
Solutions to Enhance Passion and Service Orientation when Connecting with Clients:

o The Customer Intimate Sales Delegate Programme Part I.
o The Customer Intimate Sales Delegate Programme Part II.
o Nurturing and Developing Customer Intimate Sales Teams for Managers and Directors.
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Customer intimacy is the ability to understand, create, develop and sustain customer 
relationships in the B.2.B. sector and to truly “connect” to the customer!

In the current business environment, customer intimacy is considered to be one of the three 
value disciplines, together with product leadership and operational excellence, which lead to 
market leadership. It is defined as “segmenting and tailoring offerings to precisely match the 
needs of the customers”. It is characterised by the ability to respond quickly to almost any 
customer need. This starts from customising a product, to fulfilling a special request. It also 
involves an appropriate degree of operational flexibility, although this is considered to be a 
complex construct.

Customer intimacy is a necessary skill to be developed by any sales agent, especially those who 
manage in a complete B.2.B. business sales environment. 

THE  CUSTOMER  INTIMATE  SALES  DELEGATE
SOLUTION  IN  THE  B.2.B.  SECTOR

B.2.B. sales delegates are faced with a lot of pressures that hinder their 
efforts in reaching a long lasting customer intimate relationship. Whether 
you are operating in the hi-tech sector or in the industrial side of the service 
sector, the development of customer intimate relationships with your key 
accounts and customers is essential!

What Is Customer Intimacy ?

Why Is It Important ?

CUSTOMER  INTIMACY  IN  B.2.B.

ENHANCE
CUSTOMER EXPERIENCE

This programme is designed for people who are involved in selling and 
customer management for long-term solutions and partnership. 
Specific examples are sales specialists, sales executives, key account 
specialists, customer support, business development, sales managers, 
or anyone who has contact with or supports customers.

Who Should Attend ?

The Customer Intimate suite consists of two parts:

Part I:  3 days  followed by a field project to be implemented by 
the delegates.

Part II: 3 days  to be followed by another field project.

This suite is available only as an in-company customised 
solution. Therefore we will be available to discuss your 
requirements beforehand and will then customise the 
workshop accordingly.

Duration Of This
Programme Suite
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This suite is extremely practical in nature. It focuses on developing skills and applications of learning into live examples and projects during 
the day to day practice, with the intention of yielding the highest return on investment per client.

How Do We Do It ?
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Participants will have the opportunity to enhance 
their knowledge around the concept of customer 
intimacy and will shape a broader idea of what is 
required in order to better connect with the 
customers' values and needs. They will also exercise a 
number of strategies that will help them influence 
perceptions of value with the value-gap analysis and 
they will also become aware of how to target, select 
and consequently connect with profitable customers. 
In summary, participants will have a unique 
opportunity, both theoretically and in practice, to 
develop and build skills that will shape behaviours to 
help them understand the way their customers think 
and purchase. Some of these include:

What Is In It For You ?

PART I:  Planning the “Value-Connect” to Reach Customers:

Build a complete understanding of the emergent challenges in the B.2.B. sales environment.

Be able to understand the concept of “value-connect “and how it enhances customer intimacy. 

Be able to direct sales investments towards key profitable customers.

Be able to uncover the differentiation of customer value and how this may vary from one customer to 
another.

Be able to understand the concept of the customer zipping progress and how this affects the 
perception of value. 

The impact of one thinking preference upon another in connecting and relating to customers, and thus 
building the right approach to customer intimacy. 

PART II:  Delivering Value and Connecting to Customers:

Ways and approaches to connect to various types of customers.

Practicing your influence upon customers to enhance the perception of the value of your solutions over 
other competitors.

Strategies to enhance customer intimacy.

Skills and behaviours to effectively connect with customers in face to face dialogue.

Be able to close business deals.

Customer life cycle management and behaviours at various stages.    

Understand the concept of customer intimacy in a 
wider perspective and be able to define the 
knowledge and skills required to become a 
successful sales executive.

Understand the impact that different customers' 
thinking styles have in both yourself and your 
company and develop methods of how to be able to 
put yourself in your customers' shoes in order to be 
able to serve them in a passionate way. 

Understand the criteria that lead to customer 
attractiveness and be able to distinguish between 
your customers so as to be able to choose and 
connect with the ones that are considered to be 
more profitable for you and your company.

