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Welcome to Reilly Sales Training 
Reilly Sales Training is a St. Louis-based, privately owned company that 
specializes in training sales professionals, sales managers, and service 
professionals. Reilly Sales Training offers public seminars, in-house sales 
training programs, consulting services, and hiring and training assessments. 
What we are known for is Value-Added Selling. Our founder, Tom Reilly, 
literally wrote the book on it. 
 
Paul Reilly has developed this course specifically for you, the sales and 
service professional. Significant resources have been invested for your 
professional development. We ask for your full commitment to the 
message, and that you apply what you learn.  
 
Thank you in advance for your participation! 
 
 

 
 

 
 

 

 

 

 

 

 

 

 

All material in this course is, unless otherwise stated, the property of Reilly Sales Training. Copyright and 
other intellectual property laws protect these materials. Reproduction or retransmission of the materials, 
in whole or in part, in any matter, without the prior consent of the copyright holder, is a violation of 
copyright law. Contact Reilly Sales Training at 173 Chesterfield Industrial Boulevard, Chesterfield, MO 
63005 for permission to reproduce or reprint. 



Hi I’m Paul. 
 
Business Experience… 
 
I started my sales career at the age of 16 selling carwashes. While in college, I 
successfully started a painting company and deck staining company. My first B2B sales 
job was selling propane for Ferrellgas. I was promoted to the Indianapolis service 
center. My next B2B sales job was selling tools and fasteners for the Hilti Corporation. I 
primarily sold in the oil & gas and power gen industry. In 2010, I achieved Masters Club 
Status with Hilti. Next, I joined Allied Healthcare Products selling medical gas 
equipment. I managed eight north central states as well as Canada. In my tenure, I re-
penetrated the Canadian market and helped grow their distributor network by double 
digits.  
 
Personal Information… 
 
Married: Eight years to Lauren 
Children: Three girls, Nora, Libby, and Mary Charlotte. Yes, I am totally outnumbered.  
Education: Bachelor’s Degree – Marketing, Mizzou. MBA - Webster University. 
Outside Interests: Golfing, cycling, marathon finisher, award-winning Toastmaster, and 
ASTD member.  
 
Favorite Books: Value-Added Selling by Tom Reilly (obviously), Crush Price Objections by 
Tom Reilly (go figure), Outliers, David and Goliath, To Sell is Human, Atlas Shrugged, 
Social Intelligence, The Fifth Discipline, Lead With A Story, Sway, Tipping Point, Born To 
Run, The 7 Habits of Highly Effective People, Good to Great. 
 
A few of our clients… 
 

ADM 
Affordable Equity Partners  
ASCO Equipment 
Brenntag  
Case Equipment 
Chase Plastics 
Continental Cement 
Eaton Corporation 
Edward Jones 
F&M MAFCO 
Graybar Electric 
Harcros Chemicals 
John Henry Foster 
Johnstone Supply 
Konica Minolta 
Krilogy Financial 
Lifetouch Photo 

Midwest Industrial Rubber 
Missouri Enterprise 
Monsanto 
Packaging Systems 
Precision Analysis 
ProBuild 
QTE Manufacturing 
Rheem  
Roseburg Forest Products 
Siemens 
St. Louis Digital Media 
St. Louis Metallizing 
The Climate Corporation 
IAPD 
NAHAD 
STAFDA 
University of Innovative Distribution
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INTRODUCTION TO VALUE-ADDED SELLING 

The Need for This Program 
• Sameness 

 

• Technology 
 

• Culture of cheap 

 

 

Program Objective 

Our objective is to introduce you to the Value-Added Selling philosophy and demonstrate 
how and why this is a viable go-to-market strategy. 

 

 

Value Proposition 
When you embrace Value-Added Selling and execute its strategies tactically, you can 
compete aggressively and profitably based on your total value, not price. 

 

 

 

What is the Purpose of a Business?  
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VALUE-ADDED SELLING 

What Is Value? 
Value is personal and describes an outcome. How do your customers define value? 

    

    

    

 

Price + Cost (TCO) + Utility + Impact (VP) = Value 
What goes into the total cost of your solution? 

