Say No to Sloppy Selling
By Graham French of gfa Sales Improvement explains why you should take time to review your sales process
“We’ve doubled our win rate by modifying the way we sell” (Sales VP CRM software)
When the going gets tough it has been said, more than once, the tough get going. Doing more of the same, however, isn’t necessarily going to enable you to blast those revenue targets away.

Work harder.. sure but working smarter will present a greater payoff.
As customers cut back on discretionary spending the vendors who are going to succeed will be those who can demonstrate how their product or service can help reduce cost, cut out overheads.
Top priority for many organisations will go to fixing the leaking pipe. Nothing discretionary about that.  It has to be rectified. Clearly, if you can help them do this or come up with a way for your customer to save money, cut out waste, your value proposition may get a hearing.

By the same token, sales chiefs should look for ways to cut waste in the way they sell. Allowing salespeople to do it their way because they’ve always done it that way isn’t sensible in a deep recession – especially if you can prove to them there’s a better way to sell.
Stop Doing What Doesn’t Work

What some managers have done in changing the way they sell has delivered a payback. In one case the sales team was able to double their win rate. 

This involves a strict adherence to a sales process that focuses on using the tactics that have been proven to work for them. Find out what works and do more of it. Stop doing what doesn’t pay off.
Let’s be specific. A big ticket software vendor examined the sales tactics they had been using. These included writing letters to the appropriate C level executive, offering to conduct workshops, running trials of their software, doing customised - as opposed to generic - demonstrations, conducting in-depth surveys prior to proposal.  
Stalled Deals the Biggest Percentage

They started by looking at all opportunities that had been forecast to close over the previous 6 months. They had closed 28% of them, lost 10% to competition and the majority were stalled or no decision yet.

Even allowing for being caught in a worsening recession, with deals being put on hold or cancelled, the fact that over 60% deals were stalled pointed up the need for much better qualification of opportunities. How many of those stalled deals were never likely to close yet had received lavish time and resources from the vendor?
Winning Tactics

Analysing the tactics they had deployed in the opportunities they’d forecast to close (see the chart) showed that in 70% of wins they had carried out a workshop with the prospect’s organisation. Trials also featured highly as did, in descending order, customised demos, surveys, inviting senior executives to their HQ to meet and greet their senior executives and visits to reference sites.
Frequency of Use

They then looked at the frequency with which these winning tactics had been used.  It turned out that the tactics that most highly correlated with success were relatively rarely used!
Winning activities like workshops and trials had been used in less than 10% of the opportunities that were closed.  Customised demos had been used in less than 40% of sales forecast.  HQ visits about 10% of the time.

Now you may think that this isn’t surprising.  Workshops, trials etc may not be routinely used because they take up huge amounts of scarce pre-sales, business specialist and technical resources.
Back the Winners

But surely if they work, why wouldn’t you want to do them? Why not devote time, energy and valuable resources to those prospects who are willing to work with you on exercises like these and cut out or reduce the time you spend with those “prospects” who won’t commit their time. 

60% of their forecast deals were stalled. Salespeople working on these stalled opportunities had not employed the winning tactics but had nevertheless burned a lot of their own time and company resources.
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Another vendor looked at the success rate of one tactic – involving in their selling process senior executives from the prospect’s organisation. Here we can see that involving both senior IT executives and senior user department executives was used in 75% of wins. Yet this tactic was deployed less than 20% of the time in the opportunities they forecast to close.
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Failing to engage with either flavour of senior executive – the case in 40% of forecast deals - looks to be a poor way to sell - with a 15% success rate.

Will these Selling Tactics Work for You?
I should stress that this is not to say that every company should adopt these same tactics. The point is that that they worked for this particular company. The trick is to identify specifically what has worked for you and what has not worked so well and act on the information.
You may think that what has worked well over the past 6 -12 months may not work now and you could be right.  In these really tough times showing customers how they can save money or solve immediate problems that must be fixed has to be the best approach.
Prove to the Salespeople What Works Best
And certainly, doing this kind of analysis will take some investment of management time.  Perhaps you won’t double your sales but looking for ways to improve your win rate has got to be a smart thing to do. 
One thing is sure. Employing the wrong tactics - those that can be seen not to correlate with winning deals in your company, is a mug’s game. Identifying the winning tactics, and demonstrating to the sales teams, backed by solid evidence, what has proven to work for your company is the best way to encourage everyone to focus their energies on using the winning tactics.
Graham French

gfa Sales Improvement

gfrench@enterprise.net
01608 66 37 52
_1298363791.ppt


Win Rate By Tactic









0


10


20


30


40


50


60


70


80


WIN FREQ


WK/SHOP


TRIAL


CUSTOM DEM


SURVEY


HQ VISIT


REF SITE


LETTER





_1298363837.ppt


Involvement of Prospect’s Senior Executives









0


10


20


30


40


50


60


70


80


End


User


IT Both None


 WIN RATE vs.  FREQUENCY


WIN


FREQ





