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As known, experience and also encounter about |esson, amusement, as well as understanding can be acquired
by just reading a publication Transformational Sales: Making A Difference With Strategic Customers By
Philip Kotler, Marian Dingena, Waldemar Pfoertsch Also it is not straight done, you could recognize even
more regarding this life, about the world. We offer you this proper as well as simple means to acquire those
al. We provide Transformational Sales: Making A Difference With Strategic Customers By Philip Katler,
Marian Dingena, Waldemar Pfoertsch and several book collections from fictions to science in any way. One
of them is this Transformational Sales: Making A Difference With Srategic Customers By Philip Kotler,
Marian Dingena, Waldemar Pfoertsch that can be your companion.

From the Back Cover

?Inspired by a new, transformative era in human and business relations, this book provides a unique
perspective on the business transformation that results from the collaboration between suppliers and their
strategic customers. It is all about guiding organizational change and business transformation, starting with
sales itself. Companies choosing this approach can make a significant and meaningful difference with
strategic customers, moving beyond the competition. By challenging existing business assumptions and
creating new perspectives on the marketplace, organizations can increase value across traditional company
borders, making the (business) world a better place in the process. Both thought-provoking and practical, this
management book integrates academic insights, real life examples and best practices of business
transformation. It is amust-read for business leaders aiming to make a difference.

"Integrating with your strategic customers beyond a transactional sales relationship is key for shaping new
markets, developing your brand, and leveraging your strategic relationships. If sales and profitability with
strategic accounts are to grow beyond the average, a change in mindset from seeing sales as an “outside” to
an “inside” job is required to truly create a win-win relationship. Kotler/Dingena/Pfoertsch’s
“Transformational Sales’ provides hands-on insights and tools needed for companies who truly want to
achieve this transformation.”

Marc Hantscher, CEO and President Asia-Pacific, BSH Home Appliances Pte. Ltd. Singapore

"The more profoundly and systematically B2B companies familiarize themselves with and accommodate
their customers’ functional, emotional and strategic needs, the more powerful they are on the market. Top
brands are professionally and passionately tuned in to their customers. Sales, Project Management,
Marketing, R& D, Production and Purchasing work in concert to drive customer success, aways with an eye
to the future. This book presents illustrative cases, highlighting how champions have scaled up their
business."



Achim Kuehn, CMO Herrenknecht AG, Schwanau, Germany

About the Author

Philip Kotler (M.A., University of Chicago, Ph.D., M.I.T.) isthe S. C. Johnson Distinguished Professor of
International Marketing at the Kellogg School of Management, Northwestern University. He has published
Marketing Management (15th edition), Principles of Marketing (16th edition), B2B Brand Management,
Ingredient Branding, Building Global Biobrands, Winning Global Markets and 50 other books. His research
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He has consulted GE, IBM, Apple, Honeywell, Ford, Merck, Samsung and many other companies and has
lectured on all the continents. He has lectured to many companies about how to apply sound economic and
marketing science principles to increase their competitiveness and growth. He has also advised foreign
governments on how to develop the service quality of government agencies and how governments can
support their domestic companies to prosper in the global marketplace. He has also extensively consulted
nonprofit organizations on marketing strategies and policies.

In 2013, Professor Kotler was selected as the first recipient of the William L. Wilkie American Marketing
Association Foundation’s (AMAF) “Marketing for a Better World” Award for significant contributions to
marketing’ s theory and practice. Professor Kotler is the recipient of 22 honorary degrees from abroad. Philip
Kotler iswidely respected by the marketing profession as alegend in marketing.

Dr. Marian Dingena is visiting faculty at the Rotterdam School of Management (Erasmus University
Rotterdam) and other European Business Schools and founder of MPCN Action Learning. At the Rotterdam
School of Management sheisinvolved in custom and open enrollment programs with corporate clients, such
as the Strategic Account Management and the Sales L eadership Diploma Program. As a change management
expert, Marian has over 20 years of international experience in guiding business transformation through
action learning programs and customized interventions. She has experience across a wide range of industries
and worked throughout Europe, Southern Africa, North America, and India.

