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SMART, QUICK, EFFECTIVE:

BACK TO BASICS
A number of recent
surveys and interviews
with sales executives
reveal a renewed focus
on domestic sales.

STREETWISE
The Web gives buyers
more power than ever,
but sales teams that
understand “Google
Street” can thrive.

POWER UP
The difference between
an average sales team
and a great one? Two
things: Intelligence and
technology.

The New Measures
of Sales Success

IN COLLABORATION WITH

White Paper Series
TheBuildNetwork.com

SALES SUCCESS

2

“The future ain’t what it used to be,” as Yogi
Berra liked to say, and that is certainly true in
the business world. The pace of change seems
to accelerate, not only in the technology sphere,
where people have come to expect continuous
and rapid evolution, but in every facet of
organizational life.
But if there is one area within your company that is undergoing—or about to undergo—a particularly notable metamorphosis, it is the sales function.
That’s because a number of technology-driven changes to the status quo are just now beginning to converge and make possible entirely new ways of selling. At the same time, the habits and
expectations of customers are changing as well, in ways that will require all companies to radically
rethink how they market and sell their products and services.
This e-book offers you a fast yet thorough look at the key factors that are determining the future of
the sales function, and explains how technology is both driving these changes and giving companies the
capabilities they need to thrive in the new world order. Here is what you’ll find inside:
• 	A quick look at why companies are renewing their focus on growth, powered primarily
be domestic sales.
• 	
 Insights from a range of sales experts on specific practices that companies need to embrae in order to maximize the effectiveness of their sales teams.
• 	
 First-person accounts from executives at Zillow, Drilling Info LLC, and Napoleon Appliance Corp. describing how they have empowered their sales teams with the technoligies and training they need to elevate their game against increasing competition.

Think of this e-book as a preview of the future of sales, a future that you can jump into right now.
Why wait?
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Why it Matters

Health care

Public sector

Manufacturers

Financial Services

Potential gain
in sales reps’
productivity by
enhancing backoffice operations
to provide lead
qualification,
proposal development, contract
management and
related tasks.

Service Businesses

20 to
30%

Sales is not simply a core
element of any company’s
SALES IS JOB ONE
operations—it is arguably
How executives rate their top priorities for 2013
the core element. And, as a recent
TIME INVESTED
CAPITAL INVESTED
survey of midmarket companies
Sales
found earlier this year, if anything
43%
26%
it is becoming even more essential.
13%
12%
The cost-cutting strategies that
New market expansion
got many companies through the
36%
recent economic downturn are now
10%
giving way to a renewed focus on
8%
14%
Marketing/ advertising
top-line growth. But, as the chart
on this page makes clear, most
33%
34%
companies are looking to achieve
13%
9%
growth by concentrating their efProduct development
forts on sales, versus creating new
31%
26%
products, entering new markets,
9%
10%
engaging in M&A activity, or purTechnology
suing other strategies.
Executives interviewed as
30%
30%
part of this survey agreed that this
9%
9%
KEY
emphasis on sales ref lects a backto-basics approach to growth. The
Ranked first
Management’s top three priorities for the
upcoming year in order or importance
companies that will best succeed,
Ranked second
however, are those that rethink
what the basics of sales actually
Source: Deloitte Midmarket Perspectives: 2013 Report on America’s Economic Engine.
entail. As executive sales coach
and consultant Anthony Iannarino notes, “It used to be that all that salespeople needed were ‘Level 1’
skills: the ability to tell a good story, prospect, and close deals. Now they need
a range of Level 4 skills, which require business acumen and are ultimately
CRM ADOPTION BY
about helping clients get results.”
INDUSTRY SECTOR
Mark Hunter, a sales consultant who spent 18 years working in sales
61%
for three different Fortune 100 companies, agrees that salespeople will need
to function more like consultants, an idea that has been bandied about for
50%
several years. It is now actually happening, he says, in large part due to the
44%
power of technology.
31%
“People will still buy from people first,” he says. “But the marketplace is
24%
truly becoming a worldwide web: today the salesperson doesn’t sell on Main
Street, they sell on Google Street.”
A growing challenge for salespeople, Hunter says, is learning how to deal
effectively with customers who have done substantial research on the web
and believe they know what they need and view their discussion with a salesperson as being solely about price. Saespeople have no easy way to determine
what information a customer may have access to on the web; instead, they
Source: SPI Research
should, Hunter suggests, create “awareness tools” that put them on the radar
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of customers as they
conduct online research. The web becomes its own kind
of territory, one in
which a salesperson
must demonstrate
maximum competence and proper
positioning: as a
source of information and solutions,
not as a relentless
pusher of products.
That’s what will
underpin the kinds
of interactions that
lead to sales.
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MOVIN’ ON UP

