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Objectives

After completing this module, you should be able to:

• List the stages of the Customer Driven Sales Methodology (CDSM)

• Describe the activities related to the first CDSM stage, Understand Customer

• Describe the processes related to the second CDSM stage, Validate Opportunity

• Describe the process related to the third CDSM stage, Qualify Opportunity
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Capture information

Online sites such as internal communications materials, websites, blogs

Annual reports, investment yst reports, market research reports

Consumer and industry regulator reports 

ernment papers (white, , and so on) 

Press releases and media coverage

Existing relationship, our partners, and other rs

Advertising
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HP Market Vision and industry in ligence

Market Vision
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Online research vendors

Online Research Vendors
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Relationship chart
Opportunity nning Tool stored in SFDC

Not Known

Known

Known and good 
relationship

Influencer

Decision maker

Coach

Supporter

Neutral

Non-Supporter

The most common relationship mistakes:
• Over-investing in the wrong people

• Under-investing in the right people

• Missing some of the key people altogether

You must have relationships at various levels 
within the organization

Money Man
New Buying System/

Jo Dunn 
Asia, Europe & IT 
Director (Board)

Center of 
power

Computer Guy
UK Head of

John Doe 
UK CIO

Mike Pain
CIO

IT Guru
Group 

Technology & 
Architecture
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Group Finance

Director)

Sir Heaman 
CEO
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HR Supply Chain Systems Infrastructure

Long Shot 
Finance & IT 
Step Change

Kirsty Land Tough Talker 
Stores and Property Commercial /Office
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Deal Creation Workshop (DCW)

Identify and 
develop 

early-stage
opportunities

Establish the “field 
of y”

Agree and 
 30-, 60-, 

and 90-day ns

Discuss the 
high-level solution
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Opportunity nning Tool stored in SFDC

• It is about the —not about HP

• All elements of the value proposition are validated and co-developed through a series of  
in ctions

• Before you can successfully articulate value, you must understand the key business issues of the
 and the impact any solution can have

Establish the field of y

A concise summary of the ’s situation, the solution you are offering,
and the reasons adopting it make sense.

Value 
proposition

Their solutionOur idea

Refined value
proposition

Refined value
proposition

Dialog DialogValue 
proposition 
hypothesis
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Opportunity nning Tool stored in SFDC

• All  in ctions should have an End in Mind (EIM)

• What key beliefs must the  hold to agree with the EIM?

• Determ he questions you want to ask

• Think about the questions the  might ask 
and how you will respond

• High-risk five: The first five minutes of the
meeting

− The critical space and time you have to make 
a positive impression and set the tone of the 
meeting

Call n Understand 
Customer



What is the key to understanding your customer?

How can you avoid the three common relationship mistakes?

With your table te tes, select one of the three most common relationship mistakes and 
discuss the impact that can have on your deal.

• Over-investing in the wrong people

• Under-investing in the right people

• Missing some of the key people altogether

You have 3 minutes to complete thi ercise.

Be prepared to share your conclusions with the class.
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Key questions in deal qualification

Will they buy?

• Business case

•  resources

• Sense of urgency

• Defined decision process and criteria

Will they buy from HP ES?

Competitive superiority in:

• Relationships

• Value proposition for both the technical and 
the business solution

• Evidence

Validate 
Opportunity



Opportunity gauge
Opportunity nning Tool stored in SFDC
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Opportunity nning Tool stored in SFDC

You need all components of the 
decision grid to fully understand 
the decision process

Start with the steps

Always get the how directly from
the who

Customer decision process Validate 
Opportunity
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