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 Bob Apollo on Building Scalable Businesses

Crossing
the Chasm
revisited

 Z
 akary Tormala:
buying decisions.

 Bob Apollo
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hen Geoffrey Moore
published the first edition
of Crossing the Chasm
over 20 years ago, it rapidly
became a B2B sales and marketing
classic – rated by Inc. magazine as one of
the top-ten marketing books of all time.
Moore’s focus on the behavioural chasm
that exists between innovators and
pragmatist buyers was a revelation to a
generation of technology marketers.
It’s probably accurate to claim
that a large number of market-leading
businesses (and Silicon Valley fortunes)
were built upon the principles enshrined
in that book. But new generations of
disruptive technology start-ups have
emerged in the period since the book
was first published, and it’s appropriate
to ask: is Moore’s methodology still as
relevant today?
The third edition of Crossing the
Chasm was published in 2014. It’s clear
that many things have changed in the
intervening decades, but it also seems
that the fundamental principle remains:
if technology vendors seek to bring
disruptive technologies to mainstream
business markets, they must target
pragmatic buyers with burning business
issues that conventional solutions have
been unable to address.

Complex value proposition
Moore acknowledges that a few
consumer-oriented technologies might
appear to have been able to grow to
scale without having to worry about
having to cross the chasm – although
even they typically started with a
targeted approach. But wherever the
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value proposition is complex, the
potential costs significant, or the buying
decision process convoluted, the chasm
remains very real – and very relevant. For
any organisation in a similar position,
there is still no substitute for focus.
Dave Brock, CEO of management
consulting company Partners in
EXCELLENCE, which numbers the sales
organisations of GE, Bank of America
and Deutsche Telekom among its
clients, argues that “the fundamentals
still prevail”. He adds: "To be most
effective, we have to clearly define the
customers and markets best aligned to
our solutions. Using those as leverage
points, we can grow into adjacent spaces
over time. Without this focus, we are
sure to fail.”
Organisations that are trying to
enter mainstream business markets with
disruptive solutions still need to identify
carefully defined target markets that
have burning business issues for which
they need an urgent solution – and throw
all their energies behind creating highvalue, repeatable use cases.
According to Charles Clark,
CEO of Rosslyn Data Technologies,
“having cutting-edge technologies
isn’t enough; in order to break through
into mainstream markets you’ve got to
identify a cluster of potential customers
with a compelling reason to use your
solution.”

Targeting
But there’s a problem: the traditional
demographic dimensions of market
segmentation (size, sector and location)
invariably prove inadequate as a basis
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for targeting or qualifying these highpotential prospects. In fact, the only
reliable way of identifying them is
usually through some combination of
structural and situational factors.
In short, you’ve got to do your
research, and progressively refine your
initial view of your primary bridgehead
market(s) in the light of evidence. This
is not a trivial exercise – but then again,
the prize of market leadership is hardly
insignificant either. The chasm may have
evolved over the past 20 years, but for
most solution categories, it still can’t be
avoided.
Organisations still face the same
choices as their peers did 20 years ago:
either get focused and get across, or
adopt the strategy of targeting everyone
and everything – in which case, you still
run the same real risk of free-falling into
the chasm until the money runs out.
When it comes to new market creation,
miracles rarely happen….

World-class
speaker line-up
for first annual
conference

ISMM sales
director joins
APS

K

eynote speaker at the Association of Professional
Sales’ first annual conference is Stanford
University’s Zakary Tormala, who will be
discussing how and why people make buying
decisions. Dr Tormala will offer an overview of current
methodologies and the sales behaviours advocated within
them to support momentum in the buying cycle.
He will be joined during the opening morning by
Tim Riesterer, Chief Strategy and Marketing Officer of
Corporate Visions, with a presentation “Defeating ‘No
Decision’ – Your Biggest Competitive Threat”. Riesterer
will also present an afternoon session offering insight into
“Improving Your Presentations with Visual Storytelling”.
Additional interactive and panel sessions under
the overall conference theme of “Sales Transformations”
will further explore the evolution and transformation
of professional selling, and discuss where we need
 Tim Riesterer: storytelling.
to be today. Among the topics under discussion will
be: “Improving the adoption and quality of coaching in your coaching managers”;
“Recognising, developing and retaining talent to improve sales quality”; and
“Leveraging the organisation as a cross-functional sales effort”.
Day one wraps up with a cocktail hour, representing an ideal networking
opportunity for marketers and salespeople alike.
Day two of the conference presents a specially prepared half-day programme
around the theme “Conversations That Win”: this will focus specifically on the ability
of companies to articulate value – including sessions on the messages, tools and skills
you need to have great customer conversations. There will be a choice of breakout
sessions with separate session for sales and marketing.
“Sales Transformations” is at the London Kensington Hotel Hilton, 10-11 June 2015.
Conference fee is £150 for the full day and a half. Delegates can also choose to register for each day
individually. Conference fees cover breakfast and lunch throughout the event. For further details, visit:
www.eventbrite.co.uk/e/aps-annual-conference-tickets-16278564625.

Industry leaders
launch UK sales body
The Association of Professional Sales
(APS) is the only professional association
run by sales professionals for sales
professionals – that’s one of the unique
selling points for the new not-for-profit
organisation setting out to represent
sales professionals in the United
Kingdom.
“The sales profession needs a
body that has credibility with senior
practitioners, employers and the UK
public,” says Andrew Hough, Chief
Operating Officer.
Sales leaders from a number of
major corporations have come together
to launch the APS. They include

representatives from EMC Corporation,
Barclays Bank, HSBC, Arrow ECS, Banner
Managed Communication, EY, SAP, Yodel,
Rentokil, BT and AT&T.
“Salespeople understand how
critical good selling is to the success
of their company and also to UK Plc.
The Association of Professional Sales is
committed to enhancing professional
standards and championing best practice
for sales,” says Hough.
“Membership of APS will allow sales
people to continue their professional
development, whilst contributing to
maintaining a credible and dynamic sales
community,” he adds.
See “My Journey” on pages 18-20 for an
in-depth interview with APS Chief Operating
Officer Andrew Hough.

 Ben Turner: new general manager.

Former Institute of Sales & Marketing
Management sales director Ben
Turner has joined the Association
of Professional Sales as director
and general manager. As the new
general manager, his role is to drive
the association forward as a full-time
resource.
“I buy in massively to the vision and
the goals of the APS,” Turner tells the
Journal.
His new role encompasses the
full range of association activity across
membership and events. APS is all about
valuing the salesperson, according to
Turner, and selling sales as a career
to young people. It’s also concerned
with gaining recognition outside the
profession, acting as an advocate with
government.
“The first thing to recognise is that
sales is a career. How do we create that
buzz? That’s the role of the association.”
Currently the association is
looking for “pioneer” leaders – senior
sales professionals, who will help drive
forward the membership and aims of the
association and wider profession. “It’s
about getting the right people involved
to form that voice.”
The long-term vision for the APS
is to gain chartered status for qualifying
members.
The APS has evolved out of the
Chartered Institute of Marketing’s Sales
Leadership Alliance initiative. The
long-established Institute of Sales &
Marketing Management also seeks to
represent sales professionals in the
United Kingdom and “be the body that
represents professional sales people
worldwide”.
For information on joining the APS, visit:
www.associationofprofessionalsales.com/join-us/.
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