer’s current and intended course of action. Aside from improved understanding of how they have arrived at this stage of the buying journey and buyer motivation, it will enable more accurate solutioning, facilitate alternate solutions and cross/up selling discussions. If the seller allows the buyer to direct them down a specific product route without prior qualification, the seller is potentially handing control of the sales process to the buyer and runs the risk of being defined as a specific provider of a  product, and not as a problem solver. 
To reiterate; effective selling is not espousing product features from the brochure – this is telling. Sellers should use their questioning skills to establish whether there is a business challenge, and whether the buyer perceives it important to act upon. Sellers should practice process-discipline and never discuss their solution capabilities until as a minimum they answer the following 5 specific qualifying questions as listed on the strategic information list provided in page 19.
C - What is the overarching business challenge?
C - What are the business consequence if no action is taken? 
C - What is the business consequence/value of taking action? 
C - What capabilities/solution does the seller believe the buyer needs to solve the business challenge?
C - What is their sense of commitment, priority and timing?
Once answered, the seller then aligns their capabilities with the buyer’s business challenge to enable the buyer to qualify the seller as a potential partner. At this stage, the seller is aligning their capabilities with the buying criteria, whether this criteria is formalised or otherwise. It is likely that discovery and capability alignment will happen over more than one engagement. However, the process could just as easily happen in one meeting, depending on the buyer’s sense of urgency for information and/or the seller’s ability to ask consequential questions and elicit the necessary information. 
Capability alignment is a critical seller competency. This is a carefully considered explanation of how the strengths of the seller’s business and its solution suite help solve the buyer’s business challenge in a way that differentiates the seller from other competing alternatives. There are two key behavioural considerations:
I. Knowing when to align seller capabilities with the buyer’s business challenge is critical to sales success. Introducing seller capabilities too early i.e. when all 5 qualifying questions remain unanswered, risks the buyer not connecting the solution to the business challenge and the seller being perceived as pushing product. This is all too common and needs to be avoided. It will exacerbate the perception gap between the buyer’s perceived needs and seller’s capabilities, which the seller is trying to close. The resultant push back from the buyer, because of the mistimed capability statements, is exactly the opposite effect the seller is trying to achieve - to close the perception gap.
II. How to present seller capabilities requires care and thought. The seller must highlight those capabilities that differentiate, linking link those capabilities to how they solve the buyer’s business challenge for relevance. If the seller can demonstrate how their unique differentiators create tangible dollar-based value, then this presents the seller’s differentiated capabilities in a value driven context for instance: if the seller’s global presence is a unique differentiator,  and this helps the buyer save costs, a seller could model those potential cost savings and provide illustrative guidance as to the real value of a critical differentiator. This behaviour aligns with both universal selling principle 2; advancing buyer perceptions and closing perception gap 2.
Sellers often make intangible benefit statements that are lost on the seller because the explanation is too abstract. If a seller cites experience as a differentiator that is both an abstract and an intangible concept to the buyer. It sounds good but what does it really mean? Experience means a reduced likelihood something could go wrong, which ultimately means reduced risk to the buyer; and that has tangible value. What if the buyer opts for a less experienced lower cost solution and the deployment goes wrong? What would be the cost implications? Loss of investment, down time, correcting the situation, opportunity cost - get the picture? Sellers need to stretch their thinking to articulate their differentiation in a way that a buyer can quickly and immediately relate tangible value in solving their business challenge. Buyer’s do not buy solutions or products, they buy outcomes. There are 5 specific outcomes, three of which are most common and two more will depend at what point in the organisation you are engaging. How do you help the buyer?
1. Reduce costs
2. Increase sales
3. Improve productivity
4. Increase market share
5. Improve shareholder value
The seller must connect the business outcomes their solution impacts and assign tangible value to their differentiators. If the seller is 20% more expensive than the competition, the tangible value created through the differentiator can off set that against the 20% price difference. Be mindful that any assertions will need to be supported with evidence; case studies, awards, track record, business case models and so on. Applying a tangible value is not always possible, but sellers should seek to identify this whenever they can. We cover this in more detail in the published version of the methodology.
2. Buyer servicing engagements: Seller’s and other members of client servicing teams will be required to engage with the buyer throughout the course of the relationship. These engagements may not be connected to a specific opportunity pursuit but are still valuable opportunities to diagnose unresolved business challenges and intentionally cultivate the perceptions across the buying and account team. 
The objective of the seller is to protect and grow revenue from existing relationships, to advance perceptions and to continually add value in identifying solving business challenges. Remember the research proves account maintenance does not work. The best way to protect a relationship is to grow the relationship. Growing the relationship means ultimately growing share of wallet and that requires up and cross-selling. 
This is not code for talk product. Many sellers think that talking about a new product is advancing the relationship. Quite the opposite. Remember the first universal principle of sales: Buyers buy to solve business challenges for which there is a cause and an effect. Sellers are therefore back to the first perception gap; identifying and amplifying other business challenges within the buyer’s business they can solve and educating buyers on their capabilities.
The same selling communication behaviours are required: asking high-impact consequential questions, leading with insights, uncovering business challenges, influencing perception, understanding client needs, providing perspective, demonstrating capabilities and securing commitment to move forward. The objectives of the client servicing meeting are therefore twofold: 
1. Discover, diagnose and develop other business challenges as potential selling opportunities.
2. Intentional and targeted perception development as part of the strategic account planning process.
If a buyer engagement is not connected to an opportunity plan, it must be connected to an account plan - preferably both. Otherwise the customer engagement will be an uncoordinated low yielding investment of time for buyer and seller. It also means that other members of the seller account team, who may not see themselves as part of selling team; operational people for instance, need to become practiced in communication skills to identify and develop opportunities.
Targeted perception advancement is key to influencing the perception gap, winning the first deal and protecting and growing future revenue outflow from the relationship. Excellent communication behaviours can be a critical differentiator in and of itself, after all this is what buyers are asking for is for from sellers.  Sellers typically know how they want to be perceived and their tactical proficiency in sales communication behaviours should always elevate the buyer’s perception of the seller.  We develop this thinking further as we consider Strategic Account Planning next.
4. Strategic Account Planning – relationships strategies for the perception gap 
Every business will have some buyer relationships that have greater business significance to the seller than others. Either they produce a disproportionate amount of business revenue or are strategically important in other ways. We refer to them as strategic accounts and, Strategic Account Planning is the business process of devising and implementing strategies, to track and influence key buyer perceptions, to protect and grow existing business relationships.
It takes time, energy and resources to win opportunities and onboard buyers. It costs five times more to acquire new buyers than retain existing (the National Law Review) and win rates with existing buyers are usually higher. Logically, implementing an account planning process to protect and grow strategic accounts, should be a business imperative. Like the four wheels on a car, strategic account planning effectiveness increases manifold when it is supported with the other three (wheels) elements of the Buyer Engagement Spectrum. 