LEVEL

Anthony Iannarino, president and chief
sales officer at Solutions Staffin, describes
the four levels of sales this way:

LEVEL

1

PROVIDING PRODUCTS
AND SERVICES
You know how to pitch, sell
and close, but these skills
don’t provide enough value
to be differentiated or generate customer loyalty.

LEVEL

3

HELPING SOLVE
BUSINESS PROBLEMS
You find real problems and
PROVIDING
provide solutions; you even
EXPERIENCES
help create tangible busiYou offer outstanding
ness results for your cuscustomer service and
tomers. The only trouble
incredible product support, with this level is that these
which may be enough for
skills are not that uncoma B2C company. For B2B
mon. You still may not be
sales, though, there is
able to stand out from your
more to do in the process
competitor.
of differentiating yourself.

2

LEVEL

4

BECOMING A
STRATEGIC PARTNER
You provide all of the
value of the prior three
levels, plus help your
clients build their future.
You work as part of their
management team on the
most strategic issues,. You
work proactively, bringing
them ideas that help them
generate new opportunities, revenues, profits, etc.
Your success is intertwined
with theirs—and they feel
the same way.

The Many Roles of
Technology
Hunter’s quip about a place called “Google
Street” is a clever way to acknowledge just how
profoundly a variety of technologies are changing the buyer-seller relationship, and why salespeople
need to understand those changes and keep pace (or,
better, get out front). As he notes, “Sales cycles are
becoming shorter as customers gather more information on the web and only engage with salespeople
when they are ready to buy. This puts pressure on
CASE STUDY: NAPOLEON APPLIANCE CORP. is
salespeople to respond faster, which is complicated
North America’s largest privately owned manufacturer of
by the fact that the information the customer has may
wood and gas fireplaces, grills, and outdoor living products.
be incorrect or not really relevant to the problem the
customer needs to solve.”
To sell more effectively, experts say that salespeople have to embrace the ever-expanding capabilities of sales-oriented technologies, everything from CRM systems to predictive analytics and
social media.
Sales experts Geoffrey James and Howard Stevens are collaborating on a forthcoming book that
will explore the future of selling. Here are some important technology trends that they say are already
being embraced by forward-thinking companies.
• LEAD GENERATION GOES SOCIAL. Cold-calling is virtually dead, thanks to caller ID, increased government regulation, and the phone-answering habits of the younger generation. But developing customer
relationships via social media and other known-person-to-known-person techniques is gaining steam.
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• TABLETS ARE THE COMPUTER OF CHOICE.
Surveys find that tablets are becoming
the preferred on-the-go tool for almost
everyone, and declining PC and laptop
sales underscore the need to equip salespeople with tablets and business apps
that allow them to be nimble in the field.
• DATA WILL BE USED IN NEW WAYS. Companies have long tracked a bevy of sales
stats, but increasingly they are realizing
that another invaluable use of data is to
overturn common myths about sales.
By analyzing various measures of sales
personnel effectiveness, for example,
companies are finding it far more effective
to develop training programs that turn
average performers into good ones, rather
than trying to make them superstars.

