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  Executive Summary


  “We cannot continue doing the same thing and expect different results.” - Otto Perez Molina


  Let’s say, that you are looking to sell your product or service to me, there will be competition for this business, with other suppliers. You contact me, and I say:


  “Send over a proposal.”


  Those are the four words that in sales, are the kiss of death to your chances of making a sale. We all know that, from this point on, without any idea what the potential client wants, you must give them a final price and a specification. Your chances of success have now sunk, and you fall into the pit of despair. 


  Why is this a problem? Because, that proposal, will almost certainly not win the sale. Let me try that again, it will almost certainly not win you the sale. Someone will win it, probably the team or company I would like to work with. At this very moment, your proposal will be zooming over to my preferred supplier, so they can take all your best ideas, insights and pricing to then come up with a proposal of their own, with all the best bits from yourself and all other potential suppliers. Guaranteeing that my preferred supplier will have the best proposal. It would be hard to fail at that point. So, once again, you have done all the work without any of the benefit. Pity.


  This is what happens when you don’t have your own process, you are going to use the process of the potential client, assuming they have one, if they don’t, then you are going to be part of that ideas or proposal funnel, a “beauty parade”, sending business to a competitor.


  This book is for Sales Managers, the Sales Professional, and their senior managers. The book has everything you need to take B•PPRIME from concept to a fully implemented system. In everything we do, it is important to be thinking about efficiency and how to lower our carbon footprint.


  Remember, we are looking for potential clients to become clients, we are not looking for friends or digital friends. We do not win any contests or points for having the most followers or the longest email list, the goal is to have the most conversions into clients. That is the purpose of B•PPRIME. To make money.


  We explore ways of maximizing value and profitability, how to generate and optimize for even more value. How to differentiate your business from the competition. We work through the difference between Suspects, Prospects and Leads. How to move from one to the other. We consider what makes each unique and how to engage with each different type. We consider how to work with Clients, Advocates and Partners when you get that far. In total, how to interact with people who can help you and your business. Once we discover what motivates them, we can work with them collaboratively to help each other. Afterall, a potential client wants what you have, just as much as you are wanting what they have. So, understanding this means we can work together in a transparent manner and should there not be an eventual sale, we deal with placing the potential client into Cold Storage and what that means.


  We will learn about the difference between Facts and Emotion and how to use it in the sales process. How people process information and how their thinking has a direct impact on the way they understand and process the sales journey.


  Perhaps, the most important part from the Sales Professional’s perspective is the compensation system. We talk in detail about how to compensate the sales team and how to use the BEST Motivation system to give everyone the right compensation package. Which, in turn, provides the motivation they need when they need it. Giving you, a happy, effective and loyal sales team.


  B•PPRIME provides the flexible structure you need to by pass the “beauty parade” and bring potential clients through your process, so you can make sure you build the relationship you need with potential clients. Your relationship with them is what will convert potential clients into clients. Not gimmicks, not long proposals, but a well-thought-out sales process, that takes them from Suspects to Advocates and/or Partners. Make sure a copy sits on every Sales Manager’s desk.


  First Step


  “The best time to plant a tree was 20 years ago. The second-best time is now.” – Chinese Proverb


  This seems to me to be the ideal way to introduce a book on the sales process. We all know that we should have a sales process and should have started it some time ago. Unfortunately, there just never seems to be the time!


  This idea will apply throughout the book, so do not worry about not having done something yesterday, be proactive and get it done today or better still, do it now. This is exactly how I wrote this book. I should have done it years ago, but I did not! What I did, is sit down and work through it bit by bit, one step at a time, then some time later it was completed.


  When is the best time to make a change, to embark upon a new course? It is easy to continue today as we did yesterday, after all, it is safe, known and within our comfort zone. However, the existing way of doing things works well in an environment without change but, unfortunately, we do not live in an unchanging world. In a storm, the status quo will not stand and existing system weaknesses are clear. It is always possible to change after the storm, but it is much easier and more sensible to be prepared beforehand.


  Starting today, we are going to change that. We are going to work step by step through a logical and technical process that will take you from doing nothing to soaring through the bright blue sky. So, buckle up and let’s get going…


  


  The Purpose of this Book


  “The key is to set realistic customer expectations, and then not to just meet them, but to exceed them - preferably in unexpected and helpful ways.” - Richard Branson


  To offer a practical and structured guide to those who are seeking a formal sales process tailored to their specific business requirements, enabling them to make more contacts; thus, achieving more business; closing more deals and enhancing the bottom line, all with less wasted effort.