Throughout the buyer-seller relationship lifecycle, the perceptions of the buyer are being influenced by a multitude of factors; global events, the economy, industry or business changes, competitor activity, innovation, product enhancements/launches this list is not exhaustive.  At the point of buying, typically the start of the relationship, the buyer’s perceived satisfaction with the seller is usually high. Over time, the buyer’s sense of satisfaction diminishes as buyer perceptions change and a perception gap develops. That is unless buyer perceptions are intentionally influenced by the seller.  Uninfluenced, the perception gap enlarges until the point where the diminished sense of satisfaction results in potentially detrimental buyer action for the seller.
The potential for buyer perceptions to be negatively influenced is a constant business risk, as in the RFP Trap. Intentionally advancing buyer perceptions mitigates relationship risk and revenue disruption. This is observed in every industry where businesses have long-term relationships with one another. Sellers must commit to a continuous process of owning, advancing and reinforcing buyer perceptions through a strategic account planning process, combined with the other elements of the Buyer Engagement Spectrum. 
As sellers adopt and practice The Perception Selling Methodology (a series of conscious behaviours that influence the buyer’s perception that the seller’s capabilities are the most suitable to address the Buyer’s business-challenges), then both revenue and relationship are being protected. Taking this one step further, as perceptions are enhanced; share of wallet and revenue increase. As a starting point, sellers need to identify and influence the perception gap by asking these three questions:
1. What is the buyer’s perception of the seller and its capabilities now?
2. What perception do we want the buyer to have in the future?
3. What needs to happen to establish, advance and reinforce the desired perception?
It requires courage to ask these questions, as the buyer responses may not be comforting. Inescapably, it is the customers perception that is the seller’s reality, which if not monitored and intentionally influenced, will catch up with the seller - usually when it’s too late.  Strategic Account Planning focusses sellers and their resources on longer-term perception development because the key benefits are:
1. Intentionally advance perceptions with targeted individual key account personnel 
2. Reduce the risk of being blind-sided by an unseen change in perceptions
3. Understand and influence buying patterns, process and decision makers
4. Identify, pre-empt other business challenges to enable cross-selling and increase share of wallet
5. Build strategies to advance perceptions to differentiate from the competition
6. Influence the buying criteria for future opportunities – especially when buying through an RFP
7. Mutually agree the nature of the relationship and measure the success from the buyer’s perspective 
8. Qualify the strategic accounts in which to make relationship investments
All are significant in their own right; point 5 and 6 are worthy of additional comment. As we assert, relying on product differentiation, unless the seller has protective rights; patents or intellectual property protection, is largely an unsuccessful strategy. Particularly in markets where solutions appear highly commoditised. Product differentiation is often short-lived, perceived low value by the buyer and over valued by the seller. 
Every decision to buy is predicated on the buyer’s perception of the seller and their capabilities, which means it is only the buyer’s perception of the seller’s value and differentiation that matters; the seller always owns the buyer’s perception. It is the seller’s job to articulate their differentiation in the buyer’s context as discussed on page 23. If the buyer dos not see value in the seller’s differentiation, then price becomes the buyers main aspect of differentiation.
Formalised buying process through RFPs and tenders by design normalise solution offerings, making it challenging for the seller to differentiate at the product/solution level. Strategically this can be convenient for buyers to create price competition, which can lead to margin compression for the seller, if they are unable to articulate their differentiation. Most sellers record low win rates in RFP selling situations, unless they have influenced the buying criteria. The cost of responding however, especially for more technical selling situations is often high. Too much reliance is placed on the written RFP response and subsequent presentation to convince the buyer. This is sub-optimal for buyer and seller.
[image: ]How then can differentiation be created by sellers through the account plan? Sellers who do not want to compete on price and who are usually not the least expensive option please take note. If protecting a premium price is important, then sellers need to know how to create and articulate their differentiation in the buyer’s context. 
[image: ]Research by Gartner in 2018, asked business-business buyers what was important when buying decisions were made. Buyers responded by saying; the buying experience drives more than 53% of their decision making. In other words, the way the seller sells, in and of itself an important differentiator. This is the one thing sellers do have control over. Surprisingly only 9% of the decision-making component is price to value ratio, which lends credence to our research suggesting that price as the reason for not buying from a seller is often a smoke screen for a perceived lack of valued differentiation.
It is however a fair question to ask; if buyers say they value the buying experience, why do so many formalise the buying process making it difficult to for sellers to improve the buying experience? The answer we believe is that buyer behaviours are simply incongruent with what they value. Which doesn’t necessarily make a seller’s life easier but at least it is known to the seller. It does however place significantly more emphasis on Strategic Account Planning because by definition, it enables sellers to take a longer-term view on creating differentiation and advancing perceptions of the buyer. The Gartner graphic lists specific behaviours and actions that buyers say create differentiation and address the perception gap. 
Too often, sellers only consider differentiation as they engage in the selling process at the opportunity pursuit level as illustrated in the graphic right. Sellers cannot wait until the opportunity pursuit presents itself to think about how to differentiate. A different mindset is required using Strategic Account Planning to create authentic differentiation, manifested in how the seller engages with the buyer. 
Strategic Account Planning cultivates both mindset and behaviours to proactively advance buyer perceptions. Universal selling principle 5; the seller owns the buyer’s perception in every aspect of the relationship, implies; sellers must be intentional, pro-active and invest in perception development activities to protect and grow their buyer relationships because being reactive appears disingenuous. This is why all buyer servicing engagements, as we mentioned on page 24, must be linked to the account plan.
The buyer’s perception of the relationship has very specific consequences for the seller. The graphic on page 27, illustrates differences in how a  buyer perceives the relationship; from transactional product provider to strategic or trusted partner. Sellers who are perceived as product providers, are easily substitutable, subject to price sensitivity and are poorly differentiated operating in commoditised environments.  Sellers who are perceived as strategic/trusted partners are differentiated. The buyer [image: ]perceives they bring more than products and services. They are consciously competent in influencing the buyer’s perception, creating perceived differentiated value, which helps mitigate price sensitivity and secures the seller’s tenure in the account. This is particularly critical when selling intangible solutions and/or operating in commoditised selling environments when buyers often use price to differentiate. 
Which customers require strategic account planning? Not every customer has the potential or wants to become a strategic account. This paper favours account segmentation and resource allocation based on future account potential and not historic. However, this paper also favours an account planning-lite strategy for accounts that have the potential to become strategically significant over time. We advocate account planning-lite programs for all buyers, although this is a business decision for many sellers.
Account planning is an interdependent component of the buyer engagement spectrum. Like the wheels on a car analogy each provides; balance, continuity, perception development and risk management. When one wheel is faulty, the whole suffers. To ensure the system maintains good running order transitions the last two elements of The Perception Selling Methodology; Funnel Management and Coaching. 
5. 	Sales Funnel Management
