
0

Strategies for Connecting with the power
Getting past Purchasing τConnecting with Marketing

June 17, 2010



1

Agenda / Focus
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¢ƻƴƛƎƘǘΩǎ ŘƛǎŎǳǎǎƛƻƴ

ÂWhat manufacturers and chain operators are telling us

ÂManaging purchasing

ÂAn approach for marketing 

ÂNeeds Assessment Process

ÂExamples of questions

ÂExpectations

ÂReal world examples τfrom the group

These meetings and discussions have to be all about the customer at first, 
nothing about you τnot yet. If you fit, the customer will take you to 

product, when they are ready to!
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Background τOur manufacturing clients are telling us

ÂLǘΩǎ ǊŜŀƭƭȅ ǘƻǳƎƘ ǘƻ ƎŜǘ ǎƻƭƛŘ ƳŜŜǘƛƴƎǎ

ÂWe seem to have meetings and discussions that all sound great, then it comes down 
ǘƻ ǇǊƛŎŜΣ ƻǊ ǿŜ ŦƛƴŘ ƻǳǘ ƭŀǘŜ ƛƴ ǘƘŜ ǇǊƻŎŜǎǎ ǿŜΩǊŜ ƻǳǘ ƻŦ ǘƘŜ ƭƻƻǇ

ÂThey only want to talk about price

Â/ŀƴΩǘ ǎŜŜƳ ǘƻ ŦƛƎǳǊŜ ƻǳǘ Ƙƻǿ ǘƘŜ ŎǳǎǘƻƳŜǊǎ ǊŜŀƭƭȅ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ

ÂPurchasing can make my life miserable

Â²Ŝ ŎŀƴΩǘ ŦƛƎǳǊŜ ƻǳǘ Ƙƻǿ ǘƻ ƎŜǘ ǘƻ ƳŀǊƪŜǘƛƴƎ τwe know they make the calls and set 
strategy
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Chain Restaurant Clients tell us

ÂLess than 20% of the sales people who call or reach out for a meeting know enough 
ŀōƻǳǘ άƳȅ ōǳǎƛƴŜǎǎέ ǘƻ Ǝŀƛƴ ŎǊŜŘƛōƛƭƛǘȅ ƻǊ ǘǊŀŎǘƛƻƴ ŦƻǊ ŀ ǊŜŀƭƛǎǘƛŎ ŘƛŀƭƻƎǳŜ

Âaƻǎǘ ǎŀƭŜǎ ǇŜƻǇƭŜ ŘƻƴΩǘ ƭƛǎǘŜƴΣ ƻǊ Řƻ ǘƘŜƛǊ ƘƻƳŜǿƻǊƪ ōŜŦƻǊŜ ǘƘŜȅ Ŏŀƭƭ ƻƴ ƳŜ

ÂThis is a perfect storm for operators τhigher costs, reduced consumer spending, 
reduced traffic

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

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

ÂThe value today is less around product and more around the overall business literacy 
and competency of the supplier
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Managing Purchasing 

ÂLŦ ǘƘŜȅ ŀǊŜ ƴƻǘ ŀ ŎǳǎǘƻƳŜǊΣ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ǘƻ ǎǘŀǊǘ ǘƘŜǊŜΗ

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

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

Â 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 right 

questions, in the appropriate context and the right approach, 
most clients are pleasantly surprised at how much information 

they are able to get 
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Starting the Meeting with Purchasing

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

ÂWith someone you are meeting for the first time

Â ά¢Ƙƛǎ Ƴŀȅ ōŜ ŀ ōƛǘ ŘƛŦŦŜǊŜƴǘ ŦǊƻƳ ǿƘŀǘ ȅƻǳ ƳƛƎƘǘ ŜȄǇŜŎǘ ŦǊƻƳ ŀ ǎŀƭŜǎ ǇŜǊǎƻƴ ƛƴ ǘƘŜ 
ŦƛǊǎǘ ŘƛǎŎǳǎǎƛƻƴέ