    

    

    

 

What Is Value-Added? 
Value-added is the difference between raw material input and finished product output. On a 
practical level, it’s everything you do to something from when you buy it, sell it, and service 
it. 

• Qualitative value-added (perceived value) 
 

• Quantitative value-added (performance value) 

 

What Is Your Value Add-itude®? 
• Customer-focused Value 

 

• Seller-focused Value 
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Value-Added Selling 
Value-Added Selling is a business philosophy. It’s a process of proactively looking for ways 
to enhance, augment, or enlarge your bundled package for the customer. It’s promising a 
lot and delivering more—always seeking ways to create maximum value for your customers 
and to extract maximum value from your customers. It is selling to the customer’s needs, not 
necessarily against a competitor. 

 

• Philosophy 

 

 

• Process 

 

 

• Proactive 

 

 

• Package 
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Value-Added Selling Is Good for Your Company 
1. A         % discount means you must increase your volume by          % to compensate 

for the lost net profit. 

2. The power of 1%! (HBR) 

A          % increase in selling price has          times the profit impact as the equivalent 
of a          % increase in volume. 

3. Every bottom-line dollar you do not give away to discounts is like adding 
  dollars to your top line. 
 

Price Objections Are Self-inflicted Wounds 
1.  % offer a cheaper price unprompted. 

2.  % cave in to price objections. 

3.  % close without discounting. 
 

Buyer Preferences 
1. Fewer than            in six is a price shopper. 

2.  % of buyers choose cost over price. 

3. Customers will pay           % more for quality. 

4. Customers will pay            % more for service. 
 

The Top Twelve Things Your Customers Want 
• Quality and performance 

• Customer service 

• Knowledgeable salespeople 

• Product availability 

• Stands behind what they sell 

• Ease of doing business 

• Salesperson follows through on promises 

• Trustworthy (salesperson) 

• Durability 

• Accessibility of salesperson 

• Acquisition price 

• Technical support 
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HOW TO VIEW CUSTOMER NEEDS 

Critical Buying Path® 
This is the sequence of steps the buyer goes through from the moment a need exists through 
complete need satisfaction. 
 
 
 
 
 

Pre-Sale Planning Acquisition/Transition Post-Sale Usage 

1. Study 
2. Design 
3. Budgeting 
4. Testing 

5. Procure 
6. Prep facilities & people 
7. Receive goods/services 
8. Install or implement 

 9. Transform or use 
 10. Service 
 11. Re-order 
 12. Disposal 

 

 

 

 
 
 

5 12 11 10 6 4 3 2 1 9 8 7 

Need Satisfaction 



V
A

LU
E-

A
D

D
ED

 S
EL

LI
N

G
 

“S
el

l v
a

lu
e,

 n
ot

 p
ric

e!
” 

 

 
 

 
©

20
16

 R
ei

lly
 S

al
es

 T
ra

in
in

g 
w

w
w

. R
ei

lly
Sa

le
sT

ra
in

in
g.

co
m

  

 

6 

TH
E 

VA
LU

E-
A

DD
ED

 S
A

LE
S 

PR
O

C
ES

S 
 

Pr
e-

sa
le

 
T

ra
ns

iti
on

 
Po

st
-s

al
e 

Pl
an

ni
ng

 
(In

fo
rm

at
io

n)
 

A
cq

ui
sit

io
n 

(S
m

oo
th

 Tr
an

sit
io

ns
) 

Us
ag

e 
(E

co
no

m
y 

& 
Pr

od
uc

tiv
ity

) 
D

ur
in

g 
Pl

an
ni

ng
, t

he
 b

uy
er

’s 
gr

ea
te

st
 n

ee
d 

is
 fo

r 
in

fo
rm

at
io

n.
 T

he
y 

st
ud

y 
th

ei
r 

ne
ed

s,
 s

ou
rc

e 
a 

so
lu

tio
n,

 a
nd

 s
el

ec
t t

he
 b

es
t a

lte
rn

at
iv

e.
 T

he
ir

 
cr

iti
ca

l a
ct

iv
iti

es
 in

cl
ud

e 
ne

ed
s 

as
se

ss
m

en
t, 

se
tt

in
g 

pr
io

ri
tie

s 
an

d 
ob

je
ct

iv
es

, e
st

ab
lis

hi
ng

 
bu

dg
et

s,
 e

tc
. 