Marian is specialized in Strategic Customer Management, Sales and Market Leadership and Change
management. Marian is working as a business coach, sparring partner, lecturer, source of inspiration and
independent researcher.

Earlier publicationsinclude: The Creation of Meaning in Advertising (1994), Successful Marketing Planning
(co-author, original publication: 1997), and Key Account Management (2002).

Dr. Waldemar A. Pfoertsch is Professor for International Business at the Pforzheim University, Germany.
From 2007-2010 he was Professor of marketing at China Europe International Business School Shanghai
(CEIBS). His other teaching positions have been at the Executive MBA Program at the University of Illinois,
Chicago and at the Steinbeis University in Berlin, the University of Cooperative Education Villingen-
Schwenningen. He was visiting Associate Professor at Kellogg Graduate School of Management,
Northwestern University and Lecturer for Strategic Management at Lake Forest Graduate School of
Management. He has taught online with the University of Maryland University College Graduate School. At
the start for his career he was Research Assistant at the Technical University of Berlin.

Waldemar Pfoertsch has extensive experience in management consulting. In his years at UBM/Mercer
Consulting Group, Arthur Andersen Operational Consulting and LEK Consulting, he worked throughout
Europe, Asia and North America, assisting companies in developing international strategies. His earlier



positions include sale and strategy positions at SIEMENS AG in Germany/USA and being an Economic
Advisor to the United Nations Industrial Development Organization (UNIDO) in Sierra Leone, West Africa.

He is the author of various books and numerous articles. The most current book was published with
Katherine Xin, Arthur Y eung, and Shengjun Liu - The Globalization of Chinese Companies. Strategies for
Conquering International Markets. Ingredient Branding: Making the Invisible Visible and B2B Brand
Management were co-authored with Philip Kotler from Kellogg Graduate School of Management. He also
published Business-to-Business Marketing with Rob Vitale and Joe Giglierano in 2010 and with Peter
Godefroid B2B Marketing in 2009. In the field of Internet Marketing, he has published Living Web and
Internet Strategy, books on application of Internet marketing and Internet strategy. He has also written
numerous articles on international strategies; B2B Brand Management, Ingredient Branding, Internet
Marketing, CRM and market opportunities in emerging markets. He holds various board positions with
private and not-for-profit organizations.
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Transformational Sales: Making A Difference With Strategic Customers By Philip Kotler, Marian
Dingena, Waldemar Pfoertsch. Is this your downtime? What will you do then? Having extra or spare time
is extremely outstanding. Y ou can do everything without pressure. Well, we expect you to save you few time
to review this publication Transformational Sales. Making A Difference With Strategic Customers By Philip
Kotler, Marian Dingena, Waldemar Pfoertsch Thisis a god book to accompany you in this spare time. You
will not be so difficult to know something from this book Transformational Sales: Making A Difference
With Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch More, it will aid you to
obtain far better info as well as experience. Even you are having the great tasks, reviewing this book
Transformational Sales: Making A Difference With Strategic Customers By Philip Kotler, Marian Dingena,
Waldemar Pfoertsch will certainly not include your mind.

Why must be this book Transformational Sales. Making A Difference With Srategic Customers By Philip
Kotler, Marian Dingena, Waldemar Pfoertsch to review? Y ou will certainly never obtain the expertise and
also encounter without obtaining by yourself there or attempting by yourself to do it. For this reason,
reviewing this publication Transformational Sales. Making A Difference With Strategic Customers By Philip
Kotler, Marian Dingena, Waldemar Pfoertsch is needed. Y ou can be fine as well as correct enough to obtain
how crucial is reading this Transformational Sales: Making A Difference With Strategic Customers By
Philip Kotler, Marian Dingena, Waldemar Pfoertsch Even you consistently check out by responsibility, you
could assist yourself to have reading publication practice. It will be so helpful and also fun after that.

