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SALES EVOLUTION: DELIVERING RESULTS 

FROM TRANSACTIONAL & STRATEGIC SALES 

Agenda 

•  Phases	of	Sales	Development	

•  Technology	Perfect	Storm…leading	to	DISRUPTION	

•  GeCng	Appointments…it’s	all	about	RELEVANCE	

•  Territory	Planning	&	ExecuNon…TransacNonal	&	

Strategic	Acounts	

•  Strategic	Sales	Process	

•  Managed	Services	DirecNon	
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Knowledge	

ASK	

Triangle	

ASK	Development	Triangle	
•  Focus	iniNally	on…	

–  Acquiring	new	
Knowledge	

–  Demonstrate	

posiNve	A+tude	or	

approach	to			new	

processes	

!  Then…	

Build	Skills	through	
repeNNon	and	
demonstra*on	

Stages	of	Sales	Development	

Stage	1	

Stage	2	

Stage	3	

Stage	4	

Equipment	

Workflow	

Business		

Processes	

Strategy	

Upgrades	

&	Net	New	

Strategic		

Sales	

Consul?ng		

Led	

Bundled	

Solu?ons:	

Device	

Dependent	
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Skills	&	SoluNons	

Service	
Monthly		

Payment	

Closing		

Skills	

Equipment	

Type	

ProspecNng	

System	

Cost	Control	&	
Recovery	

Mobility	&	
Remote	Print	

Basic	
Document	

Management	 Print	
Management	

Scan	
&		

Capture	

Business	Process		
OpNmizaNon	

(BPO)	
Managed		
Services	

Cloud		
Services	

Technology	

Planning	

Services	

Today’s	Perfect	Storm	Driving	Technology	

Cloud 
Computing 

Social 
Media 

Mobility 

Big 
 Data 
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3rd	Pla\orm	&	The	Rise	of		

VerNcal	SoluNons	

What does this all mean??? 
 

No one knows… 

…it has never happened before! 
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What	does	this	mean	to	your	customers?	

“If	you	are	a	leader	in	todays	world	you	
have	to	focus	on	the	fact	that	this	is	the	
biggest	technology	transiNon	ever.		

	

The	digital	era	will	dwarf	everything	that	
has	happened	before…	

	

If	you	don’t	talk	about	the	speed	of	
innovaNon,	you	will	get	disrupted...	

	

the	majority	of	companies	will	not	exist	in	
a	meaningful	way	in	10-15	years”	

John	Chambers	

Cisco	Systems	

Execu*ve	Chairman	

Digital	Companies		
Three	Nme	horizons:	

1.  2000-2010:	AdopNon-	eCommerce	era			

2.  2010-2015	(and	beyond):	Build-up	of	“delivery	system”	that	

includes	Social,	Mobile,	Cloud,	Big	Data	

3.  2015	forward:	TransformaNon,	as	products	and	services	

become	digital	and	companies	have	to	invent	their	own	

future	
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“With the overwhelming, unprecedented 
growth in social media, mobility, and 
cloud computing……if all companies don’t 
see the impact on every facet of their 
business and their lives, they simply are 
not paying attention.” 

	 

February, 2013 

Marc	Andreesen	

Andreesen,	Horowitz	

All	Things	D	

Jeff Immelt 
GE 

John Chambers 
Cisco Systems 

“I	am	seeing	a	series	of	disrup*ons	at	a	faster	pace	than	I	

have	seen	in	my	career…	the	“Internet	of	Things”	will	bring	

50	billion	connected	devices	by	2020.”	

“The	Industrial	Internet	leverages	the	power	of	the	cloud	to	

connect	machines	with	sensors	and	sophis*cated	soHware	to	

other	machines…they	will	deliver	the	right	informa*on	to	the	

right	people,	all	in	real	*me…this	opportunity	will	bring	$15	

trillion	to	the	global	GDP	by	2030…the	equivalent	of	adding	

another	US	economy	to	the	world.”	
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DisrupNon	
•  New	ways	of	doing	things	that	overturn	the	tradiNonal	business	

methods.	Business	Dic*onary.com	
	

•  Advances	will	transform	life,	business,	and	the	global	economy.	
McKinsey	&	Company	

•  12	leading	technologies	will	have	a	potenNal	economic	impact	of	

up	to	$33	trillion	by	2025 	McKinsey	Global	Ins*tute	

12	Leading	DisrupNve	Technologies	
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12	Leading	DisrupNve	Technologies	

DisrupNon	

What’s	Happened	

•  Internet	Based	
“DisintermediaNon”	
–  Examples:	Borders	Books,		

Blockbuster,	newspapers	

•  AdverNsing	Industry	
–  Billions	of	dollars	shiked	from	

tradiNonal	media	to	social	and	
apps	

•  Sharing	Economy	
–  Uber,	airbnb	

What’s	Next	????	

