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Win Loss Analysis: Not just for sales 



Sound familiar? 

  “We’re losing deals and we don’t know why.”  
  “We’re winning deals and we don’t know why.”  
  “Is our product bad? Or our promotion? Or our 

sales reps? Or our reputation? We just don’t 
know.” 

  “What are our competitors doing?” 
  “We are making decisions every day based on 

opinions.” 



The Wheel of Blame 
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  Sales people say it’s 
product and price 

  Product and 
marketing people 
say it isn’t 

  Executives don’t 
know who’s right 



Can you answer these questions? 

  Why do we (really) win and lose deals?  
  What product features matter to our customers 

(and don’t)? 
  Which marketing programs are most (and 

least) effective? 
  Which competitors should we focus on (and 

ignore)? 



Which research methods do you employ? 

  Web surveys 
  Analyst research 
  Phone interviews 
  Customer advisory boards 
  Onsite customer visits 



Traditional view of research 



“Real” research 



Who isn’t the buyer? 

Our sales guy Our marketing lead Our best developer 



Buyers in the complex sale 

Functional buyer 

Technical Reviewer 

Decision Maker 

“Coach” 

For more, see Strategic Selling, Miller, Heiman 



Which provides the best insights? 

  Web surveys 
  Analyst research 
  Phone interviews 
  Customer advisory boards 
  Onsite customer visits 



Typical research methods 
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Our approach  
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“ ” “ ” 10 discussions are better than 
1,000 survey responses. 

Steve Johnson 







10 questions 

Overall, what do you think of our 
products? 

What marketing messages 
resonated during the buying 
process? 

How well did our product 
capabilities meet your 
expectation? 

What marketing tools are most 
effective? 
 

How would you characterize the 
completeness of our portfolio? 

Did the sales team focus on your 
business needs? 

Does future direction factor into 
your decisions? 

How well did the sales team 
explain our solution in your 
environment?  

Has anyone shared a roadmap of 
company strategies? 

What is your overall satisfaction 
with the solution? 



“ ” “ ” Having input from actual 
prospects and customers and 
going back with actual data 
gives much more credibility. 

VP, Product Management 



If you want to know what’s 
in your buyer’s mind,  

just ask. 



Results of win loss program 
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Primary Intelligence 

  Primary Intelligence: we can answer your 
questions—in the words of your buyers 
  Industry expertise with 40,000+ interviews 
 Proven BuyerVoice™ methodology based on 

research best practices 
 Online workshops available 

 Supported by TruVoice™ software  
  Integrated with salesforce.com Download our 

ebook on Win 

Loss Analysis. 
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