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HOW SUCCESSFUL SALES ORGANIZATIONS

COMPETE IN TODAY’S COMPLEX

GLOBAL MARKETPLACE
A NEW MODEL FOR SALES SUCCESS

NUMEROUS DIRECTIVES; LITTLE DIRECTION

Competitive advantage in today’s global
marketplace is difficult to come by. If you
haven’t looked lately, it’s time to look now:
It’s a whole new selling world out there,
transformed by a fast-paced business environ-
ment that shows no signs of letting up.

Gone are the days of customer loyalty to a
product, brand or salesperson…the “easy”
sale. As product differentiation becomes more
elusive, so does the ability to maintain
margins. The supplier’s ability to add legiti-
mate and strategically linked value is becom-
ing the battleground for winning and keeping
business. Likewise, customers are working
with fewer suppliers and demanding more
value from each. Cost, speed and top quality
are presumed.

These marketplace changes have called into
question the basic model and fundamental
assumptions about what it takes to excel at
complex selling. Organizations that lack an
accurate vision of this change and the new
requirements for success run the risk of
continuing to operate—and eventually fading
away—with outdated methodologies.

A SALES ORGANIZATION SURVIVAL GUIDE

Success today requires a systematic approach
to selling—an approach that involves every
aspect of your organization, including
customer service, sales processes, technology,
hiring, retention, training and coaching. It
also requires that both organizations and
individuals capitalize on change. Flexibility—
in skills, attitude and know-how—is key.

Sell smarter, and keep your customers coming back for more.

Meet new competitive and operational challenges.

Instill high performance behaviors and processes in your entire sales force.

Use technology to boost sales and improve customer relationships.
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Many of the world’s top-performing sales
organizations have adopted a new approach
to selling—operating “outside the box.”
While traditional competencies such as face-
to-face selling and account strategizing are
still important, their time is spent differently.
These organizations have a new vision of the
customer/supplier connection and bring to
the table a new set of strategic skills that
define their success.

AchieveGlobal’s nationally recognized re-
search and work with leading sales organiza-
tions and salespeople worldwide reveal a
handful of common characteristics that define
a sales organization poised for success:

• Balance the interests of customers,
shareholders and the organization.
The salesperson/customer relationship is
as important as ever, but it has changed.
Successful sales organizations go to great
lengths to find appropriate solutions to
customer needs, yet they also ensure
their actions work to the benefit of their
own organization and its shareholders.

• Focus on mutually profitable, long-term
relationships. When the stakes are high,
the sought-after relationship is that of
“partner.” A loyal business partner relies
on your product, service or organization
to move his own organization forward.
A partnership relationship answers the
customer’s unstated question: “If I do
business with you, how will my business
grow?” Likewise, the salesperson asks,
“How can I develop long-term relation-
ships with my customers and improve
profitability at the same time?”

• Retain and develop the talent to do 
the job. Consultative, solution-oriented,
professional salespeople are the back-
bone of any high performance sales
organization. The October 1999 issue of
Selling Power magazine looked at Amer-
ica’s 500 largest sales forces and found
that 25% of the companies listed an
increase in the size of their sales force,
while 65% remained unchanged. Only
11% recorded a cutback. Across the
board, sales jobs within those 500
companies increased by a healthy 15%.

IT ALL BEGINS WITH A VISION

What do high performing sales organizations
do to build “loyal partners” while ensuring
profitability? In many cases they do the same
things all sales organizations do —but with
one important difference: they do it consis-
tently, systematically and with a keen under-
standing of the balance required among four
critical elements AchieveGlobal has identified
as key to success:

• Holistic vision. An organization-wide
focus outward—on the customer. It
requires not only clarity of focus but
also a collective understanding of the
vision throughout the organization. A
holistic vision creates a synergy of strate-
gy, planning and individual goals that
adds power to an organization’s actions.

• Personal commitment. Every person in
the organization plays a role in the sell-
ing process, and the “real” salespeople
serve as an interface between the
customer’s organization and their own.
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• Sales strength. An undying commitment
to hiring the right salespeople, keeping
them motivated, and developing their
skills and knowledge to continuously
improve their performance.

• Operational power. The sales process 
is managed in a way that makes wise use
of technology; shares knowledge across
functions; aligns organizational process-
es with customer processes; and regular-
ly forecasts, plans and tracks sales
results.

