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WEBINAR Q & A 

How to Better Align Sales and Customer Success

1.   The advantage is 'investment' not 'sunk cost'.  Sunk cost is money that is gone 
& cannot be recovered.

TIM RIESTERER: I call it “Investment and Effort.” But, “sunk cost” is the psychological principle that 

explains its power. When you’ve sunk that much “cost” into something, you consider it worth keeping. 

And, you don’t necessarily want to sink that kind of cost again. Hence, you stick with the status quo.

JONATHAN CORRIE: The competitive advantage for the incumbent is the investment of time and trust 

between the customer and supplier. 

2.  Is this information also covered in The Expansion Sale book?

TIM RIESTERER: All of it is covered in even greater detail!

3.   How do you justify talking about Why Change if this is a renewal? In the end, 
staying with you is not a change if the outputs haven’t changed.

TIM RIESTERER: Not sure I understand the question. I don’t recommend or justify talking about Why 

Change at renewal. I mentioned that Why Change is what you need to get the business. I also said that in 

the handoff meeting you need to share the Why Change story with the implementation team, so they know 

why the company decided to make this change. But, after that it’s all Why Stay and Why Evolve. I’m sorry 

you were confused by anything I said. But I assure you, everything I’ve researched, written, and said rails 

against using Why Change at renewal time.
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4.   Can you elaborate more on Document Results for B2C customer cases?

TIM RIESTERER: I’d have to know more about the B2C situation. Full disclosure, our work is 100% 

B2B and, in some cases, high-end B2C like Financial Services. What I would say is that everything 

we talk about is based on human psychology and Decision Science, which holds true for all humans 

regardless of market, category, or geography.  Ultimately, documenting results is about anchoring your 

audience on the positive benefits and impact they have been realizing.

JONATHAN CORRIE: I’m an investor in a fitness business, BOOM Cycle, where they run and 

manage indoor cycling (spinning) studios in London. Our marketing efforts center around building 

the rider community with customers by sharing their goals, experiences, and results with our broader 

community. We know there is a direct correlation between awareness that grows across our customer 

base around documented fitness gains and rider retention. Voice of the customer that articulates the 

impact to life goals is a powerful contributor to brand loyalty. 

5.   Hi Tim, the term you use about Soft R will sound more familiar as  
"Leading Indicators".

TIM RIESTERER: Maybe. But it wouldn’t be as memorable as teaching the 3Rs as a learning device.

6.   These ideas, frameworks, and processes are excellent. However, these are 
very hard to apply in Asia. Buyers are not at this level of sophistication, so 
any suggestions of how to build a framework for Asia market?

TIM RIESTERER:  Our messaging frameworks are based on human decision-making principles, which 

are true for all human brains. Principles such as Status Quo Bias, anchoring, and all the other elements 

I described are researched and proven all over the world. Some of the leading brain science studies are 

coming out of Asia, and the results are reported as true for all humans.

JONATHAN CORRIE: Any framework provides a means to create a scalable and repeatable way to 

engage prospective clients or existing customers. Part of developing as a high-performing commercial 

team member is about being really effective with how you deploy your time. These frameworks provide 

a way to develop credibility in the eyes of your customers. If they are only going to follow more simplistic 

guidance from that point, that’s fine. But at least you have a repeatable way to engage clients in a very 

credible way vs. your peers. 
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