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Praise for How to Sell Value

“In How to Sell Value, Roccato details with clarity and simplic-
ity the main points to attract, develop, and retain indirect sales 
and distribution channels, multiply your sales force, and help 
your sales channels develop a value proposition to your clients. 
Everything is explained in a clear and simple manner.”

—Jorge Sukarie Neto, President, ABES  
(Brazilian Association of Software Companies)

“The use of the Sale+Value methodology described in How to 
Sell Value is part of my routine, as I am in charge of sales of dig-
ital marketing solutions, not only because the concept works, 
but also because there is no alternative when the service sold is 
the result (profit) obtained by my clients. Many sales profession-
als can’t see the value of their solutions in the client perspective. 
These people can only use the price/discount/deadline resource 
to negotiate. As already mentioned, the value lives on, but the 
discount ends soon.”

—Luís Maian, Latin America Partner  
Sales Manager, Adobe Systems INC.

“Thanks to the consulting projects, courses, and content pub-
lished by Direct Channel, including the new edition of Roccato’s 
book, How to Sell Value, hundreds of professionals with solid 
knowledge of the principles that guide the creation and mainte-
nance of a sales and distribution channel have been trained and 
are now experts in this area, bringing great value to the value 
chain of the Brazilian channel.”

—Sérgio Basílio, Director, Solutions & Strategy, 
Latin America, Westcon Group



“How to Sell Value is a fantastic book. It details and clearly 
explains the importance of observing and outlining a balanced 
company, directed to the most important figure of business—
the client. From start to end, How to Sell Value shows all steps 
to a successful company. This guide should be the pillow book 
of every entrepreneur.”

—Patrícia Marega, Business Development Manager, the U.S. 
Department of Commerce, U.S. Consulate, São Paulo, Brazil

“The importance of adding value in the supplier-customer rela-
tionship is key to sustainable and permanent growth of organi-
zations. The application of the Sale+Value methodology from 
How to Sell Value brings prompt results, and it’s the base of a 
trustful relationship and a competitive differentiation, lead-
ing to loyalty. A practical guide that greatly contributes to the 
development of companies, the book has important insights. In  
Network1, these concepts will be culturally incorporated and 
are practiced every day.”

—Rafael Nassar Paloni, President, Latin America, 
Network1 Distribution, a ScanSource Company

“We know the collaboration between people and companies 
is part of the Sale+Value methodology featured in How to Sell 
Value. And maybe, because of that, it is so gratifying to learn and 
share thoughts with Roccato, as he always makes us think of a 
new way to act in the market, considering that we are incessantly 
searching for a collaborative process to achieve good results.”

—Renato Lovisi, Director, Advanced 
Solutions, a division of Ingram Micro



“After the training with Sale+Value, my horizon has expanded. 
This method has allowed me to practice new approaches on a 
daily basis and listen to clients better, with a humble and real 
interest in understanding my business. A curtain has opened 
and opportunities have appeared. New scenarios have been 
discussed and a much more pleasant talk has been conducted, 
much different from the assiduous debates on bits and bytes, 
endless and boring, typically seen in the technology market. 
I hope How to Sell Value becomes the eternal recognition of 
good and hardworking professionals, enthusiasts who dared 
to provide a differentiated experience to themselves and their 
customers.”

—Nycholas Szucko, Country Manager,  
FireEye Brazil

“The implementation of the Sale+Value method in channel 
management was decisive for the business model and strategy 
in Bematech channels. There were no clear rules or transpar-
ency among the over 5,000 authorized partners. Our main chal-
lenge was the change in company culture in regards to roles and 
processes. This work, structured with the method developed 
by Roccato, brought two excellent results: stronger relationship 
with channels and a more participative commercial manage-
ment, with long-term vision for the delivery of the company’s 
solution strategy.”

—Fábio Luiz Moro, Channel Manager,  
Bematech
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Sell Value

The Revolutionary SALE+VALUE® System 
to Solve Client Problems and Win

PEDRO LUIZ ROCCATO

	 •	 See how to provide a differentiated buying experience 
to your clients from the corporate, retail, or government 
market

	 •	 Become a customer expert and learn ways to ensure 
loyalty to you and your brand by committing yourself to 
solving your client’s problems, pains, points, and needs

	 •	 Use social media to disseminate the perceived value of 
your company and its services

	 •	 Learn how to turn your customers into your best 
salespeople

Pedro Luiz Roccato



Copyright page TK



To my wife Priscila,  
who encourages me to be a better person every day.





