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COMMUNICATING VALUECOMMUNICATING VALUE

Program Benefi ts
The days of sales calls dominated by slide presentations are coming to an end. 
In today’s business-to-business environment, customers expect interactive 
discussions. COMMUNICATING VALUE provides salespeople with the skills to 
facilitate sales meetings that involve individuals or groups of people. Based 
on global research with customers across multiple industries, BTS reveals 
what customers are really thinking and how they assess value during sales 
meetings. This program equips salespeople to align with what customers value 
and use an accelerated approach to selling.

COMMUNICATING VALUE helps salespeople:
Gain credibility, create an advance, and • 
understand what customers expect from a 
sales meeting. 
Analyze customers’ expectations and learn • 
how to communicate using an accelerated approach to selling. 
Learn and use the Communicating Value model by role-playing the • 
beginning, middle, and end stages of a simulated sales meeting.
Establish strategic call objectives and key messages.• 
Align offerings to customers’ business challenges. • 
Use stories and models that provide memorable references for the customer. • 
Maximize listening skills and aid customer comprehension through high-• 
impact questions.
Understand different communication styles, how they interact, and how to • 
accommodate different styles. 
Understanding the competing needs in a meeting and learn how to manage • 
conversations.

Program Description
This innovative salesforce training program explores a subject that is 
often overlooked by salespeople—the interactive sales discussion. Using 
contemporary research from customers around the world, COMMUNICATING 
VALUE challenges salespeople to facilitate value and take an intentional 
approach to their sales meetings. The program features a customized, three-
layered case study focused around a sales meeting with a typical customer 
organization.

COMMUNICATING VALUE embraces the principles of both experiential and action 
learning. Each implementation is strategically customized to ensure relevance 
and participant retention. This one-day program includes four components 

Facilitating value and creating alignment with the customer through interactive 
sales meetings  

Align Conclude Act

Explore

Reflect
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that leverage breakthrough map technology. Participants learn in teams of six, 
tapping into the full power of their collective knowledge and experiences. 

The fi rst part of the program helps participants learn how to align with 
the customer in the sales meeting. They explore how to gain trust, build 
credibility, and create an advance as they consider the evolution of customer 
expectations. Participants then learn a model to help them take an intentional 
approaching to sales meetings that communicates value and aligns with 
customer expectations. Then, they consider the tools and techniques—call 
objectives, key messages, business challenges, storytelling, and models—used 
in the exploration stage of the sales meeting. Next, participants examine 
how to facilitate refl ection through listening and high-impact questions. Last, 
participants learn how to conclude and inspire action in their sales meetings by 
understanding different communication styles and balancing competing needs. 
The program is interspersed with a three-layered case study used by teams to 
role-play and process the beginning, middle, and end of a sales meeting.

Map One: Aligning with the Customer

1  Gaining Trust and Credibility
Participants examine how customers view the 
opening of an initial sales meeting between a 
customer and a salesperson. Then, they learn which 
actions customers believe create credibility during an 
initial meeting and consider how customer responses 
might differ if they were meeting with salespeople 
whom they already knew.

2  Creating the Advance
Participants analyze the end of the meeting, refl ecting on actions of 
salespeople that customers say makes them willing to schedule a follow-up 
conversation or continue their discussions. They determine the customers’ 
top choices for the advance and refl ect on common themes. Then, they 
consider how customers assess the value of a meeting with a salesperson.

3  What Customers Want from a Sales Call
Participants consider the opening and closing of a meeting. Then, they 
determine what they think customers expect from a sales call and report out 
to the group.
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4  New Expectations for Sales Calls
Participants gain insight into customers’ changing expectations and 
the different approaches salespeople take. They consider the different 
communication needs for each sales approach and consider new skills 
they might need to develop to communicate in a way that supports the 
accelerator approach to selling.

5  The Communicating Value Model
Participants analyze the Communicating Value model and its stages 
of Align, Explore, Refl ect, Conclude, and Act. The entire program is 
confi gured around this model. Then, they use the fi rst layer of a customized 
case study to role-play the fi rst fi ve minutes of a sales meeting. Two 
participants act as salespeople, running the initial stage of the meeting, 
while the rest of the group takes on different roles within the customer 
organization. Alternatively, the role-plays can be structured to replicate 
one-on-one meetings. Tables debrief after the role-play. 

Map Two: Exploring an Approach

1  Call Objective and Key Message
Participants establish their call objective for the 
Explore stage by considering how they want the 
customer to Conclude and Act at the end of the 
meeting. They also establish their key message and 
how it differs from a call objective.

