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ACCOUNT BASED SALES 
 

 

 

Part 1. What is Account based sales 

Chapter 1 – The world of sales and how things are changing 

The world of sales has moved apace over the last twenty years or so. From the advertising men of the 1980’s and 

early 1990’s the rise of mass media, the opening of new markets and the proliferation of social media has meant 

that the game has changed completely. Sales has gone from an industry where you might have had one or two 

competitors to now finding out that anyone can start up a ri val sales business from their back room over the 

Internet and connect with customers in an engaging way. Mom and Pop isn’t just for stores, they can appear on 

the Internet too! So as the world around us changes, the way that we approach sales changes too. 

The expensive ways of advertising a product on the television and then waiting for the phone to ring has 

disappeared in many ways. What we need as sales professionals is an easier way to do business, a way that is more 

effective and more efficient. What we need is a way that connects with the customer. Many large companies are 

able to throw more and more cash at the problem and keep on growing, seemingly exponentially. The likes of 

Apple and Google are playing a different ball  game to the rest of us when it comes to fining out the ideal way to 

raise customer awareness and make those vital sales that mean the difference between success and failure.  

Apple spends around $1 bil l ion per year on advertising. It works for the company but this is not a strategy that  the 

rest of the businesses of the world can apply. Those small and medium sized businesses that occupy much of the 

marketplace for many goods and services in the world economy have to look at things through a different set of 

eyes. 

It has been attributed to Henry Ford that half of his advertising doesn’t work but he doesn’t know which half. The 

same can be said of many businesses that spend their money on advertising, marketing and nurturing sales.  

 You may spend money on a television advert that appears in a show which happens to have low ratings. 

 You may send out marketing materials and make phone calls to a company that has just signed a three 

year deal with one of your rivals. 

 You may set up a website with a specific target market in mind only to find that they move away from 

using your product or service completely. 

The consumer world is changing in many ways all  at the same time so a business that does not adapt their 

approach and make the most of the precious resources of time and money will  fail to ga in any ground and will  

usually lose against their competitors. The business world does not wait for people to catch up. If a company 

doesn’t get their sales function right from the start then they lose out completely and find that their rivals have 
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taken away all  their customers and they have no business left. It is a constant battle to keep ahead of the rest 

when it comes to sell ing your products and services. 

Just take a look at the way that many industries have changed over the last ten or twenty years - 

 Real estate agency has moved from traditional (and expensive) prime locations to cheap and efficient 

online services 

 Amazon and others have blitzed traditional shopping locations and these areas have prompted a rise in 

cafe culture in the day and bars and restaurants at night 

 Sales reps that used to scour the country knocking on doors for the next opportunity have morphed into 

people that sell  solutions to companies rather than products and services  

The world of business has changed in many ways and will  continue to do so for a long time in the future. As more 

technology arrives in the laps of the customer then the way a business engages a customer just has to change too. 

People can fast-forward through television commercials, magazines can be read online and pop up ads have all  but 

disappeared. The times they are a-changing! 

Sales and sell ing is something that has been around for a very long time. From the time when people wanted 

others to do or buy something, sales techniques were developed and people started to have a job or career in 

sales. Historians have found coins from around 7,000 years ago. This means that we stopped bartering and started 

exchanging goods and services for money at around that time. So from that date there was always some degree of 

sales happening in the world. The Industrial Revolution that began in the United Kingdom made the way that the 

world does business change in many ways. As well as production lines and mass production we got the first sales 

claims and literature starting to come through. The claims got bolder and wilder during this time and companies 

made all  sorts of promises to customers that could never be fulfi l led. 

In 1936 much of this was formalized by Dale Carnegie in his book ‘How To Win Friends & Influence People’ as the 

marketing men of New York attempted to sell  mill ions of products to the growing market of the U.S. This 

developed more and more over time as newspaper advertising then television commercials became the must-use 

tools to sell  products to many people all  at the same time. Sell ing became something else that was mass -produced 

and all  companies wanted were to hit as many people as they could. This shotgun approach produced mixed 

results but the solution was always thought to be to make bigger, better and mor e expensive adverts all  the time 

to beat off the competition. 

The rise of the sales force happened along similar l ines during this period as companies could see huge advantages 

in having trained and persuasive professionals knocking on as many doors as pos sible to sell  the wares of the 

company to their relevant audience. Business to Customer sales teams were particularly successful in getting 

customer buy in for products such as insurance and they turned up every month to collect the latest installment on 

a l ife assurance policy, an endowment or a funeral plan. But it was in Business to Business sales that the sales force 

came into their own. 

The 1990’s in particular saw massive sales forces l iterally cold calling every business that they thought might have a 

need for a product while out on the road all  week before returning to the office on a Friday afternoon to tally up all  

their sales and get the invoices sent out to their clients. This was big business and the sales team was seen as the 

people that made the company successful. Without strong sales then the rest of the company appeared to be in 
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trouble.  If the sales were not strong then others worried about their jobs. This process changed again with the 

advent of the Internet. Companies drew back their sa les teams as an expense that they could control and replaced 

them with telemarketers, mass email send-outs and their website. If a company could save mill ions of dollars on a 

sales force and replace it with a team of minimum-wage employees to answer the phones then they were more 

than happy with the fact that they had saved a big chunk of money. 

But this approach causes problems. The lack of face to face customer contact mans that relationships are not built, 

sales may be lost and the expertise in the business drains away as you lose sales reps with tens of years of 

experience and replace them with people that might only be with the company for a few months before moving on 

to another low-paid job. 

The sales industry suffered and people were re-hired or given new titles such as Business Development Manager to 

try to make up for the fact that all  the reps had left and taken their experience away with them. Something had to 

change to get those relationships working again. Companies loved the cost-saving that losing face to face 

interaction gave them but found that they were losing business because the loyalty gained by face to face sales 

had disappeared. Customers l iked the way that they could just click on a few buttons to make an order but also 

lost the trust and reliability they felt when they spoke to someone in their office every month. Price became the 

biggest factor in choosing a supplier because the customer service element had gone out of the window. 

So the clever marketing companies looked at the situation and saw some technologies that helped the way sales 

could happen for both the company and the customer. Using technological improvements such as Customer 

Relationship Management or CRM and Automated Marketing Systems these companies could analyze the way that 

a business and its customer interacted to produce something that took the best of both worlds.  

A valuable customer wants to feel valued. A company wants to feel as though they are providing a great service to 

their customers while maximizing sales from them. The technology that was available had driven a wedge between 

customers and the companies they wanted to use. This reduced customer loyalty, made price the biggest factor in 

decision making and meant that companies went back to not knowing which parts of their advertising or 

marketing budgets were the most efficient. Sales companies had lost touch with the one thing that made them 

money - their customers. 

This is how and why Account Based Sales was born. It is the antidote to the problems generated by systems that 

create a disconnect between companies and clients. In the next chapter, we will  take a look at what Account Based 

Sales is and how it solves problems for sales. 

But consider that not every company is automatically geared up to deal with l arger clients. You may be in a 

situation where you need to move up the scale but don’t have things in place to deliver the quality that you need, 

both in terms of marketing power and customer management. Carefully assess whether your company has the 

products or services that translate to larger clients before you make this change. Analyzing the situation and pre-

qualifying are all covered later in the book. 

Chapter 2 – What is Account Based Sales? 

Imagine the situation. You have gone back in time and you ca n tell  Henry Ford which parts of his advertising spend 

were the ones that made him the sales. You can show him where to spend his money most effectively and how to 
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use his resources to get the right customers to spend their money with him. This is what Acc ount Based Sales can 

do for an organization. By tracking where the money is being spent and the returns it beings we are now better 

placed than ever to provide this information than at any time before. The information gathered will  allow a 

company to become more effective and spend in all  the right places. Account Based Sales changes the way that 

any company looks at their client l ist. 

But what exactly is Account Based Sales? 

Well it is defined as a prospecting process that strategizes sell ing to targeted c lients for high value continued sales. 

It is looking at a client as an account, so you make many contacts at different levels within an organization. They all  

feel looked after, the company knows that you care and if one person leaves then you don’t have to start all  over 

again trying to get the right contact. You have many contacts in that account, as they have many contacts with 

your company. This strengthens the ties between the companies and makes sure that you have the best chance 

possible to make that sale. 

For example, if you had 1,500 clients that earned you one hundred dollars each then your annual income would be 

$150,000 per year. But the infrastructure needed to service these clients might be huge. You would need a sales 

force to interact with these clients and service their needs. You would need to take several calls from each client 

every year to answer any questions they had. If you were sell ing a product then you would have to make multiple 

drops to different locations in order to fulfi l l thei r demand. In short, you have the logistics of a large company but 

with the income of a small one. Your costs will  be a huge part of your business and would stop you from growing 

or, in the worst case, send you under. 

Now picture your business another way. You have ten clients that all  earn you fifty thousand dollars each. Your 

annual income is $500,000. But it is not the change in income that makes a difference to your company. It is the 

vastly reduced expenditure that comes with servicing ten clients in an excellent manner as a pose to serving 1,500 

clients in an average or mediocre way. The savings to the company are massive because you no longer need a sales 

force and a telephone team to cover 1,500 customers. You no longer need a website that will  have to cope with a 

high demand at peak periods. You no longer need to deliver to scores of clients week-in, week-out. 