  Whether you are a small business just starting out and in need of a sales process to get going, or an established business with a dedicated sales team, this book will enable you to put in place a fully functioning professional sales process. That will:


  
    	Setup the necessary mindset


    	Setup the structures needed for success


    	Create the necessary processes


    	Work through those processes in an organized and repeatable manner


    	Turn many potential clients into realized clients 

  


  To take the burden from the individual and, through a process, engage with more Decision Makers and less with time wasters, making the best use of time, resources and opportunities, whether at a face to face meeting, online or over the phone.


  It is extremely important to understand that the B•PRIME system focuses on helping potential clients to understand their perceived needs, by helping them to achieve realistic goals, rather than a hard sell without any regard to their wants, needs, pains and fears.


  Breaking up the B•PRIME system into several chapters enables us to work through in a logical manner. Starting with the theory behind what we are going to do, then going into the details of how each step will be put together and, finally, bringing it all together into a single coherent system. We will then consider how B•PRIME works for a Product and then a Service.
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  Introduction


  “I like to think of sales as the ability to gracefully persuade, not manipulate, a person or persons into a win-win situation.” - Bo Bennett


  Let’s start with a question, at work, do you have spare time to take on more work, to work harder?


  If, like most of us, you are time poor, snowed under with an endless list of tasks and activities, then I am guessing the answer is `No’. You do not have spare time to take on more work and, therefore, see more potential clients, or even meet with existing clients.


  As a rule, when snowed under, people are more inclined to lose track of things, it is easy enough to do, something simply slips your mind. That is exactly what we are talking about here, the obvious solution is to have it written down, so the paper remembers for us. Of course, we do still need to remember to look at the paper.


  Just imagine if that thing which slipped your mind, was something important, perhaps a birthday, an anniversary or a meeting with a potential client. Have your chances of a happy life gone up or down?


  This is what we need to fix, to make sure that life is happier with better opportunities and less mistakes.


  Planning to Fail


  As the adage goes, if you Fail to Plan, then you are Planning to Fail. While I do not completely agree with this sentiment, I do agree that some planning and preparation is in order. Nobody would dream of going on holiday without any planning or preparation, well, the same applies to business and to the sales process. If you have a plan, a map and the necessary training, then it becomes straightforward to use the plan and/or map to navigate towards your goal.


  The opposite is also true, without a plan and/or map, without any training, the chances of success drop quickly. This is why there is always someone to show you how to approach any problem, be it processes, training or hard-won experience. The travel agent books your holiday, because they know how to use the systems, understand your holiday needs and, of course, to make you feel special.


  Vampires


  Perhaps the worst use of time, is with people who seem to be interested in what you have to offer, but are simply taking up your time, with little or no intention of completing the deal and becoming a client. How do we separate out the vampires from all our possible valuable opportunities? If we can get that right, then we can close more deals and create more clients.


  In this case, the vampires are sucking up your time and passion. Therefore, while you are working with a vampire, you are not working with someone who wants what you have. This is an opportunity lost and, in this case, the opportunity lost, might be a completed deal.


  It is, therefore, vital that we remove the vampires as soon as possible from our process.


  Them Not You


  To transform your passion, expertize, long hours and dedication into tangible results, it is vitally important you understand that this process is one of supplying a solution to a need. It is not about selling anything.


  Let me explain, from your perspective you are trying to help someone. To do that you need to sell them a product or service, we will use the two interchangeably, this is from your perspective. From their perspective, they are not interested in sales. They are interested in solving a problem or addressing a need they currently have.


  If all goes well, your product or service, will meet their needs, by removing that problem or at least meeting their needs.


  This is not rocket science, but it is so easy in the cut and thrust of business to forget this simple, yet key idea, that our product meets the client’s needs. We must, therefore, approach this from their perspective, that is the only way we can understand what their needs are, what challenges, problems and, hopefully, potential opportunities that might be around the corner. Remember, they might not have a plan, this might be about expanding their business and is pure opportunity for them. Once you know what they want, then you will know if they are a potential client. Until then, you are simply guessing.


  You


  To be successful, firstly, you need to understand who you are, what you want, what you can do and finally what you like to do. If that is to be a sales professional, then you can do well by applying your knowledge, which needs to be a lifelong study; your passion, which you gain everyday by doing what you enjoy, and this becomes your catalyst for full on, driven success. The more you put in, the more you will get out and that will be a mental or an emotional and compensational reward. We will talk about the BEST Motivation system later.


  If this is your calling, your life’s ambition, then you will succeed and thrive.


  B•PRIME to the Rescue


  The purpose of this book is to take you step by step through the B•PRIME method and to create a fully robust sales process, which takes someone from start through to, hopefully, a final sale and beyond. There is no guarantee that someone who starts the journey with you will finish, in fact, the majority will not, that is the nature of the activity. What we can do, however, is maximize our passion, expertize, time and dedication through a result driven process.


