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Every sales team I have ever run or consulted for, or been involved with, has suffered from one thing—an 

ineffective sales process.  They either don’t have a sales process, their sales process is antiquated, or it is so time 

consuming that it becomes impossible for the sales team to realistically follow it and still close business.  This 

directly results in a weak sales strategy, unclear sales funnel and lost revenue.     

 

Let’s take the first example, no sales process.  Reminds me of a quote I recently read: “When you’re going nowhere 

in particular, you are quite sure to get there.”  Unfortunately that quote was from the “Winnie the Pooh”  book I was 

reading with my 5 year old son.  It may be great for Winnie and piglet in the Hundred-Acre Woods, but it doesn’t 

work for business and it doesn’t help improve your sales.   

 

We provide a methodology that is valuable to the rep and is valuable to the company executives.  It is a razor sharp 

light weight, but effective methodology that results in a winning outcome for the company.     

 

A sales process is like the compass on your sailboat.  A sales process is how you navigate and how you create 

complex sales strategy.  This is the methodology that helps you qualify your opportunity and keeps you on track to 

uncover:  Customer Pain, Urgency, Business Case ROI, Decision Making Process and the Power and Preference of 

your key Contacts.  It’s also the language you speak internally.  When I say, “the deal is at 30%”, you know exactly 

where that is, because 30% means you have accomplished a certain set of defined actions.  Without an effective 

sales process you are sure to “get somewhere”, but maybe it’s not where you want to go.     

 

I recall a PaaS team I ran several years ago.  After joining the company, I had an account review with each of my 

Directors and Managers.  The first thing I asked each of them was, “what was the decision making process in each 

of their opportunities”?  The question was mostly returned with blank stares.  Some would take a stab at it, but none 

were 100% sure.  The second question I asked was “how many contacts are you working with”?  Most would 

answer that it was one contact that almost always turned out to have low power and a high preference.  The latter, as 

you know, is not as important.  If we were only talking to people with low power, and we didn’t know the other 

decision makers involved, how were we going to influence and control the outcome?  Did we even know if our 

solution was a fit?  What was the customer ROI in this use case?  This was no strategy.   

 

Time seems unlimited to those making the decision.  For those on the other side, the clock is ticking.  A low-power 

person is happy to look important when your sales rep takes them to lunch or get a free education on your product 

during an hour presentation, but that’s not going to move the dollar needle.  Make sure your team is spending their 

time wisely and make sure you have a defined strategy that helps guide them to accomplish this.   

 

Below is a brief outline of key elements you need to create a complex strategy.  Each of these is expanded upon in 

our consulting relationship.   

 

Complex Sales Strategy - Key elements you need. 

1. What Pain does my client have? 

a. What are we trying to solve? 

b. What is their source of urgency? 

2. What is the Business Case? 

a. What is their use case?  

b. What is the ROI for my client? 

3. Is this a Qualified deal? 

a. Are they going to buy anything? 

b. How much are they really going to buy? 

4. What is their Decision Making Process? 

a. What role will each person play? 

b. When will they decide? 
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5. Who has the Power to influence this decision? 

a. What is their power rating? 

b. What is their preference rating for us? 

 

Our sales methodology is razor sharp.  We disregard anything that wastes time and does not add strong value.  It is 

derived from the best parts of successful sales methodologies and coupling with real sales experience.  Our 

methodology helps your sales team quickly qualify and reduce time spent on reporting.  It provides clear things to 

do list that will not only keep them on track, but will provide clear status to executives that can be easily reported 

on.  It will also identify key elements that will help your team win or walk away early saving valuable time.  

 

Here is a great example of the all-consuming sales process.  I was working with a company that demanded that 

every salesperson write a trip report each time they visited a customer.  Most of these reps were on travel three days 

a week hitting typically five customers in a day, resulting in fifteen in-person meetings a week.  Each trip report 

took about a half hour to write, upload in the CRM, and send out to the company.  That’s 7.5 hours off the sales 

floor.  To boot, these reports were then sent to almost everyone in the company who spent time reading them.  As 

these were just docs attached to the CRM, there was no way you could run a report on the valuable data.  Huge 

waste of time, and that’s just the trip report process.  I’m not even getting started on the in-person mandatory 

meeting quota that prompted reps to take unnecessary trips and further waste time.       

 

More times than not this type of inefficient process is created by someone who has never been in a direct sales role 

or who has not carried a sales bag in so long they forget what is important.  The above was heavily influenced by a 

CEO who came from product management side of the house, a great guy, but not experienced in sales.  There are 

many more examples including a Sales Operations VP who never met with clients, but was convinced his gauntlet of 

checks and balances in the CRM provided the silver bullet to closing more business.  Unfortunately the end result 

provided no incremental value, and a tremendous amount of time spent off of the sales floor.   

 

To me it is just mind boggling of the time that is wasted in most sales teams.  This is not time wasted by the rep, it is 

time wasted by executives in an attempt to increase efficiency.  The opposite actually happens when a rep must 

make the decision to either pick up the phone and call a customer or follow the inefficient sales process because the 

report will be run on Monday.  Sometimes less is more.  It’s all about striking the right balance between the two.   

 

We educate on a winning sales methodology that is not only powerful but light weight.  This means your sales 

people will have time to sell.  The increased efficiency provides real meaningful sales funnel data that executives 

can quickly derive value from.  They can run insightful reports and feel confident that the funnel they are looking at 

is as accurate as humanly possible.   

 

Please reach out to see if we can help you.   