D
ur

in
g 

A
cq

ui
si

tio
n,

 th
e 

bu
ye

r’s
 g

re
at

es
t n

ee
d 

is
 

fo
r 

sm
oo

th
, s

ea
m

le
ss

, a
nd

 p
ai

nl
es

s 
tr

an
si

tio
ns

. 
Th

ei
r 

cr
iti

ca
l a

ct
iv

iti
es

 in
cl

ud
e 

pl
ac

in
g 

or
de

rs
, 

re
ce

iv
in

g 
go

od
s,

 r
ed

is
tr

ib
ut

io
n,

 h
an

dl
in

g 
cr

ed
its

, 
re

tu
rn

s,
 e

tc
. 

 

D
ur

in
g 

U
sa

ge
, t

he
 c

us
to

m
er

’s 
gr

ea
te

st
 n

ee
d 

is
  

fo
r 

m
ax

im
um

 p
er

fo
rm

an
ce

, p
ro

du
ct

iv
ity

, a
nd

 
ec

on
om

y.
 T

he
ir

 c
ri

tic
al

 a
ct

iv
iti

es
 in

cl
ud

e 
us

ag
e 

an
d 

di
sp

os
al

. 

O
ffe

ns
iv

e 
Se

lli
ng

 M
od

e 
De

fe
ns

iv
e 

Se
lli

ng
 M

od
e 

Pu
rs

ui
ng

 n
ew

 b
us

in
es

s 
Pr

ot
ec

tin
g 

ex
ist

in
g 

bu
sin

es
s 

Fo
cu

sin
g 

Pe
rs

ua
di

ng
 

Su
pp

or
tin

g 
A

fte
r-

M
ar

ke
tin

g 

A
cc

ou
nt

 S
el

ec
tio

n 
A

cc
ou

nt
 P

en
et

ra
tio

n 
C

us
to

m
er

-iz
in

g 

Po
sit

io
ni

ng
 

D
iff

er
en

tia
tin

g 
Pr

es
en

tin
g 

Pr
oc

es
s S

up
po

rt 
Re

la
tio

ns
hi

p
 B

ui
ld

in
g 

Tin
ke

rin
g 

V
a

lu
e 

Re
in

fo
rc

em
en

t 
Le

ve
ra

gi
ng

 
 D

ur
in

g 
th

is
 p

ha
se

, y
ou

 id
en

tif
y 

vi
ab

le
 s

al
es

 o
pp

or
tu

ni
tie

s,
 q

ua
lif

y 
th

es
e 

op
po

rt
un

iti
es

, p
en

et
ra

te
 th

e 
ac

co
un

ts
 th

or
ou

gh
ly

, a
nd

 d
ev

el
op

  
an

 in
-d

ep
th

 u
nd

er
st

an
di

ng
 o

f t
he

 
cu

st
om

er
’s 

ne
ed

s,
 w

an
ts

, a
nd

 
co

nc
er

ns
. Y

ou
 ta

ke
 th

is
 in

fo
rm

at
io

n 
an

d 
br

ai
ns

to
rm

 a
 s

ol
ut

io
n.

 Y
ou

’r
e 

in
 th

e 
di

ag
no

st
ic

ia
n 

ro
le

. 

 Th
is

 is
 th

e 
ph

as
e 

of
 th

e 
sa

le
 w

he
re

 
yo

u 
po

lis
h 

yo
ur

 im
ag

e,
 c

re
at

e 
di

st
an

ce
 b

et
w

ee
n 

yo
u 

an
d 

th
e 

co
m

pe
tit

io
n 

an
d 

co
nv

in
ce

 th
e 

cu
st

om
er

 th
at

 y
ou

r 
pr

od
uc

t o
r 

se
rv

ic
e 

is
 th

e 
va

lu
e-

ad
de

d 
so

lu
tio

n.
 