Â ά!ǘ ƻǳǊ ŎƻƳǇŀƴȅΣ ƻǳǊ ŀǇǇǊƻŀŎƘ ƛǎ ǘƻ ŀǎƪ ŀƴŘ ŜƴŎƻǳǊŀƎŜ ǘƘŜ ŎǳǎǘƻƳŜǊ ǘƻ ǘŜƭƭ ǳǎ ŀōƻǳǘ 
ǘƘŜƳ ŀƴŘ Ƙƻǿ ǘƘŜȅ ǎŜŜ ǘƘƛƴƎǎ ŦƛǊǎǘΣ ōŜŦƻǊŜ ŎƻƳƛƴƎ ōŀŎƪ ǿƛǘƘ ŀƴȅ ƛŘŜŀǎ ƻǊ ǇǊƻŘǳŎǘǎέ

Â ά²Ƙŀǘ L ǿƻǳƭŘ ƭƛƪŜ ǘƻ Řƻ ǘƻŘŀȅΣ ƛǎ ǎƛƳǇƭȅ ƘŀǾŜ ŀ ŎƻƴǾŜǊǎŀǘƛƻƴ ǿƛǘƘ ȅƻǳ ŀōƻǳǘ ȅƻǳǊ 
business, your priorities, and ultimately (perhaps not even today) what role our 
ŜȄǇŜǊǘƛǎŜ ƳƛƎƘǘ Ǉƭŀȅ ƛƴ ȅƻǳǊ ōǳǎƛƴŜǎǎέ

Â ά5ƻŜǎ ǘƘŀǘ ǿƻǊƪ ŦƻǊ ȅƻǳ κ ƳŀƪŜ ǎŜƴǎŜ ǘƻ ȅƻǳΚέ

Â άLǎ ǘƘƛǎ ŀ ƎƻƻŘ ǘƛƳŜΚέ άLǎ ǘƘƛǎ ǎǘƛƭƭ ŀ ƎƻƻŘ ǘƛƳŜΚέ

Â ά²Ƙŀǘ ŀŘǾƛŎŜ ǿƻǳƭŘ ȅƻǳ ƎƛǾŜ ƳŜ ŀōƻǳǘ Ƙƻǿ ǘƻ ƎŜǘ ǎƳŀǊǘŜǊ ŀōƻǳǘ ȅƻǳǊ ōǳǎƛƴŜǎǎΣ 
ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ ŎǳƭǘǳǊŜ ŀƴŘ ȅƻǳǊ ǊŜǎǘŀǳǊŀƴǘǎΚέ
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The Purchasing Discussion 

Â In the middle of the process, or trying to reshuffle the deck

ÂάwŜŎŜƴǘƭȅΣ ǿŜ ǎǘŀǊǘŜŘ ǿƻǊƪƛƴƎ ƻƴ Χ ŀƴŘ ōŜŦƻǊŜ ǿŜ Ǝƻ ǘƻƻ ƳǳŎƘ ŦǳǊǘƘŜǊΣ L ǘƘƻǳƎƘǘ ƛǘ 
was important to get your perspective on how we are doing, specifically what is 
ǿƻǊƪƛƴƎΣ ǿƘŀǘΩǎ ƴƻǘ ǿƻǊƪƛƴƎΚέ

Âά²Ƙŀǘ Řƻ L ƴŜŜŘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ōŜǘǘŜǊ κ ǘƻ ƎŜǘ ǳǇŘŀǘŜŘ ƻƴ ǘƘŀǘ Ƙŀǎ ƘŀǇǇŜƴŜŘ ƛƴǎƛŘŜ 
ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴ ǎƛƴŎŜ ǿŜ ƭŀǎǘ ǎǇƻƪŜΚέ

Âά²Ƙŀǘ ŀǊŜ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ ǿŜ ǎƘƻǳƭŘ Řƻ ƳƻǊŜ ƻŦ ƻǊ Řƻ ōŜǘǘŜǊΚέ

Âά²Ƙŀǘ ŀǊŜ ǘƘƛƴƎǎ ǿŜ ǎƘƻǳƭŘ Řƻ ƭŜǎǎ ƻŦ ƻǊ ǉǳƛǘ ŘƻƛƴƎΚέ

Âά²Ƙŀǘ Řƻ ǿŜ ƴŜŜŘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ōŜǘǘŜǊ ƎƻƛƴƎ ŦƻǊǿŀǊŘΚέ