Always keep in mind the fact that your cost base will  alter when you adopt an Account Based Sales approach. 

Although the way in which you do business changes there will  also be a higher cost for the sales people that you 

employ. You will  now have high quality sales people that will  connect with your target accounts will  costs more in 

terms of basic salary and will also attract a higher level of bonus. Think about all  the effects on your business as 

you plan and implement an Account Based Sales program.  

This is what Account Based Sales can help you with. You now focus on dealing with the right clients that bring you 

in the good money. You develop this relationship over time so that there is an intrinsic value in the relationship 

that appeals to both sides of the equation. You get to spend quality time with a customer, become trusted and get 

higher value business from them. They know that they are being looked after, they trust and rely on your service 

and buy more from you as a result. As we have already looked at, this benefits both sides of the equation.  

It has been said that an average company needs five people to sign off on a piece of expenditu re before it can be 

formally passed and you get the contract. So that is five pairs of eyes, five levels of scrutiny before you get the 

deal. And this is where Account Based Sales comes into its own. Because your company has looked at the whole of 
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their organization and made various quality contacts at different levels then the chances are that these five people 

needed to sign off a deal are already in the know. They have already been spoken to by one of your team and the 

relationship has been developed. You and your team have, in many ways, already sealed the deal because the 

people that have to put their name to that deal already know you, already like you and already trust you.  

There was a time when a company had a single decision maker and it was the job of the salesman to find that 

decision maker and spend a lot of time and money in trying to secure their account. There were large budgets for 

entertaining key decision makers with nights out, trips away, tickets to shows or sports games, restaurants and 

drink. But business isn’t done in this way any more in the vast majority of the world. The days of plying a decision 

maker with enough booze to get them to give you the account have gone. And they won’t be missed. Cutting edge 

sales companies can make the same deals in a more professional way. 

What is needed now is a much more strategic approach that will  get your company connected to all  the right 

people in all  the right places in the big accounts that will  make a big difference to your sales. As we have lo oked at 

already before, a few big accounts are a much more efficient way of doing business than having hundreds of low 

value accounts. Spending your resources such as time and money on the right accounts will  make a massive 

difference to your bottom line and bring in much-needed revenue. Rather than throwing money at the problem of 

sales in a random fashion, the technology available today allows a small or medium sized company to look 

strategically at the issue and devise an approach that gives the best cha nce of delivering results. That is the way 

that any business wants to operate. 

So many small businesses fail, and they fail  early on in their l ife as a business. There are different factors and if you 

talk to the owners of one hundred failed businesses then you will  get a hundred different stories of how the 

business failed. But an underlying theme is the twin issues that face all  businesses, but are particularly acute when 

it comes to a small business or a startup business - 

1. An inability to attract enough customers to the business  

2. Not being able to control expenditure levels against income 

Business to Business sales is where Account Based Sales is most effective because you can generate those contacts 

that will  help you to attract the high value clients tha t will  make a big difference to your company. It will  also help 

to control expenditure because the cost of attracting, converting and retaining a quality client is much lower than 

the cost of trying to attract hundreds of low value clients all at the same time. There are not enough hours in the 

day to look for every small opportunity that your company might make a few dollars from. To be able to spend in 

all  the right places is by far the best way to go about making the most of the situation. 

When you are looking to sell  to another business there are many things in your path. As a startup business you 

may have little or no contacts in a company, very l ittle in the way of company presence, l imited resources and a 

lack of marketing experience. But none of thes e things need get in the way of developing the right relationships to 

get your company off the ground, connect with all  the right people and to develop your sales. An Account Based 

Sales approach, if used correctly, allows you to overcome all  of these obstacles and develop your business in the 

right direction. You can find all  the right clients, make all  the right contacts in those clients and develop the long-

term relationships that will  means success to you and your company. 
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If you look at any organization then you can break down many of the functions as one of two things. Every part of 

the business falls into marketing or sales. The two of these are inevitably intertwined but in terms of the basic level 

of sales we have either- 

Marketing – the people that go out and find prospects for the goods or services a company sells. 

Or 

Sales – the people charged with converting these prospects into paying customers. 

Even if you are a sole trader then you can look at the activities you carry out in terms of these two  aspects of the 

sales process. You either are looking for new customers or converting existing prospects into people that give you 

money in exchange for the goods and services you produce. In a large company there can often be a disconnect 

between these two functions. 

The marketing guys feel that they work hard at getting quality leads and the sales team should be better able to 

convert them. 

The sales team feels that they work hard and they don’t get leads that have the quality they desire.  

There is often a l ittle discord between these two parts of the sales process. 

Account Based Sales takes away a lot of this discord by integrating the process. Time is spent ‘warming up’ the 

prospects so that they actually have a strong expectation of buying when they arr ive with the sales team. The days 

of handing over a telephone number and saying “give these guys a ring” are over. The work that a team puts in on 

developing a relationship with a potential client will  pay dividends in the end. Many people in a large compa ny will  

make contacts with many relevant people in their target organization. It then allows the sales team to talk to 

people who know what they do and know why they are call ing. The hard work is done at the start of the process, 

rather than at the end. 

So let’s take a look at the development of the Account Based Sales approach. 

 

Chapter 3 – Account Based Sales Development 

So far we have looked at the way sales have been performed in the past and how they have developed with the 

technology available. We have also looked at Account Based Sales and how it has solved some of the problems 

that business large and small have faced when it comes to generating the right sales leads and how this all  fits 

together as a l ink between the traditional functions of marketi ng and sales. But we will  need to take a step back 

here to look at how Account Based Sales was developed and how it fits into an organization. This is the last chapter 

in Part 1 of this book so we will  tie up all  the loose ends of Account Based Sales here before moving on to the 

benefits of Account Based Sales and how to implement it in an organization. 

In 2011 Aaron Ross brought out his book ‘Predictable Revenue’ with much fanfare. It looked at the way that 

companies prospected for business and how this ha d to change. It focused on cold call ing and the fact that it was 

something that drew a lot of resources and didn’t generate a great return on that investment. He looked at the 
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way that companies could move away from this costly and painful process and to use “spears, nets and seeds” to 

find their next set of prospects that they would do business with. It was seen as the dawn of a new era in sales and 

looked away from chasing ANY potential client by cold call ing them and looked at a future of trying to find 

prospects in the right places by doing the right things. Although it wasn’t actually what we now know as Account 

Based Sales it started on the path towards it. 

In the modern day, Account Based Sales has developed because of moves from the likes of Aaron Ro ss away from 

the cold call ing culture that had gotten sales reps a bad name in the past. It is far easier to do business with 

someone you know like and trust than it is to do business with someone just because they happened to knock on 

your door, pick up the phone or send you an email. 

Account Based Sales Development has been talked about a lot in the media, on blogs and at business events as 

something that will  change the way that business deals with their customers. Business To Business sales will never 

look the same again. At least quality sales from professional companies won’t ever look the same again. There will  

sti l l  be people who don’t know what they are doing just picking up the phone to see what they can uncover. For 

the rest of us though, those that are enlightened, there is a technique that builds strong relationships and actually 

works when prospecting clients and generating sales. That technique is the Account Based Sales Development that 

we are looking at in this book.      

Don’t believe me? Wel l  there are many voices of power and influence in the business world that have the same 

view. People such as John Barrows, Trish Bertuzzi, Steve McKenzie and others have all  spoken about the way that 

they see Account Based Sales Development as the future of Business To Business sales.  

These are people whose voices have a lot of influence in business and they are major proponents of Account Based 

Sales. They feel as though the way to do business is by building relationships and nurturing clients rather tha n 

pestering someone until  they give in. The days of just picking up the phone to see what might happen should be 

over for those of us that can digest the information in this book and follow the simple steps we will  go over 

together to implement your own Account Based Sales Development plan. 

One major problem that many businesses have is how to reach their market. They might have a fantastic product 

or service but just can’t get that across to their target market. It is something that many businesses suffer from and 

some businesses go to the wall even though they have a great product or service that serves a need the market 

has. It is not just about how good the product or service is – it is about how you can get that product or service 

under the noses of all  the right people. Like we looked at in the last chapter, a lot of this can be attained by going 

for the right people. By having a few great accounts you will  be able to make as much money (or more) than you 

would by having scores or hundreds of small accounts. I’m not saying that you discard or ignore the small accounts 

that are bringing you in the business but the addition of some big accounts will  help you to make more money in 

the long run. You need to be careful not to put all  your eggs in one basket a nd have one large customer because if 

something happens to them such as they go bust or they move to another supplier then you lose all  your income 

overnight. What is best is to supplement the customers you have with big accounts that you can develop and 

nurture through your Account based Sales Development plan. 

In Pareto analysis the focus is on the ratio 80-20 and this works perfectly to explain what is meant here- 

 The big accounts will  bring you 80% of your business  
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 The big accounts will  use 20% of your resources 

 The small accounts will bring you 20% of your business  

 The small accounts will use 80% of your resources  

You can see from these ratios that your business and your customers are balanced by each other. No business 

wants to lose 20% of its revenue so you should not discard your smaller clients in search of the larger ones. Keep 

all  of your customers happy. 

Getting your name out there is a tough business. It has been labeled as “crossing the chasm” because there is such 

a gulf between having a great product or service and getting that product or service to market. 