2  Business Challenges
Participants read through business challenges or 
opportunities their customers might have and discuss which challenges are 
most important to the customer in the case study. They consider the three 
challenges most critical to the customer and discuss how their company’s 
offerings can address those selected business challenges.

 
3  Storytelling

Participants look at how to use stories to communicate the value of their 
offerings. They explore the elements of a good story and consider a 
situation where a customer had similar challenges to those of a customer 
in the case study. The debrief includes best practices for storytelling in the 
context of sales meetings.

Models

The Communicating Value Model 
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MODELS4

One of the best ways to explain complicated concepts is to draw simple models and visual pictures. These diagrams 
provide listeners with an easy way to understand something new. Models offer a powerful platform for interactivity 
and provide a strong and memorable reference for your audience.

In this activity, you will practice using a number of common models. 

Step 1
•  Review the models portrayed in both your table’s set of Model cards and on the map.
•  Discuss and select a model that would be useful with the customer in the case study. You’ll need to adapt the 

model to the customer’s situation, what you’re trying to sell them, and their business challenges. 

Step 2
•  As a table, you are going to deliver a 3-minute presentation to the customer in the case study. Nominate at least 

two people at your table to make your presentation to the room at large and one person to pose as one of the 
customers in the case study. 

STORYTELLING3

Stories have significant emotional power and make information meaningful and memorable. In this activity, we 
will look at how to use stories during the Explore stage of a sales conversation to communicate the value of 
your offerings.

A good story has several elements:
•  A beginning, where a desired outcome is described 
•  A middle, where expected and unexpected challenges are overcome
•  An end, where a lesson is learned

Step 1
•  Ask someone at your table to think of a situation where a customer had similar challenges to those of the 

customer in the case study.
•  Have that person tell their story following the outline above (beginning, middle, and end). 

Step 2
•  Discuss ways you could further improve the story to make it have higher impact or be more meaningful to the 

customer in the case study. 
•  Ask a second person at your table to share another story, and repeat the process. 

BUSINESS CHALLENGES2

Step 1
•  Find the deck of Business Challenge cards. 
•  Each card represents a business challenge or business opportunity your customers might have.
•  Deal out the cards to the people at your table. Ask each person to read their card aloud.
•  Discuss which challenges are most important to the customer in the case study.
•  If you are aware of an important customer priority not listed on the cards, write it on the blank card.
•  Place the three challenges currently most critical to the customer on the section of the map labeled “Business 

Challenges.” 

Step 2
•  Discuss how your company’s offerings can address the Business Challenge cards you selected. 
•  Take notes in your journal. You will return to them in a bit. 

Step 1
•  The first step in preparing for the Explore stage of the meeting is establishing your call objective.
•  Think back to the call you practiced. If necessary, refer to Case Study Layer One.
•  As a group, decide on your call objective for this meeting. Keep in mind the following:

•  What do you want the customer to Conclude and Act on at the end of the meeting?
•  What would the customer say their objective is for the meeting?

•  List your call objective in the indicated area on the map. 

Step 2
•  The next step is establishing your key message.
•  The key message is something you can restate at various points during the meeting.
•  A good key message has the following qualities:

•  It explains very succinctly how you can help this customer.
•  It describes the partnership you’d like with this customer.
•  It demonstrates that you are focused on accelerating their business results, often by explicitly discussing a key 

metric or goal that is important to the customer.
•  List your key message in the indicated area on the map. 

CALL OBJECTIVE AND KEY MESSAGE1

Copyright © 2008 BTS
CVM2002 Map Two

Exploring an Approach
C O M M U N I C A T I N G  V A L U E



Copyright ©  2004, 2008 BTS CVSS002B

4  Models
Participants learn how simple models and visual pictures can provide a 
powerful platform for interactivity as well as a strong, memorable reference 
for their audience. Participants practice using models and discuss which 
one would be most useful with the customer in the case study. Then, teams 
role-play with two salespeople and at least one customer to deliver a three-
minute presentation to the customer in the case study.

Map Three: Facilitating Refl ection

1  High-Impact Questions
Participants consider how they can help customers 
process what they have heard through high-impact 
questions. They review questions they might ask a 
customer and write high-impact questions they could 
ask the customer in the case study.

2  Listening 
Participants learn that listening is not passive and 
requires a specifi c set of skills. They listen to an audio recording of an 
interview and test their listening skills. Then, they determine techniques 
for effective listening and also refl ect on their client’s non-verbal 
communication. 

3  Practice
Participants engage in layer two of the case study and engage in another 
role-play of the next ten minutes of the sales meeting set up in the same 
manner as the fi rst, focusing on the Explore and Refl ect stages of the model. 
Tables debrief after the role-play.