[image: ]The sales funnel is an illustrative representation of an opportunity or collection of opportunities moving through the stages of the buying journey and the selling process.  Through the prospecting funnel,  qualified prospects enter the sales funnel as selling opportunities. The funnel becomes narrower as opportunities are qualified out either by the seller or the buyer, culminating in won deals. The shape of a funnel can depend on a variety of different factors; the ideal sales funnel is usually wider at the top as illustrated right. 
There are a series of pass-through gateways requiring action from both buyer and seller to move an opportunity forward. As the opportunity moves through the gateways, the probability of success increases. Moving to the next gateway requires both seller and buyer to commit resources and take action. The seller cannot move through a gateway until the buyer has completed all their actions.
Most complex opportunities require multiple engagements with the buyer. The seller can claim incremental  success when the buyer agrees to an action that moves them through a gateway and forward in their buying journey. For instance; in selling a software application to a buyer, the buyer had to review the application’s compliance with data security. They committed their technology team and resources to review the software and provided a timeline on review. The completion of this review process signified a move to the next gateway within the funnel, which happened to be contracting. 
When the buyer signals the business challenge is a priority, the first iteration of the perception gap has been influenced and the buyer then moves through their gateway. If the buyer does not acknowledge the business challenge is a priority, they will not allocate resources to the buying process and the opportunity will not move through the funnel. If the perception gap remains uninfluenced by the seller, the probability of an opportunity getting stuck in the funnel is high for all sellers. This can create a false sense of security if sellers keep ‘stuck’ or ‘dead’ opportunities in their funnel. This becomes a coaching issue discussed in the next segment.
The speed an opportunity moves through the funnel is called funnel velocity. In nearly all selling situations, this is determined by the buyer’s sense of urgency to resource the buying journey. Applying universal principle 2; the decision to buy is predicated on the buyer’s perception of the seller and their capabilities; the seller must advance the buyer’s perception by continually building credibility and articulating differentiation in a buyer context, as this will move the buyer through their gateways quicker. 
A buyer may acknowledge there is a business challenge but also believe the seller is not the most suitable partner. In this instance, the buyer won’t move through their gateways for that particular seller but may do for others. In other words, influencing perception gap 1 will move the buyer to the next  gateway. However applying the universal principles across all elements of the buyer engagement spectrum to influence perception gap 2, can determine a specific sellers funnel velocity. Improved funnel velocity improves time to close, reduces cost of sale and creates higher win rates. Constantly influencing the perception gap and practicing the 5 universal principles through the buyer’s journey is the seller’s primary objective. 
A business’ buying process can vary in degrees of formality and complexity, dependant on a range of factors. Sellers should map the buying journey for a typical buyer, then for each individual opportunity consider additional data such as historical buying patterns, perceptions developed through the strategic account activity and service delivery. Bear in mind, buyers themselves may not always know the process, especially for first time buying situations. 
Overseeing the buyer’s journey through the funnel is called Sales Funnel Management. The sales funnel is the core of the sales organisation and the value of implementing and automating a sales funnel is immeasurable. The seller’s position in their selling process is  always determined by the  buyer’s position in their buying journey and the seller should be able to pinpoint this at any given time. This positional assessment is part of the opportunity pursuit analysis, informed by tactical buyer engagements outcomes. Being aligned with the buyer’s journey is a key differentiator - improving win probability.  The following are some of the major reasons why this paper recommends a formalised funnel management structure and a switch from the often used ‘pipeline’ terminology to ‘funnel’.
I. Prevent the perception of product selling – No one likes to be sold to. A fixed product mindset happens when the seller tries to sell a product or service without it resolving a business challenge. The seller moves too quickly through their selling process, which impacts the buyer’s perception negatively. If the buyer perceives the business challenge as a low priority, then discussing products and capabilities to solve that challenge will have little relevance to the buyer, and the response will be pushback (an objection). 
The seller’s behaviours must focus on moving the buyer to the next stage in the funnel or scheduling a further discussion on a business challenge when other current priorities have been addressed. Continuing to push product results in a loss of credibility for the seller and risks being associated with a singular set of capabilities - a disadvantageous buyer perception, which could lead to missed opportunities.
II. Optimize buyer engagement outcomes – when a seller knows the buyer’s position in their buying journey i.e. their place in the funnel, they are more accurately able to align to the buyer’s requirements for a particular engagement. Where a seller misaligns with the buyer’s position and miss times providing information or doesn’t discover, diagnose and develop buyer, motivation that will create a negative perception. Particularly if the competition is aligned and on point with their approach. 
III. Mitigating competitive risk - When the seller is aligned to the buyer’s journey, this mitigates the risk of the competition being aligned and the seller not. Otherwise the competition would be in a better position to influence the buyer’s perception to their advantage. Opportunities have been won and lost because of this.
IV. Engage the buyer in action – the outcome of a successful buyer engagement is defined by the buyer’s willingness to commit to action and move through their buying journey. Knowing where the buyer is in their buying journey allows the seller to plan and anticipate realistic buyer actions. This enables the seller to start the meeting with clear objectives, know what actions the buyer should be committing to and determine how successful the engagement was.
V. Pipeline Visibility – pipeline and funnel are often interchangeable expressions, both describing the collective volume of opportunities currently in play. The sales funnel provides visibility in terms of:
· The funnel position of an opportunity, determined by the stage of the buying journey.
· How long it has been in that position for.
· Reasons for buyer resistance to move forward.
· Understanding what actions are required by buyer or seller next.
· The win probability.
· Possible coaching opportunities.
VI. Forecast predictability – revenue forecasts are required at all levels of the selling organisation. Understanding where buyers are in the buying journey, what actions buyers are committed to, can help explain the reasons opportunities are stuck at certain gateways. This allows for an objective assessment of close dates, facilitating a more accurate win probability assessment
VII. Coaching – the funnel can be used to diagnose seller challenges and coaching opportunities. The shape of a seller’s funnel will help coaches identify strengths and weaknesses in the seller’s activity, allowing them to highly target coaching actions. It also enables the coach to focus on coaching the iteration of the perception gap and the five universal selling principles.
Funnel management is the hallmark of a competent seller; the funnel is a vital tool for all levels of the sales organisation to help provide rational objective revenue assessments. Territory manager funnels role up into country manager funnels, into regional and then into global. The health of the seller’s business is visible through the health of its sales funnel. 
Implementing a sales funnel process and cadence is the first step. Sellers should start by mapping the buyer journey and draw and redraw their funnel stages in alignment. Sales managers are responsible for regular funnel reviews. If a business manages its revenue forecasts through the lens of a robust, dynamic and universally adhered to funnel process, as predictability increases then better business decisions are made with greater confidence. The sales funnel is the core of the seller’s business.
6. Coaching
By far the most impactful sales support activity is coaching. Research continually points to coaching as a singular driver of improved win rates and yet despite its impact, it remains widespread unpractised. Front-line sales managers who coach can impact selling outcomes significantly, although most will tell you they have no time for coaching. Too many businesses insist on loading managers with distracting time-sapping tasks that have nowhere near the revenue impact that coaching has. Research points to an increase in win rates of 9 to 18% when a sales organisation adopts formalised coaching behaviours. 
	Pre-formal coaching implemented
	Opportunities in funnel over 12 months:
	200

