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INTRODUCTION

Advances in technology has changed consumer behaviour considerably in the last two decades. A wealth

of information is now available to savvy consumers, who extensively research a purchase before pulling the
trigger. This behaviour has made its way to business world, as buyers of business technologies, products, and
services doing the same type of research before ever connecting with a salesperson. So let’s get real: buyer

behaviour have changed so much that the traditional sales playbook, developed years and years ago, simply
doesn’t work any more.

The idea of “sales is getting harder” might actually be closer to “traditional sales tactics are losing their efficacy”
because sales tactics today do not match up with buyer expectations. It's about time that sales catches up with
the consumer with a sales process that matches the buyer’s preferences. If salespeople cater to what buyers
want, sales won'’t be so hard after all. And what do buyers want? Glad you asked...
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THIS IS REALITY

Buyers now dictate the sales process

—
Today’s business buyers independently seek out information about products. During the
awareness stage, buyers rely on search, vendor websites, and newsletters/emails as their

top channels to find information. Once they’re ready to buy, they opt to connect with a sales
representative. In fact, 10% more Asia Pacific based consumers connect with a 3rd party partner
compared to APAC based consumers in the purchase phase. And 17% more APAC based

consumers visited a vendor’s official blog.

Preferred content channels in the buyer's journey

When you want to learn more about a new business product or service, where do
you go for information? Where do you go when you're ready to buy?

. Learn more . Ready to buy

Used a search engine online |GG — 70%
Visited the business' official website [T 53%
Read newsletters or emails from the business | EGGGG=T——— 2%
Spoke with colleagues or peers —%40%
L

Attend in-person events 35%

attend webinarsiwebcasts [ — 32%
read publications [T 30%
Visited the business' official blog —?%D%
Connect with the business' sales reps 29%
Read third-party product reviews [ 25%
Third-party blogs or media websites | Tm— 25%
went to social networking sites [T - 25%
Connect with 3rd-party consultants/partners [ Gz’ s
Read analyst reports [ 18%
visited online forums | P 115

Watched online videos from 3rd-party sitesivendors [ ™ 5%
Msﬁbt Base: 213 APAC consumers
Source: HubSpot Sales Perception Survey, Q1 2016

Frontline sales representatives acknowledge the shift in buyer behavior. 57% of salespeople agree

that buyers are less dependent on sales during the buying process compared to a few years ago.
The guestion is: have they adapted their selling practices to keep base with this shift?
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Sales sees that power has shifted to buyers

Compared to 2-3 years ago, do you think B2B/B2C buyers today are more or
less dependent on salespeople during their decision-making process?

B Less dependent more dependent [l No change

HubSAbt Base: 115 global sales professionals
Source: HubSpot Sales Perception Survey, Q1 2016

In terms of content types, buyers consume nearly everything they can access during the
awareness and purchase phase. What may surprise salespeople is that one third of buyers in
APAC seek out product demos very early on in the buyer’s journey (demos rank sixth overall

for content types during the awareness phase-- above best practice tips, expert reports, how to
guides, etc). Often sales organisations peg the demo as the final closing action. Our data shows
that a third of buyers want the opportunity to see a product in action very early on. They want a

very tangible understanding of what they’re potentially buying, and they want it right away

How can businesses rise to meet this new expectation around demos? Most teams can’t spare
valuable sales time on an early product demo before a buyer is properly vetted. A pre-recorded
video demo that is clearly visible on a vendor’s website can satisfy the buyer’s content needs
and has the potential to be an useful prospecting and qualifying tool for companies that have

products that require demonstrations.
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Preferred content formats in the buyer's journey

When you want to learn more about a new
business product or service, what type of content do you lock for?
What content do you look for when you're ready to buy?

