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A What manufacturers and chain operators are telling us
A Managing purchasing

A An approach for marketing

A Needs Assessment Process

A Examples of questions

A Expectations

A Real world examples from the group

These meetings and discussions have to be all about the customer at

nothing about you not yet. If you fit, the customer will take you to
product, when they are ready to!




Background Our manufacturing clients are telling us é
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A We seem to hgvAe meetings andﬂdiscussiong that all spund great, then it comes gown
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A They only want to talk about price
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A Purchasing can make my life miserable
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Chain Restaurant Clients tell us é

A Less than 20% of the sales people who call or reach out for a meetinAg gnow enough
I 602dzi GaYé odzaAySaaé¢ (2 3ILAY ONBRAOAT AL

Aaz2ai alrfsSa LIS2LX S R2y Qi fAal0SYyT 2N R2

A This is a perfect storm for operators higher costs, reduced consumer spending,
reduced traffic

A Chains need solutions more than ever today, the right process will make your
company better resource for operators

A The sales process needs to be more effective to cut through all the clutter that chains
see

A The value today is less around product and more around the overall business literacy
and competency of the supplier




Managing Purchasing é

ALFT GKS& IINB y2i0 I 0Odzad2YSNE @&2dz R2y Qi

A Rarely does purchasing drive strategy, in many cases they are not even aware of an
initiative until its time to source product

A If you are concerned that they may create roadblocks, ask them for advice

A If they insist upon blocking you, then you have a decision to make

At Bellwether Food Group we have found with our
manufacturing clients, that if purchasing is asked the righ

guestions, in the appropriate context and the right approac
most clients are pleasantly surprised at how much informati
they are able to get




Starting the Meeting with Purchasing

S

Some of the ways to conduct a needs assessment discussion, based on where you are
the history of the relationship

A With someone you are meeting for the first time
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The Purchasing Discussion

S

A In the middle of the process, or trying to reshuffle the deck
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The Purchasing Discussion é

A Someone you have known for awhileasking questions you have never asked

before:
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bring me up to date on what has been happening with you / the business /
2LISNF 0A2Y &aAyOS flad aLl2iSKe

A ah @SN &3Seatslraddiespacially the last few months, our industry has
been through a lot. How has this turmoil impacted you personally and
LINE FSaaAzyl tfeKe
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Best Practices Getting Information é

A Use your network, those you know who have access to, and pieces of the puzzle
about this account

A Other vendors, inside contacts, distributors, your peers
A Publicly available information
A Investor relations, press releases, industry publications
A Wall Street analysts
A Talk to others around the business
A Competitors, other vendors (beverage suppliers)
A Observe the restaurants
A Customer usage and patterms who, how and why
A What things cost, how it all works?

A Key issues




Earning the Marketing Meeting é

A Patience is imperative they are all overworked

A Chances are remote that the day you call, they will be working on or thinking abou
your category

A Most sales people blow it when they reach marketingi K 4 Qa4 ¢ KI a O
folks tell us

A You have to earn the right to ask for a meeting with marketing
A They will not make time for an information dump

A Marketing is in the business of addressing the consumer need states that they think &
relevant to their consumers, so make it a point to find out what those are and which
ones are important

A That information is available many places

A Of course, visit a couple of stores, websites and all that, as you normally will. Check ¢
their competitors, etc. Do everything the networked industry consultant would do
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Earning the Marketing Meeting The Approach é

A Patience is imperative they are all overworked

AGCANRGE £SG YS LRE23IAT S F2N) NBF OKAyY 3

Adaé LlzZN1L}22aS Ay O2y il OGAy3 e2dz Aa 02 as
discussion around the role of in your business, and where you see the future of that
category with your brand specificalyvé like to use the word brand with the marketing
folks, that seems to be their languggend your category in general
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evaluate a select group of chain operators , and my assignment is get some insight fr
the innovative marketing executives in (whatever category) around their view of the rc
of——-AY U(GKSANI 0dzaAySaasz 2N AT UKSe S@gSy
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initiative around the opportunity/category/your business, we wanted to get a perspect
FNRY YINJ]SOAYy3E
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The Marketing Meeting The Approach é

A You have a license to be new at, and ask for their perspective on their brands, what
O2y adzyYSNJ ySSR a4l GdSa G0KSe& | RRNkaaz gKI
A When you get started with one of these discussions, use the relevant needs assessn

guestions. Basically, you want to find out if your category is something that they migh
be working on over the next§18 months

A Make the meeting all about them no pos, no company rap, none of that!
A¢lF1S I 06dzaAySaa OFNRXE | LISY YR | y20S8
A Your goal is to establish the connection and build the network
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The Needs Assessment Process
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Needs Assessment Meeting é

A A needs assessment meeting is spending time with the customer to understand their
needs
A It is not about selling anything or presenting solutions

