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THE NEW ABC: ALWAYS BE CONNECTED

| By Scott Tapp, EVP of Sales & Marketing, PGi

“Always Be Closing” is one of the oldest sales
clichésinthe book, popularized in filmand
pop culture. That sentiment has fed the image
of the sleazy, high-pressure salesperson who
cares so much about their commission that
they’ll stop at nothing to pullafast one onthe
unsuspecting customer.

Sales has evolved,and the mantra of “ABC”
has fallen out of favor. It’'sa new day for sales
professionals, driven by an unprecedented
level of connectivity and access to customers
and prospects. Social media, wireless data,
texting, mobile email, instant messaging and
unified communications have created the
potential for afaster, smarter sales force.
Parallel with these technologies, new sales-
centric tools have emerged: social listening,
CRM, team workspaces, web chat, video
conferencing, smart calendars and file sync
and share services, just to name afew.

All of these tools can be downright game-
changingin the right hands, but they can
also easily be overwhelming if your sales
team, leadership and culture aren’taligned
and educated.

This new era of sales is more about creating
honest, authentic relationships through
better access to information, whichis the
product of technological advances unlike

any in human history. Your customers are
already online. They’re researchingyoujustas
much— if not more—than you’re researching
them. They’re showing up at your door better
educated and informed than ever before—
and you need to be ready to meet, greetand
connectatanew level.

THIS NEW ERA OF SALES

CALLS FOR A REVOLUTION.

It’s time to leave
"pAlways Be Closing"
in the dust for a
new version of ABC:
one that celebrates
the awesome
jnterconnectedness

fueling modern sales.

THE ABC REVOLUTION STARTS NOW: GET CONNECTED

Inthis eBook, we’ll investigate how to make the most
of these new opportunities:

" PRESENT A UNIFIED FRONT

Learn how social sales continues to be more than
justabuzzword, generating must-use tools for
nurturing your personal and professional brand
andidentifying the right prospects.

' BREAK OUT OF YOUR LOVE-HATE FOR CRM

When it comes to an organization’s relationship to
CRM, it’s complicated. We’ll review the common
love-hate issues and show you how to get the most
out of this valuable but often misunderstood tool.

‘v RISE ABOVE THE NOISE

Learn how to make your content stand above the
crowd, breaking through the noise and positioning
yourselfasathought leader and trusted advisor.

" REVOLT AGAINST SILOS

Learn how sales has become collaborative, leaving
the lone-wolf hunter mentality behind foraculture
of teamwork.

RALLY THE TROOPS

Learnabout trustin this new era of salesand how
tobejustasauthentic behindascreenasyouwere
giving firm handshakes face toface.


http://go.pgi.com/sc-sls-ebook-evolution-of-sales
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STEP 1: PRESENT A UNIIED

FRONT

THE COLD CALL IS DEAD; NAVIGATING THE SOCIAL MEDIA LANDSCAPE IS MISSION CRITICAL

By Alex Hisaka, Global Content Marketing Manager, LinkedIn

The “why” of social sales is well established: the
cold callis dead, buyers are savvier than ever before
and inbound sales drive more revenue at a lower
cost per lead. But what about the “how?” How

can today’s sales professional make sure they’re
properly presenting themselves on social media?

Here’s how to begin buildinga social selling strategy
that aligns with your organizational objectives:

ENCOURAGE YOUR TEAM TO IMPROVE
THEIR PROFESSIONAL BRAND

Research shows that 81% of buyers are more likely
to engage with a strong, professional brand.> Your
company has its own online branding efforts,and
individual reps have their own professional brand
as well. The strength of these personal brands lends
credibility to the company, and vice versa.

Professional profiles on platforms such as LinkedIn
often shape prospective buyers’ firstimpression of
your company. Ensure that your teamis presenting
the right image with completed profiles that
feature compelling, customer-centric messaging.
Once the social selling foundation is laid, your team
can focus ontheactivities that generate results.

FIND THE RIGHT PEOPLE

LinkedIn’s Advanced Search is a powerful tool
foridentifying high-probability sales prospects.
Reps can filter searches using more than adozen
parameters to find decision makers in their own
network and their extended networks. (LinkedIn’s
premium product, Sales Navigator, adds even more
filtersand levels of connection.)