	
	Win rate is 30% - Opportunities won:
	30

	
	Average case size:
	$50,000

	
	Total revenue:
	$3,000,000

	Post-formal coaching implemented
	Opportunities in funnel over 12 months:
	100

	
	Win rate is 35% - Opportunities won:
	35.4

	
	Average case size
	$50,000

	
	Total revenue:
	3,544,000


The simplified example in the table right contrasts seller performance when no formal coaching exists, to when it does. If coaching increases win rates by 18%, that would mean an improved close rate of 35.4%, which would generate $544,000 more revenue per seller. Now extrapolate this across the  entire sales organisation and the additional revenue numbers need no further endorsement, ask any sales leader or business owner if they want to increase sales revenue by this much the answer would of course be yes.
It’s a significant challenge for many organisations because coaching requires a shift in mindset. Coaching has to become cultural, and for that to happen the leadership need to become coaches first, for it to permeate the entire organization. A business needs to adopt a coaching mindset to develop and encourage coaching behaviours. People, as we mentioned in the introduction don’t always practice behaviours that are best for them or the business. Therefore, coaching behaviours; like selling behaviours, need to be supported by process and frameworks. Here are the answers to some key questions about coaching:
What is coaching? When a person with domain experience, knowhow or skills shares guidance, advice and instruction to help a coachee develop, improve a skill or grow in a field of endeavour. It should move the coachee from unconscious incompetence through the competence stages, discussed on page 7.
When should coaching take place? Always and at regular intervals. The coaching session cadence should depend on the requirements of the coachee and should be a monitored behavioural metric. Coaching should take place as often as needed, following a progressive agenda of skills development and knowledge acquisition. 
Who coaches? Those who have relevant domain expertise, knowledge, skills and experience. Coaches must be credible, credibility is earned through practical hands on experience or acquired knowledge. It is beneficial for the coachee to seek coaching from a consistent source so that the coach can build knowledge of the coachee over time. 
Coaches should have formal coaching training and implement a coaching methodology. The methodology provides, process tools and frameworks which make coaching preparation and execution more efficient, consistent and effective. This paper strongly advocates the use of assessments and profiling tools to help coaches flex to the style of the coachee.
How to coach? Coach using a proven methodology, which relates to the selling methodologies used in all elements of the buyer engagement spectrum, to reinforce a common approach and language to both sales and coaching. Coaches should be non-judgemental in their approach, coaching the process and not the individuals, encouraging self-development and practice. 
Why go to all the trouble of creating a coaching culture? Top performing sellers adopt a formal coaching culture underpinned by methodology, tools and frameworks. Aside from improving win rates and other key sales metrics, it fosters cross-organisational collaboration, accountability and clarity of role. The outcrop is an improved sense of professional well-being, driven by advances in personal development. This is key to improving employee retention, attrition and sales metrics. Further, It sustains methodology-associated tools and frameworks and improves overall sales organisational return on investment.
A formal coaching practice is enshrined in company culture and followed by coach and coachee alike. Leading and lagging coaching metrics should be logged and monitored across the organisation. When the coaching cadence is set, the coachee and coach understand coaching sessions are happening, selling metrics will improve and business growth will be the result.


The sales organisation’s formula for success
The presupposition of this paper is that behavioural development is the pathway for sellers to become more efficient and effective to elevate sales revenue. To achieve this, requires conscious adoption of the selling behaviours that correlate with sales success across the whole business. 
On many occasions we have observed business leaders who believe the path to better sales results is resolved only by the ‘sales organisation’; this is negligent thinking. The often unseen elephant in the room is; sales is a whole-organization challenge that requires a leadership response from the most senior level. The more senior the response, the higher the probability of improving sales outcomes. 
The entire organization needs to align across a consistent selling philosophy, supported by a methodology and system of management that focusses on cultivating successful selling behaviours. This applies to organisations of all sizes, all industries and in any country where buyers and sellers engage in complex sales. 
Cultivating the desired behaviours across a group of people requires organisational commitment and a change management approach. The key elements of a successful sales behavioural development initiative are captured in this formula: 
	Methodology
	+
	Process
	&
	Frameworks
	=
	Behaviours

	How
	
	When
	&
	What
	
	Why


The methodology is how to go about selling. In this case The Perception Selling Methodology centres itself on the three central axioms required to influence the buyer’s perception:
1. Four iterations of the buyer’s perception - buying motivators that stimulate demand for a seller’s products and services and improve sales performance.
2. Five universal selling principles that when adhered to will change buyer’s perceptions of the seller and its products, services and solutions.
3. Six interdependent competencies to change and sustain seller behaviours.
Sales process acts as a bridge from the current to the desired behaviours. For example, the sales process enforces the discipline of ensuring product capability discussions only take place when perception gap 1 (The business challenge exists, and it is a priority for the buyer to act upon), has been acknowledged by the buyer. 
The frameworks are the planning and reporting tools used within the methodology; for instance the meeting planners and account planners - there is one for each of the 6 competencies. These are what the seller uses to help them sell and shape their thinking,  behaviours  and actions. The outflow is the desired selling behaviours  that lead to improved sales performance and business growth. This is why organizations need to do this, because when this formula is implemented, the outcome is a self-sustaining system of behaviours that becomes a lever of growth in its own right 
Training alone will not work. Even the most ardent evangelists of a sales methodology are side-tracked by their day-day tasks and don’t achieve the change in behaviours required. We have seen even the best sellers miss-read situations, omit key elements, circumvent process and cut corners for perceived time savings. If even the best sellers cut corners; it reinforces the need for sales process governance  across the whole organisation. 
World class performers consistently apply process rigour and commit to developing successful behaviours. In our experience, the best understand this and given the opportunity to gain additional knowledge and support to up their game, embrace it vigorously. However, it is a fact of life that not everyone will, and strategies are required to manage these inevitabilities.
There is significant research available on organisational change management; in this paper we cover some of the broad strokes. We endorse John Kotter’s Process for Leading Change1. and strongly recommend reading this before embarking on any sales effectiveness or improvement journey. In this paper we cover some of the specific change management challenges relating to sales effectiveness initiatives.

