Sales Strategy
Excerpts from Gartner Articles (the free versions!)
Sales Goals & Metrics
 

Goals

The enterprise’s goals should be reflected in the sales organization’s goals.  The goals of the project team members can then be defined.  The definition of the goals is often synchronized around yearly business-planning cycles and quarterly updates to those plans. The goals and expected benefits should deal with one or more of four items:
• Shortening the sales cycle (efficiency)
• Improving the close rate (effectiveness)
• Improving access to information (communication)
• Demonstrating that price equals product and/or service rendered (value)
 

Metrics

Sales organizations must be able to describe selling behavior in quantifiable terms. However, the lack of measuring and quantification of current sales processes is the primary excuse used for not measuring after the implementation (see Research Note QA-10-9992). If the metrics do not exist to begin with, then the best practice is to develop metrics during pilots to use as baselines. Enterprises should start with metrics such as:
• The number of steps in the sales cycle
• The timing between steps
• The number of salespeople managed per sales manager
• The number of accounts managed per salesperson
• Revenue production per salesperson
• Average order size
• Average order margin
• Calls per day
• Market share
• Product mix
• Sample and product inventories
• The costs of selling
 

Selling costs should include both the costs (e.g., salary, benefits, and travel and entertainment expenses) to maintain the sales force and the costs in personnel, materials, equipment and infrastructure required to support and administer a sales organization. Sales organizations should understand cost metrics such as:
• The cost required to make a sales call
• The costs to support revenue production
• The costs to process a quotation, order and/or proposal
• The costs avoided by adding new sales operations or administrative people
 

Sales organizations should estimate where improvements can be made in both the revenue and profit areas, as well as in identified cost savings and cost-avoidance areas. Users should then prioritize these metrics to determine which area, when corrected, will have the greatest positive impact on the business.
 

Though 2005, more than 80 percent of failed implementations will be caused by people, processes and politics). Today, most causes of failure are outside the control of the IS organization. Enterprises planning to deploy sales must realistically and truthfully examine their competencies with respect to the reasons for failure. They must align these assessments against the above goals and improve the chances of success.
 

Strategic Imperatives for Application Software Vendors
 

Application software vendors need to take specific and careful actions to prepare for the pending challenges, both as a vendor within a changing market and as a business entity itself.
First and foremost, if not offering products in the CRM, e-commerce or SCM space, companies need to immediately plan on engaging within those markets. If you have products solely in the ERP, HR or financial systems space, you need to prepare for flat or negative growth, or avoid it by rapidly migrating where the money will be spent.
Second, all vendors must ensure that their marketing activities communicate the value proposition clearly in the areas where IT budgets are focused. Rework the marketing messages and prepare to justify the expenditure. How you tailor your message will determine how you fare in the economic slowdown. Your approach to the market must be carefully thought out and revisited, as recent past approaches may not apply in today's environment. As an example, companies who chose to repackage themselves as dot-coms are rethinking that position to avoid the stereotype of "drop-coms".
Vendors also need to refocus on who the buyers are. Does the decision still remain at the same level it has been historically? As an example, integration and consolidation of functions may have changed the focus from a line of business (LOB) or departmental decision to a more corporate or enterprise level. Do your marketing messages and sales strategies incorporate a more enterprise approach?
With the crunch of IT budgets, competition will increase dramatically. There are a host of questions vendors must ask themselves:
        How will the economic scenario affect my pricing? Should I consider alternatives such as application service provider (ASP) hosting or other pricing models? Should I arm my sales force with bottom/final prices to increase the close rate in a rapid-fire scenario? 

        Should we consider partnering or acquisition for those areas we are not currently selling to? Should we make vs. buy? Consider the resulting alternative characteristics. Developing new solutions takes time. Do we have that time? Strategic partnering has two leaders and two strategies (both companies). Will this integrate into a viable solution? 

        Am I exploiting all of the sales channels properly? Are there areas I can cover quickly and easily through channels that I am not covering today? 

        Is my development/engineering group being fed the latest market intelligence to ensure competitive future products? 

Whether the economic picture plays out to a slowdown or a recession, an application software vendor can be prepared with plans and actions based upon predictable opportunities and market behaviors. The market has clearly progressed and changed in a logical and steady direction and, based upon the historical performance and trends, vendors should be capable of surviving the challenges through well-thought-out plans and strategies.
Gartner Recommends
        Align your product and marketing focus on targeted IT market sectors and clients least potentially damaged by slowdown such as those related to CRM, e-commerce, SCM, middleware and business process management solutions.

        Ensure your offerings and value propositions offer rapid return on investment and generate new revenue or cut costs — a critical message during a time of economic slowdown.

        Make sure your own business is prepared for the economic challenges.

        Put together tactical marketing plans that allow them to attack the market and be proactive. It is clear from all of the market and economic data that software companies should be preparing to battle the situation by releasing new products and services that help to intensify their customers' efforts to boost the efficiency of their operations and sustain profits by becoming more efficient. 

        Look at their own operations to see where they can boost their efficiencies and profits by outsourcing services and sales channels. Consolidating overlapping product lines and proactively implementing new entire life cycle planning and strategies. Discretionary spending vs. nondiscretionary —ongoing operational expense implementation of new initiatives — should be on everyone's mind during this period of economic concern. 

        Adjust their marketing messages and sales strategies to take advantage of these changes in the specific industries, to justify their return on investment (ROI) to their customer in shorter more tactical terms and to reattack the market. Do not wait for six months to see what is going to happen. While you are waiting, your competition is going to move. 