Finding the right people doesn’t require alot of time.

Examininga prospect’s profile will show the mutual
connection between the rep and the buyer, as well
as commonalities the rep and buyer share. All of
thisinformation makes it easier to qualify potential
connections as eithera prospect oras someone
who can connect you with a potential buyer.

SHORTEN THE SALES CYCLE
WITH RELEVANT ENGAGEMENT

Selling has increasingly become about establishing
relevance and delivering value. You want to reach
out to theright person at the right time with the
right valuable insights. A prospect’s posts, status
updates, news updates and shares can provide

context to where they are in the buying cycle. Using

thisinformation, sales pros can send personalized

messages using tools such as InMail to connectina
way that is timely, relevant and useful.

PROVIDE VALUE TO STRENGTHEN RELATIONSHIPS

Social selling makes it easier for sales pros to
provide the kind of ongoing value that builds strong
relationships. The wealth of up-to-the-minute
datathat social networks such as LinkedIn provide
makes it easier for your team to establish credibility
by providing value before, duringand after the
decision making process.

You know the “why” of social selling. The specific
steps we’ve outlined above show how to align your
team to the Four Pillars of Social Selling:

Q Create a professional brand
é) Find the right people
é) Engage with insights

Build strong relationships

With the “why” and the “how” questions answered,
there’s only one question remaining: When?

@


http://twitter.com/share?url=http://bit.ly/salesrevolution&text=Social posts need constant promotion and compelling CTAs to be successful.&via=PGi&hashtags=socialsales
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IT'S TIME TO FOCUS ON THE “RELATIONSHIP” ASPECT OF OUR CRM TOOLS

By Meg Bear, Group Vice President, Oracle Social Cloud

When it comesto CRM, organizations are often of two
minds:leadership lovesit for forecastingearnings,
managing expectationsand keepingtrack of the sales force,
while sales teams viewitasan unnecessary time sink that
interrupts deal flow.

While technology has always beenabout pushing the edges
of what’s possible, that can create frictionandsilosinside
organizations.

THE HATE FOR CRM

Nearly 9 out of 10 enterprisesimplement some sort of CRM
system,and yet more thanathird face lowadoptionrates.
Thetoolsarethere,but somethingabout the experience,
value or perceptionis causing sales to leave them behind.

Sowhat’s the problem? For starters, CRMis commonly
confused with tedious record-keeping systems of the past,
and sales people have high-touchrolesand ittle tolerance
for processes that inhibit or slow down their deal flow. And
between the consumerization of IT and the rapid pace of
digital business transformation, everyone expects high-

value information to beavailable instantly at their fingertips.

However, CRM’s poor reputationis undeserved. The
“relationship” aspect of the CRM—the part that gives us
unique insightsintoaconsumer’s likes, wants, desires,

90% Ot
ENTERPRISES
INPLEMENT GRY,
BilT NEARLY

30% AL’
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Low adoption rates spell disaster for a third of all CRM implementations

attitudes and thoughts—was neveractually fully realized in
the prior generation of systems. There often wasn’t enough
available datato driveacomplete understanding of the
customerandthisleft the relationship abit one-sided. The
systems of record gave you acompany-centric view of the
customer, notacustomer-centric one.

Inotherwords,there’sbeenalarge void in CRM—amissing
piece of the puzzle, if you will—in the 360-degree view of
the customer,and that void is being filled by systems of
engagement suchas social media. Unlike any other channel
before, social ultimately delivers on the promise of CRM
astruly relationship-buildingtechnology ratherthanjusta
systemof record.

THE LOVE IS IN THE RELATIONSHIP

The social aspect of CRM provides companies with the
world’s greatest focus group,as well as offering the ability to
build out more personalized profiles, better productsand
services,more relevant contentand deliver more fulfilling
customer experiences. With CRM,empowered and social
salesteams help drive the human side of acompany’s
brandvoiceto deliver stronger, more engaging customer
experiences,and engaged social employees are some of the
strongest branding for organizations.

