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Defining Your T
Unique Market

The market is faced with the forces of change. What is
happening will require us to re-engineer the way we cap-
ture sales.

Market Dynamics
* Proliferation
* Polarization
* Increased Price Sensitivity
* Lack of Differentiation
* Customer Confusion
= Increased Cosis

Competition continues to build a price defense while the
customer is confused as lo real value in the face of eco-
nomic trends that stimulate price rather than cost strategy

for buying,.

Factoid:
Tt's not what you want to sell, but rather
what the customer wants to buy that will

give you position power!



Define Your Position!

i B

Footnote 1:
The strangar the confirmed definitive statamant you
create, the higher will be yvaur pasition strength in your
campetitive market place, Defing your purpose as close
o the highest need of vour best customer as possible,

Ramembar, it iz not what vou sall, but rather what your
customer buys that will maks you the salss l=adar in

your markai.

Challenge:
I 24 words or less,
Define what you do for your customer:




Strategies That
Gain Market

Advantage!

Sales leaders have awakened to the fact that all the tactical
selling approaches that have ever been conceived have limited
net effectiveness, unless thev are tied into or result from long
term strategy.

Strategy is the guiding force that propels yvou forward once

vou have defined your destinalion. Strategy is the birth place
af the tactics that make sales happen.

10 Strategic Selling Operatives
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WINMIMGER factoids . . .

Imperalives that frame your reaction to the market
' *You're either a price distributor or a value distributor. You can't be bodh.

. All market strategy must begin with a target customer.
» If you treat your custemers the same the best will go away.
. 80/ of your profit comes from 20% of your product line

' The more your defined mazkeal niche, the greater the potential results.

. Low price market strategies will be fatal in the long term.

* its not what your sell, bul what the customer buys that has real value.

- Thase who conteol the buving ovcle caphare mare sales.

. Tt's mors critical to have o strategy rather than a bunch of great ideas.

* Similar type customers sszociate with sach other. They are found in clusters.
. It's better to have great customers searching for great praducts than great

products in search of great customers.
N Your business will never be any better than the i.'.:JJ.:IJ.‘i.t}' of the point of
trangsctian.

. Mo one can affurd to have anyone on the payroll wha doesn't grow the
business.



