Ten Ways High-Tech Companies Slaughter Their Bottom Lines, Brands and
Reputation Through Obsolete And Over-Aggressive Sales Strategies
A Strategic Tip Sheet For High-Tech Executives
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“Customers’ buying processes have evolved in our world of ubiquitous, instant, global
communication...but companies’ selling processes have for the most part stayed the
same.” ~ Harvard Business Review editorial in August 2006
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What Has Helped Us To Get Where We Are Now, May Not Be Able To Help
Us To Get Where We’re Going
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The Traditional Sales Process Most Technology Companies Practise

Selling Through Cold Prospecting
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Selling through Bidding Battles

( # " " #
7 5 # & " & Co# &
( # &0 ( & + "+ 8%
B2= ' (&
& v } B2= (& 8& & (

Page 3 of 10



http://www.varjan.com/
http://www.varjan.com/
mailto:bald.dog@varjan.com

‘0 ' ( N # 8& & "
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significant problems we face cannot be solved at the same level of thinking we were at when we
created them.”
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1 Mistaking Analytical Technology Buyers For Emotional Consumers - #
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2 Using The One-Step “Instant Sale” Type Marketing Approach - ' 0
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“l don’t know you, but being one of us, I start reading your stuff. I give you the benefit of
a doubt and regard you as innocent until your writing proves you guilty.”
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9 Pushing New Stuff Down Buyers’ Throats Using An Army Of Peddlers -
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Wasting Resources On Institutional (Image) Marketing - # #
] & (Al # & +
¢ ( . "G
' ( & @ &C # H& +
# ( = & & # # 0(
0 # # # & # # (
# # & ' & & C
# & *
D + (& # . + 4
& ( " # & "o (
Image Marketing Direct Response Marketing
Objective: 4 (&99 ( 6( # 4 # &
1 # # # 1 # # #
0# & O#
D # D
# &
5 + # 5 + + # . # &
Page 7 of 10



http://www.varjan.com/
http://www.varjan.com/
mailto:bald.dog@varjan.com

End result: # + ; End result: # & 3
" ( D J + )
+ #
6 # + (#& . 0## & ( #
# " "o ( e ( #e o+
' & Yo# # ! ' +
# ) 6 ' @ & —
Fallmg To Quantify The Value Of Your Offers At The Highest Impact Level -
& # & E' &
1] & 1] LA LA & + (
# & # 8 '# # 0@
& 68 # & ( 1 # &
& & ( 8& ' 5 4
B v & (&
A 7 The technology itself:
E b # # &
> /ot (32 g '8
£ Full Spectrum of Value = & Bl &
g Product or Package of Services (Innate Value) # #
o + Process (Operational Value) # 0 ' Cé&
+ Performance Capability (Strategic Value) l ( l & #
@ & # '
s / « '3
Traditional “presentation- w2 Process level & ™ &
bjections-close” based S= T
seling ends here. E8 L. e (
SE (
23 # #
Product of |  Pprocess 3 # 0 ' #
Package of Services o LA # (&
Value Scale
> Performance level: (& ' # F F
& C & , v # “# & # ,
# # ' #! & # ' H™ & % " +
# # &
Crganisational 50 " § & 1. " & . # . ..&
Inertia to 52 @ E% 3 &
maintain the 2% § S5 & +
status quo g m a £ P #
oo 2a
& 8&
) ' & (& "
ICIlent Value @ . - A ¢
LA (] @
& # #&
6 " " ( #88& & ( &
& # #&, - & & + "
5 " & " v ' # ( = &# #+ '
Jrreeeee # 1 # 0 0" (
Page 8 of 10



http://www.varjan.com/articles/why-deserting-websites.shtml
http://www.varjan.com/
http://www.varjan.com/
mailto:bald.dog@varjan.com

# & & # & 8& #
# # & &' & 8& " & " ' #
&# # & 8& & " # & Ho# &
Summary
# & ( + + #
# # + + &
# + (
: ( # & & # @& & & ## &
- @& # + bo& #'# (& (
&# # " <
} ( +- Po# 5 4 D) & 2 +H
B& (&+ H < “In addition to understanding and accepting the fact that cold calling is

no longer the answer, you must understand the difference between buying and selling:

Buying: The act of willingly purchasing something that one wants or needs. The buyer
leaves the transaction feeling satisfied and fulfilled.

Selling: Attempting to convince another that they want or need your product regardless
of whether they do or not. The buyer frequently experiences buyer’s remorse after such a
transaction.”
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“In times of change, learners will inherit the earth, and the learned will find themselves

beautifully equipped to deal with a world that no longer exists. The illiterate of the 21st

century will not be those who can't read and write, but those who cannot learn, unlearn

and re-learn.”
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