Not everyone in the organisation will get why this is happening or want to participate. Organisations 
1 https://www.kotterinc.com/8-steps-process-for-leading-change/
who adopt the behavioural development approach need to be aware of the resistant power organisational culture will play. This is the single biggest threat faced by sales effectiveness initiatives, in-fact by any organisational change management initiative as the graphic [image: ]below illustrates. 
The bell curve demonstrates how different groups adopt and adapt to change within an organisational setting. A smaller group (right) will advocate the change. They understand, believe in the change, want to do it and know what to do. They are a very small percentage of the population, however their importance cannot be understated. As we move further right-left, the level of resistance increases. 
The bulk of the population exist in a middle state (group 3 and 4), where if told to, they will go along. However, countless times we have seen organisations underestimate the power of participant ambivalence. It takes far more effort to change behaviours than most people acknowledge, and far more effort from leadership than typically they believe is required.
The objective is to shift the population of the bell curve to the right. We must anticipate that on the journey, there will be complaints and moans as well as plausible rationale for not changing and staying the same. This is where the leadership has to ‘stick to its guns’ and stay on mission, believing in the process it has committed to.
Through experience, we have observed that the cultural push back dissipates quicker than first thought, because the new change, becomes the new normal quite quickly. Once the cultural pushback is seen not to  work, the new normal becomes routine, routines become habits, habits form behaviours and collective behaviour becomes culture. Remember some people will resist change because it's in their nature, most don’t know what’s on the other side of change and many people will maintain bad habits because change is too tough. This does not however make for a high performing sales organisation.  Leaders have to filter out the white noise and stay on mission, because the results when you do will be eminently worthwhile. 
[image: ]Once the decision has been made to move forward with a sales effectiveness initiative, it's important to understand and acknowledge the transitional phases of change. In the diagram right we see there are three distinct change stages. In the novelty stage, where learning takes place, everything is new and if the methodology selected has high utility, then there will be excitement playing with the new tools and skills. The ratio of effort to reward at this stage is low.
As we move into the adoption stage things change. There is a requirement for increased effort to implement the new processes and tools. Yet the rewards are still low because practice must increase to improve proficiency, because high proficiency earns the results. This is a very high risk stage of the initiative, where the necessity for hard work creates doubt, which in turn makes way for reduced effort and the reults don’t come, because the behaviours are not engrained into the cultural fabric of the business. 
This is where those to the left side of the bell curve start to create a drag on the sales effectiveness initiative. Cultural push back sounds like this; “in doesn’t work in….” fill in the space, “we’re too busy”, “it’s the wrong time of year”, “it’s not applicable to us we are special” and so on. This is precisely why The Perception Selling Methodology was created to take on this specific failure point in sales effectiveness initiatives. The methodology is predicated on tackling these process and discipline issues through the lens of behavioural development. This is hardwired into the DNA of the methodology so that sales organisations are not just managing the tools, they are also managing the process around the use of the tools. There are 5 steps to follow to materialise results through improved sales effectiveness within a business. 
1. Educate the business – prepare the ground with a penetrating communication strategy about the who, what, why where and how. Connect it to personal motivators and how it will positively impact individuals in the business. Treat this initiative as a marketing campaign to attract a following. Connect the initiative to the strategic direction of the business or other ongoing strategic initiatives. Brand it if the resources are available. 
2. Deploy – the learning, tools and frameworks in the most appropriate modality to suit the learning culture of the business. The initial knowledge burst whether in instructor led workshops or digital learning, is to get the learners familiar with the required knowledge, process, governance and skills. This alone will not sustain and change behaviours unless there is a rigorous post deployment strategy in place to support behavioural development. The practical learning and real-world application begin after this initial knowledge injection and is supported by coaching, tools and frameworks.
3. Adopt – implement process, technology tools and coaching with clearly communicated instructions for use and cadence. Leadership presence and the communication strategy must have high visibility as the initial excitement gives way to cultural pushback. This manifests in different ways but is essentially, the realisation, that changing behaviours is going to be tougher than first thought. 
4. Sustain – the secret to sales organisational success is practicing optimal sales behaviours consistently and continuously. To sustain the behaviours requires leadership, discipline and uncompromising commitment to process and sales process governance. Process slippage is a significant risk that will undo all the hard work and investment and marginalise ROI. Like a garden, the sales organisation needs tending; it is not a ‘one and done’ it requires continued work to sustain the implemented standards and processes.
5. Measure – ‘what gets measured gets improved’ measure, measure and measure again. Measuring protects standards from erosion and helps identify targeted areas for improvement.  There are two types of indicators that should be considered; leading and lagging. A lagging indicator is one that usually follows an event and measures a specific outcome. The importance of a lagging indicator is its ability to confirm what has happened. However, once it has happened, you cannot change it, because those results are in the past. In sales these are the traditional indicators such as; win rates, average case size, cost of sale, performance against target etc. 
Leading indicators can predict and shape lagging indicators. They are usually behavioural, for example; we assert that coaching has a high impact on increasing win rates - a lagging indicator. A leading indicator would be how many hours coaching a coach provided to their team members. Lagging indicators typically remain constant, whereas leading indicators change, dependent on which behaviours need shaping. 
A sales organisation should be measuring both leading and lagging indicators. Lead and measure process and sales behaviours and performance elevation will follow. To have the highest impact, behavioural metrics should also be represented in key performance indicators and tied to compensation plans. This may require some negotiating, however inescapably employees do what they get rewarded for.
There are no shortcuts in developing the capabilities within a sales organisation. The more corners cut the, the higher the risk of failure. On the other side of the initiative, when seller behaviours develop, mature and align with those known to create sale success; is year on year business growth, reduced business costs, improved forecast predictability and resource allocation, improved risk management and preparedness for when the tougher times come. Be for warned,  do not under estimate what it takes to change behaviours, it’s part of the human condition to resist change. 
Concluding thoughts
The Perception Gap research paper outlines the design principles for The Perception Selling  Methodology. It answers the question: how do we make today’s sellers think and behave differently? The adverse impact to profitability of sub-optimal selling competence and the consequence for business decision making are incalculable. As a profession, sellers must adapt to a more sophisticated expectant and well informed buyer. The notion that a seller is a ‘walking-talking brochure’ is no longer valid.
New systems and processes are required to develop, enhance and sustain the behaviours that increase the probability of sales success. Increasingly businesses are embracing this as a business imperative to maintain and advance their market position. However, too many businesses significantly underestimate what it takes to develop self-sustaining conscious competency across the series of behaviours that impact buyer perceptions.
The Perception Selling methodology is a corollary to existing sales best practices. It puts forward a holistic system of sales governance across key competencies known to create sales outperformance. Conventional sales training in isolation is ineffective. It necessitates the starting point of the learning journey - the delivery of information and practice, but requires constant support and reinforcement over time to be the catalyst for behavioural change. 
Businesses need to move beyond the conventional paradigm of sales training and adopt a mindset, which emphasises sales process and governance as a bridge to behavioural development. Training in the moment of need is  now made possible by deploying sales enablement technology; intuitive, predictive mobile ready applications that deliver just in time knowledge, guidance and tools. Investments are required in both time and budget, however, the upside dwarfs the initial investment. When sellers adopt The Perception Selling Methodology approach, year on year behavioural improvement is reflected in bottom line business performance.
This is not the reinvention of the wheel. Moreover, it is the corroboration that multiple wheels are required, each with a specific purpose. And when all wheels are turning in synchronicity, the potential for optimising the return on resources, people, time and good will is increased innumerably.
A senior leader in a sales organisation who was heavily involved in the deployment of a sales effectiveness initiative once said to us: “the big learning for us is the adoption of a single methodology and how that unifies our selling approach.” This was of course after the initiative had generated USD 39 million dollars of in the first year of deployment, a significant multiple of the investment made.
To be truly effective, a sales organisation needs to adopt all 6 core competencies of The Perception Selling Methodology. As the table below shows, the consequences of excluding any one, results in a selling machine that experiences problems, the consequences of which can be directly and indirectly felt throughout the entire business.
	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Optimised selling time, and resources positively advancing sales metrics

