In a digital world
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THEIR RESEARCH PHASE IS INCREASING, EVEN
FOR LOW INVOLVEMENT PRODUCTS.

Medium involvement  High involvement b2b

32%

64 % 60-80%
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INSTANT GRATIFICATION

(AND NOT ONLY IN B2C)
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TODAY WE USE
SOFTWARE AND

~ ALGORITHMS .

TO BUY STUFF -

DIGITAL ASSISTANTS
PREDICTIVE BUYING
INTERNET OF THINGS



YOUR
REACTION?
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BUYERS UNTIL THEY
HAVE COMPLETED 60-80%
OF THEIR RESEARCH
REACHING OUT TO VENDORS

SiriusDecisions




PEOPLE GO THROUGH 67% OF THE DECISION
MAKING PROCESS BEFORE INTERACTING
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BY 2020 CUSTOMERS WILL
MANAGE OF THEIR
RELATIONSHIP WITH A
BUSINESS




DO WE STILL NEED SALES PEOPLE?

High

Value-Add
of Sales

Source: Oxford Associates,
adapted from Dr. Rowland Moriarty

Cost Per
Transaction

Comparison of Selling Models

High

CHANGES ARE

HAPPENING TO
SALES ACROSS
THE SPECTRUM
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SALES HAS LOST THE
TO THE
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THE ROLE OF SALES



SALES MUST ADD VALUE ALONG
THE CUSTOMER LIFE-CYCLE

NEWSLETTER

SOCIAL ADS COMMUNITY /‘
FORUM
PPC _Q.. REVIEWS SOCIAL THE CUSTOMER

NETWORKS &
AL @ . BLOG r \ ( JOURNEY IS
WEBSITE

j STILL THE SAME.

ONLINE ADS . MEDIA BLOG .
BUT TODAY, IT
DIRECT @ / 'STORE s \ ® HAS BECOME
EMAIL PROMOTIONS M U C H M o R E
WORD \ KNOWLEDGE
PR\ /OF AT ECOMMERCE s \/ COMPLEX.
RADIO
TV - PRINT
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HOW CAN SALES
ALONG THE
?



FROM SALES CENTRIC TO BUYER CENTRIC

Discuss buyer persona’s

Craft the journeys on paper &
discuss

Analyze journey and redesign the

sales funnel
« discover new points of
differentiation
« define added value of sales and
marketing
« track down barriers and remove

Stages of journey
Schedul
Desire for Explore Select Book miael!s :ned Travel to Experience Travel Remember
travel options Vacation travel location vacation Home experience
events
Customer needs and activities
* Find out * Discusswith  + Discuss with  « Book + Book a few  Figure out what + Arrangefor  * Packupfamily « Create digital
about school family family cheapest reservations to pack and activitiesat ~ + Plan for food photo album
vacations * Discuss with  « Search flight and for dinner pack family hotel and meals * Send pictures
* Find out friends online for hotel that nearby * Print tickets and * Keep track of during the trip to friends and
about family * Read details on meets needs « Find and book travel all of things  * Plan for family
events magazines top options of the entire a couple of information that have transportation * Tell people
* Review online family interesting « Plan for been to and from about the
travel sites tours and transportation scheduled airport good and bad
* Get sense of excursions to and from * Post fun stuff parts
costs airport on Facebook
Expectations for online travel agency  (Customer perception of experience: Good | Neutral | Bad)
* None + Compare * Compare * Book * None * Notify when * None * Notify when * None
prices of prices of cheapest flights are late flights are late
different different flight that * Rebook * Rebook
travel itineraries meets needs flights when flights when
destinations * Book thereis a thereisa
and packages cheapest missed missed
hotel that connection connection
meets needs
Emotional state of persona
Happy
Sad O\d \\/ v
Potential opportunities for improvement
« Offer sample < Allow searches <« Provide * Explore * Develop Explore * Develop * Provide
itineraries for across multiple reviews of closing “white proactive closing “white proactive capability to
family destinations, hotels from space” with rebooking space” by rebooking easily share
vacations e.g., lowest previous vacation based on sending based on photos,
cost options families on scheduling family traveler targeted family traveler comments
anywhere in vacation at that includes profile offers based profile and details of
Caribbean hotels restaurants & on family itinerary
excursions itinerary
e
mnurx T