Author’s contact information  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    xvii
Introduction  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   xix

	 1.	 Mr. Client  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    1
The Client: The Beginning and End of Everything   .  .  .  .  .  .  .  .  .  .  .             1

Portfolio Redesign Methodology on Practice   .   .   .   .   .   .   .   .   .   .   .   .   2
Focus on the Client or Focus of the Client?   .  .  .  .  .  .  .  .  .  .  .  .  .                3

Interconnected Clients: Are You Prepared for Them?   .   .   .   .   .   .   .   .   .    4
The Surgical Client   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   6
How About Social Media? See What People Say  

About You and Your Company   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    7
Churn Rate: What Is Your Rate of Clients Lost to  

the Competition?   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    8
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    9

	 2.	 People in First Place  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     11
Understand Your Customers’ Priorities:  

The Three-Brain Hierarchy   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     11
The Importance of Individualization   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     14

Customer Experience: Brazil Versus USA   .  .  .  .  .  .  .  .  .  .  .  .  .  .                15
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    19

Contents

Pedro Luiz Roccato



x � Contents

	 3.	 Well-Known Sales Models  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     21
The Transactional Model   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     21
The Relational Model   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                             22
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    22

	 4.	 Diagnosis: How to Identify Your Customers’ Needs  .  .   .   .   .   .   .   .   23
How to Fulfill Your Customers’ Needs If You  

Don’t Know What They Are   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                       23
Sales Consultants Are the Clients’ Physicians   .  .  .  .  .  .  .  .  .  .  .             25
Becoming a Customer Expert   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      27

The Million Dollar Question: What Makes a Client Buy  
from You and Not from Your Main Competitor?   .   .   .   .   .   .   .   .     28

Dynamic Diagnosis   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     29
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    29

	 5.	 What Is Value-Added Sales?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   31
What Is Perception?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                              31

Perceived Value   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                              32
How to Distinguish Added Value Among  

the Characteristics of Your Offering   .  .  .  .  .  .  .  .  .  .  .  .  .  .                33
The Sale+Value Pyramid   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                           34
Pricing: What Is the Ideal Price?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                       36
The Dynamism of Value Perception   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     39
Simplicity in Value-Added Sales   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                       40
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    41

	 6.	 How to Break Six Paradigms of Modern Customers  .  .   .   .   .   .   .   .   43
A Case of Value Perception in a Coffeehouse   .  .  .  .  .  .  .  .  .  .  .  .  .                43
First Paradigm: The Most Expensive Product  

Is the Best   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     44
Second Paradigm: Imported Products Are Better  

than National Products   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         46



xiContents

Third Paradigm: Buying Directly from the  
Producer/Manufacturer Is Much Better   .  .  .  .  .  .  .  .  .  .  .  .  .                46

Fourth Paradigm: Before Addressing Clients,  
I Know Who Can or Cannot Buy My Product   .   .   .   .   .   .   .   .   .   .     48

Fifth Paradigm: A Salesperson Has to Sell but Not  
Necessarily What the Client Needs to Buy   .   .   .   .   .   .   .   .   .   .   .     50

Sixth Paradigm: Salesperson Is Not a Profession,  
but a Temporary Occupation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      51

Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    53

	 7.	 How to Produce Your Value-Added Proposition  .  .   .   .   .   .   .   .   .   .     55
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    57

	 8.	 The Importance of the Perceived Value of Your Brand  .  .   .   .   .   .     59
The Brand Power   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                60

Reseller: Build Your Brand Allied with Known Brands   .   .   .   .   .   .    61
Retailers’ Private Labels   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    62

How About After-Sales Service?   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     63
An Excellent After-Sales Service   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     64
What You Should Not Do in After-Sales Service   .  .  .  .  .  .  .  .  .  .            65

Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    68

	 9.	 How to Break Eight Paradigms for  
Successful Value-Added Sales  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   69
First Paradigm: Clients Buy Products   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     69
Second Paradigm: Clients Know the Best Solution  

to Their Problems   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     72
Third Paradigm: What Matters to Clients Is  

Always the Lowest Price   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         74
Fourth Paradigm: Everything Has Become a Commodity   .  .  .  .  .  .         75
Fifth Paradigm: E-commerce Has Differentiated Payment  

