“Value”
This Is NOT an Add-on Sale

Danny Rocks
The Company Rocks
danny@thecompanyrocks.com
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Define Value

| Whatever the customer decides it is
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You Sell More than Products

Products Services
Are Made Are Delivered
Are Used Are Experienced
Impersonal Highly Personal
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“Selling the Invisible” B Harry Beckwith




e ¥ I Think “Knowledge-
’\ ,. () .m\\ out nOu o(’ﬂ added”
3 ngth ' I State your most
5“9 q, DIAY compelling claim to

Sell Your Knowledge

knowledge
l And then — PROVE IT!
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Builld Your Business

| Around your
customers’ values
| Cheapeste
| Most convenient?e
| Best selectione
I Friendlieste

| Most
knowledgeable
staffe
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Think Like Your Customer

I “If you want to
catch fish...
| Think like a fish”
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Reverse Your Viewpoint

I Stop thinking like...

I Start thinking like...
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Take Your Message...
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The Customer Value Equation

Copyright 2006 The Company Ro

Product + Price + People = Customer Value
|




What Makes the Difference?¢

' Product?¢
| Lots of “me-too-s”

| Same product in
many stores

| Too many choices
I = no choice

| Price@¢

'-ow e, : | Could b
PRICE ° ' .00

sales staff
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What Makes the Differencel

“A big-box retailer
can not compete
against the
Independent
retailer who values
the relationship
between his
customers and his
people.”

I Danny Rocks

I Music Inc. Magazine -
May, 2006
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