  In this book you will understand:


  
    	How to think like your potential client


    	How to separate out the vampires


    	How to nurture potential clients


    	How to move a potential client through the system


    	How to implement and use B•PRIME to make money

  


  There are many skills needed to win a sale, this book is about the processes and the steps to getting that sale. Many steps exist in creating a presentation, speaking confidently and quite naturally we will leave those topics to other books. There is only so much space and time, so here we are going to focus on what matters first, creating a robust, results driven process that can deliver time after time. Deliver for you.


  Ideally, we would like a process that is easy to understand and follow, particularly for people new to the process. As much as we would like to think nobody will leave the company, in practice people leave for a variety of reasons. It is the new people we need to train and get up to speed on the way our business works. Therefore, if we can make B•PRIME easy to understand, easy to follow, to work with and thus reduce training times, the newbie can get going and be productive as soon as possible.


  At every step we will be practical, everything in B•PRIME is doable with paper, pen and a calendar. It is easier if there is software to support it, but it is not necessary.


  Feelings


  People buy with emotion, this is well documented and justified with logic and facts. It is important when working through B•PRIME, to always bear in mind that it is not just the facts and the figures that matter. It is also how the person feels, about you, your company, your offer, the products and services as well as how they feel about themselves and their business.


  With all aspects of B•PRIME there are always more than one perspective and you must keep in mind that you matter but so does the potential client.


  Neither facts nor emotions are more important than the other, what matters is that you appeal to both in all that you do. It is easy to get caught-up in the facts, the benefits and the features whilst forgetting about how the potential client views the experience of working with you, sharing information with you, etc. For the process to work, they will have to give something of themselves and that directly affects emotion. Just as you will have to give something of yourself. It is important in any process that there is a rapport between all parties, i.e. you need to gel or bond with each other.


  Snake Pits


  Throughout this book, you should assume that we are moving through an unknown landscape, this book will be the map or guide to that landscape. The purpose is to enable you to, in most cases, avoid the snake pits that litter the landscape, eating up your time, effort and energy. With some careful direction and the application of a little thought, we will learn to bypass the worst of the snake pits and where that is not possible, we will work out how to get out of them with as little disruption as possible. With that thought in mind, there will seem to be parts of the book that are overly detailed and seem overly complex. This extra detail should be your warning that there are snake pits around and I am helping you through them in the easiest way possible. Do not worry, they are only virtual snakes.


  Ideal World


  Wouldn’t it be nice, if you could just straight out ask, “Will you buy my product or service?” and everyone said “Yes!”, or perhaps, just ask “Will all the time wasters leave now”. I know this will never happen and cannot happen, but I am sure you will have seen these situations and felt that it would be a quick and effortless way to cut to the chase and obtain all the benefits without having to slog through the mud.


  Everyone in the sales process wants to spend all their time not with a lead, but a hot lead, with someone who is willing and ready to buy what we are offering today at the price asked.


  We don’t live in an ideal world, but we do have the next best thing, a formal and structured process, which will speed up the process of finding the right people who will become Clients, Advocates and maybe even Partners.


  B•PRIME is your ticket to ride the success express!


  Getting Going


  “The worth of something compared to the price paid or asked for it.” - Miranda Kerr


  We need to set the scene and make sure we are both on the same page, literally and figuratively. By this, I mean we need to use a common set of terms. Like all systems, B•PRIME uses a set of terms and phrases to mean specific things.


  Some of this is industry specific and some is the B•PRIME take on the world.


  Sales Funnel


  I think most people have heard the term Sales Funnel. The idea behind it is that potential clients from many sources are ‘funnelled’ into the sales process and out the bottom pop the clients.


  As the process progresses, some of those potential clients drop off for some reason or another, i.e. they do not meet the criteria of a full sale, perhaps your offer does not meet their needs, or perhaps they are not ready, the reason is less important than the fact they drop out. The funnel shape is supposed to represent the reduction in potential client numbers as the process progresses.


  It is interesting but, as an analogy, it falls somewhat short, because as something, say a liquid, enters the top of a funnel, it all comes out the bottom, but, in this case, as the process progresses some of the potential clients drop out, so this is not really a funnel.


  You will see this a lot in the literature and jargon and it is very prevalent on the internet, as it has become standard jargon, but makes it harder to conceptualize the process.


  Sales Pipeline


  If you have heard of a Sales Funnel, then you have almost certainly heard of the Sales Pipeline. This is a little different to a Sales Funnel. It is possible that the Sales Pipeline is aggregating or joining together all the individual potential clients within Sales Funnels, to give a higher-level picture of what is happening.


