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Future Selling
The new millennium will mandate that the effectiveness of your sales organization be measured in very different ways.  First, are they effective in the eyes of your prospects?  Second, are they effective in their own eyes?  And, finally, are they effective in absolute terms such as productivity rates and conversion rates?   Sales Effectiveness Solutions are designed to increase both the efficiency and effectiveness of sales organizations on all three scores.   In fact, these solutions offer order-of-magnitude advances in forming early relationships with prospects, increasing conversion, and assuring retention.

How do “sales effectiveness solutions” differ from traditional CRM products? The term Customer Relationship Management may be a bit of a misnomer for the array of Sales Force Automation, Marketing Automation, and Call Center products that it encompasses.  Traditional applications, as it turns out, don’t actually touch the customer.  They do little to improve customers’ experience with the company or to improve customers’ lives.  Rather, they provide a means of tracking and measuring the activities of the internal teams and personnel who interact with the customer.   These systems might, in fact, be better referred to as “middle office” rather than “front office” applications.  Fundamentally, sales effectiveness solutions bridge your front office with your customers’ offices—and provide real access and benefit on both the buyer’s and the seller’s desktops.  The Aberdeen Group believes that sales effectiveness systems are a critical technology and are a mandatory requirement for enterprises challenged to attain and retain a competitive advantage.  

The new millennium, with all its Web-induced speed and competitiveness, will be singularly defined by customers. A close adjunct to customer centricity is time sensitivity.  These factors intersect at minimizing the time it takes for prospects to assess your proposition and the time it takes for you to convert prospects to customers.

Manufacturing, product depth, and technology advantages will all be second tier to customer advantage.  In fact, the most successful companies in the new millennium will drive manufacturing and product futures based on real-time customer needs; they will develop strategic initiatives at the highest levels of their business to focus exclusively on attracting and keeping customers and to maintaining enduring mind share.  While products and technologies will certainly be key, “engineering driven” companies and “technology companies” will miss their goals and lose business to competitors who are customer centric.   

It’s important to distinguish doing market surveys, statistical reports, and win analyses from true customer centricity.  Your customers aren’t data points—they don’t want to be treated that way or perceived that way by your organization. Traditional mechanisms of defining the needs of prospects and customers are inadequate for several reasons:  

· First, the speed at which data is assembled reduces its relevance and its relationship to current reality.  

· Second, the sources of data for market surveys are suspect; this information is often gathered only from two groups—overt friends and overt foes of your company—who typically don’t make up the largest share of your target market or revenue base.   

· Third, statistical reports such as pipelines and forecasts are data filtered through the eyes of sales teams who often have specific and different personal agendas for reporting.   

While these tools are important quantitatively, they offer little to improve your qualitative relationship with prospects and customers or to provide qualitative information on needs and perceptions.   In fact, they may be exceptional measures of how you are doing business, but patently inaccurate measurements of what your prospects and customers think.   

Who are the customers?

The same individuals who make the buying recommendations and decisions for your products and services are fast becoming accustomed to getting many of their information and product needs met via the Internet.  From buying back-to-school clothes for their kids to selecting their next automobile, they are rapidly being treated to the convenience and speed that business-to-consumer companies are providing them over the Internet.   Moreover, they have come to expect relationships with vendors that are broader and deeper than any single transaction.  

These are your customers’ expectations—instant, easy, personalized, collaborative, and substantive—and they play a key role in your sales efforts whether or not you realize it.    It’s critical that your approach to attracting new customers and retaining current customers meets both explicit and implicit expectations.   They, like you, are pressured to accomplish more in less time.   Their convenience is as central and critical to your selling mission as is your product.   

In very plain terms, it is simply inconvenient to expect your prospect to duplicate and distribute the mounds of paper collateral, proposals, and technical information that you provide.  It is inconvenient to them to compare the last three versions of your proposition and product offer to determine what is new and what is important.  It is simply inconvenient for them to leave a voice mail message and wait for a response when they have a basic question.  It is inconvenient for them to wait to receive Fed Ex packages.   It is especially inconvenient for them to call your sales team back with the information needed by your organization.  

The relative convenience of evaluating your proposition either creates barriers or removes barriers to a sale.  These barriers are friction in the sales cycle.  More importantly, they create transaction cost for your customer.     Put in economic perspective, many experts suggest that the cost to your customers is nearly equal portions of price and costs associated with the sales cycle. Douglass North and J. Wallis put the costs of evaluation, diligence, education, decision, and negotiation at 45% of the total cost to the buyer.  As a vendor, your opportunity is to reduce the indirect costs to your buyer and either pocket the revenue or pass it to the customer as a differentiator.  
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What if you could remove the barriers to purchase and reduce the friction?  

· The customer could allocate more time to the purchase rather than to administering the purchase, saving money in both their buying process and your cost of sales.  

· The customer could make the purchase sooner and with less annoyance along the way.  

· They would have a more favorable impression of working with your company, which may significantly improve retention.  

· You would fulfill their expectations for a fast, easy, personalized, collaborative, and substantive relationship.  

Glyphica’s sales effectiveness solutions specifically and uniquely increase the convenience to the buyer.  InfoPortal/Sales Edition allows individual sales people to directly create private portals to each prospect and to use this exclusive Web context to conduct dialogue and exchange diligence and product information over a lengthy sales cycle.  For buyers, it is a continuous point of touch with the seller, and each member of the buying team can ask questions and access information based on their individual context and need to know.   The buyer enjoys the persistent browser-based repository of the sales information generously hosted and provided by the seller.  InfoPortal/Sales Edition has several key features that reduce the administrative burden for disseminating compelling information within the buyer’s organization:

· Selectively routing key documents to specific people such as technical information to IT and ROI information to the CFO

· Scheduling meetings for the project team and the vendor within the context of the portal containing important vendor sales tools

· Sharing contact information across the buyer and seller teams

· Allowing the buyer to include and revise RFIs and RFPs

· Discussions based on documents and topics including the ability to negotiate contracts through each legal and purchasing department

· Facility for internal champions and coaches to drive the purchase process from their browser.

