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Many ICT supply companies are inadvertently missing out on deals they could win. 
Larato’s research found that 40% of qualified buyers are choosing to do nothing, 
and 60% of these blamed their inaction on flaws in the sales experience. 

The way customers buy has changed: the buyer now drives the sale and they are 
better informed than ever. If the seller can’t adapt, follow the buyer’s lead and add real 
value to the purchase through expert knowledge, the sale will stall. It’s time to shift 
from a sales person to a trusted advisor. 

This #HelpMe guide explores Larato’s findings, affirming the 
need for suppliers to revitalise the way they interact  

with buyers.Are your sales people unselling a sale?     

Introduction by Dr. Lucy Green

About #HelpMe
Larato surveyed business leaders from all areas of the ICT 
buy and supply landscape about the challenges they face 
to thrive in today’s markets. The results prompted Larato 
to develop a series of structured #HelpMe guides based 
on resolving all the challenges and issues highlighted by 
its research. Larato then invited some of today’s most 
talented industry commentators to drill into the research 
results and provide insightful perspectives that put a 
spotlight on the pressing need to activate transformative 
sales and marketing strategies.

I need answers to 
questions that aren’t covered 
on the website. I want to be 

guided around potential pitfalls 
and told how to make the most 

of the solution
Chris Wood, CIO of SIFT
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Dr. Lucy Green is a respected ICT business 
development specialist with a proven record for 
developing the potential of technology companies.    

Ian Hunter is Editor at Comms Business 
Magazine and runs the Comms Business 
Convergence Summit Expo Speaker Program.  

Jocelyn Lomer is the owner and MD of 
Cereno a service provision specialist for video, 
audio, web and collaboration solutions.

Chris Wood has worked within the IT sector 
for over 20 years and is now CIO at Sift, one of 
the UK’s leading digital media companies.   

Sue Tabbitt is a prolific business and technology 
writer for publications and web sites including The 
Telegraph, The Guardian and The VAR Magazine.  

Bryan Betts is a freelance journalist who has 
written for a wide range of publications, including 
The Register and Computer Weekly.

Adrian Bridgwater writes regularly for 
Computer Weekly and Cloud Pro, specializing in 
cross platform software application development.

Anna Britnor Guest has a successful IT sales 
record while her practice, Leading Edge Coaching, 
develops clients’ go-to-market and sales capabilities.

Bart Delgado is a business mentor and MD 
of Akixi Ltd that delivers Call Management and 
Call Centre reporting services through the cloud.

David Dungay is Deputy Editor of Comms Business 
Magazine and has a particular interest in emerging 
technologies across mobile and M2M markets.

Stuart Gilroy has produced a number 
of technology publications and is currently 
Editor of Comms Dealer Magazine.

Contributors to the #HelpMe series
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Are your sales people unselling a sale?

by Bryan Betts

People laugh at the salespeople drawn in the Dilbert comic not 
just because they’re funny, but because they are recognisable 
images - full of self-importance, sneaky up-sells, and products that 
only half-work. It begs the question - are your sales 
staff engaging potential buyers or putting them off?

In these web-enabled days, customers are better 
educated than ever. Learning what the options are in 
a particular field can be just a few minutes work with 
a search engine. At the same time, people are busier 
than ever and buyers are being targeted by ever more 
suppliers, making sales pitches a nuisance to be avoided 
whenever possible. 
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Are your sales people unselling a sale?

by Bryan Betts

But customers still want and need to buy both products 
and services. So they network, asking their peers for their 
experiences and advice, and they search online for ideas 
and information. 

Some sales-driven companies have responded with ever 
higher pressure tactics to get that first sale. Not only 
does this alienate buyers, but it pays little attention to the 
long term. Yet for most businesses, motivating 
buyers to stay for the long term is essential, 
because selling to an existing customer is more 
profitable than acquiring a new one. 
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Are your sales people unselling a sale?

by Bryan Betts

Activating a buyer, as with so many 
things now, means learning more about 
them and their needs, asking the right 
questions to engage with them and 
their problems honestly and directly. 
Knowing your stuff and being willing to 
share it, without being bumptious or 
supercilious. Knowing what’s possible 
and what’s not, and not making inflated 
claims. It’s about not being that 
stereotype. 