-JOUR LOVE-HATE

Truerelationship-based CRM creates a mutually beneficial
way of doing business where customers’ needs and
complexities are better understood and appliedin
order to make customer profiles much more insightful,
accurate, personalizedand actionable. It’sabout providing
personalized, scalable relationships through the power of
collaborative social, mobileand cloud technologies.

Turning CRM hateinto loveis allaboutempoweringthe
sales personwhile driving business value for the company.
The priority now s the usability and the productivity built
infor sales teams—a mobile-first design approach that
collectsallthe information that sales needs to better
engage with their customers, driving mutual value for their
customersand, ultimately, help them make moreintelligent
decisionsabout how best to spendtheirtime.

CHANGING MINDSETS

Tosome degree, change starts from the top: the C-suite
has to embrace change managementand turnto new
and advanced workflow, tools and business models for
our modern, hyper-connected business climate. From
customer experience tools like CRM, sales, marketing
and social, to platform capabilities like enterprise
networking toolsand business intelligence, the
technologies exist to help transform traditional

sales practices and processes into modern,
innovative selling.

Today,companies like Oracle are building out tools for the
mobile and digital sales teams that help them close deals
faster while delivering organizational insights to better
drive business planningand execution. With better UX

and modern cloud-based solutions, we are able to invest
moreintherelationshipsand results, using social insights
and engagements to enable a betterand more personal
sales system. This allows sales to cultivate relationships that
are mutually beneficialand drive more value for both the
company and the customer.

It’sabout leveraging the power of the customer’s voice—
not by becomingrigidin your solution but by buildinga
listen-and-learn culture inside the company—to make
the pace and power of the digitalage a sustainable
competitive advantage.

It’sashiftin mindset for many, but these are shiftsthat can
ultimately yield deeper, more relevantinsights to drive
innovation, personalization, better productsand services
and, of course, better experiences for both the customer
and company.

TOPTECHNOLOGY CHALLENGES T0 IMPLEMENTING CRY‘

usability
competency
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TEP 3: RISE ABOVE THE NOISE

PUT THE THOUGHT BACK IN THOUGHT LEADERSHIP

By Caitlin Roberson, VP West, Skyword

Everyone wants to talkabout content: how

to produceit,howto leverage it and, most
importantly,how many leads it drives. With so many
voices inthe crowd, however, it’simportant to take
anintelligent look at content initiatives in order to
rise above the noise and differentiate yourself.

As asales professional, you have the unique
opportunity to leverage content not simply
to sell, but also to engage in more profound,
insightful conversations through social selling
“thought leadership.”

DEFINING THOUGHT LEADERSHIP

How do you even define “thought leadership”? I'll
be honest: | hate most definitions of the term. They
tend to be ego-driven, buzzword-fueled diatribes
masquerading under the guise of mock-humility.
Instead, 've found that my friends who are out there
leading every day start to bring the picture to life.
Through them, I've learned that leadership involves:

+ Stayingcuriousand continually learning
+ Augmentingthebestinothers

+ Listeningfirst,and then responding

+ Endlessglass-half-fullness

For me, these elementsare the core of thought
leadership: sparking conversations about
what matters most to your audience. Thought
leadership can (and SHOULD) be way more

opinionated and personal than other types of
content, whether fromabrand or an individual.

| can tellyou from experience that this kind of
content can be risky to put out, especially whenit’s
emotionally charged and/or opinionated. The good
news is that when people react emotionally to
something, they’re more likely to remember it (and
more likely to remember you).

HOW CAN SALES PROFESSIONALS
BECOME THOUGHT LEADERS?

The very phrase “sales professional” makes this a
charged question. Who wants to hang out with a
car salesman? No one. All sales pros carry revenue
accountability; it’s why we have jobs. It also means
that we've all got an agenda.

The key is to not think about product positioning.
Instead, ask yourself a few questions:

+ Dol know what matters to my audience?
Take the time to understand your readers’ life
experiences—challenges at work, aspirations,
hobbies, etc.

+ What topics would I respond to, if | were
them? If you wouldn’t talk about something
with somebody else—face-to-face over coffee
or Cabernet—don’t bother doingit online.

