Customer
Segmentation and
Key Value Drivers

How data and customer
segmentation allowed a
manufacturer of distribution
systems to win through value-based
selling




Case Study: Segmenting Customer Needs
for Value-Selling

Issue:

A large, global provider of bespoke distribution infrastructure solutions was entering a new phase of growth and
needed a new approach to sales. Historically, this manufacturer sold by being the small, nimble player who could
simply customize to differentiate. As competition entered the market, being nimble wasn’t good enough. The
manufacturer needed a sales process that went beyond conveyor systems and rollers. They needed an approach that
would:

1. Focus in on the value-creating reasons that customers would invest in large, infrastructural projects

2. Differentiate on end-user needs, recognizing (for example) that grocery stores and retail organizations both
distributed goods but did so in different ways — sometimes needed a premium solution and other times just
needing the low-cost value solution

3. Arm the sales organization with the tools and information to sell into the leadership level of their customer base
and engage more of the influencers throughout a potential customer

The end solution needed to be both strategic from a customer segmentation approach but also actionable from a
sales actionability perspective.

Approach:
To address the challenges faced by this client, we focused on several key actions:

= |dentify the strategic segments and sub-segments that defined the end-customer base. Determine the different
buying preferences and size markets to better understand opportunity for growth

= Transform segmentation data and details into consumable profiles and playbooks that the sales team could relate
with and leverage to gain access in and throughout a potential buying organization

= Pilot and test key messaging of the playbook in order to refine the process before a broader roll-out
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How We Did It - Segmenting the Market
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How We Did It - Making it Actionable

Playbooks for Action

Based upon the data and insights collected through the segmentation work, we were then able to
put together a series of playbooks for GTM execution. This playbook development included:

= Step-by-step process for assessing opportunities, planning a target outreach, initiating contact,
building a relationship and moving from access to contract

= Simple tools and examples to enhance adoption and field use

= Dynamic structure so that examples could be updated and refined over time and by geography

With the playbook initially designed, we worked with the client to test the tools in the market
before scaling more broadly across the globe.

Impact

Within the first six months of testing and deploying the value selling approach, the client had
initiated multiple new prospect discussions and had already landed several large proposal
opportunities that they were unaware of. Training allowed for broader adoption across the
organization and refinements based upon geographical differences
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Mass Distributed

Brands

Companies that sell branded clothing widely across both owned and third-party

channels

Market Share

Segment Size SXXXM
Growth Rate XX%
ABC Orders Sxxm

Main Parameters of Value:
1. Cost Per Unit Savings
2. Inventory Visibility/Mgmt.

3. Order Fulfillment / Replenishment
Speed

4, Improved Time to Market

5. Order Accuracy

Key Trends & Pain Points:

« Highly complex sales channels place a premium on tracking product
throughout the supply chain

orders to can lead to
from the bottom line

« Smaller, more frequent orders from customers put pressure on
supply chain to rapidly react to demand

+ Failure to react and missing a replenishment order results in a lost
revenue opportunity

* E-Commerce sales are increasing in share of total sales

What is the value propositj
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