A You want to gather as much information as possible to understand whether there is ar
opportunity at this account, at this time, or not

A It is about listening to them not talking about your company or products
A It is about finding opportunities to capitalize on in the future

The Needs Assessment Meeting is the essential skill in t
model. The ability to conduct excellent needs assessme

meetings Is the fundamental skill in effective strategic selli
Those who do this well usually excel as strategic sellers
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Gut Feeling é
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*Primal LeadershifHarvard Business School Press, 2002; Goleman, Boyatzis, McKee, page 44.
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Learning Process é

Neocortex

the challenge is to relearn deeply book learning, basics of making

ingrained habits. | i
It needs lots of practice a sales call operates

FYR NBLISGAGAZYE with great efficiency

Limbic Brain

Ga¢KS G aij

Fye f2y3s

*Primal LeadershijfHarvard Business School Press, 2002; Goleman, Boyatzis, McKee, paf@s. 102
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Strategy of the Needs Assessment Meeting é

A Get the customer to think about what is on their mind versus reacting to a sales pitch
A The approach differentiates you from the competition
A You position yourself as a resource, not a nuisance

A Your actions (listening) demonstrate you are willing to invest in what is important to
them

A You develop trust which leads to a relationship, guiding you to solid business
opportunities

Later in the process, you can link the right solution to their gg

because it is driven by what is important to them

17



Strategy of the Needs Assessment Meeting é

GbSAEt wl Ol KIY 061 dzi K2 NJ
that the best sales people actually held back
the product for the longest time

and were not necessarily the best talkers,
but the best listeners ...
UKA& ¢6Fla GKS OANIK 27

* Rick Page.
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Required Tools é

Listening Silence Blank Paper

A

The most undeutilized The second most under If you concentrate on
tool in gathering utilized tool in gathering taking notes, the
information information likelinood is that the
about a customer about a customer other person will keep

talking

19
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Needs Assessment Questions

20



Suggested Needs Assessment Questions é

A Permission Questions
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A Broad Questions
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Suggested Needs Assessment Questions é

A Probing Questions
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Suggested Needs Assessment Questions é

A New Product / Supplier Questions
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Suggested Needs Assessment Questions é

A Organization Questions

AG2 KFd INB 0KS RSLINLIYSyda k LIS2LX ST |
O2yiul Ol KE
T a1 26 ¢2dzZ R €2dz RSAONAROGS GKSANI adef S|
T a1 2¢ aK2dzZ R L 32 |Foz2dzi O2y i OuAy3a 0l
T G2 KIFIG FTROAOS ¢2dz R @2dz aKINB gAGK Y.
T G2KFG FNB GKS AdadzSa GKFdO GKA& LISNEH:

1y26 | 02dziKEé

Ad2 KIgd StasS R2 L ySSR (2 (y24 k dzy RSNHA
AG22dzZ R @82dz YAYR AFT L adlesSR Ay G2dzOK
J32 K¢

24



Suggested Needs Assessment Questions é

A Summarizing Questions
AG! @ 6S 6NI L) dzlJ KSNBZ YIé 46S NBOASH 6K
NA IKGKE
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The Sales / Customer RelationshipAn Overview

The targeting and

prioritization process Deep Dive / Operation not suited to

Due Diligence our focus

happens before you
enter the sales cycle

Internal and External e G -------- N

Business Review . :

Needs Assessment

Implement the Meeting

: Initiative _
Not interested. 4 Not interested. Does
Pursue other : not wish to share
options / move ‘ e information
to next account ﬁ ;
Present the .. Identifying /

_________________ 4" Understanding the
Buying Influences

Business Plan

Develop the
Business Plan
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Transactional versus relational
A |Is the conversation all about price, or are other factors beyond price important?
Accessibility

A Do we know who the decision makers are?
A Do we understand the actual decistomaking process?

A Is there anything that blocks us from this account (contract, relationships, distribution)?
Size of the prize / profitability

A 1s the opportunity big enough or profitable enough to justify the investment?

Strategic Fit

A Are our categories relevant to the customer?

~

A What role do our categories play in their success?

~

A Are cheese sauce, salsa or pickles important?
Financial Health
A Will they be in business next year?

~

A Are they likely to pay their bills on time?

28



Understanding the Buying Influences é

There are four key groups of influencers ...

Economic Buyer: User Buyer:

8 A Most impacted by the
for, and power to make, the product

important decisions A Operations, Unit

Manager, Chef /
Cook, Assistant
Manager, Server

A President, Vice President

Technical Buyer: Gate Keeper:
r‘ﬂ,, A Determine whether or not A Cannot help, can only
/ /?y your product fits not hurt yout little
'/ .| A Marketing, R&D Director, power
Manager, Operations, A Purchasing
Culinary
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