Âά²ƘŜǊŜ ǎƘƻǳƭŘ ǘƘŜ ŦƻŎǳǎ ōŜΚέ

Âά!ƴȅǘƘƛƴƎ ŜƭǎŜΚέ

Âά²Ƙŀǘ ŀŘǾƛŎŜ ǿƻǳƭŘ ȅƻǳ ƎƛǾŜ ƳŜ ŀōƻǳǘ ƎŜǘǘƛƴƎ ǎƳŀǊǘŜǊ ŀōƻǳǘ ȅƻǳǊ ōǳǎƛƴŜǎǎΚέ
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The Purchasing Discussion

ÂSomeone you have known for awhile τasking questions you have never asked 
before:

Âά²Ŝ ƘŀǾŜ ǿƻǊƪŜŘ ǘƻƎŜǘƘŜǊ ōŜŦƻǊŜΣ ǎƻ Ƴŀȅ L ŀǎƪ ȅƻǳ ǿƘŀǘ Ƙŀǎ ōŜŜƴ ƎƻƛƴƎ ƻƴ ǿƛǘƘ 
ȅƻǳ ǎƛƴŎŜ ǿŜ ƭŀǎǘ ƳŜǘ κ ǿƻǊƪŜŘ ǘƻƎŜǘƘŜǊΚέ

ÂάLǘ Ƙŀǎ ōŜŜƴ ŀ ǿƘƛƭŜ ǎƛƴŎŜ ǿŜ ƭŀǎǘ ǎǇƻƪŜΣ ǎƻ L ǿŀƴǘŜŘ ǘƻ ǘŀƪŜ ǘƘŜ ǘƛƳŜ ǘƻ ƘŀǾŜ ȅƻǳ 
bring me up to date on what has been happening with you / the business / 
ƻǇŜǊŀǘƛƻƴ ǎƛƴŎŜ ƭŀǎǘ ǎǇƻƪŜΚέ

ÂάhǾŜǊ ǘƘŜ Ǉŀǎǘ н ς3 years, and especially the last few months, our industry has 
been through a lot.  How has this turmoil impacted you personally and 
ǇǊƻŦŜǎǎƛƻƴŀƭƭȅΚέ

ÂάIƻǿ Ƙŀǎ ǘƘŜ ǊƻƭŜ ǘƘŀǘ ǎǳǇǇƭƛŜǊǎ κ ǾŜƴŘƻǊǎ Ǉƭŀȅ ƛƴ ȅƻǳǊ ǇǊƻŦŜǎǎƛƻƴŀƭ ŦƻŎǳǎ ŎƘŀƴƎŜŘ 
over the past 2 ςо ȅŜŀǊǎΚέ
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Best Practices τGetting Information  

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

Â Other vendors, inside contacts, distributors, your peers

ÂPublicly available information

Â Investor relations, press releases, industry publications

Â Wall Street analysts

ÂTalk to others around the business

Â Competitors, other vendors (beverage suppliers)

ÂObserve the restaurants

Â Customer usage and patterns τwho, how and why

Â What things cost, how it all works?

Â Key issues 
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Earning the Marketing Meeting 

ÂPatience is imperative τthey are all overworked

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

Â Most sales people blow it when they reach marketingτǘƘŀǘΩǎ ǿƘŀǘ ǘƘŜ ƳŀǊƪŜǘƛƴƎ 
folks tell us

ÂYou have to earn the right to ask for a meeting with marketing

Â They will not make time for an information dump

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

Â That information is available many places

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

ÂPatience is imperative τthey are all overworked

ÂάCƛǊǎǘΣ ƭŜǘ ƳŜ ŀǇƻƭƻƎƛȊŜ ŦƻǊ ǊŜŀŎƘƛƴƎ ƻǳǘ ǘƻ ȅƻǳ ǿƛǘƘƻǳǘ ŀ ŦƻǊƳŀƭ ƛƴǘǊƻŘǳŎǘƛƻƴέ

Âάaȅ ǇǳǊǇƻǎŜ ƛƴ ŎƻƴǘŀŎǘƛƴƎ ȅƻǳ ƛǎ ǘƻ ǎŜŜ ƛŦ ȅƻǳ ǿƻǳƭŘ ōŜ ƻǇŜƴ ǘƻ ǘƘŜ ƛŘŜŀ ƻŦ ŀƴ ƛƴƛǘƛŀƭ 
discussion around the role of τ in your business, and where you see the future of that 
category with your brand specifically (We like to use the word brand with the marketing 
folks, that seems to be their language) and your category in generalέ