Traditionally crossing that chasm meant having deep pockets to support a mass marketing campaign or to sustain a 

sales team until  they had knocked on enough doors until  they found the right people. But we have already seen in 

this book that there are fewer and fewer single decision makers left in industry. The scandals of rogue traders and 

people l ike Bernard Madoff have rightfully eroded the trust that any business puts in one single person.  All  deals 

have to be agreed in many places and signed off by multiple players before they are set in stone. 

So crossing the chasm has become something that needs to be thought out and strategized to achieve in the 

modern business world. In many ways this makes it a lot more interesting than throwing money at a problem of 

looking for the decision maker and buying them more gifts than your competitors. The strategy is that you know 

who the key people are in the organizations that will  make a big difference to you. 

The implementation of that strategy can be measured ad monitored so you know how much money you are 

spending, where you are spending it and how effective it is. If only Henry Ford has this way of working he would be 

able to save some more of his dol lars! 

Account Based Sales Development is an innovative way of reaching out to the market and finding the right clients 

that will  make the biggest difference to your business. If any of you have been a part of the global Breakfast 

Networking International or BNI network then they will  probably know this already. BNI is a local chapter of 

businesses that work to find business for each other. It is a referral group rather than a networking group. If you 

have been to a meeting then you will  remember that during each meeting every member of the group gives a 60 

second presentation. At the end of this they tell  the rest of the group who they would specifically l ike to speak to, 

for example- 

“I’m looking for a warmed up interdiction to Mike Smith of ABC Telecommuni cations this week.” 

This is the way that we should all  look at making sales. By getting to know a specific member of an organization 

(and eventually getting to know a group of key players in that organization) then you are able to develop a 

relationship with them that will  lead to your company being far more likely to be selected for future business. 

What BNI is able facil itate is the other members of the group can introduce you as someone they know, l ike and 

trust. Remember that people buy people. Instead of choosing someone because they’ve cold called this week, the 

company that you want as your major account will  be more likely to choose you because you have spent time 

getting to know them and are able to understand what they want. 
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In Part 2 of this book we will  look at why Account Based Sales Development works – why it is great. We will  look in 

detail  at the different aspects of Account Based Sales Development and how it can help any business to reach their 

Business to Business Sales clients to get more from the sales process. 

 

Part 2 – Why is Account Based Sales so successful? 

We have looked so far in this book about the way that Account Based Sales deals with the issues that have arisen 

in modern day sales organizations. The fact that technology has lowered costs in certain areas but driven a wedge 

between the customer and the company is something that needs to be addressed. Also the fact that the sales 

process is a l ittle disjointed between the sales team and the marketing team also is an issue that must be resolved 

if any sales organization is to become successful and move their operation on to the next level. 

The Account Based Sales Development approach that we have touched on so far in this book is an ideal way to 

resolve these issues for any company l arge or small. It works for the multinational, it works for the medium sized 

business that wants to grow and it works for small companies and startups. There are many reasons that Account 

Based Sales is and can be successful. The benefits of using this approach and plentiful and all need to be 

considered when looking at how it can change the way you do business. Part 2 of this book looks at the benefits of 

using an Account Based Sales approach and what this can mean to you and your company.  

It boosts sales 

The bottom line with just about any business is the sales numbers on the bottom line. Higher sales figures allow 

the whole company to breathe more easily because they have job security, the company is going places and the 

future looks bright. When the sales figures are not so good then panic starts to set in and people worry about their 

own career with the company. 

It delivers sales because it focuses the efforts of the entire sales team on the key accounts that will  make a 

difference to the company. By gearing up the sales effort in a targeted manner to reach the clients that will  make a 

big difference to your sales organization you are using your resources in the right places to generate the biggest 

income. 

Whether it is working hard to get this new client on board or working equally as hard to retain the high value 

clients you have, the effort is always worthwhile. Generating key contacts in the target company by identifying 

them and then gaining their trust is the ideal approach to get that big account on board. When you have several 

people in your company working on the same account at different levels then the effect is that you gain trust much 

more quickly and effectively. 

Once you make contact with the big accounts that your company desires then you ar e able to generate a high 

value relationship with them. Once the first few orders are in and fulfi l led professionally then the door is open to 

sell  more to these big accounts and get your business geared to providing them with quality and value. If you 

become the supplier of choice to a big account then you can work together to provide better service and keep that 

customer happy for years to come. 
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This is where your sales team can come into their own and spend their time efficiently servicing your high valu e 

existing clients rather than the old traditional way of knocking on as many doors as possible hoping for a l ittle sale 

here and there. The big accounts make the most difference to the bottom line for any company and he more of 

these that you can successfully get on board then the better it will  be for your company. 

It lowers costs 

Being able to target and focus your efforts in fewer places is a great way to keep your costs under control. When 

you set a marketing budget you want to know how effective your spending is going to be. The term Return On 

Investment or ROI is used in all  industries to define the amount of money that will  come back for every dollar you 

spend. To use a shotgun approach and look for low value clients under every stone does not use th at marketing 

budget in an effective way. 

Later in the book we will  put together an effective Account Based Sales Development plan but the key to it all  is 

defining the accounts that you want to get. Remember the way that BNI chapters operate – they look for specific 

people in specific companies to l ink to and develop their business. We are looking at the same thing here. 

Determine the companies and the contacts that will  make a real difference to your company and make these your 

target accounts. This is a much more cost-effective way of doing business than spending your marketing budget on 

trying to hit everyone at once and getting very l ittle return.  

Being effective in spending money in the right places will  reduce costs in the short term and in the long r un. 

Servicing high value accounts costs much less than trying to hit everyone in your chosen market. Learn the lessons 

from Henry Ford – don’t waste half of your marketing budget! 

As we looked at much earlier in the book, the cost of servicing hundreds or thousands of small clients is unwieldy 

and can cause high costs. Having a system in place to deal with a high number of clients is expensive to set up and 

costly to maintain. You need a team of people to be there to answer the calls, deal with the orders a nd deliver the 

goods or services that your smaller customers need. By supplementing your client mix with larger, higher value 

accounts you can lower your overall  cost per customer to a more effective and sustainable level.  

A lower cost base is the other factor, along with sales, that will  have the biggest impact on the bottom line of your 

company. Account Based Sales actually delivers both of these factors at the very same time. As your sales increase, 

you see your costs lower. This can only result in higher profit levels. That is why Account Based Sales approached 

are the future of any sales business that wants to survive and thrive in the future. 

It increases the average contract size 

Working hard isn’t the only way to success. Working smarter is much more enjoyable and can bring in the same 

rewards. If you are able to mix the two and work smart and hard then you can unlock the door to riches. Account 

Based Sales allows you to do this because it is geared up to give you better results from fewer resources. Once you 

start to bring in greater income then you can look for the next big account that will  help your company more 

forwards, then the one after and the one after that. All  the while you will  be looking after the clients that you have 

cultivated and grown in the recent past. 
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The health of a business can be looked at through the eyes of their average contract size. As we have seen in a few 

places in this book, a series of small contracts means that you have to work hard for every dollar and fight to keep 

every client happy all  the time. 

With an Account Based Sales approach you can focus your resources on the high value accounts that make you the 

greatest profit. Remember the Pareto analysis we looked at where 20% of your clients bring you in 80% of your 

profit. Well, guess which of your clients you should be looking after? 

The average size of your contract shows the health of the business because you are making good money on a 

regular basis from your average customer. It might be best shown by extending the example we looked at much 

earlier in the book- 

 Business A has 1,500 clients that earn one hundred dollars each. Their annual income is $150,000  

 Business B has ten clients that all  earn fifty thousand dollars each. Their annual income is $500,000  

 Business A has an average contract size of $100 

 Business B has an average contract of $50,000 

Just by stating the same facts in a slightly different way we can now see the difference this makes to both 

businesses. How much would business A have to spend in a traditi onal marketing and sales approach to get back 

ten customers that might leave over the course of the year? The fact is that because it is a low value account the 

focus of both sides is on costs. If the customer can save 10% by going somewhere else then they  probably will  

because a $100 per annum account buys no loyalty. 

On the other hand Business B is using an Account Based Sales approach so they are already working hard to keep 

their relationship with their existing clients going in a way that Business A doesn’t have the resources to do. When 

you have a client that is spending $50,000 a year with you then you have a bigger budget to spend on keeping 

them happy than a client who only spends $100 per year with you. 

There’s l ittle or no leeway for Business A to spend on keeping their customers happy. But because Business B is 

also using an Account Based Sales technique they have already identified the next key individuals in the next 

company that they want to meet and develop a relationship with. This means that Business B is always developing 

their pipeline and creating the next high value customer to add to their client l ist. That is why Account Based Sales 

development works. 

It brings in a qualified pipeline 

This makes a massive difference to any sales company. The clashes between the marketing team and the sales 

team disappear with an Account Based Sales approach because the pipeline is qualified and warmed up on several 

levels by several members of your company. The way that business has operated in the past has been that 

someone might find the number for a company that they want to work with and give them a call. It is only a slight 

variation on cold calling because you may have the name and number of the person you want to speak to but that 

is all. With Account Based Sales marketing you will  have targeted the right people and carried out the right 

research. 
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Speak to people in your company to see if they have experience with the decision makers in the other company. In 

these days of people moving jobs on a more regular basis than they did in the past, the opportunities for 

networking are much greater. If you are a medium or large sized company then the chances are that one or more 

people in your company will  have contacts already with people in the target organization. They may have supplied 

to them in the past, worked with them, know them socially or have a l ink on a social media site such as LinkedIn.  