+ Havelserved up those conversation
starters in as many formats as possible?
Afterall, wealllearn best in different ways.

Continued on page 7

BUYER'S JOURNEY THROUGH CONTENT?

START HERE

CLOSE HERE



http://twitter.com/share?url=http://bit.ly/salesrevolution&text=Are you following your buyer along their content journey?&via=PGi&hashtags=socialsales

CONTENT HAS A SIGNIFICANT
IMPACT ON BUYING DECISION'
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«Broadly speaking, the
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Winston Churchill

HOW MUCH IS T00 Muc?®
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HOW TO STAND OUT FROM THE SOCIAL SELLING
CROWD: DON'T SELL

Here are four things sales pros should never, ever
dowhen creatingand sharing social content:

NEVER talkin features. Features are for websites
and product sheets, not blog posts.

NEVER use jargon. You may be attempting to
appear knowledgeable, but all you’re doing is
confusingtheissue. Keep your language simple
andclear.

NEVER write long paragraphs. Just like you, your
prospects are busy and you should be mindful of
their time. The best thought leadership will only
get shorterand more visual.

NEVER sell. Your product or service only gets
involved when the buyer wants it to. Let them self-
select.

AMPLIFY YOUR THOUGHT LEADERSHIP
THROUGH SOCIAL SELLING

If your content isn’t share-worthy (or optimized
for search), it might as well not have been written.
That’s where social media can be anincredible
thought leadership catalyst: Distributingand
amplifyingideas, to spark change and power

transformation—and help you build social selling
connections that convert to revenue-generating
customer relationships.

It’s important to remember that you don’t have
to reinvent the wheel. Start small whenyou’re
creating content by repurposing or adding your
insights to other ideas. Read articles that interest
you andadd your two cents on social media.
Package smallerideasinto larger bits of content.
If your company is already creating content, you
can repurpose it by adding a few personalized
sentencesandalink. Send these in emails to your
prospects and customers,and you’ll see them work
like gold.

When | write blogs or LinkedIn content, | often
include the insights of others. When that content
is published, it lends itself to a really simple social
strategy: Thanking others for theirinput—most
often with @mentions on Twitter or LinkedIn.
Everybody loves to be recognized and credited
fortheirideas,andit’s easy to RT and comment
on posts that have already been made. Finally, I'll
leave you with three simple rules that truly bring
authenticity to your content and help you stand
outfromanincreasingly large crowd: Be you, tell
stories,and go with your gut!

If your content isn’t share-

worthy (or optimized for

search), it might as well not

have been written. @


http://twitter.com/share?url=http://bit.ly/salesrevolution&text=If your content isn't share-worthy or search optimized, it might as well not have been written.&via=PGi&hashtags=socialsales
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REVOLT AGAINST SILOS

BUILD A COLLABORATIVE SALES CULTURE THAT INCLUDES THE RIGHT

TOOLS, ENVIRONMENTS AND PROCESSES

By Isaac Garcia, SVP & General Manager, Central Desktop

Today’s sales force is more mobile, remote and flexible
than ever before. For example, 80% of respondentstoa
recent survey conducted by PGianswered that they have
the opportunity to telecommute, representingadrastic
shift in workstyles and philosophies.

Successful remote sales reps aren’t “lone wolves”; they
have to rely on others, whether it’s for help navigating
their CRM, creation of collateral and messaging ora
key piece of research orintelligence that will break a
deal open.

In short, the key to modern-day sales success is
collaboration, enabled by both the technology and
the environment that nurture a collaborative culture
and put everyone—not just sales—into a position to
excel.Ina 2014 study of global sales best practices,
94% of high performers collaborated across
departments to pursue large deals, as compared to
43% who did not. For adepartment that’s always on
the lookout for every competitive edge it can get,
thoseare significant numbers.

Here are some of the benefits of a collaborative sales
culture and some ways that you can enable it in your
own organization:

UP-TO-DATE COLLATERAL

Nothingis more cringe-worthy to salesand marketing
leadership than finding out their field reps are making

pitches with outdated productinformation or messaging.