Âά¢ƘŜ ǊŜŀǎƻƴ L ŀƳ ǊŜŀŎƘƛƴƎ ƻǳǘ ǘƻ ȅƻǳ ƛǎ ǘƘŀǘ ǿŜ ǊŜŎŜƴǘƭȅ ƘŀǾŜ ōŜŜƴ ŀǎƪŜŘ ǘƻ ŀǎǎŜǎǎ ŀƴŘ 
evaluate a select group of chain operators , and my assignment is get some insight from 
the innovative marketing executives in (whatever category) around their view of the role 
of -----ƛƴ ǘƘŜƛǊ ōǳǎƛƴŜǎǎΣ ƻǊ ƛŦ ǘƘŜȅ ŜǾŜƴ ǎŜŜ ƳǳŎƘ ƻŦ ŀ ǊƻƭŜέ

ÂάL ŀƳ ǎǳǊŜ ȅƻǳ Ŏŀƴ ŀǇǇǊŜŎƛŀǘŜ ǘƘŀǘ ōŜŦƻǊŜ ǿŜ ǳƴŘŜǊǘŀƪŜ ŀƴȅ ƭŀǊƎŜ ƳŀǊƪŜǘƛƴƎ ƻǊ ǎŀƭŜǎ 
initiative around the opportunity/category/your business, we wanted to get a perspective 
ŦǊƻƳ ƳŀǊƪŜǘƛƴƎέ
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The Marketing Meeting τThe Approach 

ÂYou have a license to be new at, and ask for their perspective on their brands, what 
ŎƻƴǎǳƳŜǊ ƴŜŜŘ ǎǘŀǘŜǎ ǘƘŜȅ ŀŘŘǊŜǎǎΣ ǿƘŀǘŜǾŜǊ ǊƻƭŜ ǘƘŜȅ Ǉƭŀȅ ŦƻǊ ǘƘƛǎ ǇŜǊǎƻƴΩǎ ōǊŀƴŘ ŜǘŎΦ

ÂWhen you get started with one of these discussions, use the relevant needs assessment 
questions. Basically, you want to find out if your category is something that they might 
be working on over the next 6 ς18 months

ÂMake the meeting all about them τno pos, no company rap, none of that!

Â¢ŀƪŜ ŀ ōǳǎƛƴŜǎǎ ŎŀǊŘΣ ŀ ǇŜƴ ŀƴŘ ŀ ƴƻǘŜ ǇŀŘΣ ǘƘŀǘΩǎ ƛǘ

ÂYour 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

ÂA needs assessment meeting is spending time with the customer to understand their 
needs

Â It is not about selling anything or presenting solutions

ÂYou want to gather as much information as possible to understand whether there is an 
opportunity at this account, at this time, or not

Â It is about listening to them τnot talking about your company or products

Â It is about finding opportunities to capitalize on in the future

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

meetings is the fundamental skill in effective strategic selling. 
Those who do this well usually excel as strategic sellers 
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Gut Feeling

*Primal Leadership, Harvard Business School Press, 2002; Goleman, Boyatzis, McKee, page 44.

ά¢ƘŜ ŀƳȅƎŘŀƭŀ ƭŜǘǎ ǳǎ ƪƴƻǿ ƛǘǎ ŎƻƴŎƭǳǎƛƻƴǎ ǇǊƛƳŀǊƛƭȅ ǘƘǊƻǳƎƘ ŎƛǊŎǳƛǘǊȅ ŜȄǘŜƴŘƛƴƎ 
ƛƴǘƻ ǘƘŜ ƎŀǎǘǊƻƛƴǘŜǎǘƛƴŀƭ ǘǊŀŎǘ ǘƘŀǘΣ ƭƛǘŜǊŀƭƭȅΣ ŎǊŜŀǘŜǎ ŀ Ǝǳǘ ŦŜŜƭƛƴƎΦέϝ
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Learning Process

Limbic Brain 

άaǳŎƘ ǎƭƻǿŜǊ ƭŜŀǊƴŜǊΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ǿƘŜƴ 
the challenge is to relearn deeply 

ingrained habits. 
It needs lots of practice 
ŀƴŘ ǊŜǇŜǘƛǘƛƻƴέ

*Primal Leadership, Harvard Business School Press, 2002; Goleman, Boyatzis, McKee, pages 102-105.