FOUR FACTORS IN THE BALANCE

A quick look at the best practices of some of
the world’s leading sales organizations
reveals a healthy balance of vision, commit-
ment, strength and power.

Holistic vision encompasses everything the
organization does to create partnerships with
customers, profit for shareholders and a good
working climate for employees. It’s typically
encapsulated in the form of a mission state-
ment. But what transforms it from words on
paper into a living credo for all employees?

AchieveGlobal interviewed salespeople and
sales managers at 40 organizations world-
wide that have a reputation for best-in-class
selling. They all have a vision that:

• is shared and communicated throughout
the organization

• defines the organization in the market-
place and against competitors

• allows everyone to align their goals and
move the company in the same direction

• inspires and provides a clear sense of 
“who we are”

Successful vision statements have both clarity
of focus and collective understanding. From
the top down, high performing organizations
communicate the vision. A clear vision state-
ment goes beyond corporate platitudes to
show people where the business is going. It
needs to differentiate you from the competi-
tion in some realistic way—preferably in your
ability to form strong customer relationships.

Best Practices in Action: HOLISTIC VISION

At Amazon.com, vision is not so much a statement as

it is a lifestyle. The company draws its sense of self
from the zeal of its chairman and founder.

The unstated vision is to change the way the world
shops. That can encourage people to do incredible
things in terms of providing the type of service that
makes this “brave new world” a reality.

But vision alone can’t carry the organization, as
many start-ups are discovering. As Amazon.com 

develops, they are working to raise operations to the
level of the vision: Customer service balanced with
profitable operations. Hiring and training the right
people. Compensating people as well as making

some hard choices about productivity.

It may not be as exciting to balance these other ele-

ments, but it will be what puts Amazon.com where it
wants to be—profitably.
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EVERYONE’S A SALESPERSON

In talking with high performing sales organi-
zations, we clearly saw that the value provid-
ed through understanding and customer 
service will soon be the only differentiating
factor between you and your competitors. 

That’s why personal commitment—the
second element of a successful sales organiza-
tion—is so important. Personal commitment
from every person in your organization is key
to building a powerful partnership through-
out the sale. Customers aren’t buying from
your salesperson; they’re buying from your
entire organization.

What does that mean? It means everyone in
your organization “sells,” with salespeople
taking the lead as the interface with your
customers. It means your products and serv-
ices can be tailored to solve customer prob-
lems. It means your internal resources are 

attuned to the reality of the customer’s world.
It means your CEO will go on a sales call if it
makes sense. It means information feeds back
into your organization to build close partner-
ships with new customers while maintaining
relationships with existing customers. And it
means that when a large deal comes through,
all employees are involved in celebrating the
success.

THE WAR FOR TALENT

The third element driving high performance
sales organizations forward is sales strength.
Selection, hiring, compensation, retention
and coaching are focused on building and
keeping a professional, committed, motivated
sales force.

Sales strength includes how well you can
identify the competencies needed to perform
well in a job, your recruiting and hiring prac-
tices, compensation and recognition systems,
and training and coaching necessary to shape
and maintain high sales performance.

The most important aspect of this element is
to have a clearly defined process and ensure
all the pieces—selection, training, compensa-
tion and coaching—support the organiza-
tion’s big-picture goals.

GETTING IN SYNCH

The fourth element— operational power —
means aligning your sales process with the
customer’s buying process and using technol-
ogy to support sales, delivery, implementa-
tion and follow-up service. It includes:

• taking advantage of technology 
to improve information flow and
streamline processes

Best Practices in Action: PERSONAL COMMITMENT

Sales and Marketing Management magazine named
Houston-based energy giant Enron 1999’s Best Sales
Force. Enron salespeople are masters at targeting
prospects worth the time and effort for partnership 
relationships by conducting exhaustive customer 
research before making the first call.

They learn the customer’s business well enough to
talk knowledgeably at the highest levels of the cus-

tomer organization, gaining respect—and trust—from
CEOs. Working together, Enron and the customer
look at providing energy services in new ways that

help the customer’s business prosper.
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• minimizing “fiefdoms” of information
and creating an organization-to-organi-
zation relationship

• looking not just at what you offer, 
but at what the customer needs

• keeping track of progress and having the
flexibility to react and make mid-course
corrections

Simply put, operational power allows you to
use technology wisely, share knowledge
across functions, align your processes with
the customer’s, and forecast, plan and track
results regularly. Operational power puts the
tactical muscle in your sales force and helps
you forge a strong bond with customers.