If you are a small company or a startup then you may need to work a l ittle harder at this but again LinkedIn i s a 

great place to start. By delivering quality content on LinkedIn you will  make key players in l inked organizations sit 

up and take notice. This is your chance to make a connection, nurture it and develop a contact into a relationship. 

Whatever the connection, this is the first step to making it a lasting and meaningful relationship. 

For your sales team this makes all  the difference to how they operate. Instead of call ing and hoping, they know 

that they are speaking to the right people already. The key pl ayers at the big account you want have already been 

cultivated for quite some time and know that your sales force will  be in touch. When this happens in an affective 

and professional manner at many different levels of their company then they feel valued an d are much more likely 

to do business with you. It beats a cold call every day of the week. 

It gives quality leads 

In addition to a pipeline that is starting to warm up nicely, Account Based Sales Development delivers quality leads 

quickly that turn into business. Rather than starting a new relationship with an unknown quantity that might only 

place a small order, Account Based Sales gives you people that you know, l ike and trust. And most importantly you 

are mow dealing with people that know like and trust you. The quality of the leads goes through the roof so your 

sales team has to work less hard and have to spend less time converting these leads into business.  

Your sales team will  love this aspect of the job. Instead of trying to flog a dead horse with a client that has already 

put the shutters up, they are able to speak to people that are ready to so business and have the proper authority 

to sign off the deal. Add in the fact that your business has been able to connect with all  the other key decision 

makers in the target company and you are ready to start unlocking the doors to greater sales and greater success.  

In addition to this it is far easier to sell  solutions to your existing customers than it is to go out and find new ones. 

The quote is that it costs ten times as much to find a new customer as it does to retain an existing one. Well it cost 

even more to sell  to a new customer than it does to sell  extra goods or services to an existing one. 

Once you have a big account on your books that are satisfied with your company then the number of service or 

products that you can sell  to them increases. Your sales team start to look at other opportunities that might be 

there in the company and you can tailor what you offer to suit these opportunities. For exampl e if you deliver 

stationery products then adding a printing supply or designing business cards is a simple step that you can take 

which will  add value to the relationship. 

It is an organized and professional way to do business 

Everyone prefers their business to be logical and professional. That goes for you, your team and your customers. 

To be able to structure your activities in a way that makes logical sense changes the way you do business. The 
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shotgun marketing approach of trying to find new customers br ings inconsistent results that someone has to 

unravel and try to make sense of. 

If you have marketing campaigns that try to attract anybody (just anybody) then you will  have just anybody contact 

you. They may not be suitable clients, they may have got the wrong end of the stick or they may be of low value. 

By organizing and structuring the process you make sure that you have greater control over the outcomes. You 

might think that if you hit every company then one of the bog fish you want to land might come your way but what 

you are far more likely to do is attract the small fish that clog up your valuable resources and bring in a small 

income. Being organized and professional in targeting the right people gives you the best chance of landing the fish 

you want that will  keep you in profit for a long time. 

Sales can be chaotic. With a sales team that is out of the office for long periods at a time and orders coming in 

from all  parts of the city, the region, the country or the globe then managing all  of this can  be difficult. 

And then there is the logistics of having many small clients and trying to keep up with them. 

Did that client want one or two pallets? 

Did they specify they wanted delivery by Tuesday? 

Did we offer a discount? 

When do they have to pay? 

The logistics of many small companies is far harder to manage than having one big account. You can dedicate one 

or more people to that account. Your big customers have consistent communication with you and they always 

have a point of contact that they know, l ike and trust. You see it’s those three words again – know, l ike and trust. A 

company is far more likely to re-order from you and ignore the fact that you might be 5% to 15% more expensive 

than someone who cold calls them because they know you, they like you and they trust you. The future of doing 

business is to create a proposition that differentiates your company on quality rather than on price. Someone can 

always undercut your price. Don’t let them undercut your service. Business is built on relationships.  

It works on personal connections 

To back all  of this up is the fact that Account Based Sales Development works on the personal connections that 

people make with others. The day of social media and the Internet means that personal connections are far easier 

to make on a superficial level. It is easy to click connect or follow on a social media site and be immediately 

connected to someone you might want to do business with or learn more about. But superficial connections mean 

nothing when it comes to securing a quality contract. You need to go much deeper and with more than one 

decision maker in your target company. Making a personal connection with someone else is a more enjoyable and 

engaging ay to do business than just cold calling. It takes a l ittle time to get to know someone properly and top 

make those connections that actually mean something to both parties. 

Clicking a connect button on LinkedIn or Twitter is one thing but sending a personal message or engaging your 

target with compelling content is something else entirely. It has been said many times before in business that 

people buy people. This is absolutely correct. Unless you have a product or service that nobody else can possibly 
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provide then you don’t stand out by your services or products. The way in which you stand out to a potential client 

is by your personality. If you can make a meaningful connection with someone then firstly they are far more likely 

to buy from you and secondly you will  have much more fun at work. 

Personal connections are what make the business world go round but in the recent past marketing and sales 

functions have moved away from this in favor of cutting costs and trying to attract people they don’t know via 

email shots or a flash website. It doesn’t work. All  it does is ca pture someone’s attention for a short period of time. 

It is a costly way of not soi8ng business with someone.  

Personal connections will last a long time in business. You probably stil l keep in touch with people that you worked 

with a long time ago. You may stil l  keep in touch with companies that you supplied or bought from a long time ago. 

That is the way that business works. That personal connection is worth far more than a special offer or small 

discount. Develop those personal relationships in the target companies that matter and you can be successful. 

It makes things happen more quickly 

Business can be a tough place to be. When you want and need immediate results this can often be the time that 

nothing appears in the pipeline and the sales team get more desperate to seal a deal – any deal. These are the 

times when people look for the small wins that they will  hope start to snowball to big gains. Traditionally sales 

professionals would start knocking on doors, making telephone calls and hoping that they s tumble across 

something big. But by using the targeted approach of an Account Based Sales method you take all  of this 

desperation and guesswork out of the way you do business. It makes everything that you do in terms of sales 

actually structured and all  l inked to a common goal. By having all  of this set out before you even start makes such 

as difference in the results that can be achieved. 

As a team of people you start from the very beginning by establishing the target companies and the target people 

in those companies. When you work to this structure then you are able to produce quality results in a much 

shorter period of time. Let’s be clear, it won’t happen overnight because you need to cultivate quality relationships 

but it will  happen much more quickly than by cold call ing and hoping for the best. 

A successful sales team needs to generate the big accounts that will  help to produce sustained success. But the 

first step to becoming a success as a sales organization is to get the right people on board as qu ickly as possible. 

You may have to move them away from en existing supplier of the products and services that you provide so the 

best way to go about this is by using an Account Based Sales Development technique. Once you have got in touch 

with the right people on the different levels that matter then you can move from introduction to sale in a much 

shorter period of time than you would be able to if you were cold call ing and hoping for a sale. The way that 

Account Based Sales works does not get you a conta ct today and a sale tomorrow but is can reduce the time it 

takes to get a quality account on board greatly. 

It is a measurable way of doing business 

The activity that is put in to generate a sale is an important part of any sales business. The amount of mo ney that 

you spend and the amount of business that it generates in return need to be in the right balance to leave an 

operating profit for your company. If it costs more to attract a new customer than they are going to spend with 
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you then your business is heading for trouble. That is why so many of the other aspects we have looked at with 

Account Based Sales are important. In areas such as - 

 Average contract size 

 Qualified pipeline 

 Breakdown of your contracts  

 The time it takes to go from prospect to customer 

These all  l ink in to the ROI that we looked at earlier. Once you have the ROI working for you then you have a 

business that can generate big sales from little input of resources. The time and money that a company spends in 

attracting new customers and servicing exiting ones in  valuable resource that needs to be as productive as 

possible. 

But so many parts of the marketing investment are difficult to quantify and separate when it comes to determining 

how successful a marketing campaign might be. You can as k your new customers why they came to you and record 

the results but some might not recall  why and others will  just give you an answer, not necessarily connected to the 

truth. 

Some people just don’t know why they chose you. It can have been a cumulative ef fect over a period of time. 

But with an Account Based Sales approach you are able to measure exactly what was put in and see exactly what 

came out of that investment. If you set out a proper strategy and target certain individuals in certain companies 

then the time and money spent on nurturing these relationships can easily be identified and quantified when 

looking at how it performs on ROI. When the contract is sealed and the big account is yours then the money that is 

returned can also be easily identified and put up against the investment to see the positive results that Account 

Based Sales brings. The beauty of Account Based Sales is that it delivers results that can be measured and then 

improved upon for the next account, or the one after that. Everythi ng learned in this round of work is used to 

make the next round more efficient and more effective. 