Develop the ability to choose the most appropriate 
strategy to fully engage and influence your 
customers to make purchases. This can be done by 
planning your value in an appropriate manner and 
value-connecting yourself with your customers' 
needs.

Participants will finally be able to practice all of the 
above in a session that will allow them to put all their 
learning into practice and will be formulating their 
own individual action plans in order to complete a 
successful value-connection plan. 
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Part I focuses on the planning phase for the front-line 
sales delegates in the B.2.B. sector. It is considered to 
be of crucial importance, for the planning of skills and 
behaviours that will be implemented by the front-line 
sales delegates in order to enhance the connection to 
customer value. Individuals will have a unique 
opportunity to better understand their customers' 
needs in depth and to develop plans that will enhance 
their preparedness. Bearing the above in mind, sales 
delegates will experience the theory behind the sales 
processes and will develop the appropriate skills that 
will enable them to then implement the necessary 
behaviours when they are engaged on the front line. 
Sales delegates will also be able to familiarise 
themselves with the approach they should use in order 
to have a clear and direct communication with their 
customers by being able to positively influence them 
in purchasing their products or services:

Module 1: 
Changes and Challenges in the Sales 

Environment:

Module 2: 
Customer Intimacy and the Connection 

With Customer Behaviours:

What has evolved in the B.2.B. sales environment? 
How professional sales delegates and organisations 

respond to it?

The role of sales delegates and/or customer service 
executives in creating the best customer connection.

Defining the knowledge, skills and attitudes which 
lead to a successful sales delegate.

What is customer intimacy?
Why is customer intimacy important?

Understand the impact of Whole Brain® thinking 
preferences on yourself and others.

How the different Whole Brain® thinking preferences 
influence the way you act, interact and connect with 

customers and vice versa.

Analysis of the four people factors and the impact they 
have on a telephone call with the customers.

Use of the appropriate business language, terminology 
and styles to mimic and positively influence your 

customers.

Put yourself in your customers' shoes and understand the 
concept of customer value.

Being able to show that you are passionate about what 
you are doing, especially when communicating with 

customers and serving their needs.

What is value-connect?
Value-gap analysis: perception of value vs. competition.

Plan your value: devise strategies to influence 
perceptions of value.

Practicing value-connected strategies.

What makes a customer profitable and attractive?

Criteria of customer attractiveness vs. the criteria of 
your company's ability to serve customers.

Deploying resources for profitable customers.

Practicing the customer Policy Matrix on real life 
examples.

Practice sessions to bring together all previous 
learnings and complete a successful value-connection 

plan with delegates and customers.

Self-development and goal setting.

Formulating an action plan to enhance B.2.B. people's 
customer intimate planning skills.

Module 3: 
Value Connection to Customers and Accounts:

Module 4: 
Connecting to Profitable Customers (Targeting 

and Selection of Profitable Customers):

Module 5: 
Putting all the Above into Practice:

What Is In It For You ?

How We Do It

Participants will become aware of the changes as 
well as the challenges that customers come across 
when they have a need to fulfil.

They will become aware of what customer intimacy 
is and why it is important to be a customer intimate 
sales delegate.

Participants will have the opportunity to experience 
the different ways in which customers think and to 
understand how this important skill influences 
anyone who is about to purchase goods from an 
organisation.

They will have a unique opportunity to familiarise 
themselves with the process of Value-Connect, its 
importance and how it can be used to give them a 
competitive advantage as well as different strategies 
that can be used to influence the perceptions of 
value.

CONTENTS  AND  MODULES  OF Individuals will be able to recognise the 
importance and the meaning behind customer 
value.

They will gain the opportunity to develop skills 
that will help them distinguish the more profitable 
and attractive customers to their organisation and 
will learn how to deploy different resources that 
can serve these groups of people. 