SALES SUCCESS  

5

WORLDWIDE TABLET AND PC FORECAST
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• CRM WILL BECOME INVISIBLE. As the technology matures it is fast overcoming early barriers and
becoming as intuitive as email. Data capture is becoming almost automatic, a far cry from earlier days
when it imposed a clerical burden. Smart phones and tablets make access to the data and the insights it
powers much simpler than before.
• VIDEO BECOMES A DOMINANT FORM OF INTERACTION. After two decades of failed predictions, videoconferencing will become a routine way to handle most forms of client interaction. Bandwidth and
technology improvements are powering this trend, and the rise of Skype, YouTube and other technologies now have people very comfortable with video in various settings. Business travel will still be essential to land the big deals, but substantial routine interactions will involve screen time, not face time.

And companies need to integrate those technologies into a seamless system that enables salespeople to
spot both problems and opportunities and respond quickly and effectively.
That’s the goal at napoleon group of companies., a division of Barrie, Ontario-based Wolf Steel
Ltd. When Ron McArthur joined as president in 2012, he went on the road with the sales staff as a way
to quickly get up to speed on the company’s competitive position. “I saw right away what the salespeople
needed,” he says. “Information. The rough economy of the past few years had driven out the weaker companies. Those who were left were all strong and very customer-centric. If we couldn’t differentiate ourselves
somehow, we’d have to compete on price. I didn’t want to become a commodity business, so we focused on
what we could do for dealers [Napoleon’s primary customers] that no one else was doing.”
The key, McArthur says, was to move away from a system in which “salespeople walked into dealers
cold, with little information,” to a system in which they carried iPads that could both push information to
and pull information from a new Salesforce CRM system.
“In Phase I we entered basic information such as lead info, revenue, order status, things like that,”
McArthur says. “We are now in Phase II, tying in all support-call information, how we’ve solved issues
and problems, and related information that lets a salesperson walk into a dealer with a complete picture of
what’s been happening. That lets them function as an added-value consultant, a real partner to the dealers.”
Napoleon’s goal is double revenue in the next five years. “We haven’t projected what percentage of that
success will be directly attributable to Salesforce technology,” McArthur says, “but it will clearly be a factor
in our growth. We’ve only been on this journey for a year and we are already very pleased with the results,
and very committed to the effort.”
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Agents of Change
Growth is very much on the mind of another
company as well, online real estate firm
zillow, which has expanded its sales force by
50 percent in the past year. “By leveraging more
data and better tools,” says Tony Small, VP of sales
strategy and operations, ”we can make each sales
rep and customer service person more efficient, and
more sophisticated in terms of what they can do.”
That’s particularly important to Zillow, because its business model requires strong connections
to—and sharing of data with—its internal staff and
a huge network of independent agents. In addition
CASE STUDY: ZILLOW provides information and tools to
to approximately 200 full-time Zillow employees on
homebuyers, renters, landlords, real estate agents and other parthe sales and customer service teams, the company
ties, powered by its database of more than 110 million U.S. homes.
recruits independent agents in virtually every zip
code in the country. Because they only want to work
with the best, they assess these prospective partners, which now number between 30,000 and 40,000,
based on a range of performance analytics and social-media data. “The challenge is, with so much data
available, how do you tailor it and make every interaction as efficient as possible?” Small says. Zillow
must be doing something right: Small says the company’s sales efficiency has increased by a factor of as
much as five, depending on which metric is used, over the past two years.
“Salesforce is capturing the data that agents enter,” he says, “and also provides a platform for us to push
other kinds of data out to agents and reps. Good data is critical to everything we do, and we need a system to
manage, communicate and analyze it.” As of now Zillow relies on Sales Cloud salesforce automation technology from salesforce.com for many of its most critical data capture, analysis and information-sharing needs.