  We would, therefore, consider the pipeline to be a way of tracking what is currently happening within the process and, as a visualization tool, it works reasonably well. Therefore, at a conceptual level, we can present the detail of what is happening to others and they can quickly understand the potential of our current ongoing opportunities. Until a deal is made, we do not have a sale and no revenue can be counted on so, even if the pipeline suggests an amount of revenue from several potential clients, nothing is guaranteed until completion.


  Sales Professional


  This will be the general term we will be using for the role of the sales person. Rather than try and get caught up in the salesman, saleswoman, etc, and all that stuff, we will reflect the true nature of the role and that is someone, who is a professional at selling. Hence, sales professional.


  Potential Clients


  Whenever we need a generic version of someone who is not yet a client, we will refer to them as a potential client. This will cover the full range of possibilities and anyone who is not yet a client. They can sit anywhere within the system and have had any amount of engagement, from no engagement all the way through to actively finalizing a sale.


  Suspects


  We will talk much more about Suspects later in the book, but, for now, I want you to understand how we will be using the term throughout the rest of this book.


  In general, a Suspect, is a person, who is part of the sales process, but has expressed little to no interest in the product. They are the classic tyre kicker, having a look, perhaps doing a little research, and maybe getting a feel for things.


  We don’t know much or anything about them and they will not have really engaged in any significant degree with us.


  Prospects


  We will talk much more about Prospects later, but, for now, I want you to understand how we will be using the term for the rest of the book.


  A Prospect will be your first serious, or semi-serious, potential client. They will engage with you and be genuinely part of the sales process. They will, of course, require nurture and their needs and wants must be met, but they will be cooperative.


  In general, we need to get as many Prospects as possible, those who are genuinely interested in us, engaged in our process and they will be receptive and cooperative.


  Leads


  We will talk much more about Leads later, but, for now, I want you to understand how we will be using the term.


  Outside of B•PRIME the word Lead is used extensively, and it has many different meanings, in some cases, it covers all the Suspects, Prospects and Leads as discussed here. In others, it refers to the very beginning of the process, where everyone is a lead.


  In B•PRIME a Lead is someone who has progressed beyond a Prospect and is a person who is seriously interested in our product or service.


  They are not yet a Client but are well on the way. They typically are engaging, like what they see and hear, have answered the Call-to-Action, have satisfied our Client criteria, and are prepared to buy. It doesn’t mean that they will buy our product, but they might well do so.


  Pools


  In this book, we will be dealing with Pools. That is, we will have Pools of Suspects, Pools of Prospects, etc. This will become important later on, but, for now, just know that we will be using this term extensively later.


  A Pool, therefore, is a grouping of Suspects or Prospects and we will for some purposes, treat them similarly. Within each Pool, every individual will be treated separately, but collectively the same, as they are part of the Pool.


  Pools are an effective way of treating those in a similar position in an equivalent way, this standardization will make it easier to understand where they are, what we know and what to do next. A similar concept is also known as a Prospect List. A Pool is different, we treat Pool members the same and treat the individuals within the Pool similarly to an individual on the list.


  Key Theme


  The key themes for the book are going to be:


  
    	Standardized processes


    	Transparency


    	Proactivity


    	Respect and integrity

  


  The first key theme in this book is standardization of the process. Firstly, so others can quickly understand the big picture, secondly, to minimize waste and thirdly, to reduce the cognitive load on everyone.


  The reduction in cognitive load, which is the need to remember what is going on and where things are in the process, means that any one person can do more with less stress. This reduction in stress leads to a boost in productivity.


  The idea of transparency is important, as we want the potential client to help us to help them through the process of moving from being a potential client to Client. This makes their journey easier, as they can help direct the process and move things at their own pace. The more information we have, the easier it will be to make sensible and informed decisions.


  In everything we do, we want to be proactive, by recommending how our products and services can be of huge benefit to Clients and potential clients, rather than having them try and figure out what it is we do. The more help we can offer them, the better everyone’s experience will become.


  We will show respect and integrity to everyone we interact with, from potential clients, to colleagues and other staff members, to suppliers and the public. The first step in making sure that our Value Proposition is strong is to be seen as strong, honourable and reliable. We can translate truly little effort into more business won and higher margins when closing the deal.


  Luck is not random, it is engineered.


  Value


  “To be valued, a Product or Service must cost less than its perceived value to the buyer.” - Katherine Bean


  Understanding value is perhaps the most important part of any business and particularly a sales process. Unless you can define the value of what you do and how you do it, how can you price it correctly? If you cannot price it correctly, how can you create a compelling offering to someone else. In short, you cannot. The very first step in understanding value, is to know what the Value Proposition you are offering is and how your potential client will react. Before we come onto this, there are a few things we need to understand first.


