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Using Lanchester’s Laws to Develop  Sell Present and Negotiate the Value Proposition
A Four Day Sales Training Programme 
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Lanchester’s Laws suggest that the effectiveness of a fighting force is proportional to the quality of its weapons (our Value Proposition), the skills with which they are used (our selling skills) and our numerical concentration squared. In some situations it is possible to engage the enemy in a way where he can’t bring his numerical superiority to bear. This suggests different tactics for market leaders and challengers.
Capital Equipment Consulting has developed a four day sales training programme applying Lanchester’s Laws to assessing individual sales opportunities and presenting, negotiating and selling the proposal. The programme includes individual assessments and development plans together with follow up and support for each participant. It can be run over a week, a quarter or a year.
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The ‘Developing the Value Proposition Workshop constructs a framework for assessing strengths and weaknesses in a particular sales opportunity against competition with each member of the customer’s buying team. It then assesses how important to the final decision each person would be and consequently what needs to be done to improve chances of winning this particular opportunity in a recession.
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Using the results the workshop develops ways to use value selling techniques to improve the chances of winning with the key decision makers. It then develops a framework for making a final presentation to the buying team applying the lessons available from NLP

Finally having achieved the position of having the best value to the customer of all the competitors, the workshop then uses these results to develop a method for negotiating the best result against both competitive and co-operative negotiators.

The workshop uses a combination of group exercises, group brainstorming on the results supplemented by a minimum level of “best practice” from the literature and other companies together with DVD clips illustrating key points.
A spreadsheet is supplied at the end of the workshop that allows the framework to be used for future sales opportunities and developed for major applications and key accounts. Three further spreadsheets are developed in group sessions during the workshop for preparing before and assessing afterwards individual sales calls, presentations to a group of people and negotiations.
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The ‘Presenting the Value Proposition’ Workshop starts by allowing participants to see DVD’s of several varying standards of presentations and decide for themselves which are the important elements that contribute to an effective presentation.
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The workshop then develops general frameworks for developing, delivering, reviewing and improving sales presentations using the lessons from NLP
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The presentation skills framework encourages the use of a conversational style, audience participation and the use of pictures to illustrate the key points.  This then allows the participants to prepare both an individual one on one presentation and a presentation to a larger group.  Presentations to the larger group are filmed and the participants get the opportunity to review their own presentation together with a facilitator’s suggestions for an improvement plan.

Each participant is left with a DVD of their own presentation for review an assessment of their good and bad points in their presentation to a larger group and an agreed action plan for improvement. They also receive a spreadsheet to help them prepare for future presentations and assess their performance afterwards.
Negotiating the Value Proposition develops a framework for deciding realistic targets in any negotiation – the nice to achieve, the need to achieve and the no point where we walk away. It explains the concepts of framing your proposal and anchoring the negotiation using lessons from NLP. It looks at both competitive and co-operative negotiation and when and how to use each and explores the five different styles of negotiating that people use.
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The workshop allows each participant to practice both competitive and co-operative negotiation both as a buyer and as a seller. And to conduct an assessment of their performance and set improvement targets.  Each participant will receive their peer’s assessment of their performance as well as the facilitator’s individual assessment and suggestions for improvement.  They will also receive the spreadsheet to allow them to assess their strengths in any future negotiation to enable them to set the Nice-Need-No targets and an additional spreadsheet detailing their improvement plan for their own future negotiating.
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Selling the Value Proposition looks at how customers learn and make  first time buying, rebuying and modified rebuying decisions. It looks at the three stages they must pass through – recognition of need, establishing the buying criteria and evaluating the alternative suppliers before an order can be placed.
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It looks at how each of these stages can be achieved in industrial selling and explores the selling process at each of these three stages.
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After assessing a couple of current sales opportunities the participants then plan and role play the sales calls necessary to improve their position against competitors and allow them to achieve the highest possible price. Each participant acts as both seller and buyer and receives an assessment from his colleagues an independent assessment from the facilitator and a DVD of his sales call.
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Companies that have run workshops include AEG Motors, Sondex Wireline, Velan Valves, Simon Hartley, Moog, Vexamus Water, Flowserve, Wright Machinery, Aqua-Gas AVK, Beckman Coulter, Bobst Group, HR International, JP Pumps, Sonardyne Group. Linx UK., Oxford Instruments, David Brown Gears, Briggs of Burton,  MTL Instruments, Peerless Europe, Kentintrol, H M C Brauer, Alstom, Baker Perkins, Caparo, Portasilo, Torquemeters, The Flowgroup, Davis Derby, Peerless, Russelfire, KSB, Porvair Filtration, DS Technology Aeronautical and General Instruments, Pall Filtration, Detector Electronics and Hartest Instruments.
The workshops have been developed by Peter Robertson, Managing Director of Capital Equipment Consulting. Peter is a graduate engineer that spent 13 years with Alfa Laval in a variety of sales and sales management positions finally running their largest division in the U K. He then did a two year full time MBA at London Business School specialising in industrial sales and marketing.

Peter then became Marketing Director of Hick Hargreaves a process plant company in Bolton before rejoining Alfa Laval to run their Ibex Pumps Company. He then took the position of President of Alfa Laval Canada running all their divisions before returning to run Bran+Luebbe UK for a dozen years. After this Peter spent two years running Instem Technologies, a contract manufacturing company based in Stoke on Trent, before returning to spend two years back at The London Business School developing this programme. It is therefore based on the experience of running five industrial companies sandwiched between two separate two year periods studying at The London Business School.
Capital Equipment Consulting Ltd Registered Office 42 Remburn Gardens Warwick CV34 5BH

Company Registered in England & Wales Company No 4869090

Phone: 01926 496786/07817 797265 Email: capitalequipmentconsulting@btinternet.com
www.interlockedtraining.co.uk