Participants will finally be able to practice all the 
above in a session that will allow them to put all 
their learning into practice. They will be 
formulating their own individual action plans in 
order to complete a successful value-connected 
plan that will enhance the skills of B.2.B.  
delegates.
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Part II focuses on face to face interaction with 
customers in the B.2.B. sector. It pays ample attention 
to the behaviours and skills to be demonstrated by 
front-line sales delegates in order to enhance their 
connection to customer value. The participants will 
have an exceptional opportunity to better understand 
their customers' needs and develop their knowledge 
with regards to the product they represent so as to be 
able to highlight this product's value to the customers. 
They will also experience the unique flow of the selling 
process, together with the best possible selling and 
negotiation techniques regarding how the products 
should be most effectively communicated to the 
customers. In summary, participants will have a 
unique opportunity both theoretically and in practice, 
to develop and build skills that will shape behaviours 
helping them become more familiar with the product 
they sell. Also they will familiarise themselves with the 
approach they should use in order to clearly 
communicate and help customers purchase the right 
product for themselves. ( Ideally participants should 
attend Customer Intimacy Part 1, before proceeding to 
this programme ):

What Is In It For You ?

Module 1: 
The Customer Intimate Sales Delegate: 

Module 2:  
Zipping Customers by Connecting to 

their Value:

What are the challenges which sales delegates 
face in one-to-one meetings with customers?

Recap on the role of sales delegates in creating best 
customer connection.

Recap on the understanding of customer needs and 
the different levels of customer interaction, 

concerning both the individual and the business.

Skills and behaviours of the customer intimate delegates.

Customer buying process vs. your selling process.

The selling process and customer value management.

Coaching your customers. Creating and maintaining a 
customer relationship, (zipping and networking in the 

customer's organisation).

S-curve and matching your benefits with the 
customer value.

Module 3: 
Practicing Customer Intimacy While in 

Dialogue with Customers:

Module 4: 
Customer Sales - Call Effectiveness:

Module 5: 
Putting Everything Into Practice:

Building rapport quickly and putting the 
customer at ease.

Probing techniques: The use of effective questions and 
effective listening.

o Empathetic listening and hearing - active listening 
skills and the barriers of listening to customers.

o Types of questions and asking the right questions.

Using the right language: the communication cycle - 
verbal, vocal and visual.

Voice and personality projection.
Interacting confidently and positively with others.

Converting queries into sales.

Buying signals: how to recognise them. Identifying 
true or false objections and overcoming them.

Setting a call agenda and opening your call.

Handling customer objections smartly.

Outsmarting competition by connecting to 
customer value.

Selling your value and negotiating your price.

Overcoming the price neurosis and raising the bar 
of your value offer.

Practice sessions to put all the previous learnings 
together and complete a successful call.

Self-development and goal setting.

Formulating an action plan to enhance the customer 
intimate behaviours and skills of B.2.B. people.

Participants will become aware of the challenges 
customers face as they select and purchase products.  
Participants will also have a better understanding of 
both their role and that of customers.

During the coaching, participants will have the 
opportunity to experience the relationship between 
the buying and selling process which will enable 
them to maintain the strong relationships necessary 
for bonding with customers and for influencing 
them to purchase goods.

Participants will practice a number of customer 
intimate behaviours while running a dialogue with 
the customers.

They will enhance their skills in building rapport 
and trust with their customers.

In addition to the above, participants will 
experience new and develop existing selling 
techniques, in terms of better sales call practice 
with customers including negotiation of the price 
value.

Finally they will be able to practice all of the above 
in a session that will allow them to put all of their 
learning into practice.  Additionally, they will be 
formulating their own individual action plans in 
order to complete a successful value-connection 
plan that will enhance the customer intimate 
behaviours and skills of B.2.B. people.

How We Do It
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Nurturing and developing the customer intimate sales team and culture is what helps managers 
build trust, credibility and engagement towards their subordinates. Accordingly, the delegates' 
approach towards the customers will carry the same theme of trust, credibility and engagement. 
With this in mind, managers must be able to tackle challenges and create a meaningful 
interaction with potential customers, bearing in mind that such interactions vary from culture to 
culture. Consequently managers should try to develop their delegates' skills to boost the 
customer intimate behaviours. This will enable them to achieve increased sales performance and 
to change the behaviour-related mind-set of their sales team members.