Y
ou

’r
e 

in
 th

e 
pr

om
ot

er
 r

ol
e.

 

 D
ur

in
g 

th
is

 p
ha

se
 o

f t
he

 s
al

e 
yo

u 
fo

llo
w

 u
p 

to
 e

ns
ur

e 
th

at
 th

e 
cu

st
om

er
 e

xp
er

ie
nc

es
 s

m
oo

th
 

tr
an

si
tio

ns
 to

 y
ou

r 
so

lu
tio

n,
 r

ec
ei

ve
s 

sp
ec

ia
l a

tt
en

tio
n 

as
 n

ee
de

d,
 a

nd
 

bu
ild

s 
st

ro
ng

 r
el

at
io

ns
hi

p 
tie

s.
 

Y
ou

’r
e 

in
 a

 s
er

vi
ce

 a
nd

 lo
gi

st
ic

s 
su

pp
or

t r
ol

e.
 

 Th
is

 is
 th

e 
sa

le
-a

fte
r-

th
e-

sa
le

:  
th

e 
ph

as
e 

w
he

n 
yo

u 
lo

ok
 fo

r 
w

ay
s 

 
to

 c
on

tin
ue

 to
 a

dd
 v

al
ue

, g
et

 c
re

di
t 

fo
r 

w
ha

t y
ou

 d
o,

 a
nd

 g
ro

w
 y

ou
r 

bu
si

ne
ss

. Y
ou

’re
 a

n 
ad

vo
ca

te
 fo

r 
 

th
e 

cu
st

om
er

 a
nd

 li
ai

so
n 

fo
r 

yo
ur

 
co

m
pa

ny
. Y

ou
 h

el
p 

m
on

ito
r 

th
ei

r 
in

ve
nt

or
y 

an
d 

us
ag

e.
 Y

ou
’r

e 
in

  
th

e 
gr

ow
th

 m
od

e.
 

http://www.tomreillytraining.com/


V
A

LU
E-

A
D

D
ED

 S
EL

LI
N

G
 

“S
el

l v
a

lu
e,

 n
ot

 p
ric

e!
” 

 

 
 

 
©

20
16

 R
ei

lly
 S

al
es

 T
ra

in
in

g 
w

w
w

. R
ei

lly
Sa

le
sT

ra
in

in
g.

co
m

  

 

7 

 
VA

LU
E-

A
DD

ED
 S

EL
LI

N
G

 IS
 A

 TE
A

M
 S

PO
RT

 
IN

TE
G

RA
TE

D 
SA

LE
S 

A
N

D 
O

PE
RA

TIO
N

S 
M

O
DE

L 
FO

R 
SE

LL
IN

G
 A

N
D 

DE
LI

VE
RI

N
G

 V
A

LU
E-

A
DD

ED
 

  Pr
e-

sa
le

 P
ha

se
 

Tr
a

ns
iti

on
 P

ha
se

 
Po

st
-s

al
e 

Ph
a

se
 

            O
ffe

ns
iv

e 
Se

llin
g 

M
od

e 
 

D
ef

en
siv

e 
Se

llin
g 

M
od

e

Sa
le

s 
Fo

rc
e 

In
vo

lv
em

en
t 

O
pe

ra
tio

ns
 &

 C
us

to
m

er
 S

er
vi

ce
 In

vo
lv

em
en

t 

http://www.tomreillytraining.com/


VALUE-ADDED SELLING “Sell value, not price!” 

©2016 Reilly Sales Training  www.ReillySalesTraining.com 8 

THE VALUE-ADDED SALE 

Value-Added Selling is a customer-oriented, need-satisfaction, conceptual model of selling. 
These three ideas will help you guide the conversation down a path of value, not price. 

 
Sell Concepts Then Products 
A conceptual sale is arguing a case bigger than products. It is selling a new idea, technology, 
a different way of thinking, a different approach to solving a problem, or a new way of 
serving customers.  

Small wins lead to big victories. 
 
 

Find customer parallels. 