. Learn more . Ready to buy

Product information, features, and functions

64%
%

N . il
Product ratings or reviews 54%

. A4
Customer case studies 44%

Peer experiences %42%
36%
1

Expert opinions, media coverage or reports

Best practices

How-to guides or checklists

33%

20%

Diagnostic or assessment tools 220

17%

Survey results or research 4%

H-Ibsﬁht Base: 213 APAC Consumers

Source: HubSpot Sales Perception Survey, Q1 2016

What buyers want to discuss

Since buyers today conduct a lot of advanced research, they feel confident in their knowledge

of the product they’re considering and have very specific expectations when they finally talk to
a sales representative. Our data shows buyers want to cut to the chase and dig into pricing and
how the product works when interacting with sales for the first time.

What buyers want to talk about in the first sales call

What do you want to discuss in your first sales call?

pricing [ NN -
How the product works (a product demo) _ 58%
What my company is trying to achieve with the purchase _ 50%
Advice on how similar organizations have used the product successfully _ 48%
The reason my company needs to make the purchase _ 38%
My company's overall goals [ N NN --~
Budget or who has budget authority _ 28%
My company's timeline for the purchase _ 25%

Who is responsible for the purchase _ 15%

Msﬁm Base: 213 APAC Consumers
Source: HubSpot Sales Perception Survey, Q1 2016
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If we compare buyer expectations against what salespeople traditionally cover, we

see a pretty significant disconnect (see the figure below). Sales needs to meet buyer
expectations to create a positive experience. But the goals of buyers and sellers are at
odds during the first sales call. Buyers are trying to get the information they need (pricing,
features, etc) and sellers are trying to get the information they need (is this buyer qualified,
their timeline, who signs the check). Something will have to give. There’s little chance of

the buyer changing their expectations, so the onus falls on sales organisations to adapt.

Sales Disconnect
What customers want to discuss in the first sales call
\%

What sales reps plan to cover in the first call

w

. What buyers want to discuss . What sales want to discuss

Pricing 4%

How the product works (a product demo) =a%

What my company is trying to achieve with the purchase

Advice on how similar organizations have used the product successfully

The reason my company needs to make the purchase

My company’s overall goals

Budget or who has budget authority

33%

My company’s timeline for the purchase 47%

Who is responsible for the purchase 42%

Hubsprt Base: 213 APAC Consumers / 115 Global sales professionals
Source: HubSpot Sales Perception Survey Q1 2016

It is worth noting that while buyers today are massively more well informed compared to
10 years ago, they are likely still missing crucial information that they haven’t considered in
their research -- information that only a salesperson can provide. Logistical considerations
like how long an integration/installation will take, how long it typically takes to see results,
or even if the product is a proper fit for their organisation are rarely found online. Buyers
might think they want to get right down to pricing (because they’re ready to pull the trigger
now), but it’s quite possible there are a lot of other potential sticking points or requirements
that they don’t know about at all. Salespeople should certainly answer buyer’s questions
and provide them with the information they want, but they should also seed those
considerations by asking buyers open-ended questions that make it clear there’s more to
consider and learn.

Sales knows what a buyer wants to discuss going into a conversation - they hear it
everyday. Leverage the most common buyer questions to rework the standard qualifying

script. For example, if a buyer wants to talk features, pivot that conversation into how
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they’d use those features to achieve their overall goals. If a buyer wants to get straight to
the price, a salesperson can use that as a chance to expand the conversation to review
other costs -- like time and resources -- that go along with pricing. Ask the buyer if they

have those resources ready rather than focusing solely on the product’s price point.

The key is not to evade buyer questions -- sales representatives need to answer and
expand!

When buyers want to meet with sales

The good news for sales is that the majority of APAC based business buyers want to meet
with sales during the consideration phase -- after they’ve done some research and know
they need more information to make a sound decision. After finding out what the buyer
knows, a well prepared sales representative can elaborate on their product and share

advice they are best equipped to provide. This advice should be new to the buyer and
educate them further on the product or service.

Buyers want to connect with sales during the consideration stage

At what point during your buying
process do you want to talk to a salesperson?