Any business wants to know that what they are doing can be measured. When you have mastered an Account 

Based Sales approach (and we will  develop steps to mas ter it layer in the book) then you can take this forward and 

truly see what return your investment brings you. This changes everything. There are no more woolly guesses 

about where a customer arrived from. You will  know the people you target, and know the money you have spent 

on targeting them. From there you will  know what it costs and what it generates. You have all  the answers that 

you would ever want on how much it costs to bring a quality customer to your company as a major account. Once 

again you would be able to turn Henry Ford (and most other businesses that are operating today) green with envy. 

As well as being measurable, it is accountable 

The planning of an Account Based Sales strategy means that every piece of the jigsaw is assigned at the beginn ing 

of the operation. We move away from the sales team blaming marketing for leads that are not of high enough 

quality and the marketing team blaming the sales team for not making the most of what has been delivered. We 

move to a place where accountability can be assigned to individuals and teams to deliver certain results. Sales and 

marketing have enjoyed this woolly relationship for some time now where definite accountability cannot be 

assigned and as such people are able to point the finger and dodge the responsibility that managers love to give to 
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a specific person or team. If one team or one person is given the responsibility to make contact with and develop a 

relationship with one person in the target organization then this means that that team can be judged on whether 

they delivered that or not. If they get their target and deliver their part of the overall  Account Based Sales strategy 

then they can tick that box. Once all  the boxes are ticked then the account is far more likely to be attained and 

then the team can congratulate themselves and move on. 

This forms part of the measurement from the above benefit. Being able to measure the overall  expenditure and 

success is one thing, but it also allows you to measure individual and team contributions that h ave helped to get to 

that level of success. This is the dream of any sales manager, so they can instantly and transparently assign certain 

tasks to certain people and be able to say with confidence whether these task have been achieved or not. It makes 

management of people a lot easier as the line manager is able to work on the inputs of specific tasks and how they 

are being met rather than just the outputs of whether sales are being made. 

It gives a clear overview of the pipeline and the progress being made to land that huge account that will  make a 

huge difference to the fortunes of the company. Transparency of the process helps to focus the minds of all  

involved and can create a strong team culture as people work together to deliver the results that matter to the 

company. 

It allows the sales team (and others) to focus on what they do best 

Once a relationship with a client is established then this frees up the right people in the team to get on with the 

job that they were hired for in the first place. Your sales team wants to be sell ing. There are no two ways about 

that. So they get to spend their time closing the deals that will  bring in the right business for your company. 

Remember that one big account will  probably generate enough income to have one or more people dedicated to 

that account on a full  time basis. So they get to spend their time doing the deals with that customer that will  

generate the income needed by your company.  

Account Based Sales does three main things - 

1. It allows the sales team to get on with what they do best – closing the deals. 

2. It makes the job of finding quality leads something structured and part of the sales team’s remit.  

3. It boosts productivity by allowing the sales team to generate sales. 

All  three of these things make the sales team focuses on their primary role – generating sales. When someone 

becomes more specialized in any role then this allows that person to get better and better at it. By giving the 

specific role of generating sales entirely to the sales team then they are much more able to excel at that role 

because it now becomes something that they do every day. Practice makes perfect. Having a specialized team that 

focus just on closing the deals that matter to your company then these sales experts can give you better res ults 

time after time. 

In addition to this, when your people deal with the same account day in, day out then they become much better at 

understanding what the customer wants. The strong relationships that are generated between a client and a 

company are what drives sales and keeps people happy. A happy customer won’t go ahead and look somewhere 

else to get what you supply. If they receive a cold call  from a company that sells the products or services that you 

supply to them then the likely reply will  be, “no thank you, we already have someone.” Once you allow someone 
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to specialize in catering for the needs of one particular client then the benefits to both companies are very large. 

The company that you serve will  have one point of contact that they know they can go to when they need- 

 Answers to their questions  

 To resolve an issue 

 To discuss new products or services  

The benefits to your compo0any is the fact that you can- 

 Sell them more products  

 Adapt your services, products or systems to meet their needs, lowering your costs 

 Get more value from the same client rather than looking for many more 

People that are dedicated to one role or to one account can deliver better quality results once they have been 

doing t for some time. They are able to understand what is required from them more every day and this makes 

your company more efficient. 

It protects your reputation 

Let’s face it - nobody wants to be the company that cold calls people. Although it can generate results on an ad hoc 

basis, it is no way to plan the operation of a sales company in the long run. By all  means if your sales team have 

had a scheduled meeting and see a similar company that you can help close by then just popping in to introduce 

themselves is a good idea. But it is not the foundation of a solid business plan. Once may be a good idea, twice 

might help to jog the memory but any more than that and it becomes pestering. It is the face to face equivalent of 

spam. 

In modern business reputation means a lot. Every move you make can be tracked online. You leave a digital 

footprint with everything that is every said or done by you or about you online, including – 

 Product or service reviews 

 Social media profiles or comments  

 Your blogs on your website 

 3rd party review sites such as Google Reviews or Yelp 

 Any adverts you have placed 

In the current business world reputation means a lot. Before anyone will  buy from you they are very l ikely to check 

you out online. They want to know what you offer, they want to know the story of your company and they want to 

know what your customers are saying about you. Your reputation can open doors for you when you want to sell. 

Your reputation can close doors for you before you have even had the chance to sell.  

Cold call ing is something that can harm the reputation of your company. The big companies that are successful 

don’t need to cold call. They get their business through quality advertising, word of mouth and increasingly by 

Account Based Sales Development techniques. They don’t need to call  or spam random customers on the how that 

they might want to buy. 
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Quality relationships lead to quality accounts. Do you want to sell  to someone you know nothing about that you 

just happened to pick up the phone to? Or do you want to sell  to someone you targeted from the start and have 

developed a working relationship with? We all  know who we would rather deal with. The people you cold call  for 

business may be small accounts that give you a lot of grief and are not usually worth the hassle. You never know 

what they might bring. Because they responded to you cold call ing them then they might respond to another cold 

caller in the future. You can get their business with one phone call  but you can also lose it with a single call  too. 

This type of customer is looking for the best price. They are looking to save the pennies. You want customers that 

have deep pockets. 

They are the ones that will  spend big with you once they know like and trust you. The clients that you have 

targeted and developed a relationship with are the ones that will  help to enhance your reputation. They will  speak 

highly of you and may attract even more big accounts to your company. They are not going to leave you because 

they received a call  from someone offering a discount. They will  stay with you because you service thei r needs, 

take away the hassle and deliver consistent results. That has built up over time. 

In all  an Account Based Sales approach has many real benefits for a company of any size. To be able to secure the 

dream accounts that your team has identified and nurtured gives a feeling of immense satisfaction as well as 

increased benefits in terms of higher sales, lower cost and all  the other things we have looked at in this chapter. To 

be a successful sales company you need to understand the things that will  make the biggest difference to how you 

operate and then go out and make them happen. 

Just take a few minutes to look back through this chapter and realize all  the massive benefits that an Account 

Based Sales technique (when planned and implemented correctly) ca n bring to your business. Now tell  me any 

business that does not want to experience all  of these factors. Each and every benefit from the start to the finish of 

this chapter makes a real difference to the operating health of any business, especially a sales business and then 

even more especially to a Business To Business sales company. 

The next chapter will  look at how to implement an Account Based Sales approach in your organization.  This will  

give you the guide to make all  of this work. You have seen the potential benefits and what an Account Based Sales 

Development approach can deliver for a sales company so now you need to see how to set it all  up, from start to 

finish. There are several factors at play here and one thing that you will  always need to consider is the effect is all  

has on your team. So as part of the next chapter we will  also cover the following important elements - 

 Prepare your marketing team 

 Prepare your sales development reps  

 Prepare your account executives  

So let’s recap where we are now. We have seen how sales have progressed from the first sale to the Internet age. 

We have seen how modern technologies can get in the way of delivering the right results for customers, even if it 

does save money for the sales company. From there we have l ooked at what an Account Based Sales approach 

actually is and how it differs from working traditionally. We have also just looked at all  the benefits of working in 

this way. We now understand why Account Abased Sales is great and what it can do or your company. The next 

step is to think about getting your sales organization ready to deliver this and be a success. It will  put you one step 
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ahead of much of your competition and give your company access to the benefits that Account Based Sales can 

give you- 

 It boosts sales 

 It lowers costs 

 It increases the average contract size 

 It brings in a qualified pipeline 

 It gives quality leads 

 It is an organized and professional way to do business  

 It works on personal connections  

 It makes things happen more quickly 

 It is a measurable way of doing business  

 As well as being measurable, it is accountable 

 It allows the sales team (and others) to focus on what they do best 

 It protects your reputation 

Each and every one of these benefits will  help to drive your sales company forward so let’s take a look together at 

how it can be done, in a structured and professional way. 

 

Chapter 3 - How to implement an Account Based Sales approach in your organization (and prepare your 

marketing team, sales development reps, and account executives) 

Account Based Sales is the future for forward-looking progressive companies that want to gain more sales and 

make their workload more varied and effective. It helps a sales organization to develop their business in a way that 

makes sense. It lowers cost and increases sales, which together make a huge positive impact on the balance sheet 

of any company. It is the holy grail  of being able to spend less while making more. But Account Based Sales 

Development is sti l l  in its infancy. There are only a few successful companies out there that are able to deliver this 

and they are standing out against the rest of the market. Their results are being looked at and analyzed by others. 