•  Solving	Business	Problems	

using	Technology	

–  Every	Industry,	Everywhere	
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Technology	has	become	embedded	in	Strategy	

•  Back	in	2007,	only	40%	of	CIOs	were	involved	

in	Strategic	Planning;	

•  	Now	they’re	regarded	as	some	of	the	most	

integral	members	of	the	C-Suite.	
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Where does this shift leave most businesses? 
	

•  Spending 6% to 8% of their revenue on technology 
–  Normally in the top 3 expense categories behind payroll 

and rent 

•  “Technology” is top-of-mind for senior leadership and 
has moved from “operational” to “strategic” 

•  Organizations don’t want to fall behind, but can’t afford 
to make a mistake 

•  More Technology Aware (and dependent) than ever, 
yet most don’t have a formal “Road Map” in place and 
are looking for guidance 

“This	all	sounds	great,	and	I	get	it.	But	

how	do	I	OPERATIONALIZE	this	

message	?”	

	

a/k/a	What	do	I	say	in	my	

appointment	at	9:00	AM	tomorrow?	
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What	would	John	say?	
1.  The	message	needs	to	start	with	

connecNng	with	their	industry	
technology	trends	

2.  The	message	needs	to	connect	with	
the	level	we	are	at	in	the	organizaNon	

3.  The	message	needs	to	incorporate	
how	they	view	your	company	and	you	 John	Chambers	

Cisco	Systems	

Execu*ve	Chairman	

GeCng	Appointments		

Its	all	about	RELEVANCE	
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The	Ntle	of	this	session	should	be…	

	

“Using the  
Technology Perfect Storm  

to Get Appointments”  
(even if the end goal is really to slam a box) 

Todays	Reality…	

•  Prospects	are	not	interested	in	a	discussion	on	copies	
per	minute,	service	lead	Nmes,	and	lease	expiraNon	
dates.	

•  An	increasing	number	(but	not	all)	know	technology	
mapers,	and	they	recognize	they	need	help.	

•  Your	reality	is	that	you	need	to	demonstrate	relevance	
to	get	appointments	

–  But	let’s	be	real…you	want	to	sell	gear.	
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Your	talk	track…	

•  Sales	has	gopen	decidedly	verNcal	
•  It	has	also	become	focused	on	technology	

•  In	all	industries	

•  With	all	companies	that	are	paying	apenNon	

•  SomeNmes	they	don’t	pay	apenNon	because	they	are	
stuck	in	the	day-to-day	whirlwind	

•  The	higher	up	you	go,	the	more	strategic	the	message	
can	(and	should)	be.	

Why	do	clients	buy	these	services?	

First	Gate…		
	

TECHNOLOGY	HAS	TO	

MATTER	
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This	is	“Our	Program”	

•  We	seek	clients	where	“technology	maHers”	

•  Our	clients	seek	high	performance,	“bullet	proof”	systems	&	
technology	

•  Our	Program	keeps	systems	updated,	patched,	monitored	and	
secure	

•  Our	clients	employees	have	reliable	systems	and	always	have	
someone	to	reach	out	to	with	any	issue	

•  Technology	Plans	are	always	in	place	
–  They	are	aligned	with	Business	Plans	to	help	our	client	achieve	

Business	Goals	&	ObjecNves	

Territory	Planning	&	ExecuNon	



8/11/17	

15	

Skills	&	SoluNons	

Service	
Monthly		

Payment	

Closing		

Skills	

Equipment	

Type	

ProspecNng	

System	

Cost	Control	&	
Recovery	

Mobility	&	
Remote	Print	

Basic	
Document	

Management	 Print	
Management	

Scan	
&		

Capture	

Business	Process		
OpNmizaNon	

(BPO)	
Managed		
Services	

Cloud		
Services	

Technology	

Planning	

Services	

TransacNonal		

Accounts	

Strategic		

Accounts	

Review	the	List	of	Accounts	and	Prospects	

•  Our	goal	will	be	to	maximize	the	current	and	future	
sales	opportuniNes	within	your	base	of	accounts	and	
prospects.	

•  Your	territory	is	your	business…your	job	is	to	maximize	
the	opportunity	within	your	business.	

•  The	goal	is	to	consistently	assess	the	opportuniNes	for	
“higher	and	wider”	strategies	
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Walk	&	

Chew	Gum	

Identify & Close Both 
Transactional AND Strategic Deals 

Slam Boxes 
& 

Go Deeper and Wider 

TransacNonal	and	Strategic	Accounts	

•  TransacEonal	Account	

–  UNlizaNon	of	technology	is	
“operaNonal”		

–  Non-dynamic	environments	
and	industries	

–  Views	technology	as	a	
commodity	

–  Focused	on	price	

–  Technology	is	an	EXPENSE	

•  Strategic Account
–  Utilization of technology is 

both “operational” and 
“strategic”

–  Dynamic environments 
and industries

–  Views technology as a tool

–  Focused on Business 
Efficiency and Strategy

–  Technology is an 
INVESTMENT

	
Rely	on	“tradiNonal”	selling	strategies	 Build	new	relaNonships	with	new	processes	
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Strategic	vs.	OperaNonal	

•  What	is	a	Strategic	Discussion	with	a	customer	or		
prospect?	

