
BUILDING VALUEBUILDING VALUE

Understanding the executive customer’s mindset and creating strategic relevance
for product and service offerings

Finally someone
has created a
program that gets 
into the minds of 
the C-level.
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Program Benefi ts
Is your salesforce tuned in to the unique needs and interests of its executive 
customers? BUILDING VALUE helps sales professionals engage executives 
effectively by providing them with an entirely new framework for their 
sales efforts built on how value is created. Combining their own global 
executive research with customized data from select executives identifi ed 
by each customer, BTS reveals what executives believe are the essential 
components for salespeople to be credible, gain executive access, 
and ensure maximum relevancy.

BUILDING VALUE helps salespeople:
Understand the mindset and expectations of the 
executive customer.
Establish and build credibility with key executives.
Understand when key executives are involved in the 
buying cycle. 
Master an effective model for an executive-focused sales strategy
Examine and assess gaps in their skills.
Successfully partner with above- and below-the-gap customers.
Understand why it’s essential to call on all organizational levels in their accounts.
Increase their strategic relevance for their products and services.
Create a specifi c account plan for their highest-potential prospect.

Program Description
This exciting salesforce training program is based on contemporary research. 
Using quantitative research techniques, survey and interview data provide 
specifi c information on what key customers consider necessary for salespeople 
to be credible and gain executive access. 

BUILDING VALUE embraces the principles of both experiential and action 
learning. Each implementation is strategically customized to ensure relevance 
and participant retention. Prefaced by individual pre-work, this one-day 
program includes two half-day components that leverage breakthrough 
map technology.

The fi rst half of the program focuses on how to create strategic relevance 
based on data collected from key executives while the second half introduces 
the Building Value model, an effective tool for identifying and leveraging the 
interests of above- and below-the-gap players. This program is strategically 
customized and tied to real prospects and accounts. 
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Participants learn in teams of six to eight, tapping into the full power of their 
collective knowledge and experiences. The program concludes with account 
planning for participants’ actual accounts and prospects, using the BUILDING 
VALUE methodology. 

Map One: Executive Buyers

1  Mind of the Customer: What do executive customers 
expect of salespeople? Participants explore the executive’s 
expectations and discuss the gap between their 
understanding of an ideal salesperson and that of surveyed 
key executives. Customization of this module allows 
salespeople to understand their own executive customers’ 
expectations.

2  Establishing Credibility: How can a salesperson build instant credibility 
with an executive? Participants consider the challenge of building credibility 
and identify their own best practices. Then, they discover the three specifi c 
behaviors executives look for to assess credibility. Once again, data from 
executives can be customized to refl ect the participants’ own customers.

3  Buying Cycle: When are executives involved in purchasing decisions?
This module, which can also be customized to the company’s own 
customers, shifts participants’ perspectives from thinking about their own 
selling cycle to considering their customer’s buying cycle. Participants 
wrestle with research that shows executives are involved in many different 
stages of the purchasing process. They discover that they can infl uence the 
purchasing decision by addressing executive concerns even if executives 
aren’t in the meeting. 

4  Selling Styles: How can a salesperson sell value? Participants examine three 
types of salespeople: those that sell products, those that sell solutions, and 
those that sell value. They begin to see that selling value involves different 
discussion topics, different kinds of partnerships, and different outcomes 
than conventional selling.

5  A Look in the Mirror: Participants refl ect on customer conversations and 
examine their current selling strategy. Then, they assess how different types 
of exploration with customers create different kinds of strategic relationships.

This fi rst half-day session fi nishes with a debrief in which salespeople consider 
the specifi c changes they may need to make to their own strategies and 
approaches.

BUILDING VALUE

equipped our 
salesteam with a 
common language 
and model to 
gain executive 
involvement in
key accounts.

SELLING STYLES4

Product Salespeople Solution Salespeople Accelerator Salespeople

A LOOK IN THE MIRROR5

Always Sometimes Seldom

ESTABLISHING CREDIBILITY2

Establishing Credibility in the First Meeting

Salesperson Quality

Actions that Demonstrate
this Quality

Becoming a Trusted Advisor or Partner Over Time

BUYING CYCLE3
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EARLY MIDDLE LATE

Evaluating the Results
After the Purchase

Recognizing the
Need for a Purchase

Evaluating
Options

Resolving Concerns 
About the Purchase

Making the
Decision

Implementing
the Purchase

Executive Involvement

MIND OF THE CUSTOMER1

Most Critical

ESTABLISHING CREDIBILITY2
Relationships are based on trust, and creating trust begins with establishing 
credibility. How do customers judge the credibility of salespeople? To find 
out, follow the steps below.