Neocortex

Technical, analytical skills τ
book learning, basics of making 

a sales call τoperates 
with great efficiency

ά¢ƘŜ ǘŀǎƪ ƛǎ ŘƻǳōƭŜŘΣ ǘƻ ǳƴŘƻ Ƙŀōƛǘǎ ǘƘŀǘ Řƻ ƴƻǘ ǿƻǊƪ 
ŀƴȅ ƭƻƴƎŜǊΤ ǘƘŜǊŜŦƻǊŜΣ ƳƻǘƛǾŀǘƛƻƴ ƛǎ ŎǊǳŎƛŀƭΦέϝ
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Strategy of the Needs Assessment Meeting

ÂGet the customer to think about what is on their mind versus reacting to a sales pitch

ÂThe approach differentiates you from the competition

ÂYou position yourself as a resource, not a nuisance

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

ÂYou 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 goals 
because it is driven by what is important to them
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Strategy of the Needs Assessment Meeting

άbŜƛƭ wŀŎƪƘŀƳ όŀǳǘƘƻǊ ƻŦ {Ǉƛƴ {ŜƭƭƛƴƎύ ŘƛǎŎƻǾŜǊŜŘ 

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 ...

ǘƘƛǎ ǿŀǎ ǘƘŜ ōƛǊǘƘ ƻŦ ŎƻƴǎǳƭǘŀǘƛǾŜ ǎŜƭƭƛƴƎέϝ

* Rick Page.
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Required Tools

The most under-utilized 
tool in gathering 

information 
about a customer

Listening Silence

The second most under-
utilized tool in gathering 

information 
about a customer

Blank Paper

If you concentrate on 
taking notes, the 

likelihood is that the 
other person will keep 

talking 



Needs Assessment Questions

20
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Suggested Needs Assessment Questions

ÂPermission Questions

Âάaŀȅ L ŀǎƪ ȅƻǳ ǎƻƳŜ ǉǳŜǎǘƛƻƴǎ ŀōƻǳǘ ȅƻǳǊ ōǳǎƛƴŜǎǎΚέ

Âά5ƻ ȅƻǳ ƳƛƴŘ ƛŦ L ƳŀƪŜ ǎƻƳŜ ƴƻǘŜǎΚέ

ÂBroad Questions

ÂάIƻǿ ǿƻǳƭŘ ȅƻǳ ŘŜǎŎǊƛōŜ Ƙƻǿ ȅƻǳǊ ōǳǎƛƴŜǎǎ Ƙŀǎ ŎƘŀƴƎŜŘ ƻǾŜǊ ǘƘŜ Ǉŀǎǘ му 
ƳƻƴǘƘǎΚέ

Âά²Ƙƻ κ ǿƘŀǘ ŀǊŜ ǘƘŜ ŎƻƳǇŜǘƛǘƻǊǎ κ ŎƻƴǎǳƳŜǊ ǇŀǘǘŜǊƴǎ κ ǘƘŀǘ ŀǊŜ Ƴƻǎǘ ƛƴŦƭǳŜƴŎƛƴƎ 
ȅƻǳǊ ǘƘƛƴƪƛƴƎ ǘƻŘŀȅέ

Âά²Ƙŀǘ ŀǊŜ ǘƘŜ ǇǊŜǎǎǳǊŜǎ ȅƻǳ ŀǊŜ ǳƴŘŜǊ ǘƘŀǘ L ƳƛƎƘǘ ƴƻǘ ǎŜŜΚέ 

ÂάLƴ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǿƘŀǘ ȅƻǳ ŀǊŜ ǘǊȅƛƴƎ ǘƻ ŀŎŎƻƳǇƭƛǎƘΣ ŎƻǳƭŘ ȅƻǳ ƘŜƭǇ ƳŜ ōŜǘǘŜǊ 
ǳƴŘŜǊǎǘŀƴŘ ǿƘŀǘ ŀǊŜ ǘƘŜ ǘǿƻ ƻǊ ǘƘǊŜŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ƛǎǎǳŜǎ ȅƻǳ ƴŜŜŘ ǘƻ ŀŘŘǊŜǎǎΚέ
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Suggested Needs Assessment Questions