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Lead identification is inconsistent; fewer leads = fewer selling opportunities = lower revenue

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Predictability and win rates are sub-optimal = lower revenue and higher cost of sales.

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Communication behaviours are ineffective = poorly influenced buyer perceptions = lower revenue

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Long-term buyer perception development = lost accounts = long-term lost/reduced revenue.

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Selling and communication behaviours = temporary or unchanged = lower revenue

	Prospecting
	Opportunity Pursuit
	Buyer Engagement
	Account Planning
	Coaching
	Funnel Management
	Lack of opportunity visibility = risks not spotted =  inaccurate forecast predictions = lower revenue




We believe selling is a professional craft. It should never be manipulative or deceitful. A seller’s authenticity will transcend all selling techniques, because until the seller has earned the buyer’s trust, the buyer is always asking; who is the seller here for, the buyer or themselves? Disciplined commitment to adopting sales process augments the 5 universal principles into sales culture and defines the way buyers perceive sellers. Buyers want sellers to do the following:
· Understand their business, specifically:
· Problems/opportunities – business challenges
· Growth Drivers 
· Competition 
· Differentiators
· Demonstrate excellent communication skills
· Demonstrate additional value through education; sharing experience, lessons learned, unique insights and perspectives
· Connect with other members of the buying organisation
· Focus on post-sale effectiveness and the relationship
None of this is magic, however to be effective adopting a process; a series of steps that define and shape behaviours will enable repetition and consistency. The Perception Selling Methodology provides an essential platform for rational objectivity around sales. If you allow it, your business will make year on year improvements to business revenue, reductions in cost of sale as selling becomes predictable lever of business growth and the way you sell becomes a critical differentiator.
A last thought on the matter and hopefully a simplification of all that has gone into the compilation of this Perception Gap research paper. The best sellers in the world are those who see what they do as helping people rather than selling to people. We like to think of selling as nothing more than helpfulness on steroids. We adopt this at our core, and believe it simplifies selling strengthens connections and relationships with buyers. Never forget, the three most powerful words in sales: from their perspective, let that sink in for a while.
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The Perception Selling Methodology: A Synopsis of The Field Guide 
The strategic goal of The Perception Selling Methodology as a field guide, is to elevate the competency level of sellers by providing knowledge, process and frameworks that advance seller behavioural and capability development. The purpose of publishing The Perception Selling Methodology as a field guide is to create commercial benefit for both the reader (sellers) through increased sales and author (the owner of the intellectual property) because of increased profile and credibility.
For the Reader (Seller)
· An accessible and practical on-job guide to developing high performance seller behaviours
· A guide for sales and business leaders to implement the process steps to develop behaviours
· Compartmentalised guidelines for handling specific selling challenges
· Accompanies the implementation of the methodology to provide clarity and direction
For the Author (owner of the intellectual property)
· Provides a foundation for technology, training and consulting services solution development
· Becomes and internal sales operating manual – lived everyday
· Extends profile, credibility and position as a thought leader and key influencer of modern selling
· The IP is proprietary and drives multiple revenue streams through the go-to-market strategy
In its construct it will achieve a number of key tactical objectives:
· Relate to real-world selling situations through illustration
· Create buy-in from the reader and encourage usage and practice with tools and frameworks
· Provide realistic and manageable solution narratives that can be applied in the moment
· The reader knows how, why and when to act to make the changes needed in their business.
· Intensifies demand in the accompanying technology, consulting and training solutions
Modality
· Multiple modality approach through:
· Published field guide – self-published or commercial publisher as yet unknown
· Audio recordings
· Serialised videos for social media
· Technology driven platform with LMS component
· Technology driven platform for day-day use
· Language considerations: English, Simplified Chinese, others tba 

Chapter plan follows over page…


2
	Segment
	Objective
	Chapter
	Narrative

	1
	The battle for sales
	vi. The first universal principle: “Buyers buy to solve business challenges for which there is always a cause and effect. In this segment, the book sets the frame of refence for behavioural change, by identifying the business challenge for sellers and through narrative taps into the reader’s emotion; developing and amplifying the consequences of action or inaction. In other words, segment 1 addresses perception gap 1.
	1
	Ground Zero 
	· Circumstances, challenges, issues problems with sales today

	
	
	
	2
	Feeling the effects
	· How it affects businesses – realised and unrealised challenges
· Consequences of inaction – get the reader to buy-in to change

	
	
	
	3
	The future is bright
	· The value of solving and the rationale for the essential solution construct in a general context.

	
	
	
	4
	Chose to win
	· Market for solution review, the intention is to ghost he competition by emphasising what the solution should be and what is not available



Field Guide Chapter Planner
The Perception Selling Methodology: 
A holistic, clear and simple approach to complex sales

	Segment
	Objective
	Chapter
	Narrative

	2
	Here comes the cavalry
	vii. The second universal principle: “Every decision to buy is predicated on the buyer’s perception of the seller and their capabilities” In segment 2, we propose the logic for solving the challenges and issues outlined in objective 1. We characterise the research and experiences that have formed the bedrock and architecture of the methodology and how we arrived at the solution format. In segment 1 we are addressing perception gap 2.
	1
	In the beginning 
	· The background to why the book was written, the research, the purpose and the context (buying motivators). Strategy and systematisation.

	
	
	
	2
	The perception gap
	· Why perceptions are important, how they iterate, how they need to be influenced by sellers. Set up the skills discussion for behaviours to come.

	
	
	
	3
	Five universal principles
	· Outline of each give examples, rational lessons in application as well as where the thinking was derived from.

