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e \Why selling skills are important for
all.

e How to listen and speak in a different
languages.

e Knowing your customers.

e Gaininsights from real world
experiences from the contact sport of
delivering innovation into the real
world.
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1. What examples have you
experienced of good and bad
sales techniques?

2. What was good or bad about
them?

3. How did they make you feel
about the person or the product?
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Harvard Business School Online
Business Insights blog

(Matt Gavin, 23 May 2019)

10 Valuable Business Skills
for Workplace Success

DATA ANALYSIS

UNDERSTANDING
OF ECONOMICS ‘

FINANCIAL

@ ACCOUNTING

BUSINESS SKILLS FOR
WORKPLACE SUCCESS

S

EMOTIONAL
INTELLIGENCE

COMMUNICATION
AND NEGOTIATION

FINANCIAL : v NETWORKING
MANAGEMENT @
a0al .
PROJECT MANAGEMENT, LEADERSHIP
PLANNING
fiarvard g BUSINESS
Harvard  ANDORGANIZATION . en i




- = What can sales skills do for me?

Generate revenue Gain confidence

Understand ‘You’ and ‘Why’ Values, not attention

Powerful questioning Expand your comfort zone
Giving value first Learn to focus on next

Cope with rejection Communication and negotiation
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e Communication and Language
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= What Language ?
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What Language ?

MD Managing Director




[l = &= What Language ?

Chief Scientist/ Chief Technical Officer/
R&D Director




g |55 What Language ?

Chief Marketing Officer/ Head of
Sales & Marketing




- wee  What Language ?

Human Resources Director / Head of
People
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‘| 5. Sales Skills — What Sales Skills?
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A SATISFIED

CUSTOMER
S THE BEST

BUSINESS
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Voice of the customer (VoC) is customer feedback that reflects expectations
and real customer experience. It encompasses customer needs, desires, and
preferences and enables a company’s team to improve a product or service.
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https://sendpulse.com/support/glossary/customer-experience
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Many online resources
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Voice of the Customer

Importance (1-5)
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Plan

Develop Market Deliver

JIKILIM|N|O|P|Q|R

Treat me like you want my business

Deliver products that meet my needs

Products/sernvices that wark right

Be accurate, right the first time

Ease ofUse

Fix it right the first time

I'wantitwhen | want it

Make commitments that meet my needs

Meet your commitments

I'want fast, easy access to help

Con't waste my time

Timeliness

if it breaks, fix it fast

Deliver irresistable value

Help me save money

Help me save time

Reduce costto own or use

Total Weight
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CXPA

CXPA CEXP
Discipline

Set of
practices
that enables
cormpanies
to:

Key

elements:

0/0]0]

Craft a strategy that
clearly articulates the

deliver in alignment of
the company’s brand
attributes & averall
strategy, share & use
this strategy to guide

Creative Advantage VOC Process Flow

STAGE 1: STAGE 2 STAGE 3: STAGE 4. STAGE 5:
Design & Analyze Design & Analyze Develop
Conduct Interview Data Conduct Survey Data Product/Service
Interviews Surveys Concepts

1. Deskn e PYaRct | | 5 AQIasE S 5 D5k Cuskenr i m& 14, Brainstom
& Foen ths Team Siothesizs Data | Sty Resipe Addtons ideas

& idenify & Define
2. Crags hieraew % 2 Admunister 12. Anadyze Survey
Top Strategec g 15 Restow Al idoas

Protocos OpDONNTHS Surveys Rozuts

3. Conacttsniow | | 7 Devskop Matket 10 Anshze Cument | | 43.Define Chassnga oSt o loses
Training Segrrect SUssy Sohscn Sets Staecrasies p m'cmg’

[ A Conett Custeerer

Customer Experience
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Professianals Assaciation”

i periEnce the
EDMpany wants 1o

decisions and
priaritization in the
arganization

Create a consistent
shared undesstanding
of wha compary’s
customers are, their

needs, wants,

perceptians, and
preferences through
the collection and
anahysis of the woice of
the customer &
employes to generate
real, actionable insight .

CX Strategy Customer
understanding
Align Understand

[ -
A Experience
Design,
Improvement &
Innovation

Innovate Improve
Prevent

Ervision & implement
customer interactions
that mest or exceed
Expectations, and
continuoushy conrect,
improwve, design and
differentiate customer
expariences. Case the
bigger baap by
rEmoving roat cuses
of issues identified

Al

Metrics,
Measurement &
RO

Measure

Define a custamer
experience quality
Framework that evalustes
customer perception in a
condistent manner across
enterprise, creating &
reparting metrics to
rmeaswre O success,
including their use in
regular reviews and
dexision making
processes

Frarnewsork: Courtesy of Wi Niow, Conesper ence, ExrtyBridge & Mienke Bloem, 2016 ©
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6-Disciplines — Customer Experience framework
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Organizational
Adoption and
Accountability

Communicate &
Govern

Manage customer
experience ina
proactive ard
disciplined way,

assigning

responsibilities, driving
change and developing

Cross-cOomparny
accountability a sl

lewels. Repgularly revies

CEXP metrics &
pragram status

ao
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Culture

Embed & Engage

Create a system of
shared values &
behaviours that

encourage, empawer &

enable all employees to
defiver remarkable

CUSTOMEr BRperences
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The Customer Journey — an example from the real world

Customer Journey

Awareness @-o' Retention o
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* VHF Manpack radio
 Lots of “failures” from field use

 Lots of Customer and end user
frustration

 But why ?
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v" Neutral environment, conducive to
open discussion

v' Food & drinks

v Asked about ‘what’, 'why’ and ‘how’
v Explored real requirements

v" Active listening

v Analysed insights and worked on
potential solutions

v' Communicated! Regular updates
v Devised a win-win solution
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What would “delight” them ?

@ @

What steps do you need to take to achieve that ?

Section
Summary

What is your value proposition ? Have a Hows’ it going? ..ready

© [

What skills do you need to succeed ?
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robert.rolley@iuk.ktn-uk.org
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