And the results are staggering. The Account Based Sales techniques change the game today and forever more. Any 

company that is able to nurture relationships with clients to generate big accounts and generate more sales will 

succeed in any business climate. 

Account Based Sales is designed to take away many of the problems that a sales company faces. It allows you to 

connect with the right clients without using the shotgun or cold call ing approached that hasn’t produced great 

results in the past. It also allows measurement and accountability of tasks so that your company can see what you 

are putting in (in terms of time and resources) and what you are able to get out. This balance will give you the 

ability to look at the situation you want, plan out the steps that will  get you there and then measure the success of 

it all  in the end. Sales has just got into a position where you can see exactly that is going on by using the Account 

Based Sales system. In this chapter we will  pull  together a way of setting all  of this up to be a success in a step by 

step way so that you can implement this in  your own organization to go from where you are to success in as short 

a period of time as you can. 
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Stage 1 - You must prepare and organize your team 

Change in any business can be a scary prospect for all  involved. To just go into a sales meeting and announc e that 

you are moving to an Account Based Sales approach will do nothing but put people’s backs up and create 

confusion. As with any change in any part of l ife the best way to go about it is to plan and prepare properly before 

making any moves towards effecting the change. The planning part will  be something that you do as you read 

through this book. The book will  help you to think about what you want to achieve, who you need to achieve it and 

how you will  set about getting things done. 

But the preparation actually involves the people in your company. The preparation will  involve you making sure 

that you are able to effectively communicate the ideas behind Account Based Sale Development, how you are 

going to implement them on the ground in your company and s ell ing the benefits of what it can bring. A new 

startup company will  have no problems in implementing an Account Based Sales technique from the very start 

because the sales team will  have never known anything other than that in the company. But with an exi sting 

company and an existing sales team there may be a l ittle friction to new ideas. It is your job to be able to present 

the benefits of Account Based Sales to the team in order to gain buy in. 

You will  find that the best way to go about this is to speak to people individually and collectively on more than one 

occasion. A big launch is a good idea so that you can present all  the ideas you have and all  the benefits it can bring 

to everyone at once. This stops rumors from happening and allows you to get everyone both involved in and 

excited about the new development. But a launch needs to be then backed up. The ideal suggestion is that you 

conduct workshops in smaller groups to discuss the changes and what they mean to people. This will  be an ideal 

forum for people to express any concerns that they have and allow you to wok though things together. After this 

individual one on one discussion will help to deliver specific messages to each and every member of the team. As 

you all  work together towards the goal then you will  be able to talk to each other freely about what is happening 

and to see the progress that is being made. 

Remember the benefits of Account Based Sales as you talk to each member of the team. It is worth repeating them 

here and repeating them to yourself on a regular basis as you set about changing the way your team work- 

 It boosts sales 

 It lowers costs 

 It increases the average contract size 

 It brings in a qualified pipeline 

 It gives quality leads 

 It is an organized and professional way to do bus iness 

 It works on personal connections  

 It makes things happen more quickly 

 It is a measurable way of doing business  

 As well as being measurable, it is accountable 

 It allows the sales team (and others) to focus on what they do best 

 It protects your reputation 



 

  

MARKETJOY, INC 21 

 

21 

All of these benefits are not just benefits to the company but they will  also have a positive effect on every member 

of the team. Too often change is delivered in terms of what it will  mean for the company and for the customer. It 

makes those on the end of change (in this case the sales team) feel as though they have not been involved and 

they have not been considered when making these decisions. The benefits to the individual should be emphasized 

so that every member of the team can feel a part of what is going on. This will  increase participation and get the 

best chance of buy in from all  the members of the team. When you want to deliver success then you need all  of 

your team to pull together to achieve it. Let’s take a look at the individual roles invo lved. 

Prepare your marketing team 

Their role will  change in terms of who they are targeting and how they will  go about it. If you are currently 

operating a traditional marketing operation then your marketing team may well be spending a lot of their time on  

developing emails and marketing materials to generate a response. They will  now change significantly to 

developing the right relationships with the right people. In the next part of this chapter we will  look at targeting 

but once a target is established then it will  be the role of the marketing team to connect with the people identified 

in the target account, nurture these relationships to generate future big accounts and a high level of business.  

Prepare your sales development reps  

Your sales reps will  already have good contacts in some of your target companies so they will  be able to help the 

marketing team get l inked to all  the people that matter. Remember that you will  be looking for anything from five 

or more people in your target company so the pooled resources of your existing team are valuable here. Your sales 

development reps will  probably have to fall  into a role above or a role below. Currently they will  more than likely 

be hitting the phones or answering inbound calls. The inbound calls will sti l l be necessary and you don’t want to 

completely discard all of your smaller accounts but you will  need fewer sales development reps when you move to 

an Account Based Sales approach. 

Prepare your account executives  

Your account executives will  now be looking to retain the big accounts that you have and get as much value as they 

can from them. By getting value it doesn’t mean necessarily trying to sell  more. Although this will  probably 

happen, we are thinking about making sure the customer is happy and seeing what other solutions you can 

provide. A big account will  require an account executive to be completely dedicated to that company to ensure 

that they have a single point of contact and get the service level they require. Being dedicated to one account will  

mean that the account executive can deliver better service levels and retain this lucrative client for longer than 

ever before. These are the accounts that will  generate a big income and profit level for your company so they 

deserve your best account executives. 

Transparency is the only way to go when working towards implementing an Account Based Sales approach. You 

should set up the details including the timeframe to launch on places such as the company intranet so that all  can 

see the progress being made and what is required o each team member and each department to get to where you 

need to be. Regular and effective communication in the form of emails will  also help to keep the change fresh in 

the minds of the whole team and ensure that it is delivered in a smooth and effective manner. Change can be scary 

but by keeping everyone in the loop you can take away a lot of the fear factor and help people to cope with it all.  
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You will  currently have a structure in your company and in your teams that suits the way  you are working now. 

This may well have come about over years of operating and will  be something that you need to review as you look 

forward to implementing an Account Based Sales approach for your future sales development. Your team will  

currently be geared to operating on a contact level basis. They will  be geared to speaking to one individual at a 

time and trying to get that individual to buy from you. We have already seen through that this is unlikely to work 

because of the way that big companies are s tructured in the modern day. 

We have seen that a company is l ikely to need five or more people to sign off on any deal so that one to one 

relationship does not have the value that it once had. You now need to switch your team to thinking about 

accounts rather than individuals.  Think about where you need your individuals and what you now want them to 

be doing. Several contacts in your target company will  need to be nurtured so you will  probably want several 

people in your company to do that work. When we look at targeting later in this chapter we can see how using 

already established contacts will  help to smooth this process and make it all  happen much more quickly.  

Being creative helps you here. Your team wants to engage with the process and you need to make the change 

interesting and stimulating. Rewards for people hitting the early targets can change the way that your whole team 

looks at the way Account Based Sales develops your company. Gamification of the targets can also make it 

something that the whole team can get behind and buy into. The more fun you make it then the better results you 

will  get as people engage with the whole process and deliver their results to gain their rewards. 

You may get some of this wrong. Don’t be afraid to make the wrong deci sions for the right reasons. You don’t have 

to set anything you do in stone because you can come back later and make changes that out things right. A large 

part of what you are doing here is speaking to people on a regular basis and making sure things are working well. 

The lines of communication don’t stop when the Account Based Sales program is launched. They open up even 

more. You need to have regular meetings with individuals, teams and the whole company to triumph the progress 

that is being made and to answer any questions or iron out any issues. The whole process is driven by the open 

and honest communication of all  parties involved so be the facil itator that makes all  of this happen.  

In summary – plan out what it is that you want to achieve. Prepare your team by communicating the changes that 

may need to be made and the benefits of taking on an Account Based Sales program. You need to prepare the 

different parts of your sales and marketing team so they know what is now expected of them. Keep the lines o f 

communication open before, during and after the launch of the Account Based Sales approach.  

Stage 2 – You need to identify your target accounts and pre-qualify them 

The most crucial aspect of using an Account Based Sales Development system for your compa ny is to know the 

actual accounts that you want to secure. The whole way that this approach works is by deciding which accounts 

will  make the biggest difference to your company. The high value accounts that you want to achieve can be 

identified through a series of discussions and a lot of research to see which accounts might make the biggest 

difference to your company, an approximate value of that account and the people that you will  need to target in 

order to get that account on your books. 

You will  speak to members of your team about the accounts that they would most l ike to secure and you can start 

to build a picture of those accounts that would help your company on its road to success. A lot of these discussions 
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can be had in the meetings that you implemented in stage 1, as you get together a l ist of ideal clients that will  

change the fortunes of your company and deliver all  of the benefits that you know an Account Based Sales 

approach will  bring you. But a lot of this will  need to be structured and forma lized at some stage rather than just a 

l ist of great clients. To get together the perfect l ist (or as near to perfect as you can generate) you will  want to look 

at the key attributes that an ideal client will  have. You want a client that is - 

 A high value client 

 A client that will  generate repeat orders  

 A client that is looking for a long term relationship 

 A client that is active in your industry 

 A client that is not tied in to another long term deal  

 A client that you can work with to deliver quality 

 A client where you already have made some contacts  

You may look to add some attributes for your perfect client based on what you do and what your experience is. 