Removing the Barriers

Your prospects and customers have come to expect “Webease” in making purchases.     Just as importantly, the companies providing that simplicity to consumers over the Internet have achieved tremendous operational advantages as well as revenue gains.  In their most elegant iteration, these businesses are able to leverage Internet technologies to turn their customers into a sales force.  By facilitating the process for buyers and by making strategic use of the Web, prospects provide much more preference, process, and requirements information than they would in a traditional retail sales model.   More specifically, prospects and customers trade their information for their convenience.  That data is accurate to the minute and available by the minute to executives of the company.

In your more complex sale, the importance and cost of extracting preference, process, and requirements information from your prospects is arduous, lengthy, and painful.  Many a forecast has been missed for lack of accurate information about requirements or key players in an account.   For sales teams, identifying the constituents in each sales cycle and understanding their level of knowledge and participation is critical and difficult.   

Moreover, the mounds of information, voice mail, and administrative work created for the prospect is actually administrative work for your sales team.  It is no less convenient for account reps to customize the presentation, print it, and spiral bind six copies, essentially using time that better spent on tactical actions to perform token administrative functions.   In fact, virtually 65% of sales time is spent on administrative and non-prospect activities.  Unarguably, this does little to motivate or excite either your sales teams or your prospects.   
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This level of inefficiency in manufacturing is rarely acceptable, even when manufacturing makes its numbers; it’s well understood that increasing the level of manufacturing efficiency can dramatically improve the numbers, reduce the costs, increase customer retention, and directly improve the bottom line.   While the sales team may very well be making its numbers now, it’s critical to ask the question “how much more revenue can be generated?”   

With InfoPortal/Sales Edition, individual sales representatives can achieve dramatic improvements in productivity from several advantages:

· The buyer performs more of the sales intelligence gathering:  The convenience features for the buyer encourage the buyer to disseminate information quickly within the evaluation team—these activities are tracked and captured for the sales rep.  When a critical piece of information is routed through the portal from the internal champion to the CFO, the sales rep can see the entire process from when it was routed, to who the CFO is, to when he or she reviewed the information, to what other information the CFO may have browsed while visiting the portal.

· The sales team can respond to an online discussion or to a face-to-face request in seconds or minutes via the portal.  New competitive or technical information can be added to the portal in a few mouse clicks and the buying team automatically notified with a link back into their private portal.  Not only is the process of responding much faster than traditional print/paper methods, it is (a) more functional to the buyer and (b) the buyer views the new information in the context of the entire sales foundation established in the portal over the course of the sales cycle.

· All of the prospect portals being managed by an individual sales rep are managed through a browser and access can be shared with pre-sales support teams, product marketing, and sales management.  The real and substantive status of the sales cycle as well as the ability to influence the decision makers are shared by all of the sales-side stake holders in a medium that is accessible from home, office, or the road.  

Customer Era Success

In the final analysis, your customers measure the effectiveness of your sales organization every day.  They will measure you against competitors and non-competitors, and by rapidly changing expectations for partnership and collaboration.   The sales organization, direct and channel members, will be pressured by revenue goals and increasing fears of disintermediation.  The company as a whole must respond to Wall Street demands for sustained revenue growth. Selling in the future will be more important and more difficult than it has ever been.   You must set goals for sales effectiveness in absolute terms—if utilization were maximized and friction eliminated, what could be achieved?  Of course, setting effectiveness goals and customer centricity philosophies is only the beginning; achievement will require real tools, methodologies, and practices that can be executed by account managers and each member of the sales team.  Web technologies such as Glyphica’s InfoPortal/Sales Edition directly increase productivity and reduce friction for you and your prospect.    

About Glyphica

Glyphica provides a suite of sales effectiveness solutions.  InfoPortal/Sales Edition allows account managers to create private web portals to their prospects providing the following benefits:

· Maximum convenience to the buyer which reduces both friction and cost

· Invaluable differentiation from competitors

· Dramatically improved productivity for the sales person by automating data capture and entry as well as making better responsiveness easier

· Critical account intelligence such as which members of the buyers’ committee are accessing the portal, what information they find critical, and when the key decision maker reviewed the RFP and the contract

· Executives can quickly assess competitive threats to the pipeline qualitatively by searching for specific information across all prospect portals (including documents such as RFIs, e-mail messages, threaded discussions with customers, and even voice communications).

InfoPortal/Marketing Edition improves the marketing and channel organizations’ ability to respond to direct sales teams and distribution partners with the following features:

· Automatic competitive harvesting and push/pull distribution to critical sales teams

· Program management for leveraging partnerships to greater effectiveness and faster benefit

· Private portals for delivering personalized information to different partners (including internationalization for different geographies)

· Asset management and collaboration with service providers to reduce costs and increase brand adherence.

Both editions are available on a hosted basis or for enterprise deployment.  SAP has chosen Glyphica’s InfoPortal/Sales Edition as the exclusive sales solutions for their online marketplace at mySAP.com.  Over 200,000 end users worldwide rely on Glyphica’s PortalWare products to achieve their business goals.  The company was founded in 1996 and is based in Mountain View, California.  In addition to SAP, Glyphica has partnerships with AvantGo, Hewlett Packard, Netscape, Sun Microsystems, and Siebel Systems.
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