Awareness stage - when I'm first learning about the product - 19%
Consideration stage - after I've researched and have a shortlist _ 61%

Decision stage - after I've reviewed my shortlist and am ready to buy - 20%
H-bSﬁBI Base: 183 APAC Consumers
Source: HubSpot Sales Perception Survey, Q1 2016
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OVERCOMING A TRUST DEFICIT

Besides the clear disconnect that sales and buyers have when they first talk to each other,
sales has another, more pressing challenge to overcome. The prevailing stereotype about
salespeople linger in popular culture, and needless to say, they are not very flattering.Click

to tweet

In an unaided, open text question asking respondents to describe sales, HubSpot
Research found there is still a strong association with salespeople being overly pushy and

aggressive.

persuasive

= helpful 7

v talkative ~a
‘‘enthusiastic e
T consutent intrustworthy

b < s el
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In a separate question, consumers today indicated they trust information they receive from
customer service, marketing, and then sales. To piggyback off the goodwill that services
and marketing gets, sales leaders should work closely with marketing and service teams
(if their company has one) to coordinate how each department can produce and share
content to buyers. Sales, Marketing, and Services should also align their product story.
There is nothing worse for a new customer than being sold on a product, only to later
connect with a service representative who tells them ‘oh this feature has been broken/not

available/is in beta’.

Reframe content around what’s best for the customer, even if it’s not sales driven at first
glance. For example, offer a transparent comparison chart between your business and
competitors or include links to third party review sites where buyers can see unedited
reviews. Buyers will find that content anyway, so why not make it available to them and

generate some goodwill in the process?

Customer service and marketing content
generate the most trust, followed by sales

Would you find information or advice given by people in the following business units to
be trustworthy or untrustworthy?

] Very trustworthy M somewhat trustworthy

Information from services/customer service Bos 52%

%

Information from marketing [ %

Information from sales i3 33%
Information from PR |53 31%
Information from an advertising group 283%

HubSgiit Base: 183 APAC Consumers

RESEARCH Source: HubSpot Sales Perception Survey, Q1 2016

How can sales overcome a fairly serious deficit in trust from today’s consumers? The
answer may lie in changing themselves into an trusted advisor rather than a straight seller.
Salespeople know their product in and out and have insights on past customer successes,
ideal use cases, historical product information -- these are all data points that today’s

confident buyers rarely have access to.
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Creating a positive sales experience, according to buyers

Buyers today really want to avoid pushy sales representatives. They’re looking for
someone who will listen to their needs, provide relevant information in a timely manner,

and are invested in the success of their business.

The sales experience

What can a sales representative do to make your experience positive?

66%

Listen to my needs

Provides relevant information By

Is not pushy 6256

Responds or give information in a timely manner 55%

Provide a range of options even beyond his/her business offering _ 52%
Care about the success of my business or project _ 41%
Detail the ways s/he can help me succeed _ 39%

HubSpot Base: 213 APAC based Consumers
Source: HubSpot Sales Perception Survey, Q1 2016

Some of these buyer demands are pretty reasonable. They should be met by every sales
representative in the world. But when we look at our data from salespeople, there is

a disconnect between how sales thinks they present themselves and what buyers are
experiencing.

The majority of sales representatives say they actively try to provide value, listen to their
buyers needs, and yes, even avoid being pushy. (Inversely, one has to wonder about
the 26% who don’t research prospects or the 52% who say they don’t prove how their
product’s value.)
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Sales thinks they're giving a good experience to buyers

Select all the statements that apply to your approach to selling: “I.."

Listen to my prospect’s needs 83%

Try to provide value to the prospect Bow

-1

Try to be helpful %
sesearch my prospectbeore s [ A .

Avoid being pushy 50%

Prove how my solution or product can make them successful 48%

HubSpAt

Base: 505 global consumers

Source: HubSpot Sales Perception Survey, Q1 2016

A serious disconnect between buyers and salespeople

However, the buyers we surveyed invalidates sales’ rosy self perception. Buyers who have had a
neutral or negative with sales say the representatives were pushy, didn’t listen, weren’t helpful, and

couldn’t prove value.