Once you start to develop this l ist of attributes that make up a perfect client then you can list the ideas you and 

your team came up with to match them against what you ideally want. Your results will  look something like this - 

Attribute Client A Client B Client C Client D Client E Client F 

High value X  X X X X 

Repeats  X X  X X 

Long term    X   

Active X      

Not tied  X  X X x 

Quality X X  X X  

Contacts  X    X 

 

So as you build the two lists they actually can come together to give you the best place to start when you are 

targeting. The first l ist is all the clients that you and your team came up with when looking for potential targets. 

The second list is all the attributes you have identified from what would be your ideal client. Once you are able to 

cross reference the two then you have some work to do on determining the best place to start when s earching for 

new clients that will  launch your Account Based Sales Account program. It is by using a structured approach to the 

way that you implement your new program that will  help to determine the success you get from it.  
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For example, if you did not do the required research and just went for client A because they were the biggest one 

then you would end up wasting money in the short term because they are tied in with another provider. In the 

longer term this tie-in will  expire but currently you are unable to draw them away from another supplier and on to 

you. So you will  be spending your time, money and energy in trying to secure a contract that you are just unable to 

secure at present. 

When you launch a new initiative then the eyes of your company will  be on you. The success of what you do will  be 

discussed at the water cooler every day by all  parts of the organization. People want to know whether you are 

succeeding or not. This scrutiny magnifies with the sales function because increasing sales means more job security 

for the whole company while declining sales might mean a problem for everyone. You want to be able to report 

the early successes that will  get everyone behind the project and get the support of every part of your company. 

You want to be the success story and not the one that is looked upon as a failure. 

If you have not been in the industry long enough to draw up a l ist of clients then you will  need to go out and do 

some market research. All  the information you can gather here will  help. You wa nt to know the big accounts that 

your competitors have on their books and other similar accounts that might already be out there. You can do this 

research yourself or take a look at hiring a specialist company to do the research and produce reports for you . 

Either way it is a valuable investment of time or money that will  give you the best accounts to aim for when you 

are looking to launch your Account Based Sales program and be a success. The results of your research can be fed 

into a basic chart l ike the one above so you can start to decide which the best clients for you are. 

Meeting up with potential customers to discuss their needs is another great way to determine who might be of 

most benefit to you. Use your existing contacts to generate meetings where you can see what a potential client 

wants and decide how you are able to fulfi l l their needs. It also helps to develop the relationships with the people 

of influence on a face to face basis to augment any contact you have made online on places such as Lin kedIn. 

The more quality contacts that you are able to make then the more chance you have of making this a success. 

Meet people in their office, invite them to meet you in yours, go to trade shows and meet at conferencing events. 

The more contact with key players that you have then the more likely it is that they will  choose you as their next 

supplier of whatever goods or services you provide. 

Taking the time to pre-qualify the clients and make sure that they are the ones for your company to target is a 

worthwhile activity. You want to know that you are looking at the clients that will  bring you in the best chance of 

success and the most money. All  the benefits of using an Account Based Sales Development approach should be 

right at the front of your mind all  the time so you can clearly see who you are going to target and what their 

business will mean to your company and your profit levels. 

Stage 3 – Collect crucial information about your target accounts 

Although we are looking at this on a step by step basis, you will  have already started to gather some of this 

information in the last two stages. You will  have information about certain companies or certain contacts within 

those companies from your existing team. You will  be able to add more information from meeting with people and 

pre-qualifying the companies that you are going to start with first. But what you want to do is build a full  picture of 

what your target companies and your target people are about. This again is going to require a lot of research about  

the companies you want to speak to and the people in those companies that will  make the decisions.  
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Target companies 

Once you have carried out your identification and pre-qualification of your target companies then you will  have a 

l ist of priority targets that your team needs to work through. What they are looking for is the way that the 

company operates. Research is needed to find out as much relevant information as you can about this target 

company. There will  be lots of elements to the company that you will  need to get a fix on. You and your team will  

need to brainstorm the different aspects that you will  have to research in order to get the best idea about your 

target comp0any and how you can approach them. Consider things such as - 

 Number of departments  

 Whether things are signed off at department level or at a higher level  

 The size of the account 

 The different products or services that they need 

 Who they are currently supplied by 

 What deal they have 

 How long they have been served by that supplier  

 Whether they are looking to move 

 What might persuade them to move 

 Whether the services or products they need are all  covered by your company 

There will  be more questions that you need to consider and these will  be dependent on your company, what you 

sell  and who your target is. When you weigh all  of these things up you might have up to 30 questions that you 

want answers to for up to 10 target companies. So you can see from this that there will  be quite a lot that you 

need to consider. Gathering all  of the informati on that you need might take a l ittle time and as a company you 

must aim to get all  of this together as soon as you can. This is where you can rely on the information that you 

already have. 

Once you have reached this stage in the process you will  have alrea dy identified the people in your company that 

have dealt with your targets before, the contacts they have and you may well have spoken to people in your target 

company as part of your pre-qualification checks. You have to double check the information you have and then set 

about fi l l ing in the blanks in your knowledge.  

This then leads to the next step in the process. You have already identified the companies that you want to speak 

to and pre-qualified them to make sure that they are a viable proposition. From there you have drawn up a l ist of 

target companies in order of preference. The next part of the process is to identify the right individuals in these 

companies and start to collate the information you need about them. 

Target individuals in those compani es 

The people that you want to speak to are the next logical step in the process of getting your Account Based Sales 

Development program off the ground. You want to be able to get to all  the key decision makers in your target 

company and build strong relationships with them to help you secure that contract in the future. Remember that 

these big contracts can be worth a lot of money to your company so they are worth a l ittle time and investment to 

make sure you have all  the details you need to secure their business. 
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Forging a long term relationship with a big company can make a huge difference to your company. Remember back 

to all  the benefits that a big account can bring to your company. The effort will  be worthwhile as you move to 

attracting more and more big clients with high value contracts. 

Again you can get a lot of the information you need here from the work that you and your team have carried out 

so far. The information and contacts that you have gathered together up to this point will  again (in the sa me way 

as you worked through your target companies) provide a framework of information and you will  need to double 

check and fi l l  in the blanks. 

So at this stage you need to identify the people that will  make or break your attempts to get the contract secu red. 

This will  come through from your research and the way that you are able to speak to people. Make sure that you 

document the right people and set about making contact with them in the ways that you can. Get in touch on 

social media (especially LinkedIn) and then try to find events or set up meetings where you can meet face to face. 

The more human contact you get with the key influencers then the better chance you have of being able to secure 

the deal when it comes to negotiation time. 

Once you have started to piece together all  you need to know about the target company then you can get started 

with some of the finer details, such as - 

 How many signatures they need for any contracts to be signed off 

 The actual people that need to be in agreement 

 What department(s) they work in 

 How long they have been with the company 

 Whether your company already has l inks with them 

 Whether people in your company are already in contact with them 

It is by identifying the people that are involved that you can start to dril l down to the level that will  make a real 

difference to you and your sales team. This is where the absolute targeting of an Account Based Sales method will  

produce the accountability and measurability of inputs that we looked at in the previous chapter. This i s where 

tasks are handed out and people are given specific contacts to make. This is where you take things from the ad hoc 

to the specific. Your team needs to know the importance of being accurate and working to tight deadlines here. 

You need everyone on board. 

This is one of the main reasons that Account Based Sales works so it is worth looking again at the benefits of this 

approach. You have clearly identified the people that you need to target in order to get your company in favor with 

the big accounts that will  make a difference to your company. So you are able to produce specific and accountable 

roles for members of your team. 

You have a good idea about what it is exactly that you will  need to do in order to make contact with these clients 

and nurture your relationship so you are able to measure your resources. This means that you can count the 

pennies out and back in again but it also means that you can get better results by spending less time and money on 

attracting new clients – the high value clients  that you crave. You no longer have to market your products or 

services in a shotgun manner because you know who you are targeting, you have a very good idea that they can be 

persuaded to move over to you and you spend accordingly. 
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No more are the days when you try to hit every possible customer in the vain hope that one or two might come 

over to you. The Account Based Sales approach means that you spend in all  the right places trying to secure all  the 

right accounts. You take your marketing from hit and mi ss to hit after hit because you know all  you can about the 

people you are targeting. The next step is to take everything you have gathered so far and get organized. 

Stage 4 – Get yourself organized to become a success 

You have now got to the stage where you need to start taking some actions. All  the information that you have 

collated so far will  help you to move forward but you are probably at this stage now thinking – 

‘When is the action going to start?’ 

Well, that time is now. You have come to the point where you act upon all  of the hard work that you have put 

together so far. Your information, your contacts, your meetings and your market research all  comes together here. 

This is when you take things from the planning stage to the implementation stage. But as with everything in this 

book, you need to get organized to be able to make all  the right moves and get from a pile of information to some 

real actionable objectives and to get your team working on securing the accounts that you have identified.  

Up to this point we have looked at things in terms of meetings, ideas, charts and pieces of paper. But to get 

yourself organized to keep in touch with scores of individuals over a group of target companies as well as 

managing the customers you already have. We wi ll  look in some detail  at the tools that you might need in order to 

achieve this in the next chapter but for what we want to explore here we will  look at what you need to organize 

and why the organization will  help you to get ahead. There are a lot of rela tionships that many members of your 

team need to help manage all  at once so having the right level of organization is crucial to your success.  

