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Introduction 

Conventional wisdom says, “if you want to grow revenue, you need to get new clients”. Not 

necessarily.  Research shows that providing the best possible experience for current customers 

is a much stronger strategy.   

According to Gartner group, recently published in CMO Online1,  

 

 

80% of your future profits will come from just 20% of your 
existing customers. Additionally, existing customers are 
much easier to sell to. In fact, upselling to an existing 
customer is 60-70% close rate - much easier than finding a 
new one. 

 

With over 30 software companies as part of the Perseus Group, we find this to make a major 

difference in our revenue leaders. As a result, site visits have become one of our best practices 

used by software companies across North America and Europe.  

The story of this best practice began with a software company with 14 customers, each paying 

$100,000 in annual license fees. Site visits are scheduled on an annual basis with each one of 

their customers. However, even software companies with lower licence will find that this tactic 

helps grow the business.  

The ROI on sending 2-3 people for a1.5-day site visit is very high since there are many revenue 

opportunities, not to mention the chance to mitigate risk. 

 

On average, it costs 5 times more to acquire new customers 
than to keep existing customers. 

 

Why Site Visits?  

Two people can look at the same thing and see it from a completely different perspective. For 

site visits, this is by design.  

                                                             
1 CMO Online: http://www.cmo.com/features/articles/2013/7/18/customer_retention.html#gs.qSLHcus  
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For the customer, they will see the visit as a way of get helped and have their concerns addressed.  

For you, the visit is essentially a sales call designed to improve the bottom line. From a revenue 

standpoint, it is an opportunity to sell modules, training, hardware and custom work. Seeing your 

customer live also helps you protect against potential revenue loss because you will see clear 

signs if the relationship is in danger of ending.  

 

Engaged customers deliver 23% more revenue & profitability 
over the average customer. 

 

 
How to Prepare  

 
Research the Attendees  
Before you plan your trip, it is important to understand what is going on with the customer. This 

research can start with a simple check-in on LinkedIn, to see if there have been any personnel 

changes since you were last there. You also want to check in with your internal team, such as the 

Project Manager, the Account Manager and Customer Service Representatives (CSRs) who 

know about the account. If the customer is happy – the meeting will be about opportunities.  

Consider the Obstacles  
If the customer is unhappy or concerned, get ready for the meeting to be about complaints. If you 

identify potential issues and can remove them before the meeting, you will create an instant win, 

and save time and headaches for everyone.  

If there are deeper issues that cannot be resolved before-hand, stay calm, listen well and 

acknowledge the problem. Even if you cannot solve the issue on the spot, they will at least come 

away from the meeting sensing that you are a vendor that has heard them and cares about their 

success.  

If a customer does not want to have a meeting, it is a red flag. Maybe the relationship is struggling, 

or they could be evaluating a competitor. Never ignore someone who does not want a visit. 

Instead, give them more attention so that you and your team can get to the bottom of the issue.  

Plan Desirable Outcomes  
Know in advance what opportunities you could promote to this customer including:   

• Software upgrades  

• Add-ons  

• Hardware  
 

Recall that the customer will see the visit as an opportunity to address their issues and 

concerns, where you will see it as a sales opportunity.  

https://csiperseus.com/
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Existing customers are 50% more likely to try new products & 
spend 31% more, when compared to new customers.  

 

 
Who Should Attend  

It is a best practice to have 2-3 people from the organization travel to the customer site. This 

includes an Account Manager or a Project Manager who oversees the relationship and a Business 

Analyst who understands the unique needs of the account. In rare cases for high value customers, 

an Executive Team member can attend the meetings at the beginning or the end. Our companies 

typically send Executives to 1-2 meetings/year and they fly in and out on the same day.  

It is important that all team members going to the customer site to have an empathetic and 

understanding tone. It is frustrating that users do not typically read release notes or watch 

demonstration videos. However, a radical acceptance of this reality can lead to better 

relationships in the long term. Understand without judgement that users often learn the software 

second-hand from someone who may have learned it 7 years previously themselves. After all the 

first step needed to improve the situation is to have a clear understanding of the current state. 

 

 
Meeting Agenda  

 

The meeting lasts for 1.5 days and has three parts:  

1. Executive Meeting with key people in the customer’s executive team. If a 

member of your executive team is joining the meeting, this is a great 

opportunity for them to connect with the customer.    
2. Day to day users and the Account Manager where they can get to know the 

users and identify easy wins. 

3. Wrap-up meeting to discuss conclusions and action items.  

Typically, the team gets in the night before, has a client dinner, then meets all day the next day. 

