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How does Al help humans?
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A surprising benefit of Al...

I’m thinking better

Al

Practice probing skills
What has { with an Al “Customer”
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Using Al to understand customer needs
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PRIORITIZING customer needs = strongest correlation to success

New Product Success VOC Training Type
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Discovery Interviews Preference Interviews
Qualitative Quantitative
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Al is changing our 3-decade-old view

100% of how many interviews are needed.
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In our research, Al uncovers 60-80% of

40%
30% the needs found in human interviews.*
20% This allows New Product Blueprinting teams
10% to conduct ~ half as many human interviews.
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Source: “Voice of the Customer”, Griffin and Hauser, Marketing Science, Winter 1993

* Both human and Al interviews were done using Discovery methodology from New Product Blueprinting, Dec, 2023.



SCOPE: How to improve indoor semi-gloss paint

Discovery Meeting
ACME Resins
Artificial Intelligence VOC

Current State n
Problems n
Ideal State n

Triggered Ideas n
Top Picks n

Next Steps

Uneven application

Contractors often struggle with achieving
a smooth and consistent application of
semi-gloss paint on interior surfaces,
resulting in an uneven finish.

may develop stains or yellowing over
time, especially in arcas exposed to
sunlight or high humidity.

Incompatibility with certain
primers

Visible brush or roller marks

Painting with semi-gloss can leave
behind noticeable brush or roller marks,
making the surface appear streaky or
textured.

Difficulty in achieving uniform 5

gloss paint can be challenging,
particularly when covering darker or
contrasting colors.

Difficulty in touch-up work

Exit Al mode

Poor adhesion

Semi-gloss paint may have difficulty
adhering properly to certain surfaces,
leading to issues such as pecling,
cracking, or flaking.

Prone to showing

splattering during application, leading to
unwanted spots or droplets on adjacent
surfaces.

Limited hiding capabilities




Using Al to understand customer needs

VOC for all visits

(Everyday VOC®)

Gather

SalesPrep® Al
before customer call P

Create after

SalesPrep® Al
customer call

Role-play to improve

®
probing SalesPrep® Al

v_'IIIIIIIIIIIIIIIIIIIIIIIII'



Most customer visits need to improve the 3 P’s...

1. Prepare 2. Probe 3. Publish

1!

* 60 sec Al report: customer news, » Master What-Why-Clarify probing ¢ Al Ghostwriter (Paige) interviews

trends, problems & process steps « Role-playing with an Al customer you after your customer visit
* 2-page in-depth problem briefs and your Al guide (Claire) * Paige drafts internal call report
» Suggested opening questions * Specific to your offering & application ¢ Paige drafts customer recap email

Al tools such as Sales ®can help.
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Customer’s World

Less time
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Your service levels 1 Their Needs
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Your World Customer’s World
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Psychology -/ E
of Selling @ &
 Skill that could be learned * 6,000 sales professionals
* Features & benefits * Not relationship builders
* Closing .  Know customer’s business
* Challenge with freshideas
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Customer’s World

Probing skills correlate with success

Experience improves probing skills

- n;&“
Traditional sales training does not
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http://www.vocforsales.com/

75% of ¢
buyers say
salespeop
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Only 25% of
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* Why Don’t Buyers Want To Meet With Your Salespeople, Forrester Research



Al helps you master 2 types of PREPARATION...

INSIGHTS SKILLS

L

’ - ‘ Learn and role-play with Al...
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: SalesPrep*®

Company News ‘
Market Trends 4 Ask about trends
Common Problems Show interest
Process Steps Challenge norms
Company Overview Explore problems




salesPrep” REPORT

~” MARKET TRENDS
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You ca
n download a sample report at www.SalesPrep.com



http://www.salesprep.com/

Problem Brief for Assembly Time

For corrugated boxes to package and ship e-commerce merchandise

Trend Brief for Lightweight Materials

For corrugated boxes to package and ship €

Process Brief for Sealing

For corrugated boxes to package and ship e-commerce merchandise
Trend Summary

lightweight materials is an emerging trend in the p
packaging materials without compromising their ph
package and ship merchandise, this trend presents| SalesPrep™ REPORT
aim minimize material usage, reduce transportd

This report helps with P INSIGHTS What about SKILLS




Step 1. Preparation Step 2. Probing
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Are you saying you want to...?

How. often does thisthappen:
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Everyday VOC Guide

Questions for any B2B customer interaction

Any (other) problems you’re seeing? ***—
* or... What would your ideal world look like?

Could you describe the problem?
———\Wheredoestt-takeplace?
* What people / equipment / surroundings are involved?
* What's it look like? Sound like?

When does this happen?
* How often does it happen?

* How long does it last?
* What’s the sequencg
? Repeat for next problem.

These skills require practice... but not necessarily with humans.




Role-play with Claire — your Al Guide

For corrugated boxes to package and ship merchandise

Can you tell me what problems you're facing today?

Yes, we've been having issues with the durability of our corrugated boxes. They often
get damaged during shipping, which leads to product returns and unhappy customers.

[f\ Great start. You've identified a problem related to the durability of corrugated boxes

BN “gg) during shipping. Now, dive deeper with WHAT questions to understand the specifics
} of the durability issues. Ask about the conditions under which the damage occurs, the
frequency of these incidents, and any feedback they've received from end customers.




How does entering notes in your. CRM help?

Email recap
to customer

Helps Helps Helps Helps
you you you business

crystallize remember - confirm & with
what you at next impress market
learned meeting them scouting
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What if your sales force was also a
learning force to spot rising needs?

Market Scouting

| don’t have
~ aproblem




Market Scouting in 3 steps

SalesPrep

(“Claire” Al)

Probing
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Most customer visits need to improve the 3 P’s...

1. Prepare 2. Probe 3. Publish

\e¥

* 60 sec Al report: customer news, » Master What-Why-Clarify probing ¢ Al Ghostwriter (Paige) interviews

trends, problems & process steps « Role-playing with an Al customer you after your customer visit
* 2-page in-depth problem briefs and your Al guide (Claire) * Paige drafts internal call report
» Suggested opening questions * Specific to your offering & application ¢ Paige drafts customer recap email

Al tools such as Sales ®can help.




Questions?

For 60-day free trial: www.SalesPrep.com > Start Trial > Promo code 60

New Product Blueprinting: www.newproductblueprinting.com
Everyday VOC: www.everydayvoctraining.com
Contact Dan: dan.adams@theaiminstitute.com
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