ÂProbing Questions

Âά/ƻǳƭŘ ȅƻǳ ƘŜƭǇ ƳŜ ǳƴŘŜǊǎǘŀƴŘ ƳƻǊŜ ŀōƻǳǘΚέ

ÂάwŜŀƭƭȅΣ Ƙƻǿ ǎƻΚέ

Âά²ƻǳƭŘ ȅƻǳ ōŜ ǿƛƭƭƛƴƎ ǘƻ ǎƘŀǊŜ ǿƛǘƘ ƳŜΚέ

Âά¸ƻǳ ƳŜƴǘƛƻƴŜŘ ΦΦΦ Ƙƻǿ ƳǳŎƘ ƻŦ ŀ ǇǊƻōƭŜƳ ƛǎ ǘƘŀǘΚέ

Âά²Ƙŀǘ ŀǊŜ ǘƘŜ ƛƳǇƭƛŎŀǘƛƻƴǎ ƻŦ ǘƘŀǘΚέ

Âά²Ƙƻ ŜƭǎŜ ƛǎ ŀŦŦŜŎǘŜŘ ōȅ ǘƘŀǘΚ Iƻǿ Řƻ ǘƘŜȅ ŎƻƳǇŜƴǎŀǘŜ ŦƻǊ ƛǘΚέ

ÂDigging Into an Issue Questions

Âά/ƻǳƭŘ ȅƻǳ ƘŜƭǇ ƳŜ ǳƴŘŜǊǎǘŀƴŘ ƳƻǊŜ ŀōƻǳǘ ǘƘŀǘ ŀƴŘ ǎƻƳŜ ƻŦ ǘƘŜ ǇǊŜǎǎǳǊŜǎ κ ƛǎǎǳŜǎ 
ǘƘŀǘ LΣ ŀǎ ŀƴ ƻǳǘǎƛŘŜǊΣ ƳƛƎƘǘ ƴƻǘ ǎŜŜΚέ

Âά²Ƙŀǘ ǿƻǳƭŘ ŀ ǎƻƭǳǘƛƻƴ ƭƻƻƪ ƭƛƪŜΚ  Iƻǿ ŎƻǳƭŘ ǿŜ ǿƻǊƪ ǘƻƎŜǘƘŜǊΚέ

ÂάLŦ ǿŜ ŎƻǳƭŘ ǎƻƭǾŜ ƻǊ ƛƳǇǊƻǾŜ ȅƻǳǊ ƛǎǎǳŜΣ Ƙƻǿ ǿƻǳƭŘ ǘƘŀǘ ōŜƴŜŦƛǘ ȅƻǳΚέ

Âά!ǎ L ǊŜŎŀƭƭΣ ǿŜ ǘŀƭƪŜŘ ŀōƻǳǘ Χ Ƙŀǎ ȅƻǳǊ ǾƛŜǿ ƻŦ ǘƘŀǘ ŎƘŀƴƎŜŘ ŀǘ ŀƭƭ ǎƛƴŎŜ ǿŜ ƭŀǎǘ ǎǇƻƪŜΚ  
Iƻǿ ǎƻΚέ
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Suggested Needs Assessment Questions

ÂNew Product / Supplier Questions

Âά²Ƙŀǘ Řƻ L ƴŜŜŘ ǘƻ ƪƴƻǿ ŀōƻǳǘ Ƙƻǿ ǎǳǇǇƭƛŜǊ ŘŜŎƛǎƛƻƴǎ ŀǊŜ ƳŀŘŜΚέ

Âά/ƻǳƭŘ ȅƻǳ ƘŜƭǇ ƳŜ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ǘƛƳƛƴƎ ƻŦ ƴŜǿ ǇǊƻŘǳŎǘ ŘŜŎƛǎƛƻƴǎΚέ

Âά²Ƙŀǘ ŎƻǳƭŘ ȅƻǳǊ ŎƻƳǇŀƴȅ CƻƻŘǎ ƭŜŀǊƴ ŦǊƻƳ ǎƻƳŜ ƻŦ ǘƘŜ ōŜǎǘ ǾŜƴŘƻǊǎ ȅƻǳ ƘŀǾŜ 
ǿƻǊƪŜŘ ǿƛǘƘΚέ