  Value: A Definition


  Let’s start with a simple definition, this one is from the Oxford English Dictionary:


  The material or monetary worth of something.


  Yes, that makes sense, we are looking to sell something, a product or service and we normally want money for that product or service, so this definition makes a good amount of sense.


  However, what if we are on the other side of that transaction, does that definition work for us, because we must accept that there are two sides to the sales transaction. It might work for the seller, but it misses something important. In most cases, I do not think this works for the buyer. Consequently, we are going to need a better definition.


  Then how about this alternate definition from the Oxford English Dictionary:


  The worth of something compared to the price paid or asked for it.


  This works much better, I think, for the buyer of our product or service, it now begins to capture the idea that something can have value to me over and above the cost price. For example, someone dying of thirst in the desert is going to place a much higher value on a bottle of water than someone who is well hydrated and has just finished their Nth cup of coffee. In this case, the bottle of water has a subjective value, which is far more than its simple cost of production with a profit mark-up, which might be all that we could convince the well hydrated person to spend.


  In this case, the earlier definition is not suitable either and we need something new that captures both sides of the concept. We will come across this a lot in this book, inherently, as there are at least two parties to each sale or transaction, there are going to be at least two perspectives. Each of these perspectives are going to have their own drivers, motivations and perceived value requirements.


  Our new enhanced definition might look something like:


  The material or monetary worth and the perceived utility of something.


  In this definition, I have brought in the concept of utility, which is how useful is this thing to me. The more utility a product or service has to me, and the key here is to me and me alone, the more valuable it is to me. This means, in practice, that I would be willing to pay more money for the product or service or, if I am selling it, I will want more money paid to me for that product or service.


  I was very tempted to make utility a section in this chapter, but, in the end, I wanted it to be part of the Definition of Value. This is due to the interlinked nature of Value and utility; the separation would diminish the importance of the connection.


  I cannot emphasize too much, how utility affects the other party. Let’s take an example, I have a mobile phone that I want to sell, if the phone I have is an iPhone and you are an Android user, then the utility of the iPhone will be less to you because you are familiar with Android, have many apps that run on the OS, etc. If, on the other hand, the opposite was true, and you are an iPhone user, now the utility of that device is higher. This has nothing to do with the cost in pounds, dollars, euros or yen. It is simply how useful it is to you. The more useful something is to you, the more money you are prepared to pay, assuming you want that item of course.


  Continuing the idea, if you have just bought yourself a new mobile phone and I offer to sell you a new one, you will have a different view of my offer than if you had just dropped and broken your old phone. If you had just dropped and broken your old phone and were going away on a business trip, you might be more eager to buy the one I have to offer and are happy to take this one now, rather than shopping around and looking for a better deal. Why, because now, time is important, and you need a phone to go on the trip.


  This simple example shows how complex the whole concept of utility can be, as it will change over time and vary from person to person. Just after lunch, the utility of a meal decreases significantly, but just before, it has much more use or utility to you.


  So, we can define utility to a person or to a business for that matter as follows:


  Utility is the benefit received by consuming a product or service.


  Thus, as the benefit increases, so does the perceived value of that product or service. This, in turn, will enable us to either sell the product for more money or it makes the sale more straightforward.


  We have looked at value from a purely monetary perspective, but there is more to it than that. When someone is buying a product or service, they are looking for much more than just the price. In the following sections, we will consider some of these other factors. Each will have a direct or indirect impact on the perceived utility and consequently the price our potential client is willing to pay, or in some cases, directly affects whether they will do business with us in the first place.


  Value Plus


  Before we start looking at the Value Plus items, it is important to understand that this book is not about branding, so while it is important to understand how a brand will affect value, we are not going to look explicitly at branding. It is necessary to complete the branding work before working on the Value Plus concepts. After working through Value Plus you may need to redo the work on the branding, which might mean redoing the work on Value Plus. Repeat this as many times as necessary. When refreshing the brand ensure it fits in with the way you want to present your offerings and how the target audience perceives the offerings.


  Now that we have looked at Value, there is more to the concept than just what it is worth monetarily and its simple utility. There are intangible factors, such as how does it make you feel, the cachet or esteem of the brand, product or service. Each of these factors will affect the perception of the brand and, therefore, how a potential client will understand its value.


  How a brand, product or service makes you or someone else feel can have a significant impact on how the brand, product or service is valued. There are brands, and by extension their products, that illicit a sense of specialness, e.g. take Ferrari, the car maker, people do not just buy their cars, they are vetted first to ensure they are suitable buyers, and only then will a potential client be allowed to go onto the waiting list for a new car. This shows that there can be so much more to the sales process than just the purchase of the item. Here, the ‘cost’ of the car also includes the hassle of being vetted as a suitable customer. It also includes the guaranteed wait for the car too. All these factors contribute to the ‘cost’ of the car and, therefore, to its perceived value and therefore specialness. By making them harder to get, Ferrari increase their cars’ value. Remember the target market here is wealthy people so money is not so important to them.