Conditions and Prices that Don’t Allow Healthy  
Competition with Traditional Offline Retail   .  .  .  .  .  .  .  .  .  .  .              76



xii � Contents

Sixth Paradigm: The Largest Competitors in Your Sector  
Have Differentiated Conditions that Put You  
Out of the Game   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                             78

Seventh Paradigm: Selling More Is Always the Best Solution   .   .   .     79
Eighth Paradigm: You Need to Know Everything  

About the Products You Sell and Have a Prompt  
Answer to Every Client Question   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    80

Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    81

	10.	 Sales Management Tools  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   83
Closing as an Objective or a Consequence?   .   .   .   .   .   .   .   .   .   .   .   .   .     83
Understand the Sales Cycle of Every Product  

or Service Marketed   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                           84
Map and Manage the Sales Cycle   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    84

How to Close a Sale: Sales Funnel Management   .   .   .   .   .   .   .   .   .   .     87
How to Reach and Manage the Conversion Rate in Sales   .   .   .   .    91

The Account Plan   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                91
Practical Numerical Exercises   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         93

Financial Viability Analysis of Hiring Employees   .   .   .   .   .   .   .   .   .    93
Financial Viability Analysis of Investing in  

a Marketing Action   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         95
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                    97

	11.	 The Rehearsal: The Importance of Preparing  
and Planning Your “Sales Show”  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .     99
Warming-Up Is Essential   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                          100
How About In-Person Client Visits?   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   101

How Does Prior Preparation Work?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                  101
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   102

	12.	 Approach Strategies  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   103
The First Contact   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                               104
Focus on Differentiated Experience   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    105



xiiiContents

The Powerful Art of Observing Client Behavior  
and Body Language Techniques   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                   106
Identify the Client Behavior Profile   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                  108
An Example of Lack of Attention and Client Observation   .  .  .  .      108

Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   110

	13.	 How to Overcome Objections  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   111
Tips to Conduct a Sales Process that Involves Objections   .  .  .  .  .        112
How to Overcome “Your Product Is expensive” Objection   .   .   .   .   .   113
Discounts: The Greatest Enemy of Your Company   .  .  .  .  .  .  .  .  .            115
Ensure the Client Doesn’t Leave the Store  

Without Your Product   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         115
Direct and Indirect Competitors   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      116
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   118

	14.	 Focus on Upselling and Cross-Selling!  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   119
How to Identify Upselling and Cross-Selling Opportunities   .   .   .   .   119

Be Careful with Mortal Sins!   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      120
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   122

	15.	 Value Sales in Markets and Vertical Markets and the  
Offering of Products, Services, and Solutions  .  .   .   .   .   .   .   .   .   .   .   123
Value Sales Applied to the Retail (or Consumer) Market   .   .   .   .   .   .   124 

Value Sales Applied to the SMB Market   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                  125
Value Sales Applied to the Enterprise Market   .   .   .   .   .   .   .   .   .   .   .   .   128
Are Value-Added Sales to the Public Sector Possible?   .  .  .  .  .  .  .          129
How to Offer Value in Product Sales   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    130
How to Offer Value in Service Sales   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                    131
How to Offer Value in Solution Sales   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   132
Particularities of the Insurance Market   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                  133
Is the Real Estate Market Very Different from Other Markets?   .   .   .   135
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   137



xiv � Contents

	16.	 Customer Enchantment  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   139
Searching for a Differentiated Buying Experience   .  .  .  .  .  .  .  .  .            140

Explore All Senses   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                           141
Pay Attention to the Movements and  

Wishes of Your Clients   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      142
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   145

	17.	 Innovation  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    147
Should You Constantly Innovate?   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   147

Breaking Innovation Process Paradigms   .  .  .  .  .  .  .  .  .  .  .  .  .               148
The Cyclical Innovation Process and Its Feedback   .   .   .   .   .   .   .   .   .   .   149

Innovation and Leadership   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    150
Examples of Innovation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                           150
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   152

	18.	 Customer Loyalty as a Result of Your  
Commitment to Solving Your Customers’ Problems  .  .   .   .   .   .   .   153
Commitment to Customers   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                         154

Who’s the Boss?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                             155
What Are Customers Looking For?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     156

The Importance of Emotion in the Sales Process   .   .   .   .   .   .   .   .    158
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   159