A collaborative sales culture thrives on moving quickly,
adaptingto today’s lightning-fast product iterations and
strategic pivots. Using tools such as Boxand Salesforce.
com, your sales teams can always be assured of having
the most up-to-date collateral;a change on marketing’s
endisinstantly distributed to your sales teams, regardless
of where they are or what device they’re using. By

more closely aligning with marketing, sales can be
confident that they’re armed with the latest and greatest
information and leadership knows that everyone is
communicating. Everybody wins.

WORLD-CLASS SALES PERFORMERS COLLABORATE MORE THAN MOST?

947,
collaborate to pursue large deals: *R S
e thinatketneici et o1
customers want and need:
collaborate to pursue large deals: +‘R

B top sales performers

Il everyone else

CONSISTENT MESSAGING

Another benefit of collaborating onfiles such as pitch
decksand product sheets is keeping your company’s
message consistent. By aligning closely with product
marketing, for example, you can ensure that the way
salesis presenting your company and product brands
reflects the messaging on your website, in customer
emailsandin content offerings such as eBooks and
white papers.Inasurvey of more than 420 B2B sales and
marketing professionals, 40% of respondents said that
close alignment with marketing results in better lead
conversion and closed deals—again, everybody wins.

QUICKER RESPONSE TIMES

When responding to a competitor’s move or an objection
fromaprospect, time s often afactor. But what if you
don’t have the answer handy? Collaboration tools help
you leverage the knowledge and expertise of everyonein
your organization, not just sales itself. Perhaps you need
to pullinatech heavyweight to answer some in-depth
product questions or asales peer fromanother channel

totackle LOB-specificissues. With a unified, collaborative
processin place,your reps can get the answers they need
quicklyand easily by reachinginto your organization’s
collective knowledge base rather than being expected to
knowitallthemselves. And best of all, it gives everyone a
role to play in closing dealsand driving revenue.

CROWD-SOURCED STRATEGIES AND TACTICS

Finally, sales success doesn’t happeninavacuum. The
beauty of asales teamis that you can learn together what
works and what doesn’t. However, if that information isn’t
clearlyand visibly documented and shared, youre missing
out onspreading that goodness with the entire team.
Cloud-based collaboration tools give you a place for
thatinformation,a dedicated space where everyone can
documenttheir successes and failures,and the team can
learnand improve asaunit. This leads to overall higher
close rates, higher quotaattainment and better revenue
numbers company-wide. And by sharing success and best
practices across the entire team,you canimprove morale
and encourage adoption of your collaboration tools.

AREAS OF GREATEST COORUINATION'
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STEP 5: RALLY THE TROOPS «we

TRANSFORM YOUR ORGANIZATION BY CULTIVATING A CULTURE
OF TRANSPARENCY AND OPENNESS

By Amar Sheth & Jamie Shanks, Sales for Life

In business, the one value that trumps themallis trust.
Regardless of how business was done in the past, how
it’sapproached today and how it willbe doneinthe
future, trust willalways reign supreme.

Trust is the outcome of a specific set of actions and
non-actions. Trustis not somethingwe doin sales, it’s
aplace we get to that helps the buyer feel comfortable
enough to do business with you. Inshort, trustis
somethingthat’s earned.

Intoday’s business world, digital and social
communication is becoming much more pervasive.
Buyers areincreasingly using online tools and
resources to research and find answers to their most
pressing questions.

EARNING TRUST ONLINE

As buyers become more social, sellers inevitably will as
well. Cantrust be earned by sellers this way?

The shortanswer is yes, but it requires focusingon
genuinely conveying your experience and expertise.

The reason buyers are on social media doing research
is because they’d much rather learn and form their
own opinions than listen to sales pitches. This presents
tremendous challenges and risks to the traditional
sales model where information is mostly controlled

by the sales person without any third-party and multi-
sourced research.

FOCUS ON EDUCATION, NOT SALES PITCHES

The most successful social sales professionals are those
who focus on helpingabuyer research and discover
information. By observing, listeningand curating
unbiased information that helps the buyer, the social
seller helps create an environment free of barriers to
opendialogue.

Thisintense focus on helping educate the buyer, free
of pressure and expected sales pitches, is when trust
isearned.