For most businesses, 
motivating buyers to stay 

for the long term is essential, 
because selling to an existing 
customer is more profitable 
than acquiring a new one

Bryan Betts,
Freelance Technology Journalist
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Does your customer know more than your sales person? 

by Ian Hunter

Larato’s research has shown that 96% of buyers want fewer but better quality interactions with the sales 
person – and here quality is defined by adding value. So imagine my surprise when just a few weeks ago 
someone said to me, ‘You know 
systems are never bought – they are 
sold’. The conversation was part of 
an interview with a vendor and to be 
honest I was taken aback with the 
assertion. I knew what he said could 
have been accurate back in the 1980s 
when I was a salesman myself. But 
today? 
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Does your customer know more than your sales person? 

by Ian Hunter

My own real life experience of buying a new car seemed to prove me right. By the time we entered 
the showroom we knew the value of our old car courtesy of webuyanycar.com and had eliminated all 
but two of the possible new cars on our wish list via manufacturer web sites. It was down to a BMW 
X3 or a Toyota Rav4 and we were 80% sure it would be the Rav4.  

I want to understand how buyers buy #HelpMe



Does your customer know more than your sales person? 

by Ian Hunter

We arrived having done the research, seen the videos and examined all the optional extras and had 
a list of what we wanted, what we were prepared to pay, the trade in price required and we knew 
what deposit we had to make in order to get the best finance deal. How did the salesman add value? 
Through an informative test drive, listening to what we wanted and relating our lifestyle to the car. 
Done deal. 

And today, do you 
think people buy 
new technology any 
differently?
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It’s the customer who drives the sale, not the salesperson 

by Chris Wood and  Anna Britnor Guest

The middle ground is being squeezed out of sales. Gone are the days when a likeable salesman 
could walk in and sell a company something they didn’t know they needed. The way customers buy 
has changed, as Chris Wood, CIO of SIFT, told me: “I don’t want sales people to call and tell me 
what I need … I want to engage on my terms.” 

Larato’s research 
has shown that 96% of 

buyers want fewer but better 
quality interactions with the 

sales person – and here quality 
is defined by adding value

Ian Hunter,
Editor at Comms Business Magazine
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It’s the customer who drives the sale, not the salesperson 

by Chris Wood and  Anna Britnor Guest

Most sales now start with the customer identifying a need and exploring their options internally, 
with colleagues, peers, advisors, and the Internet. From this they work out what they want to buy—
and only then do they engage with a supplier. “When we get to trialling a product,” says Chris, 
“that’s when I reach out to the supplier and start asking specific questions about their solution.” 

This comes late in the 
traditional sales cycle 
so what does the buyer 
want sales to bring?
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It’s the customer who drives the sale, not the salesperson 

by Chris Wood and  Anna Britnor Guest

Where a product is straightforward it’s about making the transaction easy. Where the product is 
more complex they’re bringing advice, insight and fresh perspective. “I need answers to questions 
that aren’t covered on the website,” Chris explains, 
“I want to be guided around potential pitfalls and 
told how to make the most of the solution.”

And that means the salesperson has to think 
beyond the product manual and really understand 
the individual customer’s company. “If you do 
your homework and come armed with the facts of 
how your tech fits into my business to give me an 
advantage,” advises Chris, “you’ll have much more 
chance of winning my business.”

I don’t 
want sales people 
to call and tell me 

what I need… I want to 
engage on my terms

Chris Wood,
CIO of SIFT
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#HelpMe Action Plan
I want to understand how buyers buy
by Dr. Lucy Green

Objective: To understand how changes in buyer behaviour is 
impacting your business this financial year. 

Estimate the cost of the problem
Problem Number Cost

During your last financial year, how many 
sales pitches did your sales teams do? 

During your last financial year, how 
many qualified leads did your company 
gain from these sales pitches?
In the past financial year, how many 
of these qualified leads resulted in 
the buyer choosing to do nothing?