	19.	 The Importance of Communication and Feedback  .  .   .   .   .   .   .   .   161
The Devastating Effect of “Noise” in Business Environments   .  .  .      161
Unification of the Company’s Institutional Speech   .   .   .   .   .   .   .   .   .   162
The Importance of Feedback   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                        163

The Wisdom of Listening to Clients   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                  165
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   168

	20.	 Leadership and Motivation with Sale+Value  .  .   .   .   .   .   .   .   .   .   .   169
What Is of Value to Your Team?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                       169

Sales Force Motivation and Award   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    171



xvContents

The Power to Observe the Behavior and Answers  
of Your Sales Team   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    176

The Importance of Prior Training and Rehearsal in the  
Development of Value Sales   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     176

Selection of Team Members   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   178
Leadership Behaviors   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                            179
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   181

	21.	 Attention to Collaborative Process and Strategic Alliances  .  .   .   .   183
Collaboration Makes Strength   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                       183

Multifaceted Collaboration   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    185
Strategic Alliances   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                              186
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   187

	22.	 Omni-Channel Strategy and Internet  
with Added-Value Sales  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   189
Evolution from Multi-Channel to Omni-Channel Strategy   .   .   .   .   .   190
Internet Activity   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   193

Mobility Impacts on Client Behavior   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                 194
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   195

	23.	 Is It Worth Being Organized?  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   197
Organizing a Business Meeting   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                      197
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   199

	24.	 How Do I Know I’m on the Right Path?  .  .   .   .   .   .   .   .   .   .   .   .   .   .    201
The Importance of Control Metrics   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                     201

Indicators by Chain Link   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                        203
Typical Sales Indicators   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                           204
Last Word   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .                                   205

How Do You Like the Knowledge Development  
We’ve Provided So Far?  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .    207

About the Author  .  .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   .   209





Pedro Luiz Roccato,  
Founder, President and CEO, Direct Channel Group

proccato​@directhchannelusa​.com

 
 @PedroRoccato

 Pedro Luiz Roccato

www​.directchannelusa​.com

www​.salesplusvalue​.com

The Direct Channel® was founded in 2004 with the mission to 
help people change the world so they can live a better life. In thirteen 
years of operation, working with all sales links in the chain (manu-
facturers, distributors, resellers, and customers), the company has 
experience in Information Technology, Commercial Automation 
(POS and Barcode), and telecommunication, as well as other indus-
try verticals, including insurance, food, real estate, healthcare, oil 
and gas, automotive, retail, the public sector, and others.

The Direct Channel takes a holistic view of business and has 
created a comprehensive portfolio for the market including:

	 •	 Projects and Consultancy
	 •	 Courses and Workshops
	 •	 Content for Events
	 •	 Groups for International Events
	 •	 Portal do Canal®
	 •	 Books and Methodology

Portal do Canal® is a site with content and services aimed at 
generating business between the sales and distribution chain 
links. www​.portaldocanal​.com

Author’s Contact Information





Providing a differentiated buying experience. That 
should be the mission of a salesperson, if you ask me. Unfor-

tunately, management tells us we have to sell products. After all, 
that’s what the company produces. Company executives forget, 
however, that while they have to manufacture products, clients 
don’t need to buy them. Indeed, everyone needs to have access to 
the benefits of products. For instance, consider the book you’re 
now holding. Do you need the book, or the knowledge it will 
provide you? In the value-added perspective, the book is simply 
a way to achieve your goal of acquiring knowledge and having 
more successful sales.

Until the entire sales and distribution chain recognizes this  
reality, everyone involved will face increasing challenges in 
trying to win clients. After all, the products are more and 
more alike (and my view is based on the product itself, not 
the value proposition to the client), the profit will be less and 
less, and the competition will be greater. Remember, from the 
client’s perspective, a salesperson has to sell something the cli-
ent may not need to buy. Based on this principle, the relation 
between the salesperson and the client starts with suspicion.  

Introduction
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Thus, the role of the salesperson is essential in the client 
approach strategy.

Salespeople must identify the client’s pain points and needs 
related to the solution provided by the value proposition. And 
that desired loyalty will come through the salesperson’s com-
mitment to solving the client’s problems, rather than simply 
selling a product.

Since the release of the first edition  Sale+Value®: How to  
Sell Value, Not Price in 2010, the market has evolved dramat-
ically, which led me to write this revised edition. This edition 
offers an update on the themes addressed in the first version as 
well as additional information for sales and distribution chan-
nels. In addition, we have included countless examples from 
various sectors, markets, and client profiles to help you under-
stand and absorb the concepts and our methodology.

