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Using Modern Sales Science to Grow Your Saa$S Business
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. What do you do?,
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Your message has a mission

Remember
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s this what you say?~

“\We he|p [CUSTOMERS LIKE YOU]

Reduce - cost, risk, exposure, errors

Improve - efficiency, retention, brand awareness
Expand - reach, insight, automation capabilities
Grow - revenue, customer base, brand loyalty, etc.




Marketing technology landscape 2023
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Mobile Marketing
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Native/Content Advertising
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w & Social Advertising

7 x X7170%70v00
O -0s»sF0-ec 03B
EreEn0C40€ 7 8PO2O
Oxwd0@sewrorbe@a
BoumsosuBaiNOMIE
VEes cBex  ONB@ =
bionac0BY

Video Advertising
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Content and Experience
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Social and Relationships
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Call Analytics & Management
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stomer Experience Service & Success
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cial Media Marketing & Monitoring
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Commerce and Sales

Retail, Proximity & 10T Marketing Analytics Performance & Attribution
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Affiliate Marketing & Management 3G EFrQOAOX®cAOCN L DO
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Sales Automation Enablement & Intelligence .
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Business/Customer Intelligence & Data Science
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Channel Partner & Local Marketing Custorner Data Platform
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Agile & Lean Management
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Collaboration
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Vendor Analysis & Management
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Experience Asymmet’f‘y: A Hidden Challenge

EflHarvard
Business
Review
How Younger Salespeople Can

Win Over Older Customers

by David Priemer

MRPLISKIN/GETTY IMAGES

As companies build out their sales organizations, I find that more and more are putting younger team
members-millennials-in charge of connecting with buyers at earlier stages of the sales cycle. That helps

explain why, as I train and advise sales teams, many report a rising inter-generational challenge.

I call it experience asymmetry. These young salespeople find themselves pitching older decision makers who

have much more experience than they do. Often, the potential buyers are wary, skeptical that the




Sell Thé Way You Buy
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No feelings = No decisions

“Neurologists have discovered that
when emotions and feelings are
impaired, we actually lose the
ability to make decisions. We have
no signal of what to pursue and
what to avoid.”

#1 NEW YORK TIMES iZESTSELLER
Tiny Changes, .
- Remarkable Results

- AnEasy & Proven Way 5y
to Build Good Habits ':g;,",';“
& Break Bad Ones - S

- James Clear




Your customers have 3 choices
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Problems drive 3 typgs of feelings

Conviction




A Simple T\/Iessaging Story
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Polarization
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The Power of a common enemy

“One of the fastest and most powerful

M
st
HOW YOU CAN WS

ways to bind people together in both new NECTATRTEIIS UCCEEDNN

and existing relationships is by
establishing common enemies.

A common enemy puts the people in the
relationship in the same foxhole together.
Parties that are bound together against
someone or something feel closer.”
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Polarizing messages communicate your value quickly!

RypplE) 1-888-479-7753 or contact us Pricing & Signup  Product  Customers  Why?

Performance reviews don't work.

Meet the NEW way to
engage and empower
your team!

Get started in 15 seconds — for free!

. . :

@& Give thanks! Webinars
A simple way to give public recognition. Don Tapseott
Wednesday, Nov 3rd, 1:30pm EST

‘= Get face-to-face — g Learn more

~ Manage and organize your 1:1 meetings. -‘y o - Weekly Rypple Overview

<= — November 10th, 3 pm EST
= ’ Plav Video 38 Iﬁrn maore




Who'is yoursenemy.?

(Hinte it should be your ideal customer’s enemy too)




Things that make good enemies

1.
2.
3.
4.

Old, outdated processes and systems

Wasted time, money, resources

Fear and risk

Lack of visibility

Warning: Avoid the sea of sameness!



Secrets of High-Impact Messaging

Polarizing Statement Builder

“We speak to

Customer persona/title goes here

/. all the time

who tell us that they love \ but

”
“Value” statement goes here

hate “

Enemy goes here

cerebralselling.com



In summary...

 Your message’s mission: Engage, Assess, Remember
* Solutions and benefits are easily ignored
 People buy feelings 100% of the time

 Problems invoke feelings

 Use enemies to highlight compelling problems




Tons of FREE helpful guides

ralSelling.com *  youtube.com/@CerebralSelling

Home Blog Resources Trdining Speaking AboutDavid *Q

a
Cerebral Selling

@CerebralSelling - 1.7K subscribers - 116 videos
Cerebral Selling is a modern sales training practice based on the principles of science and ..

cerebralselling.com/blog and 5 more links
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Growth Sales Leaders Mastering Art & Science Isn't Enough To Prospects Away \
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S t HOW ASKING FOR LESS HOW TO DEFEND AGAINST DON'T HAVE THIS IS VOUR, PREPARE VOUR CUSTOMER FORK
4  HELPS VOU SELL MORE!  RECURRING OBJECTIONS el  PITCH? #GAMEOVER ‘THE PUPPY GONVERSATION!
N

How to Use Data to Shorten How Asking for LESS Can How to Defend Against the Don't have THIS in Your Sell More by Preparing for
Your Sales Cycle Help You Sell MORE Same Recurring Objections Pitch? #GAMEOVER the Puppy Conversation
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5 Tips for Mastering the Art of Listening in Sales Missing Key Details in Your Discovery Calls? Try Want to supercharge your productivity? Learn .
this simple exercise tosay no! Popular videos P Playall
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Don't Sell Solutions, Sell An Amazingly Simple Overcome Objections Using How to Harness the Massive ‘What's the "Pain & Pitch"?
Feelings! Technique to Target Your... the Most Powerful Word in... Conversion Power of... (and why you should stop...
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Email: david@cerebralselling.com