D
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s, THROUGH CONTENT

Sales enablement content
| EVERAGING INSIGHTS FOR RELEVANT CONVERSATIONS
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@® Non-human touchpoints @ Human touchpoints FROGRESS IN BUYING FROCESS

o’f':“"t} Showpod ® brainshark. ‘ Knowledgelree’

&



'SWITCHED ON’

Train to listen, share, converse, NEW SALES PLAYBOOK

chgage SOCIAL

SALES

\

New tools
 social CRM

* social sharing

Social business leadership and o
employee coaching program flddvocate  E&ovwamicsiona

[ PostBeyond GageleAM P
) 2ecelloaste (J’ Sociabble



& ONLINE BUYING SIGNALS

Content & channel engagement
signals — immediate / history /
data-driven triggers

Launch personalized marketing
actions by sales

Tools

« CRM, Bl & marketing automation
technology

» Predictive analytics engines

<]

<

<

D4

Email Salespeople will die [Infographic] sent by Batch Email
Oct 23 2015 at 1:45 PM

Email [Infographic] 10 Habits of effective social sellers sent by Batch Email
Oct 152015 at 1211 PM

Email New Study: The DNA Of A Social Seller sent by Batch Email
Oct 8 2015 at 6:13 PM

Show all 9 interactions from October

Email Have you signed up? sent by Batch Email
Sep 28 2015 at 5:18 PM

Email A 3 min and 21 sec webinar sent by Batch Email
Sep 28 2015 at 1:40 PM

Became a Customer
Sep 21 2015 at 520 PM

Show all 26 interactions from September
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BY ENGAGING

New behavior and high value
behavior tracking and signals to

sales teams =
E:L:: A Life-cycle assessment

: TR Current Account

Shift from manual to automated P crs Susta|nab|||ty
Life-cycle assessment

sales enablement fulfillment of e wereing oat Investment

N N s Greenhouse gas Internal audit
O te t G:en:otusig::btl cieuiaiioad el " Planet Positive

Occupational safety and hea Pla SUStalnablhty reportlng Flnance
Sustalnabnhty reportin

(- Opportunities

Build interest profiles & get =
content recommendations T~
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BY CLOSELY

Sales becomes part of the
Content Creation process

Sales supports the creation of
marketing actions

Set-up lead qualification criteria
and lead recycling programs

o,
Y
CLIENT 4 =
oruq  DOCIAL . @E‘ \7'-.rmewALL
N&ETwoRk HARING | S N ents | Zzz
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USING CONTENT TO

|nS|ght In What COntent haS been FEBRUARI 2016

fad s B= .= :opened Puppy's Digest #7: Today at 07:18 GMT+1
C O n S U m e d y a n d VV h at n Ot Conversie optimalisatie, Google sidebar ads, en veel
meer
— s B mesmen Was delivered 7 essentiéle vragen 19-02-2016 at 10:48
P . d f d over een editorial calendar die iedereen zich moet GMT+1
rovige more tocused content sl
» alert customers about content |
@ s Epecsmesmmn viewed page Puppy's Digest #6: de 16-02-2016 at 15:04

th ey m i S S e d | 80/20 regel van Pareto, Linkbuilding, en veel meer GMT+1
’ brlng Storles / tOO|S / demo,s & PP e clicked a link in Puppy's Digest #6: 16-02-2016 at 15:04

wad
de 80/20 regel van Pareto, Linkbuilding, en veel meer to GMT+1

www.invisiblepuppy.com/blog/puppysdigest-6

@ 5 L mmmn viewed page Team van digitale 16-02-2016 at 08:54
experts - Invisible Puppy GMT+1
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SALES AND MARKETING RESOURCES

Organisational
concepts

Need for people f Need for people

Need for people Need for people | understanding | understanding

understanding

creation | |
closing and automation

Marketing and sales as communicating silo’'s with strict rules related
Model 1 |

to lead transfer, follow-up and reporting.

Marketing in the lead of the selling process and sales as special
Model 2 . .

Intervention team.

Integrated customer engagement department with sales, marketing o
Model 3 . - - - Invisible
and automation specialists working together or revenue generation puppy

(|

CREATING CUSTOMER LOVE

understanding the art of data
awareness | -
lead nurturing [ negotiating and | management




WRAP-UP

Customers lead. You'll need new skills Sales adds value.
Digital disrupts. & new Technologies Along the life-cycle.
Invisible,
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GET IN
TOUCH