I hope you are prepared to serve today’s new and much more 
demanding client, one with a high level of knowledge and whose 
native process is to collaborate with peers, especially on social 
media. I’m sure this client will share any positive or negative 
experience with your company with his contacts.

As with my other books, my mission is to help you provide a 
differentiated buying experience for your clients, not only mak-
ing them buy from you, but having them return to buy more, 
becoming multipliers among those in their communities and 
contacts.

Welcome to How to Sell Value: The Revolutionary SALE+ 
VALUE® System to Solve Client Problems and Win!

Good reading and good sales!

—Pedro Luiz Roccato



Every sales and distribution chain exists to fulfill your 
deepest needs. A client focus should guide your decisions, 

and you cannot forget that all the problems you have are directly 
or indirectly related to the client, as are all the solutions. In this 
chapter, you’ll learn how to get to know the client better so you 
can have a successful client approach.

The Client: The Beginning and End of Everything

When talking about sales, no one is more important than the 
client. Everything should start and end with the client. Unfor-
tunately, many companies offering conception processes do 
not start with the client’s needs, but on a demand prompted 
by manufacturers’ engineers. These engineers create products, 
which will be offered to clients, based on what they believe are 
great ideas. Often, this process results in a negative answer from 
the client, who should have been involved with the whole pro-
cess from the outset. I believe the process of product and offer 
conception must always starts with the customer to identify his 

Mr. Client
1
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External Diagnosis
• What main verticals, segments, and client profiles do you want to 

focus on?
• What main problems, concerns, and challenges of clients do you 

want to focus on?
• What are your needs and wishes?

Internal Diagnosis and Analysis
• What’s the correlation between the end client’s problems and 

your company’s core?
• What’s the proposed portfolio of products, services, and solutions?
• What competences are required to such development?
• Considering cost, time, and sales volume, how will you promote 

such competences (direct channels, indirect channels, mergers 
and acquisitions)?

Development
• Alignment between the company and plan implementation. 
• Attraction, development, and retention of channels and 

employees.

Figure 1.1:  Graphical representation of portfolio redesign methodology to define  
their offers.

needs even if he doesn’t know about them. It happens more fre-
quently that you think. As sales professional, it is our function to 
identify these needs and look for a solution within our company.

For that, we developed a methodology that we will present on 
the next topic.

PORTFOLIO REDESIGN METHODOLOGY ON PRACTICE
To assist our customers on alignment of their operation and 
portfolio, we developed our own methodology the we called 
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Portfolio Redesign. It allows an analysis of opportunities from 
customer, based on his necessities, pain, desires and aspirations.

The illustration shows that the portfolio definition process should 
start with the group of clients whom you have defined as your focus. 
In fact, this is the exact opposite approach taken by many companies.

The most common process happens in inverse way: from 
company to customer. However, I don’t believe it is efficient.

The customary, inefficient process goes from the company to 
the client. According to our methodology, the portfolio definition 
should be the result of two aspects. The first is the pain points of 
the clients whom you have defined as your focus. The second  
is the correlation between your client’s pain points and your 
competences, your core and what you do well. With this method, 
your value proposition will be well received by the client.

In contrast, when products are defined first and then clients 
are contacted to see if they need what you offer, the chances of 
successful sales are lower. For this reason, we see many resellers 
focused on price over clients. To make the sale, they will have 
to offer a discount. A discount, however, may consume all your 
profit, so stressing discounts clearly is not the best solution.

FOCUS ON THE CLIENT OR FOCUS OF THE CLIENT?
When making a correlation between the comments and con-
trapositions I find in trainings, consulting, and lectures, some 

Who are 
your final 

customers?

What 
clients 

would you 
like to 
have?

Which 
are the 

problems, 
wishes 

and needs 
of clients 

and 
targets?

Your core: 
what do 
you do 
well?

Current 
portfolio

• Proposed 
solutions

• Your new 
portfolio

• Your new 
value 
proposal

Figure 1.2:  Simplified representation of the methodology
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people contest the client-focused methodology, saying the focus 
shouldn’t be on the client, but rather on the focus of the client. 
Now, I ask, if we assumed the client’s focus is correct, wouldn’t 
we be assuming a risk? Wouldn’t it make more sense not to 
assume a previously defined scenario and, instead, focus on 
helping the client find the best solution to his or her problem?