	
	
	
	4
	Behaviours
	· The behaviours of high performers and average performers, challenges with developing behaviours, the solution for behavioural development



	Segment
	Objective
	Chapter
	Narrative

	3
	The not so magical ingredients: strategy, process, execution and cadence
	viii. Segment three, outlines the 6 competencies required in business-business sales, their interdependence and the importance and value they bring to a business. The commercial objective of this segment is to encourage the reader to ask for more. Whilst we discuss the specific tools and frameworks in each segment, how they work and the problems they solve. The book stops short of in-depth application guidance for two reasons; first, each is a book in its own right and second, the tools and frameworks are potential revenue producing offerings and form part of the commercial and monetization strategy   through technology, consulting and training.
	1
	Funnel Management 
	· Funnel is the core of the business. It acts as a level-set for the other 5 elements. How to set up, how to use, why it’s important.

	
	
	
	2
	Coaching
	· Essential and underdeveloped; the importance of coaching, how to coach and why methodology and cadence are key to success.

	
	
	
	3
	Prospecting
	· Systemisation, research, communication strategies, multi-channel approach. Applying science to prospecting is simple, set up the process.

	
	
	
	4
	Opportunity Pursuit
	· Selling is complicated. Unpack the anatomy of complex selling situations by collecting information, analysing, planning and executing.

	
	
	
	5
	Buyer Engagement
	· Tactical execution of engagement with clients is key to influencing perceptions, qualifying opportunities and creating differentiation.

	
	
	
	6
	Account Planning
	· The long-term view to protect and grow relationships is based on systematic business process and action to influence buyer perceptions.



	Segment
	Objective
	Chapter
	Narrative

	4
	The formula for sales organisational success
	ix. In segment 4 we encourage readers to arrive at their own conclusions with exercises about how the processes put forward will positively impact their business. We also encourage a personal perspective on the outcomes they can create; speaking to universal selling principle 3 and 4. The purpose is to give them enough knowhow to start the process of implementation and reach out to the IP owner for technology, consulting and training services.
	1
	To kill or be killed
	· Why so many sales effectiveness initiatives fail and why so many succeed. Outlining the playbook for success.

	
	
	
	2
	Tending a garden
	· This is no point solution, it requires a continued process of educating the business, deploying tools, adoption, sustainment and measurement.

	
	
	
	3
	Measure, measure and measure again
	· The aggregation of marginal gains; the value of measurement and incremental improvements and what should be measured and how

	
	
	
	4
	The way forward
	· Reading the book gets the reader to the start line. What are the next steps what do you have access to – secret code for completion discount. 



EnablingUs Pte Ltd
Who are we?
EnablingUS is a sales and service performance consultancy specialising in helping businesses advance optimal sales process, skills and behaviours to elevate sales and business performance.
Why do we exist?
We believe that elevating individual and business performance is a force for good. As business performance increases, so does individual wealth, standard of living, health and education.
We believe business performance is inhibited by resolvable selling challenges, created by increasingly sophisticated buyers and that these challenges remain largely unsolved.  
Our Mission?
To raise professional competencies of people in business to improve performance on a global scale.
How do we do it?
EnablingUS owns and develops technology, training and consulting services powered by wholly owned research-proven intellectual property. Our key business objectives are:
· Provide a solution platform to increase sales effectiveness to clients globally
· Provide sales effectiveness advisory services that are focussed on driving top-line growth
· Reduce the risk and cost of sales effectiveness initiatives through technology and automation
· Make sales effectiveness solutions more accessible to businesses of all sizes
· Provide widely acknowledged sales qualifications and certification for individuals
Four Pillar Vision Statement
1. Market - We are perceived as the pre-eminent, market leading provider of sales effectiveness intellectual property and tools to a global market of sales organizations for whom selling is an important growth lever.
2. Customer - We are perceived by our customers as ‘client-obsessed’ and we set the gold standard for client care. We focus on improving this every day.
3. Shareholder - We are focused on driving shareholder value through a long-term view of what is best for the customer, our employees and the business overall.
4. Employees - We are perceived as a desirable employer, intentionally cultivating a culture of employee care; where creativity, empowerment, ingenuity and courage are rewarded, and fear is mitigated.
Strategic Business Goals
1. Create independently owned trademarked intellectual property
2. Productise intellectual property under a licensing model
3. Market intellectual property as a technology/consulting/training/sales effectiveness solution
4. Derive multichannel revenue through annuity licence fees and consulting fees
5. Be perceived as the market leader and preeminent source of sales effectiveness know how
The future
Next 12 months: 
· Complete the book, develop MVP, attract investment through JV or other partnerships 
Next 36 months:
· Independence from KF, full product development, seed investment external
Next 60 Months
· Establish business in multiple global markets - go to market strategy to be decided
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[Perceptionactivated]
A holistic, clear and simple approach to complex sales


Core Functionality

1. Educate the business
· Provide reports and metrics on business impact
· Connects to business strategy
· Initiative marketing campaign tools
· In-platform communication advice, content and cadence
· Leadership insight contribution
2. Deploy
· Digital learning resource – compliments ILT
· Access to interconnected tools and frameworks
· Training in the moment of need – video and instructions
· Funnel mapping
· Playbooks and ‘how to’s’
· Specific computational devices for:
i. Intelligent insight delivery
ii. Differentiators
iii. Addressing perception gaps
iv. Funnel actions
3. Adopt 
· Sales Process Governance 
· Usage cadence and guidelines set by the business
· Usage cadence and guidelines prompts and alerts
· Funnel management alerts
· Awards and gamification – user visibility
4. Sustain
· Supports coaching methodology with training and tips
· Provides coaching methodology - tools and frameworks
· Coaching cadence and guidance set by the business
· Coaching cadence set with prompts and alerts
5. Measure
· Set, track and measure lagging metrics
· Set, track and measure leading metrics
· Provides reports on status across the group
· Provides recommendations for improvement 

Perceptivate is an intelligent sales effectiveness platform that implements and automates The Perception Selling Methodology within a business to create behavioural change.
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Coaching Opportunity
Sales Process Flow

The Perception Selling Methodology: Differentiators
1. The methodology focus is not just on learning delivery or tool execution but on a behavioural development/transformation system transformation.
2. Used to enforce sales process governance
3. Problem orientated solution based on research
4. Holistic - covers all competencies required for all sales orgs
5. Focuses sellers on reality; the buyer’s perception
6. Focusses seller’s on key buying motivators throughout the entire system
7. Adopts a business management guide to sales
8. Focuses on the deployment process the key areas of failure and highest point of risk
9. Specifically focusses on ROI measurements
10. Design point is to make the whole process of sales transformation lower cost with lower risk
11. It represents new thinking in the world of sales