Step 1
In your first meeting with an executive, you need to grab that person's 
attention.
�   Look at the six qualities that customers believed were the most 

important in the last activity.
�   Which one quality of those six is going to be most important in a first 

interaction with an executive customer? Write your answer in the space 
provided on the map.

�   How can you demonstrate that quality in the first few minutes of a 
meeting? Write your answer in the space provided on the map.

Step 2
Over time, as your relationship builds, you can increase your credibility 
with the customer and ultimately become a trusted advisor or partner.
�   Which one quality of the six in the previous activity is going to be most 

important over time in helping an executive customer to see you as a trusted 
advisor or partner? Write your answer in the space provided on the map.

�   How can you demonstrate that quality in your interactions with the 
executive? Write your answer in the space provided on the map. 

BUYING CYCLE3

Now let's consider why and at what point key executives are involved in 
each phase of the buying cycle for major purchases. Again, work as a team 
to complete the steps below. 

Step 1
The chart to the right shows the chronological stages of a major purchase 
buying cycle.
�   For each particular stage of the buying cycle, estimate the percentage of 

executives who said they typically were involved at that point.
�   Draw a line across the column for each stage at the estimated 

percentage level. 

Step 2
Executives do both long-term and short-term planning, which includes 
decisions about making major purchases. Discuss the following questions, 
and write your team's answers below the buying cycle.
�   How far out in time do executives think when planning for the long term?
�   How far out in time do executives think when planning for the short term? 

STOP here until you receive instructions from the facilitator to continue.

Step 3
Discuss the following questions:
�   Think again about the salesperson qualities you discussed in the first 

activity. Which qualities are most important at each stage of the   
sales cycle?

�   What specific actions can you take to help customers with their 
long-term planning? With their short-term planning? 

MIND OF THE CUSTOMER1
This map will allow you to explore how your customers' and prospects' key 
executives make buying decisions. Let's begin by looking into the mind of 
the customer. 

When you see a stop sign ( ), stop and complete the instruction before 
proceeding.

Step 1
Distribute a deck of Mind of the Customer cards to each member of your 
team. Each card describes a quality or behavior that customers want in 
a salesperson. 
�   Consider each of the 25 cards and select the six you think best describe 

what executive customers want in a salesperson. 
�   Lay them face up on the table in front of you, left to right, beginning 

with the quality you think is most critical. 

Step 2
�   Compare the selections made by everyone at your table. Discuss the 

qualities that showed up most often toward the left side of people's 
selections.

�   As a team, come to consensus on the six qualities you believe your 
executive customers believe are most critical in a salesperson. 

�   Now rank them, beginning with the most critical quality. Place your team's 
top six cards in that order in the "Mind of the Customer" block to the right. 

A LOOK IN THE MIRROR5

Step 1
The task is to examine your current selling strategy. 
�   Deal out the deck of Conversation cards. 
�   Place the side with the "example" face down. (You'll use the 

examples later.)
�   Each Conversation card describes a focal point, or topic, of 

conversations you may or may not typically initiate and pursue 
with your customers. 

�   Read each Conversation card aloud, one at a time.
�   After each card is read, discuss how often people at your table 

intentionally seek that type of information by doing research or 
asking questions of the customer. 

�   Place the card in the sorting box on the map that best reflects that 
frequency. 

Step 2
�   Look at the cards you placed in the “Always” category. How do 

they help you to build credibility with your customers?
�   Look at the cards you placed in the “Sometimes” and “Seldom” 

categories. How would discussing those topics more frequently 
help you strengthen your credibility with customers? 

SELLING STYLES4

Traditionally, salespeople were experts in the products they sold. During 
the last decade, great salespeople have learned to sell solutions that 
solved customers’ problems. Today, customers want salespeople who 
will help accelerate their achievement of their desired business results. 

Step 1
�   Deal out the deck of Sales Attributes cards.
�   Decide in which column each card fits. Which type of salesperson 

does it refer to: Products? Solutions? Accelerators? 
�   Note the similarity of phrases that start the cards. Each group of 

three goes in the same row.
�   Place the cards on the appropriate boxes. 