Do all clients know the best solution to their problems? Based 
on my experience in helping people and companies solve prob-
lems, my answer is an emphatic no. I’ve seen a range of situ-
ations including clients who didn’t know they had a problem, 
or clients who knew their problem, but were unaware of the 
best solution for their specific challenge. For these reasons, you 
should be careful when assuming the focus of the client.

Interconnected Clients: Are You Prepared for Them?

Since 2004, I’ve participated in the National Retail Federation 
(NRF) Annual Convention, the largest and most important retail 
event in the world, held in New York City. The event gathers the 
world’s main online and offline retail executives from all sec-
tors, including technology, apparel, tourism, food, services, and 
more. In 2012, the primary worry for retailers was, in fact, the 
“connected” client. In 2013, the term used was not “connected” 
anymore, but “interconnected.”

In the last two years, the mood at the event showed some 
panic, as many retailers with physical stores, especially in North 
America and Japan, had reduced sales. The clients (consumers), 
now interconnected 24 hours a day everywhere, were visiting 
physical stores, checking the Electronic Product Code (EPC) 
with their connected mobile devices (e.g., smartphone or tablet), 
comparing prices, and then, though still inside a store, buying 
the product from a virtual competitor. Besides not buying from 
physical retailers, these clients also shared their experiences 
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in the virtual shops with their contacts, on a website of similar 
users, or through Facebook, Twitter, or other social media.

Now, let’s analyze the situation. Is this reduction in sales 
because the client is intent on finding the lowest price, or is it 
due to the salesperson’s lack of differentiation at the physical 
store during the contact process with the client? If the store had 
provided a differentiated buying experience to the client, would 
he or she have bought the product from a competitor using a 
mobile device? I have some doubts about it. The more you know 
the Sale+Value methodology, the more you’ll become aware 
that the main problem is not with the client buying as described 
above, but with the retailer not offering a differentiated buying 
proposal to the client.

Interconnection is already an accessible reality for every-
one. In January 2014, I was in New York and I was supposed 
to shop for my baby daughter’s layette. Since my wife was far 
along in her pregnancy, she didn’t accompany me. Years ago in 
Brazil, it was not possible to choose the products you’d like to 
buy from a store in the United States. With the Internet, this 
process became very easy. My wife registered online as a user 
on Buy Buy Baby, one of the largest retailers of baby supplies in 
the United States, and then she chose the items she wanted and 
included them in her online wish list. She shared the online list 
with me so I could view it on my own mobile device, without her 
being present. The differentiation became visible when I went to 
the store.

When I got there, with my iPad showing the wish list she had 
generated on the website, I started to search for the products, 
but I couldn’t find them for several reasons. There were other 
products just as interesting as the ones selected, and other items 
on the list were only for sale on the website and not available in 
the store where I was. With the interconnected client profile, I 
decided to use the technology to beat the over 4,300-mile dis-
tance from my wife in Brazil. As I wanted to share that unique 
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moment of shopping for our baby daughter, I called her on Face-
Time from my iPhone and I invited her to virtually shop with 
me. I turned on the video camera and started to walk across the 
store and show the items to her. We could also share our opinions 
via voice channel. We were connected for about an hour and I 
bought more than 60 clothing items and other products for our 
baby daughter. The experience was unique and unforgettable.

Interconnection brings people together, allowing a shared 
buying moment. Years ago, the NRF launched the store of the 
future, in which teenage girls could turn on the store dressing 
room webcam to share what they were trying on and receive 
help from friends and family members at the buying decision 
moment. Are you using the interconnection resources of tech-
nology to your advantage?

THE SURGICAL CLIENT
Today, clients are much more informed and prepared than  
your sales force. It’s common to find a “surgical client.” This is  
a client who has checked all stores before buying a product. This 
client has analyzed the opinion of other clients who have bought 
the same product, has seen comparative analysis involving the 
main competitors, and has read testimonials of other clients 
who have had a buying experience with the brand in question. 
This client is probably much more prepared to buy than your 
sales force is prepared to sell.