It’s All About Sales
As a company’s sales efforts become evermore
tied to its use of technology, the effects are being
felt across the organization. drillinginfo, for
example, is a fast-growing business-intelligence company
that provides a range of data services to the oil and gas industry. Even as it sells an expanding array of information
pertaining to well production, promising acreage, and
other factors that drive the success of its customers, it
also gathers a different type of data—from customers. As
Mike Couvillion, Drillinginfo’s CIO, explains, “We work
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Typical turnover
in generalist
sales staff when a
company’s sales
model shifts to
a multi-product
or solutions
emphasis.
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with our customers to establish their
SPECIALISTS SHOULD BE “PERISHABLE” OVER
workflows, so that we can anticipate
THE PRODUCT OR SOLUTION LIFE CYCLE
their needs and develop new products
and services to sell to them. In that sense
I want our IT department to help drive
sales by better understanding customer
needs. It’s not a new idea, but it’s one that
we are very actively pursuing.”
Colin Westmoreland, Drillinginfo’s SVP of sales, adds that “we are scaling up fast, both in terms of the number
of customers we have and the number
Time
of salespeople. So we need technology
INVEST TO ACCELERATE
MAINTAIN INVESTMENT AND REDEPLOY TO NEW
that can scale just as fast. We switched
GROWTH
LEADERSHIP POSITION
HIGH-GROWTH AREAS
to Salesforce for CRM because they
Pilot specialist investment
Transfer product capability
Continue investment for
totally get that.”
to gain a foothold.
across organization.
maintenance stream
For Westmoreland, it’s all about
as required (upgrades,
If successful, invest to
Train broad set on sales
visibility: the ability to quickly spot
support).
build product and domain
support.
trends, respond to any client issues
expertise ahead of
Account owners maintain
Train account owners
that arise, and drive more sales by
competition.
relationship and move
to generate and qualify
client to next-generation
Account owners use
leads. Continue to provide
understanding how to prioritize. “If
products if possible.
specialists heavily while
sales support (such as
there are 100 deals in the pipeline,” he
they learn the product or
demonstrations).
Redeploy specialists and
says, “maybe 20 are going to be very
solution.
support to other highhot. So we need a system that can help
growth products.
us quickly see which possibilities are
Source: Bain & Co.
most promising so we can act fast. Using Salesforce, we are already seeing
our sales cycle shorten. The efficiencies it brings are producing tangible results. And the greater visibility it
gives us is helping us move to our ultimate goal, which is to equip the sales team with predictive capabilities.
To be exceptional we have to be in front of whatever is happening.”
In addition to having a reliable core system for capturing and communicating data, Westmoreland
wants to be able to expand the technology-enabled services available to clients. “Salesforce’s new ‘Communities’ offering is a great example of this,” he says “It lets us create a secure data room where we and the
client can share information. That’s the kind of innovative technology that really supports us as we grow.”
Indeed, some consultants foresee a day when technology unites buyers and sellers in entirely new ways.
“Imagine a world in which buyers enter their opportunities into Salesforce,” says Anneke Seley, founder and
CEO of Reality Works and a frequent writer and speaker on sales. “It’s kind of a wild reversal of how things
work now, but we are already seeing buyers use social media and peer networks to solicit recommendations,
and we are already seeing sellers monitor these conversations and sometimes participate in a non-salespitchy manner. The nature of the buyer-seller conversation is changing thanks to social media.”
Westmoreland believes that sales success “starts with behaviors, and technology won’t solve a bad
situation if the fundamental behaviors of your organization are weak. But, given two sales reps with equal
skill sets, nine times out of ten the one who embraces a technology like Salesforce is going to win out. ”
Specialist deployment
on sales effort

40 to
60%

SALES SUCCESS  

ALL OF THE EXPERTS AND COMPANY EXECUTIVES interviewed here agree on one thing: increasingly, sales
success will depend on knowing virtually everything about a current or prospective customer before initiating a conversation with them. The days of walking in cold and making a standardized pitch are just about
gone. It won’t be enough for salespeople to simply seem smart; they’ll have to actually be smart, and that
will require fast access to the most up-to-date and most relevant information for each client or prospective
client. The companies that equip their salespeople to do that, and to do it with increasing levels of sophistication, will be the ones that succeed.
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ABOUT SALESFORCE.COM
Salesforce.com is the world’s largest
provider of customer relationship
management (CRM) software. For more
information visit www.salesforce.com.

ABOUT THE BUILD NETWORK
The Build Network helps leaders of
midmarket companies grow their
businesses by providing a range of
insights via print and online publications,
research, events, white papers, and
other services.

“I have never worked a
day in my life without
selling. If I believe in
something, I sell it,
and I sell it hard.”
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—ESTÉE LAUDER
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