They then fly out the next afternoon.  

 

“Successful people ask better questions. As a result, they get 
better answers.” - Tony Robbins. 

 

https://csiperseus.com/
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Executive Meeting (1-1.5 Hours)  

The executive meeting helps position you as a partner with your customer. This is an 

opportunity for you to move up the ladder from transactional sales to a trusted consultant. 

When at the meeting, the following are excellent strategic questions.    

• Where is the business heading? Are there opportunities for growth that your software 
could help accelerate?  

• Are there new lines of business you could help manage?  

• Are they having infrastructure or IT issues?  

• Are they entering a new geographic area – could your software help, or could you build 
interfaces to make the workflow smoother?  
 

Day-to-Day User Meetings (8 Hours)  
Most of the meeting is dedicated to connecting with the day-to-day users of the system. Typically, 

our companies go into the board room with Account Manager and Business Analyst.  

They structure short 30-45-minute sessions with each type of user. For example, a group of CSRs 

and their manager may all go to the meeting at once, with the manager “driving”. If the Manager 

has difficulty using the system, that can tell you a lot about what is going on in the organization.  

This is a chance for you to identify quick wins and add them to maintenance agreement. For 

example, perhaps users want to “right click” on a menu item to send an e-mail. That is just a few 

hours of development for your team, but saves the team dozens of hours of work/month.  

You can also see opportunities for add-ons such as modules or recommend billable software 

changes for custom needs within the organization. You can also Identify training opportunities 

you could do remotely if needed.  

Wrap-Up Meeting (1-1.5 Hours)  
At the end, there is a meeting to share conclusions with the executives. This includes the Account 

Manager and the Senior Executive where appropriate. Here you can identify across-the-board 

complaints and provide feedback on the knowledge-levels of their users.  

You can discuss the add-ons or additional features you identified previously which would be a 

value-add and point out any new features that already exist that they may want to make use of. 

Finally, you can identify “quick wins” you could implement and let them know you will commit to a 

timeline. 

Whether the customer was happy or not at the beginning of the meeting, at the end they will know 

that you are a different kind of vendor – one that cares more about their success than anyone 

else.  

 
“I've learned that people will forget what you said, people will 
forget what you did, but people will never forget how you made 
them feel.” - Maya Angelou 

https://csiperseus.com/
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After the Meeting  

At the end of the meeting, you will write a Business Review document that includes the following:  

1. Executive Meeting review - who attended and what was discussed 

2. Process or configuration change recommendations  

3. General questions and answers  

4. Items to be addressed as part of maintenance  

5. Enhancement opportunities  

6. Add-on suggestions 

Track all items as tickets so you can follow-up and keep your client in the loop. 

 

 

 
Dos and Don’ts  

 

Dos 

• Be prepared for difficult questions 
and critiques  

• Be positive, empathetic and help 
users be comfortable  

• Tell the truth and communicate 
your commitments  

• Remember that from your point of 
view, this is a sales call  

Don’ts  

• Confuse an Account Management 
visit with a social visit  

• Provide specialist services such as 
accounting – identify those and sell 
them later  

• Wait too long between your visit 
and the documentation  

 

 

 

“People do not buy goods and services. They buy relations, 
stories and magic.” - Seth Godin.  
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Conclusion  

As you can see, these meetings can provide both a revenue opportunity and a way to further 

understand your customer.  

Customer Benefits:  

• Learn about software and services that they could pursue in the coming year  

• Feeling like they got value from the meeting including free training and quick wins 

 

Your Benefits:  

• Targeted sales opportunities for revenue growth  

• See if there are any risks in the relationship  

• Get good feedback for your development path 
 

 

 

 
About the Perseus Group  

Perseus, an operating group of Constellation Software Inc., acquires independently managed 

software companies around the world. It provides them with the strategic guidance and the 

financial security that they need to become leaders within their respective markets. We prefer to 

treat our acquisitions like people, not property. That is why we do our best to ensure their growth 

and development. Our core values include:  

• Smaller is better 

• Growth through learning  

• Career flexibility  

• Trust comes first  

If you would like to set up a quick call to discuss your business’ potential, contact Aaron at  
+1 (905) 943-6158 or aaron.shapiro@constellationhbs.com. 
 
 

Learn Our Benchmarks and Best Practices  

Site Visits are just one of our best practices that we share at the Perseus group. To learn more 

about being in the benefits of the Perseus group of companies, go to www.csiperseus.com.  
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