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Pre-COVID Selling Environment Was Already Turbulent

Source: Jones et al, HBR, PatrickMahan

Old Way…
• Customer 

• Satisfaction match
• Preference stability
• Decision simplicity
• Identify need/s
• Outbound

• Competition
• Customer Instant Value

• Technology
• Low automation
• No digital content

• Ethical/Legal
• Broad claims

Pre-COVID Trends…
– Customer 

• Satisfaction mismatch
• Preference turbulence
• Decision complexity
• Co-produce
• Outbound + Inbound

– Hypercompetition
• Customer Lifetime Value

– HyperTech
• Know more, in real time
• Digital/content marketing

– Ethical/Legal
• Limitation on claims

Channel Efficiency



Information Asymmetry:
The Digital Shift

BUYER
• Comparison 

websites
• Peer reports

SELLER
• Internal 

information

Information symmetry

BUYER
SELLER• Internal 

information

Information asymmetry
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Seller Power: Caveat Emptor

- Product Feature/Benefits
- New Updates
- Engaged Early in Process

Buyer Power: Caveat Venditor

- Less Need for Salesperson
- Higher Expectations
- Engaged Late in Process



Smarketing: 
Greater 

alignment 
between sales 
and marketing 

teams



COVID Crisis Isolation

Uncertainty



How well has 
your company 
adapted to the 
changes 
brought on by 
COVID? 

• Have you found ways to coordinate with 
others, colleagues and customers, despite 
the isolation?

• Have you found ways to keep learning 
despite the uncertainty?



What can we learn from how companies manage 
uncertainty when selling new products

Right People Right Organization and 
Culture

Right Processes



Many companies have a gap in their process when 
commercializing new products

Commercialization 
Gap

Source:  Booz & Company



Stars see different barriers

StarsOthers

Lack of Evaluation Criteria

Switching Costs

Need to Maintain Status Quo

Lack of Descriptive Product Knowledge

Mixed Information about the Product



Stars have different traits and 
characteristics

• Product Knowledge – an understanding of the product

• Market Knowledge – an understanding of market trends 
and competitive dynamics 

• Learning mindset – a desire to improve their abilities and 
master difficult tasks

• Customer focus – a predisposition to meet customer 
needs above and beyond what is required

• Adaptability – an ability to adjust processes and styles 
quickly according to feedback



Importance of a learning mindset
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Performance mindset

New Product 
Sales 

Performance Learning Mindset



It’s helpful to get outside perspective
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“Our salespeople could assess the customer’s needs and offer appropriate solutions. But the disruption in the 
digital market was so overwhelming that they did not feel clear about what they were supposed to do. They 
were stuck in place until we could get them over this hurdle. To help them cope, we asked them to reflect on 
what their role was and was not. We found that it was helpful for them to write down their thoughts in a 

journal. We needed them to recognize that they did not have to be an expert in all things.”



Effective networks help surface problems and spot 
new opportunities

“Once a business unit told me that the 
customer was not interested in energy storage 
technologies. They had asked the wrong 
people. I put them in contact with the 
customer’s R&D center, where I knew 
that a team of eight people worked on storage 
innovation, and that team was indeed 
interested in cooperating with us.” 

© Siemens AG 2016 All rights reserved.
Page 22 Hajo Rapp / CD SO

CustomerSupplier

A  good Key Account Manager acts as architect of 
a customer specific structure generating value for people

CustomerSupplier

CustomerSupplier

From chaos ...

... and bottlenecks...

... to structure

KAM Team 
Supplier

Team 
Customer



Collaboration between senior leaders break down 
key barriers to adoption

“The involvement of the board shows our 
commitment to customer centricity. It builds trust 

between the board and the customer’s top executives 
and provides the board a more direct view of what 
customers want. This program gives the SAMs 

further strength via our top management inside and 
outside the organization.” 



Creating an 
effective 
learning 

environment 
in the middle 

of a crisis



1) Start by reflecting on your principles and 
values

The Darden School improves the world by inspiring 
responsible leaders through unparalleled transformational 
learning experiences.

Values and principles critical to achieving excellence are:

Innovative and rigorous education that develops discerning judgment and 
the ability to act decisively

Insightful research that advances knowledge and impacts practice

Inclusive community, united by honor, that enables its global and diverse 
members to collaborate and excel

Enduring relationships that support individual and organizational growth



2) Develop a 
learning 
roadmap 
and plan for 
bumps



Make the problem as 
small as possible



Add when you see fit



Collaborative 
Learning can 
be very 
effective and 
engaging



Similarly, fit the technology 
to your comfort level 



You will be successful only 
if you’re confident



3) Reframe the way you present ideas



Now that we are coming 
out of the COVID crisis, 

what 1 or 2 actions could 
my company take to 

position itself to thrive?



Thank you!

Right People Right Organization and 
Culture

Right Processes