However, just how is the means to obtain this publication Transformational Sales: Making A Difference
With Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch Still puzzled? No matter.
You can enjoy reviewing this publication Transformational Sales. Making A Difference With Strategic
Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch by online or soft documents. Merely
download the e-book Transformational Sales: Making A Difference With Strategic Customers By Philip
Kotler, Marian Dingena, Waldemar Pfoertsch in the link offered to visit. You will certainly get this
Transformational Sales: Making A Difference With Strategic Customers By Philip Kotler, Marian Dingena,
Waldemar Pfoertsch by online. After downloading, you can save the soft data in your computer or gadget.
So, it will aleviate you to review this publication Transformational Sales: Making A Difference With
Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch in certain time or location. It
could be not exactly sure to delight in reading this e-book Transformational Sales: Making A Difference
With Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch, since you have bunches
of work. Yet, with this soft file, you can take pleasure in reading in the downtime aso in the voids of your
worksin office.
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?Inspired by a new, transformative era in human and business relations, this book provides a unique
perspective on the business transformation that results from the collaboration between suppliers and their
strategic customers. It is al about guiding organizational change and business transformation, starting with
sales itself. Companies choosing this approach can make a significant and meaningful difference with
strategic customers, moving beyond the competition. By challenging existing business assumptions and
creating new perspectives on the marketplace, organizations can increase value across traditional company
borders, making the (business) world a better place in the process. Both thought-provoking and practical, this
management book integrates academic insights, real life examples and best practices of business
transformation. It is amust-read for business leaders aiming to make a difference.

"Integrating with your strategic customers beyond a transactional sales relationship is key for shaping new
markets, developing your brand, and leveraging your strategic relationships. If sales and profitability with
strategic accounts are to grow beyond the average, a change in mindset from seeing sales as an “outside” to
an “inside” job is required to truly create a win-win relationship. Kotler/Dingena/Pfoertsch’s
“Transformational Sales’ provides hands-on insights and tools needed for companies who truly want to
achieve this transformation."

Marc Hantscher, CEO and President Asia-Pacific, BSH Home Appliances Pte. Ltd. Singapore

"The more profoundly and systematically B2B companies familiarize themselves with and accommodate
their customers’ functional, emotional and strategic needs, the more powerful they are on the market. Top
brands are professionally and passionately tuned in to their customers. Sales, Project Management,
Marketing, R& D, Production and Purchasing work in concert to drive customer success, aways with an eye
to the future. This book presents illustrative cases, highlighting how champions have scaled up their
business.”

Achim Kuehn, CMO Herrenknecht AG, Schwanau, Germany
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Most helpful customer reviews

1 of 1 people found the following review helpful.

Interesting book with tips and insights on how to transform your business.

By S

Knowing that markets in the future will be more and more competitive and that we need a new formulato
stay competitive in it, | personally enjoyed reading through the interesting tips and insights on how to
transform a business with real life examples of big companies. It explains in detail how important
relationships are for a company, be it with your customers, your suppliers or even inside your own company.



Moreover, it challenged my vision of traditional companies and it taught me to think strategically and create
along-lasting business by incorporating collaboration and win-win situations.

0 of 0 people found the following review helpful.

And what would be better than a refreshing view on marketing and sales

By Sonja Vetter-Samuels

2016: a new year with new opportunities. And what would be better than a refreshing view on marketing and
sales? It seems so simple. Transform your sales by focussing on your innovative customers and work it out
together. But it isareal new thing to do. With lots of examples the writers give you an impression what ways
are most useful to your organisation with your kind of customers. Tailor-made solutions inspire! " Making a
difference with strategic customers' is their motto and they made it true to me.

0 of 0 people found the following review helpful.

What you need to learn about insight selling

By Denise

This book sums up what is essential to have a winning sales team in today’ s overly competitive business
arena. It teaches business owners and leaders to regard the time and money spent on strategic customers as
an investment rather than expense; and to collaborate with them to achieve long-term competitive advantage.