TIP 
Establish a policy of asking 

customers for proper feedback 
about why you lost a deal or why 
the buyer decided to do nothing. 

Don’t send a sales person to gather 
information like this. You won’t discover 

the real reasons because people 
are too polite. It is better to send 

an independent person who is 
experienced in gathering 

lost deal data

Dr. Lucy Green, 
Business Development 

Specialist
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Outline solution
You will save your business time and money by overcoming this challenge. Use the cost estimate provided to measure 
how much changes in buyer behaviour are impacting your bottom line. Once a lead is qualified, you should expect it to 
close. There will be occasions when circumstances change and leads are lost. This should be the exception, not the norm.  

As you examine this challenge in your business, consider the effectiveness of the collateral used early on in the sale. It 
is tempting to focus these early engagements on the benefits of your product. You may try and secure ‘bake-offs’ with 
other offerings to demonstrate product superiority. My advice is to avoid this during the early stages of a sale. Instead, 
educate your prospects about the business benefits they will enjoy that are important to them. Equip your sales people 
with the right stories and argumentation to coach your prospects about why to buy from you. Then show them how.

Resources needed 
  Details of sales pitches, qualified leads and sales outcomes 

  Analysis of early stage sales materials and approach

Tasks and actions 

  Measure the effectiveness of 

your current sales pitches in 

creating qualified leads

  Measure how well qualified these 

leads are by finding out how many 

result in the buyer doing nothing 

  Find out how you can change 

the early stages of a sale to 

improve performance
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I want to make more time for my 
sales people to sell #HelpMe

A salesperson’s role is to sell, so valuing their 
time, addressing their issues and supporting 
their efforts is an investment worth making.

I want to understand how buyers buy #HelpMe

The way buyers buy has fundamentally changed 
so it’s important to understand and assess the 
pitfalls this presents to sales professionals.  

I want to beat the competition #HelpMe

Understanding the competition is crucial to business 
success, but identifying the real competition 
is more complex than most imagine. 

I want to change how sales sell #HelpMe

As a fast moving industry operating in a steadily evolving sales 
environment technology businesses need to adapt to survive.

I want to know how to innovate #HelpMe

Innovation is an industry buzzword we all want to be associated 
with, but what is innovation and how can we apply it practically?

I want to develop my business #HelpMe

How can you ensure your business ideas are on the right 
track and then make the most of them in the marketplace?

I want to recruit the right people #HelpMe

The organisation is evolving as the influx of Generations X, Y, Z 
brings change, challenges and opportunities to businesses.

Titles in this series:
I want to increase the number of my sales 
people meeting quota #HelpMe

By ignoring the unwinnable, aligning with the 
customer, and focusing on actually selling – the 
sales team can set itself up for success.  

I want to increase my sales wins rates #HelpMe

With subtle but significant shifts in what 
customers expect of sales, it’s time to look again 
at sales processes or risk losing business.

I want to educate buyers about my 
specific solutions #HelpMe

Today information is everywhere so it’s crucial 
to make sure customers receive the right facts 
about your offering, and in the right way.

I want to understand what is and isn’t working 
across my sales and marketing #HelpMe

A simple way to improve prospecting is to align 
sales and marketing into a cohesive strategy 
focused on outcomes not outputs.

I want to help sales people bid on 
deals they can win #HelpMe

Although it’s hard to ignore an  
opportunity, the reality is that some  
business is just not worth bidding  
for so it’s best to let it go.
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What does Larato do?
Larato are business development experts. We understand how buyers buy and suppliers compete, helping sales sell 
more. Our team of independent experts are helping businesses win business everyday by bringing marketing and 
communications together with strategy and business development.

For more details about the data behind these articles or to find out how we can help you, please contact Larato.

@DrLucyGreen

www.larato.co.uk

+44 (0)330 124 2010

Lucy.Green@larato.co.uk

You have to 
generate revenue as 

efficiently as possible. And 
to do that, you must create 
a data-driven sales culture. 

Data trumps intuition
Dave Elkington,  
CEO of InsideSales

I want to understand how buyers buy #HelpMe