STOP here and ask the facilitator to check your sort before you continue.

Step 2
When finished, discuss the following questions: 
�   Which salesperson attributes (from Activity One) are most critical for 

salespeople who want to accelerate their customers' business results?
�   How much of your time today is spent doing each of the three types 

of selling? Assign percentages if you can.
�   What would it take for you to do more selling of the type in the third 

column? What would you have to do differently? What resources 
would you need?

�   What might be the business impact to your company if you and your 
colleagues did more selling of the type in the third column? 
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Executive Buyers
B U I L D I N G  V A L U E
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Map Two: Becoming Strategically Relevant

1  Sales Conversations: Participants are introduced to the Building Value 
model. They determine how conversations with customers above- 
and below-the-gap differ and consider the impact of value-oriented 
conversations at the highest levels of the model.

2  Above-the-Gap Knowledge: Diving deeper into the 
Building Value model, participants begin to develop an 
executive-focused strategy. They examine the top layer—
their customer’s external environment, how they add 
value to their customers and compete in the marketplace. 
Then they look at the next layer—their customer’s 
internal operations, the business processes customers 
use to create the value they present to the market. 
Participants then consider the importance and timing of 
getting information about these top layers. 

3  Below-the-Gap Knowledge: Participants explore the bottom two layers of 
the model—solutions and products, where customers are looking to solve 
problems and fi ll needs. While these layers are generally managed by 
people below the executive level, participants learn why addressing them
is still critical to making the sale.

4  Discovering the Gap: Participants explore the gap between the top and 
bottom portions of the model and review the most important areas of 
questioning. Participants can now describe the layers as well as identify
and leverage above- and below-the-gap players.

5  Gap Analysis: Working with a custom sales scenario based on their own 
industry and customers, teams apply their discoveries to real-world,
client-specifi c situations. They strategically analyze an account, determine 
above- and below-the-gap players, and create questions to ask both groups.  

6  Pre-Call Planning: Prior to the session, each participant identifi es a target 
prospect and comes prepared to discuss the opportunity. Using what
they’ve learned, participants analyze their account and prepare a concrete 
action plan, which they then share with a partner. This module may be 
included in the program or used as a reinforcement activity in a subsequent 
sales meeting or coaching discussion.

7  Final Debrief: To close the session and begin putting their learning to work, 
participants process the whole BUILDING VALUE experience and discuss the 
changes they will make in the fi eld and in their account planning activities.
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Place Sales Conversation Label Here Place Conversation Card Here Place Conversation Card Here Place Conversation Card Here Place Conversation Card Here Place Conversation Card Here

J O B  T I T L E S

J O B  T I T L E S

RESPONSIBILITIES ABOVE THE GAP

� Makes long-term decisions

� Sets direction

� Manages multiple functions

� Determines budgets

RESPONSIBILITIES BELOW THE GAP

� Manages single function

� Implements programs

� Expends budgets

� Purchases products

The Gap

Customer's External 

Environment

Integrated Solutions

Products

Customer's Internal 

Operations
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B U I L D I N G  V A L U E

Becoming Strategically Relevant

This program 
helps you build a 
sales culture that’s 
aware of what 
actually happens 
in your customers’ 
executive suite. 
Armed with this 
knowledge, you
can create value 
and align with your 
customers’ most 
important issues.
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Audience
All business-to-business sales professionals, managers, and leaders responsible 
for the acquisition or development of strategically important and complex new 
accounts.

Implementation/Customization
BUILDING VALUE is a one-day program, but it may also be implemented as a 
half-day program using only the fi rst map. The program requires one trained 
facilitator per four to six teams of six to eight people each. All of the data on 
the fi rst map is customized as the result of BTS interviews with fi ve to seven
of the client’s executive-level customers. The scenario used in the second half 
of the day is customized around current customer and competitive issues.
Sample and practice executive conversations are customized to refl ect the 
actual questions participants ask their customers and prospects. Specifi c 
language, forms, and best practices may also be integrated into the learning 
experience.

BUILDING VALUE 
presents the 
customer’s voice
in your key 
accounts so your 
salespeople can 
listen and translate 
their needs into 
actionable plans
for immediate use.