  We have a concrete example now of value being something other than money and/or utility and how it makes us feel can also come into play. The philosophy behind a business or brand can have a significant impact on the understanding and, therefore, value of that brand. Let’s start with an example, oil companies. There are many so called, ethical investors, who as a matter of principle will not invest their money into companies in the oil and gas sector. To these people, the philosophy of the business is very important, in fact, so important that it will override their desire to make the most money.


  On the flipside, there are people who take their personal philosophy to heart and will not use products that have been tested on animals, others are not so concerned, so will happily buy products that have been tested on animals. Neither of these positions is better than the other, they are simply different. This means, if your target market is to include people who have an ethical or philosophical leaning, then this will be part of your Value Plus offering. This affects how they see and, therefore, feel and react to the business or brand. It might, in this case, be the difference between the target market being interested or passing it by. Aligning your philosophy with those of your potential clients is important, as not only does it affect the value, as discussed, but it might even be a deal-breaker to the whole transaction.


  How the product or service makes you look to your friends, family and to society, is another factor to consider. This will not affect every business, but when it comes into play it can be a very important factor. For example, this is where premium or designer brands, such as clothing names become important. You can see this in practice, with the prevalence of knock-off designer goods, with people buying them from market stalls, etc. They know that the item is not genuine, but they are happy to show it off in public and pretend it is genuine and that they can afford the named brand.


  Why? They are looking for the boost in their social status that comes from having a designer or prestigious item. It is this feeling of specialness conferred by others that they are looking for and to that end, will use the value of a brand, product or service. From the perspective of a brand, action to protect the whole brand is essential, as too many counterfeit products can damage the brand in the eyes of the genuine buyer. Taking our example from above, if everyone is walking around with counterfeit designer goods, would you want to pay full price, for something that looks the same? Does it have more, or less value as we have discussed? I think, it lessens the value if there are too many knock-off items and, therefore, the brand cannot command a premium. This devalues it to the target market and potentially destroys the brand’s value.


  It does not take much more thinking, to come up with other situations and ways of looking at the world to see that the idea of Value Plus encompasses many different intangible ideas. All of which can add to or subtract from the perceived value of what you are trying to sell.


  Why It Matters


  In business, there are two things that you can be sure of, everyone wants everything, and they don’t want to pay anything for it. A potential client wants your product or service but, ideally, they want it for free. The opposite is also true, the seller, wants to get money without having to provide any product or service. Obviously, a compromise is necessary. Therefore, the idea of Value and Value Plus are so important.


  We need to consider, Value and Value Plus and determine what is a fair price for the value provided by the products, services and any other factors that make up the value from the potential clients’ perspective. It is their perspective that matters as we saw before, our perspective is that it is worth a huge amount of money, but the potential client must agree that what is being offered is worth more to them than we are requesting.


  This is critical to the whole concept of Value; the buyer must perceive that the value being offered is greater than the price they must pay, usually financial, but it could be a combination of things. Let’s go back to our person dying of thirst in the desert. If they have £100 in their pocket, what good is that? What they really want is water and shelter from the sun. In this situation, a bottle of water is worth far more than the £1 it costs in the shop. This means that the dying person will look at our offer to sell the bottle of water for £10 as excellent value. From their perspective, the bottle of water is worth far more than their money. From the sellers’ perspective, it might seem like the deal of the day as they have just made the equivalent of more than 10 sales (there is also the cost of goods to account for).


  Mathematics


 This and much more is available in the full book...


  [image: Katherine-Mono]

  Biography


  Entrepreneur and innovator Dr Katherine Bean PhD is blessed or cursed, depending on your perspective, with a brain that never stops working, visualizing problems before others even realize they exist. She dedicates her time to increasing the profitability of businesses large and small. Has taught Master of Business Administration (MBA) at university. Her PhD in Engineering underpins a detailed process understanding, which coupled with an attention to detail, yields innovative systems. For over 30 years Katherine has created novel and, more recently, low carbon solutions to existing problems. You can find specific examples on the DVANA website (dvana.com) in the library.