S.W.O.T. Analysis
	Strengths
	Weaknesses

	· Replicates consulting approach
· System focussed on implementation and adoption, not just delivery of learning
· Covers all competencies required in a sales organisation
· Supported by research
· It’s a holistic eco-system for sales 
· Consistency across system 
· It has a common language
· Very clear and apparent market need for a solution for a workable, affordable solution
· Has a ‘solve the problem’ ethos
	· There will be functional overlaps with
· CRM
· LMS
· Other sales enablement apps/platforms
· Not built not established
· IP not tested under IP law
· Funding
· Talent, skill, capabilities
· Size and potential buyer penetration
· All start-up challenges



	Opportunities
	Threats

	· Solution providers largely fail their customers
· Customers require a lot of investment and energy to succeed
· The varied lack of management style and discipline required to make sales transformation work
· Low competency levels in majority of sellers
· Chance to integrate with other platforms such as CRM systems and LMS
· Asia presence, Asia sales skills are low
· SME who cannot afford major sales transformation or have considered it before.
	· Similar otherwise unknown tech coming to market
· Bigger players locking up enterprise level buyers
· Economic downturn reduces budget allocation
· Location – will this work in Asia?
· KF contracting restrictions
· Lack of local small business support
· Appetite for funding small business start-ups
· Poor execution and poor delivery at outset









Pre-call planning tool enables the ability to prep according to the methodlogy


Call execution tool supports the execution of the key behaviours  during the call


Call report asks for report back on the key behaviours of sales success.



Educate


Deploy


Adopt


Sustain


Measure
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Perception Gap 1: the business challenge exists, and it is a
priority for the buyer to act upon

The buyer is not aware there is a business challenge or its impact

Perception Gap

The buyer is aware the business challenge exists, and it is a
priority for the buyer to act









Perception Gap

The buyer is not aware there is a business challenge or its impact

Perception Gap 1: the business challenge exists, and it is a 

priority for the buyer to act upon

The  buyer is aware the business challenge exists, and it is a 

priority for the buyer to act
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Perception Gap 2: the seller and their capabilities are the most
suitable to address the business challenge

The buyer is not aware of the seller or their capabilities

Perception Gap

The buyer agrees the seller’s capabilities are the most suitable to
address the business challenge









Perception Gap

The  buyer agrees the seller’s capabilities are the most suitable to 

address the business challenge

The buyer is not aware of the seller or their capabilities

Perception Gap 2: the seller and their capabilities are the most 

suitable to address the business challenge
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Perception Gap 3: the seller and their capabilities align with the
buyer’s personal motivators and/or prevent a personal loss

The buyer does not believe the seller’s capabilities are aligned
with their personal motivators

Perception Gap

The buyer believes the seller’s capabilities are aligned with their
personal motivators









Perception Gap

The  buyer believes the seller’s capabilities are aligned with their 

personal motivators

Perception Gap 3: the seller and their capabilities align with the 

buyer’s personal motivators and/or prevent a personal loss

The  buyer does not believe the seller’s capabilities are aligned 

with their personal motivators
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Perception Gap 4: the seller and their capabilities are still the
most suitable partner, provider or solution

The buyer agrees the seller’s capabilities are the most suitable
to address the business challenge

Perception Gap

The buyer’s perception of the seller is negatively
influenced. Satisfaction has deteriorated and the buyer
could act.









Perception Gap

The  buyer agrees the seller’s capabilities are the most suitable 
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Perception Gap 4: the seller and their capabilities are still the 

most suitable partner, provider or solution 
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3. BUYING PERCEPTION

Job-to=be-done

4. SOLUTION PREFERENCE

Buy a solution
Resolve Improve Do it yourself
Achieve Change Do nothing

How its done Other projects

2. BUSINESS CHALLENGE

Consequences

5. BUSINESS OUTCOMES

Increase sales

Desire for change Improve productivity

Priority Reduce costs

Need for action Grow market share/share price

1. CIRCUMSTAMCES 6. PERSONAL MOTIVATORS

Trends Primary motivation

Events Rationalized by business outcomes
Opportunities Why you were selected

Threats Why you weren't’ selected
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Identify target business
industry vertical

Research business challenges
the seller can solve

Identify the business who have
the challenges you can solve

Match to win ability criteria

Identify roles and people in the target
prospect company

Check for existing connectivity
with the targeted individuals

Execute the outreach strategy

Secure Discovery Meeting










image11.emf
Personal Motivators
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Business Challenges
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challenges and their cause and effect
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understand the cause of
the buying motivation

Changes circumstances
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Personal Motivators
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challenges and their cause and effect
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Seller competency required to identify, develop and amplify
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capabilities are suitable
requires new provider
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Key Drivers of Customer Loyalty
Gartner 2019

Focusses on my needs
and not their own

Offers unique, valuable
perspectives on the
market and my
investments

Helps me identify and
navigate alternative
solutions

Helps me avoid
potential problems

Educates me on new
issues, outcomes and
opportunities

19%

Is easy to buy from

Company and Product and Price to value Buying
brand impact service delivery ratio Experience
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Typical seller Journey without a strategic account plan
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Possible seller Journey with a strategic account plan
A

Proactive Account Management Activities

*  Protect and grow the relationship
«  Target specific account personal to elevate perception
*  Advance perceptions by:

«  Understanding client's business

« ldentifying problems/opportunities

«  Bringing insights and perspectives
* Identify and prevent dissatisfaction
*  Influencing the buying criteria for RFP’s
«  Building groundswell of positive perception across the account
+  Continuously creating differentiation
+  Develop strategic coaches

Current sales process;
*  Keep off market

blue and green sheets
A kicks in earlier
*  Identify new opportunities |
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Proactive Account Management Activities

•

Protect and grow the relationship

•

Target specific account personal to elevate perception

•

Advance perceptions by:

•

Understanding client's business

•

Identifying problems/opportunities

•

Bringing insights and perspectives

•

Identify and prevent dissatisfaction

•

Influencing the buying criteria for RFP’s

•

Building groundswell of positive perception across the account

•

Continuously creating differentiation

•

Develop strategic coaches

•

Identify and manage anti-sponsors

•

Keep off market

•

Identify new opportunities

Typical seller Journey without a strategic account plan

Possible seller Journey with a strategic account plan
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Customer Perception Matters

4. Contributes with broader issues
Differentiated through engagement

Seen as a trusted partner

Impact of competition low

Pricing sensitivity diminished

3. Personalised Service and support
Non product differentiation

Partnership perception

Lower impact of competition

Pricing sensitivity low

2. Differentiated products/services
. Some product differentiation
. Lower risk of commoditisation
. Lower impact of competition
. Pricing sensitivity moderate

1. Provider of a product
Relies on product differentiation
Risk of commoditisation

High impact of competition
Pricing sensitivity high










1. Provider of a product

•

Relies on product differentiation
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Pricing sensitivity high
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Pricing sensitivity moderate

3. Personalised Service and support

•
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•

Partnership perception

•
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•

Pricing sensitivity low
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•
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