THE MECHANICS OF EDUCATION

The smartest and most practical way to educate
social buyers today is through content. Helping
them discover newideas, getting them to thinkabout
concepts they’re not aware of, helping mitigate risks,
etc.areall ways to educate through content.

The beauty of online contentis itsabundance. The
challenges and risks of online content for buyersisalso,
without question, its abundance! Like you, our buyers
are looking forinformation that is educationaland can
help answer questions as quickly as possible.

Make no mistake, the onus to educate buyersis now on
thesellers.

Thereare tools that sellers can use that make the job of
conveying experience and expertise much easier. And
by far one of the best mediumstodayisvideo. If And,

by far, one of the best mediain use today isthe video. If
sellersare empowered with video fromiinitial contact
through to ongoingcommunication, it can accelerate
rapportdevelopmentand trust-building.

The dataon buyers educating themselves viavideo is
impressive. Infact,ask yourself if you’d rather read a
manual on how to do something or watch a quick video
on YouTube that shows howto doitinstead.

Sellers who take advantage of how easy itis to leverage
and deploy video can ultimately focus more energy on
doing what they do best: conveying experience and
expertise while building trust.



http://twitter.com/share?url=http://bit.ly/salesrevolution&text=Are you using video to foster trust in your sales cycle?&via=PGi&hashtags=socialsales
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By Jonathan Farrington, CEO, Top Sales World

Duetoitsinherently competitive nature,salesasa
department has always forged the way for new technologies,
processes and practices. Sales professionals are always
looking for that edge,a way to be faster, more mobileand
more effective,and intoday’s business climate that often
means relying on the latest and greatest technologies.

However, let me be perfectly clear:technology cannot

and will not replace core sales competencies. These tools
enable sound sales processes, but they do not replace them.
Solid communication skills, staying on-message, follow-up
persistence and good old-fashioned common sense will
always be moreimportant than any technology.

However, intelligently leveraging this new generation of sales
toolsand methodologies alongside a well-defined and well-
communicated sales strategy can give you and your sales
teams the edge you need to close more deals more quickly.

Sales professionals have always beeninnovators, rule-
breakers—even trouble-makers. That rebellious spirit has led
tothesales revolution we find ourselves in, where content,
socialand collaboration are the order of the day.

AND THE SECRET FOR SALES T0 STAY AHEAD
OF THE CURVE AND THE COMPETITION?

Sales has to continue to lead the way. No tool can ever

be good enough, no process so sacred and no practice
soingrained that sales is afraid to challenge it. The rise of
SaaSand mobility have made it easier than ever to testand
evaluate new communication and engagement methods.
And the sales department is so vital to the success of any
organization that they canafford to beallittle aggressive—
testingthe boundaries, learning fromtheir victoriesand

defeatsand reporting back on what worked and what didn't.

Now, ’'m not trying to say that you should shirkall
responsibilities and give IT the middle finger.lam, however,
encouragingyou to try new things—ontop of asolid skills
foundation.

Remember:someone out there hadto be the first
salespersonto close adeal thanks toa Tweet. They sawan
opportunity,one without precedent,and they grabbediit.

Areyou brave enoughto do the same?

Someone out there had to be the

first salesperson to close a

deal thanks to a Tweet.

10
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SPONSORED BY
IMegtSales

iMeet Sales from PGi makes it easy to create highly engaging videos and presentations for your
prospects so you can differentiate yourself from other sales calls. Simply record your presentation
through iMeet’s easy-to-use interface, send via email and start tracking the results.

Ourdashboardtellsyou if the prospect opened your email, what content they viewed and even
integrates with Salesforce, which putsall your sales data in one place. In addition, iMeet Sales alerts
you when your email has been opened, helping you determine the best leads to pursue.

iMeet Sales helps you engage customers, track results and close more deals—and it’s coming soon.

Tolearn more or jointhe beta program, visit www.pgi.com/imeet-sales-software/ today.
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https://www.facebook.com/PgiFans
https://plus.google.com/+PgiFans/
http://www.youtube.com/user/PGiPremiereGlobal
http://www.pgi.com/imeet-sales-software/
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