Managers play an important role in the way they nurture, grow and develop the customer intimate mind-set, behaviours and skills of sales 
delegates. Therefore they must learn how to balance the value creation of the three major stakeholders: customers, shareholders and team 
members. The importance of this programme lies behind each stakeholder accordingly:

For the B.2.B. sales it is important to understand the various types of customer-connected behaviours and strategies that need to be followed and developed, in 
order to deliver the customer value appropriately.
For team members, the importance lies in the fact that they need to be appropriately and methodically equipped with the right skills, behaviours and 
knowledge in order to be able to perform effectively according to their duties towards customers. This will boost their ability to build and maintain the 
appropriate relationships needed and to develop the brand's credibility in their customers' eyes.
Finally, the above is also important for the shareholders as it will help them to set clear plans for employees to build a healthy, competitive atmosphere, to 
implement appropriate performance management processes and to ensure that existing KPIs are applied so as to ensure deliverables arrive on time with top 
management.

What Is It All About ?

Why Is It Important ?

In principle this programme is recommended for sales, district, area 
managers & directors in the B.2.B. sector  particularly those managers 
who are responsible for overseeing sales force issues related to 
performance enhancement.

Who Should Attend ?
This programme is available as a 4 day session and we 
will be more than happy to discuss further with you 
about your needs so as to customise a workshop that 
suits your company's customer interfacing delegates.

Duration

NURTURING  AND  DEVELOPING  CUSTOMER  INTIMATE  SALES
 TEAMS  PROGRAMME  ( FOR  MANAGERS  AND  DIRECTORS )

CUSTOMER  INTIMACY  IN  B.2.B.

ENHANCE
CUSTOMER EXPERIENCE
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This programme will help managers to build the 
appropriate skills needed, both in theory and in 
practice and will equip them with the appropriate 
knowledge and expertise to boost their performance. 
Furthermore, managers will be able to develop the 
skills of their subordinates in order to help them 
increase their sales performance and gain the 
customer's trust.  In summary, this programme 
provides a comprehensive overview of the field force 
development areas as follows:

What Is In It For You ?

How We Do It
Module 1: 

Changing the World of Business and 
Understanding Sales Force Leadership:

Module 2: 
Appreciating Diversity While Leading Change 

and Sales Teams:

Module 3: 
Creating a Performance Driven, Customer 

Centred Sales Approach:

The changing nature of customers in the information 
era! “Challenges and opportunities”.

The role of a sales organisation in business
 effectiveness and results achievement.

Sales process and areas to improve sales productivity.

What is sales force leadership all about?

Key aspects of sales force leadership excellence.

How effective sales managers develop the skills 
of sales force leadership.

The impact of thinking preferences in the 
diversity of people in the workplace.

Developing the Whole Brain® leadership style to manage, 
change and lead people through the change process.

Understanding the process of change and how to cope 
with it. Learn how to effectively manage people

 through the process of change.

Understanding the situational leadership concept and 
how to switch styles to adapt to each situation.

Furthermore, participants will be able to understand 
how they should effectively lead people and help 

them achieve their business goals.

What is a value-based, customer driven sales approach?

The role of customer value in enhancing sales 
performance.

Understand the true value of customers and be able to 
compare your value-proposition against one of your 

competitors in the assigned segments and or/accounts.

Clustering your customer's needs  assigning customer 
priorities according to opportunity and potential.

The value-gap analysis model (shift mind-set from 
selling products or technology into true creation of 

customer value).

Segmentation and targeting techniques for your 
customers.

Clustering your customer needs  & assigning customer 
priorities according to opportunity and potential.

Planning your territory so as to spend more time with the 
more profitable customers.

Sales funnelling and input to your territory plan.

Evaluating your field force sales system  measurement 
and performance management.

Tactics to improve sales performance.

Training and development of your sales team.

Developing and building sales capabilities and team 
members.

Motivating people and inspiring them to go the extra 
mile.

Coaching people.
Assigning tasks to people.

Handling conflict among team members.

Module 4: 
Customer and Territory Management 

Fundamentals:

Module 5: 
Sales Performance Acceleration:

Module 6: 
Building a Strong High Performance Sales 

Culture / Team:

Understand the dynamics of change in the sales 
environment and B.2.B. sector and how this affects 
the sales management approach.

Focus on performance leadership excellence in the 
design of a sales organisation and familiarise 
yourself with the elements of high performance 
leadership in a commercial context.

Understand the key drivers for enhancing field force 
performance and develop value driven business and 
customer approaches.

Ability to align the sales force to plan territories 
according to the potential targeting strategies, thus 
enabling and leading a sales organisation towards 
profitability.

How to develop and build the capabilities of your 
sales team.

Create a high performance sales culture where 
people are inspired and motivated to go the extra 
mile.
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