High performance sales organizations struc-
ture their operations around a clear under-
standing of the sales process and what it
means to the customer relationship. This
includes mapping the steps in each phase, 
then communicating, training and coaching 

salespeople using the customer relationship
process as a foundation.

Best Practices in Action: SALES STRENGTH

Cypress Semiconductor operates in the highly com-
petitive world of high technology and needs to recruit
in an extraordinarily tight labor market.

The company’s first steps were to study and bench-
mark itself against competitors, interview salespeople,
conduct focus groups and form task forces to deter-

mine how to recruit, hire, train and retain the best
people.

The next step was to train a significant number 
of managers in the most effective way to interview for
these specific competencies—improving the likeli-
hood that the interview will result in good 

hiring decisions.

According to the Chally Group, an international

human resources consulting firm, an interview only
improves your chances of hiring the best person for
the job by 2%. Add a background check, and you
only increase it by 7%. Add well-researched compe-

tencies, and you increase your success rate dramati-
cally—some estimates go as high as 40%.

As a final step, the deal is penned—”What we will
do for you; what you will do for us.” The deal in-
cludes compensation, recognition, training and devel-
opment—interesting and challenging work.

Following these steps, Cypress Semiconductor is win-
ning the war for talent.

Customer Relationship Process



THE NEXT WAVE

Once you move your sales organization to 
a higher level, how do you keep it there?
Ensuring your high performance sales organ-
ization stays that way requires periodically 
assessing and adjusting your processes to
keep pace with our fast-changing business
landscape.

And what about the future? Here are some
trends AchieveGlobal sees on the horizon that
could impact sales organizations:

1. Technology-enabled selling. It’s a
powerful way to share information and
manage critical knowledge throughout
the organization. But you have to use it
carefully and wisely by ensuring back-
office processes are in place to handle
high-tech selling. Done right, it lets you
be more customer-focused and
customized by allowing you to tailor
your product, service or interaction
precisely to the customer based on
buying preferences.

2. Internet commerce. E-commerce, 
e-business, e-tailing and the dot coms.
Whatever you call them, they represent
the fastest moving and most dramatic
change in how people buy— and sell.
Internet commerce has become so
pervasive and so significant in volume
that the U.S. Department of Commerce
is reporting on the impact of online
shopping to total retail sales activity.
But there are some risks. The Wall
Street Journal suggests 50% of 
current e-commerce sites will be 
out of business within a year.

3. Team selling and team buying. As
simple products move to e-commerce,
consultative selling requires more than
one expert to make it happen—on both
sides.

4. The Internet in general. The Internet
offers your customers more information
than ever before, so you need to contin-
ually ratchet up your ability to be
consultative.

CONCLUSION

Much has changed. More is changing. Busi-
ness as usual is a thing of the past. Success
both now and in the future requires sales 
organizations to embrace change rather than
ignore it; to take control of it rather than
allow it to control them. Anything less just
won’t do.
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Are your salespeople operating at their peak?

How do you ensure your sales force is giving it their all? AchieveGlobal found the best salespeople in high performance
sales organizations fulfill three key roles:

• The business consultant who brings knowledge to customers 
and helps them answer the question, “If I do business with you,
how will my business grow?”

• The strategic orchestrator who can blend resources within 
customer organizations and their own to add greater value.

• The long-term ally who is interested in what is happening today
and in the long term. These salespeople will not offer a solution
when they know another solution, perhaps even one from 
a competitor, is best for the customer.
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ABOUT ACHIEVEGLOBAL

AchieveGlobal is the world leader in helping 
organizations translate business strategies
into business results by developing the skills
and performance of their people. Our learn-
ing-based solutions focus on skills training
and consulting services in sales performance,
customer service, leadership and teamwork.

With offices throughout North America 
and a presence on every continent, we serve
more than 70 countries, and offer programs
and services in more than 40 languages and
dialects. We continually adapt and translate
our programs and services to meet the needs
of global cultures.
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