Âά²Ƙŀǘ ŀǊŜ ǎƻƳŜ ŜȄŀƳǇƭŜǎ ƻŦ Ƙƻǿ ȅƻǳ ƘŀǾŜ ǇŀǊǘƴŜǊŜŘ ǿƛǘƘ ƻǘƘŜǊ ǾŜƴŘƻǊǎΚέ

Âά²Ƙŀǘ ŀǊŜ ǘƘŜ ƻƴŜ ƻǊ ǘǿƻ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ȅƻǳ ǿƻǳƭŘ ƭƛƪŜ ǘƻ ǿƻǊƪ ŀǊƻǳƴŘ ǘƘŀǘ ȅƻǳ Řƻ ƴƻǘ 
ƘŀǾŜ ǘƛƳŜ ǘƻ ǿƻǊƪ ƻƴΣ ŀƴŘ κ ƻǊ ǿƛǎƘ ŀ ƎƻƻŘ ǾŜƴŘƻǊ ŎƻǳƭŘ ƘŜƭǇ ȅƻǳ ǿƛǘƘΚέ

ÂάIƻǿ ǿƻǳƭŘ ǿŜ ƪƴƻǿ ƛŦ ǿŜ ǿŜǊŜ ǎǳŎŎŜǎǎŦǳƭΚέ

Âά²ƘŜƴ ȅƻǳ ǘƘƛƴƪ ŀōƻǳǘ ŀ ǘƛƳŜ ȅƻǳ ƘŀǾŜ ŀŘŘŜŘ ŀ ƴŜǿ ƳŜƴǳ ƛǘŜƳ κ ŎƘŀƴƎŜŘ ǾŜƴŘƻǊǎΣ 
how have you decided in the past, or what factors might influence your decision to
ǳǎŜ κ ǎŜƭŜŎǘ ŀ ǇŀǊǘƛŎǳƭŀǊ ǾŜƴŘƻǊΚέ
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Suggested Needs Assessment Questions

ÂOrganization Questions

Âά²Ƙŀǘ ŀǊŜ ǘƘŜ ŘŜǇŀǊǘƳŜƴǘǎ κ ǇŜƻǇƭŜΣ ŀƴŘ κ ƻǊ ǘƘŜ ƻǘƘŜǊǎ L ŎƻǳƭŘ ƭŜŀǊƴ ŦǊƻƳ ŀƴŘ ǎƘƻǳƭŘ 
ŎƻƴǘŀŎǘΚέ

τ άIƻǿ ǿƻǳƭŘ ȅƻǳ ŘŜǎŎǊƛōŜ ǘƘŜƛǊ ǎǘȅƭŜΚέ

τ άIƻǿ ǎƘƻǳƭŘ L Ǝƻ ŀōƻǳǘ ŎƻƴǘŀŎǘƛƴƎ ǘƘŜƳΚέ 

τ ά²Ƙŀǘ ŀŘǾƛŎŜ ǿƻǳƭŘ ȅƻǳ ǎƘŀǊŜ ǿƛǘƘ ƳŜ ƻƴ Ƙƻǿ ǘƻ ŀǇǇǊƻŀŎƘ ǘƘŀǘ ǇŜǊǎƻƴΚέ

τ ά²Ƙŀǘ ŀǊŜ ǘƘŜ ƛǎǎǳŜǎ ǘƘŀǘ ǘƘƛǎ ǇŜǊǎƻƴ ƳƛƎƘǘ ōŜ ŘŜŀƭƛƴƎ ǿƛǘƘ ǘƘŀǘ L ǿƻǳƭŘ ƴƻǘ ǎŜŜ ƻǊ 
ƪƴƻǿ ŀōƻǳǘΚέ

Âά²Ƙŀǘ ŜƭǎŜ Řƻ L ƴŜŜŘ ǘƻ ƪƴƻǿ κ ǳƴŘŜǊǎǘŀƴŘΚέ

Âά²ƻǳƭŘ ȅƻǳ ƳƛƴŘ ƛŦ L ǎǘŀȅŜŘ ƛƴ ǘƻǳŎƘ ǿƛǘƘ ȅƻǳΣ ǘƻ ƭŜǘ ȅƻǳ ƪƴƻǿ Ƙƻǿ ǘƘƻǎŜ ƳŜŜǘƛƴƎ 
ƎƻΚέ 
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ÂSummarizing Questions

