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More than one in three ICT providers believes success in upping sales win rates and deal sizes 
ultimately hinges on leaders becoming sticklers for educating buyers about their  
specific solutions. 

Importance is laid on helping customers appreciate the benefits of particular solutions 
because end users themselves are more knowledgeable. These educated buyers pressurise 
suppliers to “raise their game” in a way that nurtures confidence in them as  
a trusted ICT supplier partner. 

This #HelpMe underlines the reasons 
why imposing an upward ratchet of 

education is a sound rationale, and offers a practical action 
plan that puts you on course to drive the education agenda.

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 of 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.

Sales is not 
about selling anymore 
but building trust and 

educating
Siva Devaki,  

CEO Mansa Systems
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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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Warning: the wrong online presence will kill you

by Adrian Bridgwater

The offline business is dead in 2014. The central laws 
of economics still apply, but commercial mechanics 
have changed forever. There is no such thing as a 
company without an online presence.

We probably all knew this at least a decade ago. 
Yet still, some organisations persist in ploughing 
forward with ‘traditional’ business models that fail to 
fully engage in the connected economy.

While high streets, shopping malls, business parks 
and commercial centres all still exist in the physical 
world, the total shape of the trading marketplace 
has fundamentally changed forever. 

A deep 
analysis of the status 
quo is required if ICT 

suppliers are to rise above 
past conventions and become 

truly relevant to today’s 
customers 

Stuart Gilroy,  
A leading ICT industry commentator  

and thought leader 
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Warning: the wrong online presence will kill you

by Adrian Bridgwater

Modern firms need to create and sustain on online presence with a cadence that is commensurate 
with the velocity at which they wish their business brand to be perceived. An airline that fails to 
create a customer-facing Tweet stream manned by 
staff capable of physically interacting with customer 
queries is not a business model that works 
anymore.

Don’t be fooled into thinking that airlines are 
special; IT firms, communications companies 
and cloud integration specialists must present 
competently online, or die. Without a refined online 
channel to sell your services, you do not exist as a 
company in this portion of the 21st Century.

Given that 
more than 90% of B2B 

buyers use online sources 
in their buying decisions, 
it’s vital to maximise web 

presence 
Sirius Decisions

I want to educate buyers about my specific solutions #HelpMe



Warning: the wrong online presence will kill you

by Adrian Bridgwater

The new connected economy is not just about ecommerce transactions and the ability to pay 
for goods and services over the wire. Before any sales are made, there is a crucial layer of online 
profiling built up by firms who have grasped the online fabric and delivered a message appropriate 
to their market segment. 

In other words, buyers will now shortlist suppliers through simple online search and research. In this 
scenario, no online presence will suffocate you and the wrong online presence will kill you off. The 
end results are the same, get well dressed online or don’t come to the dinner party.
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What are your customers being told about you?

by Adrian Bridgwater

Business 3.0 

Modern commercial ecosystems today are governed by the principle of Business 3.0 and 
this is an era where customer interactions now affect firms differently.

Business 1.0 was plain and simple business. It saw us through the industrial revolution 
right up to the PC age. Personal computing heralded the start of the Business 2.0 age 
when we started to program, automate and analyse. Then finally, with the Internet and 
the arrival of social media, the Business 3.0 age arose.

I want to educate buyers about my specific solutions #HelpMe



What are your customers being told about you?

by Adrian Bridgwater

This latter postmodern business era is a multi-layered vortex of interrelated information streams. A firm can  
refine and deliver its mission statement and message set inside the business 3.0 world, but this is only the first  
link in the chain.

What matters now is how those messages are received, absorbed, adopted and (perhaps most crucially of all) 
how they are reinterpreted through interconnected information channels across the web.

Suddenly it’s not just what you say to your customers that matters.  
It’s not even what your customers say about you after direct contact 
with your own representations - although that is of course important.

We now go beyond those channels and start to consider what your 
customers are being TOLD about you through contact with other 
customers, your ex-employees, your partners and perhaps also your 
“non-customers” i.e. those prospects who have not decided to 
purchase from you but are still vocal in the market and  
disseminating messages about their decision not to adopt  
your goods and/or services.

