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THE SITUATION:

You are selling business services to a
large, international company. Your service
has many points of value, but it is difficult
for you to sell against some well known
internet competitors known to have low
prices. Your competitors are Orbitz,
Travelocity, Priceline, and Expedia.
Nobody in your office or on your sales
team knows anything about them.

THE SOLUTION:

After reading Think Like a CEO, you find
and pull the 10-K’s of Expedia, Priceline.
com and Orbitz, and get the 2002 10-K of
Travelocity.com. Reading these reports
allows you to develop key points of
differentiation that you can use to validate
your value proposition. You then uncover
your prospect’s Profit Strategies, and
develop your presentation to align your
solution with these Profit Strategies,

and exploiting the weaknesses you
uncovered.

YOUR SALES TEAM: “Dad, how many times do I have to tell you, Cash is King!”
Your sales team summarizes your .
value prop into the one number that is 1. Your service sells for $500,000 per year, and based_ on your past
important to your customer. This one experience, you will generate three buckets of savings. Airfare, Rental
number covers the risk factors involved in Car, and Hotels.
your service and your analysis. You walk . . . . .
him through the upside and downside 2. Given your past experience with your clientele, you estimate the total
risks, and demonstrate that the downside yearly savings of approximately $3 million. During the first year, the client
risks are virtually non existent. This will not see any benefit, as you will be deploying your solution.
allows you to focus on how your service
is consistent with the company’s Profit 3. You are able to estimate your prospect’s “hurdle rate” at 30 percent.
Strategies. This analysis allows your
C-Level prospect to focus on the key IRR - 500%

question that will be the issue that his
board will ask. “Does this project fit in
strategically?” Your sales team is seen as
the trusted advisor.

Sweeping the 2008

Selling the traditional Excel spreadsheet Book Award S Wlth TWO

value proposition, your competition is
seen as typical salespeople trying to sell

value. Like that insulation salesperson G O I d M Ed al S
who interrupts your dinner every so often.

(BTW- When was the last time you put

insulation in your attic to save on your
heating bill? ) Best Business Book Best Sales Book

IRR @ 50% of benefit = 197%
IRR @ 25% of benefit 35%

We are all on a trip to become the most effective sales people that we can be.
Image that we’re on this trip (with our kids, of course) and let’s ask ourselves -
over and over and over again - “Are we there yet?”

go to www.thinklikeaceo.com
AND START OUTSELLING YOUR COMPETITION