  Table of Contents


  
    	Executive Summary


    	First Step


    	The Purpose of this Book


    	Introduction 

    
      	Planning to Fail


      	Vampires


      	Them Not You


      	You


      	B•PRIME to the Rescue


      	Feelings


      	Snake Pits


      	Ideal World

    



    	Getting Going 

    
      	Sales Funnel


      	Sales Pipeline


      	Sales Professional


      	Potential Clients


      	Suspects


      	Prospects


      	Leads


      	Pools


      	Key Theme

    



    	Value 

    
      	Value: A Definition


      	Value Plus


      	Why It Matters


      	Mathematics


      	Why it Matters (continued)


      	Perspectives


      	Understanding Value


      	A Value Proposition


      	Businesses Perspective


      	Potential Clients’ Perspective


      	Value Proposition Canvas 

      
        	Client 

        
          	Wants


          	Needs


          	Pains


          	Fears


          	Other

        



        	Product 

        
          	Features


          	Benefits


          	Experience


          	Substitutes

        



        	Process 

        
          	Wants


          	Needs


          	Pains


          	Fears


          	Features


          	Benefits


          	Experience


          	Additional Information

        


      



      	Moving On

    



    	B•PRIME: Part 1 

    
      	B•PRIME an Acronym


      	The Importance of Important


      	Properties of a Process 

      
        	Visible to All


        	Transparent Progress


        	Complete


        	Repeatable


        	Compliant

      



      	Principles 

      
        	Loyalty


        	Attitude


        	Truth


        	Operations


        	Distribution


        	Supply Forecasting


        	Research and Development

      



      	Team


      	Holding Pools 

      
        	Suspects


        	Prospects


        	Leads


        	Clients


        	Advocates


        	Partners

      



      	Poison Pool


      	Carbon Footprint


      	GDPR & Data Protection 

      
        	Data Protection


        	GDPR – General Data Protection Regulation

      



      	Perception Points 

      
        	Point


        	You


        	Me


        	Other

      



      	Perception Blindness


      	Qualification


      	Tracking Metrics


      	Proactive not Reactive

    



    	Suspects 

    
      	What is a Suspect?


      	Your Goal


      	How Does a Suspect Behave?


      	How to Interact with Suspects


      	How to Follow-up with Suspects 

      
        	Receptive


        	Hesitant

      



      	How Often to Follow-up with Suspects


      	What to Expect with Suspects


      	How to Move Them onto Become Prospects


      	Qualification


      	Cold Storage


      	Tracking Metrics


      	Next Type

    



    	Prospects 

    
      	What is a Prospect?


      	Your Goal


      	How Does a Prospect Behave?


      	How to Interact with Prospects


      	How to Follow-up with Prospects


      	How Often to Follow-up with Prospects


      	What to Expect with Prospects


      	How to Move Them onto Become Leads


      	Qualification


      	Cold Storage


      	Tracking Metrics


      	Looking Forward

    



    	Leads 

    
      	What is a Lead?


      	Different Types of Lead 

      
        	Primary Leads


        	Secondary Leads


        	Tertiary Leads

      



      	Your Goal


      	How Does a Lead Behave?


      	How to Interact with Leads


      	How to Follow-up with Leads


      	How Often to Follow-up with Leads


      	What to Expect with Leads


      	How to Move Them onto Become Clients 

      
        	Presentation


        	Negotiating


        	Deal Making

      



      	Qualification


      	Cold Storage


      	Tracking Metrics


      	There be Clients

    



    	Clients 

    
      	What is a Client?


      	Your Goal


      	How Does a Client Behave? 

      
        	Client


        	Advocates

      



      	How to Interact with Clients 

      
        	Client


        	Advocates

      



      	How to Follow-up with Clients 

      
        	Client


        	Advocates

      



      	How Often to Follow-up with Clients 

      
        	Client


        	Advocates

      



      	What to Expect with Clients


      	How to Keep Your Clients


      	Inspired


      	Help them to Become 

      
        	Advocates


        	Partners

      



      	Tracking Metrics


      	Summary

    



    	Partners 

    
      	What is a Partner?


      	Your Goal


      	How Does a Partner Behave?


      	How to Interact with Partners


      	How to Engage Partners


      	How Partners Might Arrive


      	Engagement


      	Tale of Emotions

    



    	Facts or Emotions 

    
      	Room Full of Elephants


      	Conscious Decision Making or Not


      	Free Will


      	The Remembering Drug


      	The 4 Facts Problem


      	Prior Understanding


      	Emotions


      	Commitment Drivers 

      
        	Scarcity


        	Time Limit


        	Authority


        	Network Effect


        	Bargain


        	Competition


        	Follow On

      



      	Emotional Appeal 

      
        	Greed


        	Fear


        	Selflessness


        	Envy


        	Pride


        	Embarrassment


        	Follow On

      



      	Making it Pay

    



    	Compensation 

    
      	Background


      	Working It All Out


      	Compensation Factors


      	Fair Market Compensation


      	Individual Targets or Goals


      	Check the Sales Compensation Expense


      	Compensation Models


      	Company Bonus


      	Moving Forward

    