Sales Disconnect Continued
How sales representatives say they approach buyers

V5

What buyers with negative sales experience encountered

. Sales says they:

. Buyers with negative sales experience say sales did not:

o 50%

Avoid being pushy 84

. g A3%
Listen to my prospect's needs

74%
Research my prospect before calls
Try to be helpful
Tailor my pitch based cn my customer's needs
82%

Try to provide value to the prospect 3405

y A8%
Prove how my solution or product can make them successful

33%

HubSpst Base: 270 Global Consumers / 115 Global sales professionals

Source: HubSpot Sales Perception Survey Q1 2016
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Given how difficult it is to connect with a buyer and actually get them on the phone (see
the figure below), sales can’t afford to adopt a pushy, transactional script to close a buyer.
Content for each call should be tailored to the buyer’s business model or industry, goals,
and timeline. Getting the relevant buyer background information to sales will require
technologies that capture browser history and company context and engaging in new
prospecting activities like social selling. With respect to timelines especially -- it must be
noted that modern sellers can not force buyers to buy on the salesperson’s timeline. The
buyer does not care, and has never cared, that the representative’s quota is closing at the

end of the month. If a buyer isn’t ready, prepare some templates to keep them engaged as

their decision-making process matures.

What are your top challenges when it comes to successfully selling?

Have difficulty establishing urgency (getting them to buy now v= later} _ 2%
It's hard to get in touch/connect with prospects I -
Prospects struggle with my products price [ NN -
My sales cycle is too long [ NG -
Stakeholders can't agree on purchase — 21%
I have a very low connect rate with prospects _—
Prospects don't see the value in my product _
Ilose deals to the competition [ NG 55
The zales tocls I use are not integrated with my CRM [ |
My leads are poor quality [ N 7
I don't have enough information about the prospect I

1don't have enough training or support to best sell my product [ M 5%

.
®

Other

HubSpt Base: 505 global consumers

Source: HubSpot Sales Perception Survey, Q1 2016

Instead, modern salespeople, which HubSpot refer to as Inbound Sellers, need to help

buyers make the best decision at the right time for them and their companies.
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HOW TO TRANSFORM YOUR SALES
APPROACH

The previous chapter laid out some hard truths for sales representatives -- buyers

are overly confident in what they know, they aren’t interested in catering to a sales
representative’s qualifying script in phone calls, and they have a generally low opinion of
sales in general. Salespeople today seem to occupy an uneviable role as a gatekeeper

between the product and buyer.

As a result of this painful reality, HubSpot developed an Inbound Sales approach that

recommends adopting the following tenets for sales teams as they adapt for the age of the

buyer. Inbound sales is:

- Advisory. Inbound sales is about building trust with your buyer. Salespeople
should help people make buying decisions, more than just making a sale. To combat
prevailing buyer prejudices and to add knowledge and value to the conversation,
sales need to transform themselves into advisory, service-oriented organization. Sales
representatives need to ask themselves: Can | help the prospect? Do they need my

help? And most importantly, do they want my help?

- Personalized. Tailor your sales content to the wants and needs of your buyer. As

you learn more about your leads over time, you can better personalize your messages

to their specific needs. Sales representatives today can (and should) leverage a whole
host of technologies to understand what buyers are saying online and which buyers
are visiting your website, opening your emails, and even viewing your pricing page.
Over time, organized sales teams will be identify the behaviors of best fit customers,
leading to better qualified leads.

- Buyer-Centric. Basing the entire sales process on the buyer, rather than the seller.
In interactions with buyers, sales representatives need to actively inquire about and

listen to the buyer’s challenges and goals for the purchase. As a consultative advisor
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and product expert, the sales representative can then share concrete plans for the
buyer can accomplish their goals or address their challenges. This may include the
buyer using their solution, if it's a good fit. Sometimes, it’s in the sales representative’s

best interest to point buyers to a different product or service.

Buyer’s expectations of sales are low. Salespeople can certainly beat those expectations

by adopting an inbound sales strategy and maybe delight the buyer in the process.
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APPENDIX

HubSpot fielded a global online survey from January 2016 through February 2016. The
survey was translated into German, Japanese, Spanish, and Portuguese. The responses
were sourced via email invitations, blog promotion, social sharing, and supplemented by a
paid panel via Survey Sampling International. No personal information was collected and

no incentives were offered for non-panel responses.
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