Map Four: Inspiring Action 

1  Styles
Participants examine various communication styles, 
including their own. They analyze how these 
styles interact and the best ways to communicate 
with each style. Then, they consider their most 
challenging customer’s style and how they can better 
accommodate this style.

Balancing ActStyles

The Communicating Value Model 
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BALANCING ACT2

In any meeting, there are competing needs. Part of your role in the meeting is to facilitate. Doing that 
requires you to balance these competing needs. In this activity, you’ll learn some tips for doing that.

•  Review the “Balancing Act” workspace on the map. It lists five continuums that have to be balanced 
during meetings or conversations. 

•  Find the Balancing Tips cards. Each card describes a set of actions that salespeople can use to 
manage a conversation with a group of customers.

•  Deal them out and read each one aloud at your tables.
•  As a team, decide which card goes in each box on the map. That is, decide which category the card 

fits in and whether it moves the conversation more to the right or to the left on each continuum.
•  Read each card in its entirety before making each decision. 

We often interact with others as if they think and feel the same way we do. It's only natural to view 
others through the same lens we see ourselves. The truth is we're all wired in different ways. The more 
we learn about ourselves and others, the more we recognize both our similarities and our differences. In 
this activity, you'll examine various communication styles and how they interact.

Step 1
•  Find the set of four cards labeled E, T, P, and A in your table kits. Spread them out in front of you with 

the “Do you…” sides face up. 
•  Sort the cards from left to right with the card that best describes you on the far left and the card that 

least describes you on the far right. (You will see a little of yourself in every card.) Record the order of 
your sort in your journal. 

Step 2
As a group, please answer the questions listed below, so you can describe your letter to the rest of the 
group. Use the flip chart to create a list with bullet points for each question to share with the larger 
group. List as many things under each question as you can think of in a true brainstorm fashion. You do 
not need to reach consensus on any of the items in your lists.

Questions:
1.  What is the best way to communicate with your letter?
2.  What should others know about how to build a relationship with your letter?
3.  What are the things that push your letter’s hot buttons and drive you crazy?
4.  What words or phrases that begin with your letter might best describe the characteristics you all share?

Be prepared to share your group’s responses with the rest of the room. 

STYLES1

PRACTICE3

•  Now you will engage in your final round of practice. This round will focus on the next 10 minutes of 
the meeting, where you will practice the Conclude and Act stages.

•  Start by reading Case Study Layer Three aloud. There is a copy of this card for each of you. 
•  Pick two of the people at your table to play the role of salespeople from your company. If possible, 

these should be different people from those who played that role in earlier rounds.
•  The others will play the role of different people in the customer organization. Let the people playing 

the salespeople know which role you each have. 

•  Spend 10 minutes preparing for your sales meeting. 
•  Begin the sales meeting. It will last 10 minutes, and represent the final 10 minutes of the meeting you 

started earlier. You may not be able to get to everything, but go as far as you can. Allow for interaction. 
The customers will take the lead role in this round. 

•  After the meeting, debrief what worked and what could be improved. 

Salespeople
•  Salespeople should prepare together using the 

Communicating Value Worksheet. 
•  Complete your notes just for the “Conclude” 

and “Act” boxes, since those are the only parts 
of the meeting you’ll be practicing right now.

•  Use what you learned about styles and 
balancing as you manage the meeting. Your 
job in this round is to facilitate the customer’s 
decision process.

Customers
•  In a few minutes, when the practice starts, 

you should be challenging, but realistic. Say 
and do things you’ve seen in real meetings.

•  Adopt the personality that is described for 
your role in the case study.

•  Prepare with the other people at your table 
playing the customer roles by having a 
conversation about what you will look for in 
the meeting and how you will act.
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2  Balancing Act
Participants discuss how to facilitate and balance competing needs in a 
meeting. As a team, they decide where each balancing tip that describes 
key actions salespeople can take to manage conversations falls on the fi ve 
key continuums and whether it moves the conversation more to the left 
or the right.  

3  Practice
Participants engage in their fi nal round of practice, the Conclude and 
Act stages in the third layer of the case study. They role-play the last ten 
minutes of a sales meeting. Tables debrief after the role-play.

Audience
All business-to-business sales professionals, managers, and leaders who 
manage sales calls or meetings involving complex sales.

Implementation/Customization
COMMUNICATING VALUE is a one-day program. It requires one trained facilitator 
per four to fi ve teams of six people each.  

This program features a customized, three-layered case study focused around 
a sales meeting with a typical customer organization. Participants role-play 
the beginning, middle, and end of a sales meeting throughout the program. 
Specifi c language, forms, and best practices may also be integrated into the 
learning experience as appropriate.


