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In this issue of the Client
Communiqué, we discuss
how the depth and slow exit
from the current recession
has impacted the buying
behavior of customers and
we offer several construc-
tive change recommenda-
tions. We outline how to
use the proven Frank Lynn
“Look Forward/Look Back”
dynamic business planning
model to establish a more
robust planning process that
considers both historical
performance while recog-
nizing and adjusting to the
future. Finally, we examine
how to determine if your
salespeople have enough
bandwidth (product and
market knowledge, skills,
and time) to do their jobs
and what you can do about
this growing problem.
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uppliers and their channel partners
will need to make some significant
adjustments given this new cus-
tomer landscape.

Í¿³» º±® Ô»­­
With low inflation, many buyers expect products to
cost about the same from one year to the next, but
deliver more performance. This was particularly
true in the technology sector. Computer storage is a
perfect example. One year a customer paid $200 to
buy a 500MB hard drive. The next year they expect-
ed to pay the same $200, but get a terabyte worth of
storage. This year, however, they are content with a
terabyte of storage, but want to pay just $100.
Budgets are gonna remain tight for awhile, man!

Ú®»»
$100? Still too expensive! Now people want some-
thing for “free”. Free training, free installation,
free test units. The econ-wonks at the University
of Chicago will tell you there is no such thing as a
“free lunch.” Something about cross-subsidies, etc.
Still, recession-scarred buyers expect seemingly
free products as the price of admission. It’s really
not such a bad deal for suppliers. As King Gillette
found out 100 years ago . . . give away razors and
you can sell billions of blades.
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The concept of fixed cost has become anathema
to buyers. Millions of dollars for a Microsoft
site license. No way! $10K for a jet airplane tire?
Fuggedaboutit. Buyers want to pay per click, per

landing, per month, etc. Enter managed services,
outsourced or temporary “consultants”, cloud com-
puting, etc. Yes, I know these variable-cost models
existed before the recession; but they’re looking
much more viable right now.
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No, powerful brands won’t disappear. However,
the concept of brand loyalty has rapidly diminished.
The only no-questions-asked, premium-price loyalty
around nowadays is within the ranks of Apple zealots.
Sophisticated companies will continue to find ways to
differentiate themselves and create stand-out brands.
Everybody else must pray at the altar
of the low-cost (or free) product.
Certainly, customers will still value
brand standardization for pre-
sumed cost and labor savings.
However, now the CFO will
demand a detailed, no bull—
ROI, before they sign off on a
one-brand solution.
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Speaking of the finance
person . . . better get used
to seeing her, the strat-
egy guy, the CMO and
a lot of other people in
your sales meetings.
Profligate spend-
ing is so 2007.
Whereas, a
department
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