 
 
 
 

Stretch the Time Horizon: Transport Them to the Future 
Value is a long-term, not short-term concept, yet price shoppers base their decision on the 
short-term issue of acquisition price. Use the need-satisfaction model of selling to stretch the 
buyer’s time horizon. 

Ask questions that cause the buyer to think long term. 

• If you were to fast-forward a year or two from now, what would cause you to say that you made a 
great decision to partner with us for this project? 

• What does success look like on this project? 
• Walk me through your project or process start to finish. 
• Once implemented, what are your long-term concerns for this project? 
• What return are you seeking on your investment? 
• Long term, how do you see us creating value for you? 
• How do you see this project contributing to your long-term satisfaction, quality of life, and happiness? 
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Present long-term solutions. 

Stretch the time horizon by demonstrating how you help them long-term: 

• Plan—how do you help the customer plan and design the right solution? 
• Implement—how do you add value during the construction phase? 
• Post-sale Usage—how do you help them capture the most value from the solution? 

Enlarge the Conversation: Expand Their Field of Awareness 
Price shoppers are small thinkers. They oversimplify their needs and value-strip buying 
alternatives to the core-commodity, naked product. This means they settle for something 
just good enough to get by. Use the need-satisfaction model of selling to enlarge the 
conversation about their needs and solutions. 

Ask questions that cause the buyer to think bigger. 

• Describe the full scope of this problem. 
• Who all is affected by this problem? 
• What is the full impact of this problem? 
• How do you define value on this project? 
• Beyond just design-build and construction, what do you need from us? 
• What are your mission-critical issues for this project? 
• What is your greatest concern on this project? 
• How have you budgeted for this project? 

Present bigger solutions. Answer these questions. 

• Why this product? 
• Why my company? 
• Why me? 
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TARGET ACCOUNT SELECTION 

You begin the Value-Added Sales Process® by identifying and pursuing the right business for 
your company. 
 

The Power of Discernment 
This is knowing which business to pursue and which business to avoid. 
 

Pursuing the Right Type of Business (Strategic Focus) 
This means answer this question: What is fundamentally good business for our company? Here is a 
partial list of criteria for HVT accounts: 

Financially stable 

Net worth 

Innovative 

Differentiated 

Access to decision makers 

Customer needs parallel our value proposition 

Customer has a long-range view 
 

Pursuing the Right Accounts (Tactical Focus) 
On a tactical level, you must select prospects that fit the profile of good business. 
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DIFFERENTIATING 

Differentiating makes it easier for the buyer to choose your solution over the competitor.  
Differentiating makes your solution jump out from the crowd. It’s distancing yourself from 
the competition -- expanding the gap between you and other alternatives.   
 

Product/Service Attributes Company Competitor A Competitor B 
Availability    
Packaging    
Customization    
Warranty    
Acquisition Price    
Quality    
Usage Cost    
Durability    
Performance    
Brand name    
Efficiency    
Safety    
Ergonomics    
Total Cost of Ownership    
Company Attributes 
Ease of doing business    
Reputation    
Technical support    
Terms    
Return policy    
Response times    
Engineering ability    
Post-sale support    
Inventory levels    
Salesperson Attributes 
Knowledgeable    
Follow-through    
Understand needs    
Problem-solving    
Accessible    
Integrity    
Organized    
Innovative    
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VALUE REINFORCEMENT 

No one gets the credit they deserve. They only get the credit they ask for.  
 

Documentation 
Put on paper the dollar value of your value-added to the customer.  

• No-charge invoice 

• Customer service response report 

• Customer satisfaction surveys 

• Warranty summary 

• Project savings report 

• Thank-you note recapping your value-added 

• Punch list of activities 

• Service level review 

• Delivery performance report 

• Quarterly/annual reviews 

• Cost savings/profit impact report 

• Customer testimonials 
 

Value Reminding 
“Positive bragging” is reminding customers of everything you do for them. Be sure to 
demonstrate the impact of your value on the customer’s business. 
 

Value Audit 
Check on yourself often, either formally through customer satisfaction surveys, or informally 
with questions. 
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