The book focuses on the business transformation in the sales team as this group forms a direct contact with
the customer. The term “transformational sales’ is used to refer to the organizational change that arises from
disruptive thinking from both the suppliers and its customers. It teaches the sales people go beyond selling a
product or service, to selling an “insight”. This means, on the one hand, understanding market trends and
how this can impact the customer’s business; and on the other hand, recognizing the company’s
competencies/ resources (beyond the products sold) and determining how these can be used to help the
customer achieve its goals.

| was fortunate enough to be part of an organization that invested in our training for a similar concept of the
“transformational sales’. Our company brought in the CEB (Challenger™ Sale) team to conduct a series of
workshops to assess the current situation of our sales division and to implement a series of improvementsin
the weak areas identified. We learned that at times, we made the mistake of offering all our services
(especidly the new products) to our customers, without even understanding if they needed it. CEB taught us
to understand the client’s business and the industry that it belongs, and to listen to their pain points. Using
this awareness we can critically analyze what they need and what value our company can provide them.
There were plenty of other insights, but my key takeaway from the CEB workshops was that more than a
sales person, | should, most importantly be atrusted consultant to my customers.

This line from the book sums up what | have learned: “To bring a value proposition to life requires enabling
the customer to see what is there, but which is unseen and to touch upon the business potential that is there
but which is untapped. Foremost this requires a genuine connection to a deeper purpose of the strategic
salespeopleinvolved. A genuine desire to make a difference.”

The book teaches us this and much more, and | urge business leaders, especially new startup owners to read
this book and grasp ideas on what it might take to get ahead from the next competitor.

See all 3 customer reviews...



TRANSFORMATIONAL SALES MAKING A DIFFERENCE
WITH STRATEGIC CUSTOMERSBY PHILIP KOTLER,
MARIAN DINGENA, WALDEMAR PFOERTSCH PDF

As soon as much more, reading habit will certainly constantly provide useful perks for you. Y ou could not
require to invest numerous times to review guide Transformational Sales: Making A Difference With
Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch Just alloted a number of times
in our extra or spare times while having dish or in your workplace to check out. This Transformational Sales:
Making A Difference With Strategic Customers By Philip Kotler, Marian Dingena, Waldemar Pfoertsch will
show you new point that you could do now. It will assist you to improve the top quality of your life. Event it
is merely a fun e-book Transformational Sales: Making A Difference With Strategic Customers By
Philip Kotler, Marian Dingena, Waldemar Pfoertsch, you can be healthier and much more enjoyable to
enjoy reading.

From the Back Cover
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borders, making the (business) world a better place in the process. Both thought-provoking and practical, this
management book integrates academic insights, real life examples and best practices of business
transformation. It is amust-read for business leaders aiming to make a difference.

"Integrating with your strategic customers beyond a transactional sales relationship is key for shaping new
markets, developing your brand, and leveraging your strategic relationships. If sales and profitability with
strategic accounts are to grow beyond the average, a change in mindset from seeing sales as an “outside” to
an “inside” job is required to truly create a win-win relationship. Kotler/Dingena/Pfoertsch’s
“Transformational Sales’ provides hands-on insights and tools needed for companies who truly want to
achieve this transformation."

Marc Hantscher, CEO and President Asia-Pacific, BSH Home Appliances Pte. Ltd. Singapore

"The more profoundly and systematically B2B companies familiarize themselves with and accommodate
their customers’ functional, emotional and strategic needs, the more powerful they are on the market. Top
brands are professionally and passionately tuned in to their customers. Sales, Project Management,
Marketing, R& D, Production and Purchasing work in concert to drive customer success, aways with an eye
to the future. This book presents illustrative cases, highlighting how champions have scaled up their
business.”

Achim Kuehn, CMO Herrenknecht AG, Schwanau, Germany
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As known, experience and also encounter about lesson, amusement, as well as understanding can be acquired
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