When surgical clients visit a store after performing prior 
product analysis, they will identify the salesperson that deserves 
their purchase. And this salesperson will be the one who pro-
vides a differentiated buying experience. In fact, what these cli-
ents really want to know is if you deserve their money. If you 
surprise them positively, then yes. If you surprise them nega-
tively or if you assume a neutral attitude—that is, if you don’t 
make a difference—they will probably not buy from you. Or, if 
they buy from you, they will ask for a discount, which, in my 
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opinion, means they want compensation for the poor experi-
ence they have had with you. Unfortunately, this situation is 
more common than you imagine. The clients will never tell you 
how you could improve your sales technique; they’ll just walk 
away and buy from a competitor (they will also probably say 
negative things about you and your company).

HOW ABOUT SOCIAL MEDIA? SEE WHAT PEOPLE 
SAY ABOUT YOU AND YOUR COMPANY
Part of the perspective of interconnected clients involves the 
use of social media, including Facebook, Twitter, and others. 
Consider the application or website your clients are using since 
there will be perhaps 20, 30, 100, or 1,000 new ones like these 
cropping up. After all, it’s up to the client to decide which one to 
use. The clients define where they will publish their testimonials 
about their experiences with your service and your brand. The 
same happens in the after-sales service.

People aged 40 and older usually contact a company’s cus-
tomer service first to make an after-sales complaint. This cli-
ent profile will only post a complaint on a website or social 
media if they have not received satisfactory service. Users under  
age 40, however, do the opposite—they publish on social media 
and complaint websites without first contacting the company’s 
customer service.

Do you think clients “telling the world” about their dissat-
isfaction with your company is unfair? Welcome to the inter-
connected client era. Clients choose how to post their opinions 
and experiences with your company. Therefore, pay attention 
to how your company is seen. Perhaps, the way you are seen is 
different from how you would like to be seen, or how you think 
the market sees you.

Check what communities are on your side—you will bene-
fit from their dissemination at a speed never seen before—as 
well as posts against your company that may have a devastating 
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effect on your brand and reputation. There is no way to ignore 
what is said about you and your brand. The message is very 
simple: Connect to these users. Encourage the creation of com-
munities. Check their perception of your brand. Encourage dis-
cussion forums. Show where you stand in relation to the market 
movements. Be connected to them.

Get in the game, because social media is here to stay. Tools 
may change, but this type of communication won’t. Nobody 
knows if the future will depend on Facebook or any other spe-
cific community, but social media will remain, there’s no doubt 
about it.

Churn Rate: What Is Your Rate of Clients Lost to the Competition?

Churn rate is the rate of clients lost to the competition. This 
term is frequently used in markets such as telecommunications 
and insurance, but it’s applicable to any segment. The churn 
rate is an indicator of current clients lost to direct competi-
tors. There are two ways to lose clients. One is when a client 
cancels a service without migrating to a competitor’s service. 
The other is when a client migrates to another company that 
offers compatible services. The churn rate considers clients 
that are not served by your company anymore because they 
have migrated to a direct competitor, that is, a company with 
the same or a very similar offering, but that was more attractive  
to them.

Many companies are excessively concerned about winning 
new clients, but they are not worried about losing current cli-
ents. For example, if we consider the telecommunications indus-
try in Brazil, in the first years of privatization, operators were 
measured according to telephone lines sold. Nobody was con-
sidering client losses because everyone was focused on the high 
sales volume.
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The current scenario has not had deep changes but there is 
clearly some concern about retention. The cost of a new client 
is high and, many times, the client has to accept retention for 
more than one year. With service plans linked to the supply of 
devices at supported costs for 12 months or more, as soon as the 
retention period is over, the client leaves the operator, enticed 
by a new offering from a competitor’s plan.

Therefore, your strategic attitude for the development of a 
client base is extremely important for your company’s survival. 
Winning new clients is as important as retaining those who have 
previously bought from you. Your challenge is not only keeping 
them with you, but also making them buy more and more, while 
saying positive things about your company.

The same concept should be applied to your sales and distri-
bution channels if you have a chain of resellers and distributors 
that offer your products, services, and solutions. The key factor 
to success in channels will always be your “Structured Chan-
nel Program.” It will help you handle the challenges to attract, 
develop, and retain channels. Distributors face the same chal-
lenge; for them, the solution is in the development of a “Struc-
tured Program of Loyalty and Relationship.”

Last Word

In this chapter, you learned how to:

	 •	 Focus on clients
	 •	 Portfolio Redesign Methodology
	 •	 Recognize that clients are interconnected to social media
	 •	 Be prepared for the “surgical client”
	 •	 Pay particular attention to after-sales service
	 •	 Watch the churn rate (rate of clients lost to the 

competition)
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