Âά!ǎ ǿŜ ǿǊŀǇ ǳǇ ƘŜǊŜΣ Ƴŀȅ ǿŜ ǊŜǾƛŜǿ ǿƘŀǘ L ƘŜŀǊŘ ŦǊƻƳ ȅƻǳ ǘƻ ƳŀƪŜ ǎǳǊŜ L ƘŀǾŜ ƛǘ 
ǊƛƎƘǘΚέ

Âά5ƻ L ƘŀǾŜ ǘƘƛǎ ǊƛƎƘǘΚέ

Âά!ƴȅǘƘƛƴƎ ŜƭǎŜΚέΧ ŦƻƭƭƻǿŜŘ ōȅ ǎƛƭŜƴŎŜΧ

Âά²Ƙŀǘ ŀŘǾƛŎŜ ǿƻǳƭŘ ȅƻǳ ƎƛǾŜ ƳŜΚέ

Âά²ƘŜƴ ǿƻǳƭŘ ōŜ ŀ ƎƻƻŘ ǘƛƳŜ ǘƻ ƎŜǘ ōŀŎƪ ǿƛǘƘ ȅƻǳΚέ

ÂάLǎ ƛǘ ƻƪ ǘƻ Ŏŀƭƭ ȅƻǳ ƛŦ L ƘŀǾŜ ŀƴȅ ŀŘŘƛǘƛƻƴŀƭ ǉǳŜǎǘƛƻƴǎΚέ

Âά¸ƻǳ ƘŀǾŜ ƎƛǾŜƴ ƳŜ ŀ ƭƻǘ ǘƻ ǘƘƛƴƪ ŀōƻǳǘΣ ǿƻǳƭŘ ƛǘ ōŜ ŀƭǊƛƎƘǘ ǿƛǘƘ ȅƻǳ ƛŦ L ǘƻƻƪ ǎƻƳŜ 
ǘƛƳŜ ǘƻ ŘƛƎŜǎǘ ƛǘ ŀƭƭΣ Řƻ ǎƻƳŜ ŀŘŘƛǘƛƻƴŀƭ ǿƻǊƪΣ ŀƴŘ ǘƘŜƴ ƎŜǘ ōŀŎƪ ǘƻ ȅƻǳΚέ

Suggested Needs Assessment Questions
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The Sales / Customer Relationship τAn Overview

2

5

1

3

4

Operation not suited to 
our focus

Not interested.  Does 
not wish to share 

information

Not interested.  
Pursue other 

options / move 
to next account

Deep Dive /
Due Diligence

Needs Assessment 
Meeting

Identifying / 
Understanding the 
Buying Influences

Develop the 
Business Plan

Present the 
Business Plan

Implement the 
Initiative

6

Internal and External 
Business Review

The targeting and 
prioritization process 
happens before you 
enter the sales cycle
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¢ŀǊƎŜǘƛƴƎ ϧ tǊƛƻǊƛǘƛȊŀǘƛƻƴΥ ! CŜǿ vǳŜǎǘƛƻƴǎ ǘƻ !ǎƪΧ 

Â Transactional versus relational

Â Is the conversation all about price, or are other factors beyond price important?

Â Accessibility

Â Do we know who the decision makers are?

Â Do we understand the actual decision-making process?

Â Is there anything that blocks us from this account (contract, relationships, distribution)?

Â Size of the prize / profitability

Â Is the opportunity big enough or profitable enough to justify the investment?

Â Strategic Fit

Â Are our categories relevant to the customer?

Â What role do our categories play in their success?

Â Are cheese sauce, salsa or pickles important?

Â Financial Health

Â Will they be in business next year?

Â Are they likely to pay their bills on time?



29

Understanding the Buying Influences

There are four key groups of influencers ...

Gate Keeper:  

Â Cannot help, can only 
not hurt you τlittle 
power

Â Purchasing

Economic Buyer:  

Â Ultimately have responsibility 
for, and power to make, the 
important decisions 

Â President, Vice President

Technical Buyer:  

Â Determine whether or not 
your product fits

Â Marketing, R&D Director, 
Manager, Operations, 
Culinary

User Buyer:

Â Most impacted by the 
product  

Â Operations, Unit 
Manager, Chef / 
Cook, Assistant 
Manager, Server