The first thing you 
want to do is understand 

the market. You want to go out 
there and map the competitive 

landscape. You want to know what 
your customers are saying

Brian Frank,  
Head of Sales Operations, LinkedIn
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What are your customers being told about you?

by Adrian Bridgwater

So how do you respond? Proactivity is the key, but it has to be handled in a balanced democratic 
way so that justified criticism is accepted and answered sympathetically. Brands that wage war on 
social media always lose. It’s time to be a listener into a business radio network with more channels 
that you previously had on your dial.

Brands that 
wage war on social 
media always lose

Adrian Bridgwater, 
A respected and forward-thinking  

technology journalist
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Customers expect you to follow their roadmap, not yours 

by Ian Hunter

Synergetic Convergence: the buyer wants a solution and the sales person wants a sale. It sounds a 
relatively simple process but there are many roads leading to making a successful deal and for the 
sales person there are also dead ends to encounter along the way.

The key issue then is getting the right information in front of the right potential 
customer and one way to do this is to match your product development 
roadmap to the needs of customers. But there’s a problem here. 
It’s likely that the supplier road map is heavily sprinkled with 
technology and product features whereas the customer 
road map will be about increased productivity, greater cost 
control, risk assessments and returns on investments.

So how can you stop this process of attempting to  
mix oil and water?
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Customers expect you to follow their roadmap, not yours 

by Ian Hunter

In general, the larger the firm you are selling to the greater their understanding of current 
technology. This is by way of them having IT departments who will be 
exploring how new developments can be successfully leveraged 
by their business to reduce the level of resources required, 
improve customer service and speed up the time to market 
for their company’s products and services.

The sales road map therefore has to have two core strands – 
the technology road map and the commercial road map and 
it is the task of the sales person to interpret between the two 
strands based upon their qualification of the customer business 
needs. 

Some would say ‘it was ever thus’ but today, in an age where there 
is a big risk of information overload for the buyer, the sales person needs to 
be more astute and precise in cutting through the fog in order to identify the 
core business objectives and needs of their customers. 

Technology 
Roadmap

Commercial 
Roadmap

Sales
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#HelpMe Action Plan
I want to educate buyers about my  
specific solutions

by Dr. Lucy Green 

Objective: Every quarter, educate customers about 
my specific solutions in a way that delivers measurable 
increases in buyer understanding and trust. 

Estimate the cost of the problem
Problem Number Cost

Over the past year, how many 
deals have I lost to competitors 
with similar offerings? 
How many deals resulted in 
the customer choosing to do 
nothing over the past year?

TIP 
These are key 

questions to answer 
because education plays 

an important role in helping 
customers to make a 

decision to buy and then 
to make a decision to 

buy from you
Dr. Lucy Green, 

Business Development 
Specialist
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Outline solution
The right solution for your business will involve understanding where the education “start line” is 
from the perspectives of your customers and prospects. Industry commentators, other buyers and 
your competitors are likely to be educating the buyers you want to influence already. Use this as a 
starting point to build from and elevate your solutions above the “norm”. 

Resources needed 
  An audit of what buyers already 

understand about your solutions 
and those from your competition.   Points of differentiation for your 

solutions with explanations of why 
they are valuable to buyers.   A customer education programme 

with performance metrics.   An internal communications 
programme to enable all employees 
to become educators to customers. 

Tasks and actions 

  Learn how to engage buyers with the 

benefits of my solutions against the 

backdrop of education provided by 

industry experts and competitors. Start 

by identifying what buyers already 

know. Don’t assume, ask them. 

  Create a customer education programme 

that builds on what buyers already 

know, making them appreciate the 

specific benefits you offer in a way 

that is different and compelling. 

  Adopt new ways of communicating your 

specific value consistently by word of 

mouth. Start with your own people. 



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 the unwary sales person.  

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)3303 132 231
Lucy.Green@larato.co.uk

Today’s buyers do a 
tremendous amount of their 

purchasing research long before 
they ever speak to a salesperson. As 
a result, it is critical for marketers to 
consider every potential interaction 

with a customer and how those 
impressions may be shared

Mick Hollison,  
Chief Marketing Officer, InsideSales
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