•  What	is	an	OperaNonal	Discussion	with	a	customer	
or	prospect?	

Trusted	Adviser	

Problem Solver 

Vendor	

Preferred  
Supplier 
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Territory	Review	

•  Which	accounts	meet	the	Criteria	today	?	
(List)	

•  Of	those	accounts…	

1.  Which	accounts	are	you	a	Trusted	Adviser	
today	?	

2.  Which	accounts	do	you	have	credibility,	
bring	value,	and	could	have	access	?	

3.  Which	accounts	meet	the	criteria,	but	you	
have	work	to	do	to	get	there	?	

!  Technology	maaers	

!  We	seek	expansion	

!  Stronger	rela*onships	will	
eliminate	compe*tors	

!  We	seek	access	“higher	and	
wider”	

Sales	Process	
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Where	we	are	today	(and	tomorrow)…	

•  Your	mission	is	to	close	business	
–  Equipment	sales	will	drive	your	commissions	for	as	far	as	the	eye	can	see	

–  The	industry	is	flat,	to	slightly	declining	
•  Likely	will	be	at	80-85%	of	current	size	in	5	years	

•  You	will	not	be	able	to	increase	income	by	selling	only	equipment	

•  This	process	will	allow	you	to:	
–  DifferenNate	(your	compe*tors	see	this	too)	

–  Increase	retenNon	
–  Go	deeper	and	wider	

–  Increase	commissions	

•  The	ulNmate	goal	is	Revenue	per	Customer	

What	is	Strategic	Sales	?	
•  It’s	a	Philosophy	

–  Helping	customers	solve	their	Business	Problems	

–  Aligned	with	how	buyers	buy	

•  It’s	a	Map	
–  End-to-End	series	of	next	steps	to	follow	

•  It’s	a	Methodology	
–  Tools,	techniques,	and	job	aids	designed	to	close	more	sales	
faster	

	 Higher	level	of	customer	sa*sfac*on	and		

increased	sales	produc*vity	
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Sell	the	sizzle…	

•  You	need	appointments	

•  Your	customers	need	

these	capabiliNes	

•  Use	the	talk	track	to	get	

in…	
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Use	these	to	open	doors	

•  Print	Assessment	

•  Scan	&	Capture	Study	

•  Business	Process	
OpNmizaNon	

•  Technology	RoadMap	

Business	Process	OpNmizaNon	

“From	the	Nme	the	door	opens	in	the	morning	
to	the	Nme	it	closes	at	night	every	business	is	a	
series	of	Business	Processes	a	company	has	to	
achieve	its	objecNves.	

	

At	XYZ,	we	help	companies	streamline	business	
processes,	then	use	technology	to	opNmize.”	
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OperaNonal	&	Strategic	
OperaEonal	Stability		

&	Performance						

Strategic	Technology		

Planning	

Strategy	

•  Align	technology	plans	
to	business	plans	

•  Focus	to	industry	
trends	&	business	
goals	

•  Keep	moving	
technology	forward	in	
a	proacNve,	planned	
fashion	
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Managed	Services	(MSP)	Market	

Current	State	

•  Managed	Services	market	
growth	of	30%	per	year	
showing	signs	of	sokening	

•  MSP	Business	Model	well	
defined	with	50%	MRR	and	
14%	OI	

•  Dependent	on	strong	Pre-
Labor	services	margin	

Future	Trend	

•  “On-Prem	Server”	based		
market	will	lack	growth,	and	
become	crowded	

•  Cloud	Services	providers	
prefer	to	“disintermediate”	

•  Retaining	margin,	expanding	
contracts,	and	staying	with	
market	trends	are	criNcal	
strategies	

Where	We	Have	Been	

3rd	PlaLorm	ConEnuum	Growth	

	$-				

	$100,000		

	$200,000		

	$300,000		

	$400,000		

	$500,000		

	$600,000		

GAP	Clients:	

Monthly		

Recurring		

Revenue		

to	

ConAnuum	

12/2015	12/2013	 12/2016	 12/2017	

forecast	
12/2018	

forecast	

12/2014	

Current	

Monthly	

MRR:	

$300K	

•  GAP	clients	have	MRR	of	5.26	Nmes	
the	average	ConNnuum	MSP	

•  A	GAP	client	has	won	MSP	of	the	
Year	and	also	Fastest	Growing	MSP	
each	of	the	last	2	years	

•  GAP	clients	represent	4	of	the	top	
10	ConNnuum	revenue	partners,	all	
in	less	than	5	years.	
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Strategic	Offerings	
1.  			Hosted	Voice	

2.  			Managed	Security	

3.  			Big	Data	AnalyNcs	

4.  			Desktop	as	a	Service	

Futureproof Your Business

You	Might	Need	Some	Help	
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Growth	Achievement	Partners	(GAP)	

Mitch@growthachievementpartners.com 

Phone – 913-269-7255 

 

Mitch Morgan 

Chris Ryne 
Chris@growthachievementpartners.co
m 

Phone – 913-522-5454 

 
      