    	Motivation 

    
      	The Zone Method 

      
        	Outline 

        
          	Base Pay


          	Team Bonus


          	Individuals Bonus

        



        	Gaming the System

      



      	BEST Motivation 

      
        	Bonus


        	Entertainment


        	Status


        	Toys

      



      	Status Boosting 

      
        	Closer


        	Mover


        	Generator


        	How it Works

      



      	Morale


      	Moving On

    



    	Pricing Models 

    
      	Common Models 

      
        	Cost Based Pricing


        	Differential Pricing


        	Equity Pricing


        	Feature Pricing


        	Free with Advertising


        	Free Product with Paid Service


        	Freemium


        	Market Pricing


        	Pay as You Go Pricing


        	Performance-Based Pricing


        	Portfolio or Package Pricing


        	Project-Based Pricing


        	Razer and Blade Pricing


        	Retainer Pricing


        	Subscription Pricing


        	Tiered Pricing


        	Time-Based Pricing


        	Value Based Pricing

      



      	Mix and Match 

      
        	Example 1


        	Example 2

      



      	Pricing Myths 

      
        	The Best Way to Create Prices Is to Mark-Up the Cost Price


        	The Competitors’ Prices Dictate Our Prices, We Need to Match Them


        	To Increase Market Share, You Must Lower Prices to Attract New Clients


        	The Prices We Charge Must Be the Lowest in The Industry


        	Those Who Buy the Most Get the Lowest Prices


        	Use A Lost Leader to Get into The Company Then Sell Premium Products Later.


        	Pricing Isn’t Important, Everyone Can See Our Value


        	Reduce the Price of a Product or Service to Regain Market Share


        	Optimizing Prices Is Difficult


        	Price Optimization Is Expensive

      



      	Pushing On

    



    	B•PRIME: Part 2 

    
      	Step 1 - Resources


      	Step 2- Marketing


      	Step 3 – Pricing Model


      	Step 4 - Compensation


      	Step 5 – Pool Creation


      	Step 6 – Tracking Metrics


      	Step 7 – Training


      	Step 8 – Doing It 

      
        	Gather Suspects


        	Nurture Pools


        	Meet Leads


        	Close Deals


        	Support Advocates and Partners

      



      	Step 9 – Feedback


      	Step 10 - Review

    



    	B•PRIME: Products 

    
      	Sample Implementation of B•PRIME for a Product 

      
        	Step 1


        	Step 2


        	Step 3


        	Step 4


        	Step 5


        	Step 6


        	Step 7


        	Step 8


        	Step 9


        	Step 10

      



      	How to Customize It

    



    	B•PRIME: Services 

    
      	Sample Workstream of B•PRIME for a Service 

      
        	Step 1


        	Step 2


        	Step 3


        	Step 4


        	Step 5


        	Step 6


        	Step 7


        	Step 8


        	Step 9


        	Step 10

      



      	How to Customize It

    



    	The Clients Perspective 

    
      	Cold Storage


      	In the Suspect Pool


      	In the Prospect Pool


      	In the Lead Pool


      	In the Client Pool


      	Summary

    



    	Resources 

    
      	Value Proposition Canvas


      	Perception Point Canvas


      	Sales Presentation


      	7 Seconds to Decide


      	Free Will


      	Source of 95% of our purchase decision takes place subconsciously


      	Emotion Based Decision Making


      	1% Increase in Cost Gives 8% Increase in Profits


      	Sales Expense Budget Calculation Worksheet


      	LinkedIn Group

    



    	Biography

  

  
    Landmarks

    
      	
        Table of Contents
      

      	
        Cover
      

    

  





OEBPS/Images/Katherine-Mono.jpg
N -

&






OEBPS/Images/Value-Proposition-Canvas.png
Value Proposition Canvas

L. roduct e

B | Experience % :M‘:ﬁts
eatures

Needs &  Fears

Company: Substitutes

Product

Ideal client:

B*PRIME’











OEBPS/Images/Value-Proposition-Canvas-Process.png
Value Proposition Canvas

-k

Emobional | Visible
Wants oo Pains

Waat?

Needs
Raional

Experience

AV

L. roduct e

L

{\
Why?

Benefits

Features

How?

Company:
Product

Ideal client:

Substitutes:

Do nothing

}

B*PRIME’





OEBPS/Images/B-PRIME-Front-Cover.jpg
MASTER
SALES PROCESS

N
LEAD

BePRIME

10 Steps to an Effective Money-Making Machine

Katherine Bean PhD






OEBPS/Images/Perception-Point-Canvas-Process.png
Perception Point Canvas

Others

Vavied

B*PRIME’










OEBPS/Images/Perception-Point-Canvas.png
Perception Point Canvas

B*PRIME’