Organization comes in three main forms so getting the right steps in place here will  be something you need to loo k 

at before it happens. What you need to consider is - 

1. Who you need to contact 

2. How you need to contact them 

3. Who will  contact them 

Once you have these three cornerstones in place then you can start to make an Account Based Sales Development 

technique work for your company. This is the point where all  the different strings you have pulled on so far need to 

be imputed together to give you a working model of activity for you and your team. 

This is where your Customer Relationship Management or CRM tools come in to their own and earn their keep. 

You will  have a huge amount of information that needs to be processed and managed her so that you keep on top 

of all  your contacts and the progress that has been made. Imagine the embarrassing phone call  to a prospect when  

they tell  you they have already received a similar call from one of your colleagues earlier in the day. What you 

need here is to be completely organized so that your team knows what each other are doing and your customer 

experiences nothing but excellence from your company. 

Think about all  the pieces of information you have gathered so for on the top level and how they will  start to build 

the picture of how you can develop a relationship with your potential clients. Just on the top level we have- 
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 Name of organization 

 Organization size 

 Where they rank on your target l ist 

 Number of individuals needed to sign off an account 

 Who those individuals are 

 Their contact details  

 Their social media details  

 Whether we already have contact with them 

 Who in our organization has existing contact with them 

This is just the first level of information that we need to collate for each of the target companies on the very first 

level. Once you have multiplied this by the number of companies you want to target (or would consider targeting 

in the future) then you can see the scale of the information. This is only the top level information. Once you start 

making contact with many different individuals within the target accounts, meeting them on a regular basis and 

connecting with them on social media and other places then there will  be a wealth of information being added to 

this every week. We will  look in some detail  in the next chapter about the tools to use but there are CRM tools that 

Marketjoy can provide that will  make automating all  of this a breeze. The tools will  allow you to spend your time 

making quality connections with the right people after we have delivered you warmed up contacts in the target 

accounts that will  make the biggest difference to your company. 

Think about al l  the extra pieces of information that will  be needed when looking at a target account. As you build a 

relationship with them then the small stuff becomes important. 

You want to know what wine the CEO of your target company likes to drink. 

It will be especially useful to find out what golf club the head of operations plays at. 

It can benefit your company to discover what hobbies the procurement manager has. 

All of this information helps you to build the human picture of the people you are dealing with and g ives you that 

competitive edge when the next round of negotiations come around and you are pitching against other sales 

companies to get the business. But of course you won’t be pitching, not in the traditional sense. Your pitching days 

are over in many ways. What you will  be doing is cementing the relationships that you have built over a period of 

time and turning them into business. The hard work goes on at this stage we are looking at now. The pitch comes 

as you get to k now someone, not when they are ready to buy. When they are ready to buy they are also ready to 

buy from you. They want to deal with someone that they know, l ike and trust and you have taken the time to 

prove that you are all  of these things. Your company is in pole position. 

Stage 5 – Set up your metrics and Service Level Agreements 

The picture is building, the success is drawing closer and the people that you want to target are already being 

contacted and nurtured as your company moves towards the full  implementation of an Account Based S ales 

approach. 
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But there is something missing in all of this. You need to define what success looks l ike. In with all  the information 

you are gathering about the accounts you want to bring on board you need to know how you measure the steps 

towards success in actually bringing them on board and the service that you will  provide to them. And this has to 

be defined for both them as a prospect and them as a customer. You are strategizing the exact approach you will  

take with each target company and each target individual based on all  the data you (or your market research 

company) have gathered together. We can just see another level of detail  coming into the CRM models that you 

will  need to manage what is going on. 

A lot of your interaction with people will  be and feel natural. You don’t want to be just picking up the phone 

because the strategy tells you it is time to speak to that client. This will  create an unnatural relationship and on 

many occasions the customer will  wonder just why you got in touch at all. Making the customer wonder about or 

doubt your motives is not the way to build a great relationship. You want them to know that you have called 

because you have some information for them, that you could help them with something or any other reason that 

feels as though you called with a specific purpose in mind. This is where the balancing act may need to come into 

your agreements and metrics. Let’s take a look at the two parts is isolation- 

 

Metrics 

These are the measures that you will  adopt to define success. Metrics is a word that is thrown around a lot related 

to business in general and related to marketing in particular. It is one of the buzzwords that people l ike to quote 

when talking about their marketing, their sales and how it all  pulls together. But metrics needn’t be anything more 

than a definition of what success feels l ike to your company – in a formalized manner. You need to look at each 

individual account and decide what will  work best with them. Once you have the decision made then implement it . 

As with much of this, don’t think that your decisions are set in stone. If you decide that you should make contact 

with an individual every week and then find that this is not working then don’t be afraid to change it. Contact them 

every fortnight and see if this works better for both parties. Some of the key decision makers you are targeting 

won’t have time for a phone call  every week so consider this when you are planning your contact schedules.  

Quality metrics are all  about setting down the guidelines that your team will  follow when it comes to nurturing the 

big accounts you want and need. The metrics will  be both your guide and your measure to the success you crave. 

They will  decide who, when and how often your team makes contact then can be used to see if these targets are 

achieved. Remember back to an earlier chapter when we said that an Account Based Sales plan will give you the 

benefits of- 

Being able to measure your results accurately and 

Being able to make people accountable for their contribution 

Well the metrics define what their contribution should be and will  help you to measure the inputs and outputs 

needed. Managing a team of sales professionals just got a whole lot easier. 
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The absolute l ist of metrics that are important to your business will depend entirely on your business and the 

customers that you want to serve. The way that you keep in touch will  be something that you have to prepare for. 

Here are the key metrics that will  be present for all  organizations - 

 The number of outbound calls made 

 The number of follow ups made 

 The number of power dialing sessions made 

 The new contacts that are needed 

 Your fresh accounts that need review 

This is the core measurements and activities of a week. This is what will  push you forward. Let’s take a look at  each 

of them. 

1. The number of outbound calls made seems on the surface to look like an activity metric associated with 

traditional outbound marketing.  Measuring the number of calls made can be seen as just hitting numbers 

but what we are measuring here is actually the number of quality conversations your team are having 

with the right people. So in the past you may have measured how many times someone had ‘hit the 

phone’ and cold called someone who might be interested in buying form you. Here we are looking  at the 

number of quality conversations had with targeted individuals within the accounts that you want to 

secure. Each call  needs to time to research to ensure that it is to the right person in the right organization 

and your team will  have the right conversation with the target. So making a high number of short calls is 

not the object of setting this target. This is all  about making those quality calls that develop those high 

value relationships. 

2. The number of follow ups made develops and nurtures those relationships. Having an agreement that 

some action will  take place after a call  is a good way of taking a relationship with a potential client to the 

next level. Call ing on an ad hoc basis with no real reason to call  doesn’t build something. You need to get 

your team to talk to your targets, discuss something meaningful to them and then agree when you will  

next be in touch. This is a part of Account Based Sales Development that some companies just don’t get. 

You need to offer something of meaning and value to your prospects to keep that relationship growing. 

Offer them a free sample, offer to do some research for them or give them some advice or information. 

You are trying to build up a trust with your prospects to convert them into customers. The rapport yo u 

develop at an early stage determines your chances of making this happen. This is where your CRM 

system pays for itself! 

3. The number of power dialing sessions utilizes automated dialing technology and can help you to work 

through the data to check for accuracy. When you first research a new company you will  end up with a 

raft of data that must be sifted through to ensure it works for your company. To do all  of this manually 

would take up a lot of valuable time and resource so the automation gets your data c lean and ready to 

use in a much more effective way. The research prior to a call  and any previous notes can be viewed on 

the dialing screen before the call  is made and the response to the call  can be used to update the database 

with l ittle effort. Your sales team wants to be using their time to the best effect. Having clean data means 

that they will  be speaking to a viable prospect rather than someone who has no connection with the 

buying process for your target account. Clean data saves huge amounts of val uable time. 

4. The new contacts that are needed is another key metric as it keeps up the pipeline of work for those 

people tasked with fining the right contact in the target companies. As you carry out the data cleansing 
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that the power dialing sessions perform then you will  need to find the correct set of people you want to 

speak to from that newly cleansed data. Moving forward to the people of influence you want is easier 

when you have removed the people of lesser influence that you don’t want to speak to. If  you identify a 

certain number of key accounts that you will  chase then your prospecting team will  start to work through 

these over the course of the first few weeks and months. You should then give them focus on the next set 

of target accounts so that your pipeline of business is always refreshed and your team has enough work to 

do when finding you the right accounts. 

5. The fresh accounts you need to review is a consequence of all  that has happened above. You have found 

the accounts you want to target initia lly and sifted through the data to get the people of influence in 

those accounts. From there you have been able to get a l ist of prospects and started to build a 

relationship with them. So the workload drops. This team needs to start the whole cycle again by looking 

for the next set of accounts that you will  chase. This has to be managed with the task of having 

meaningful conversations with the prospects already contacted. 

The key to all  of this is management of workload and pipeline. You want your team to be able to work through 

your targets in an organized manner so that you go for the ideal accounts frost and then feed in new targets as 

theses ideals are either turned into customers, developed to hand off to the sales team or eliminated as someone 

you maybe can’t do business with at this time. 

Service Level Agreements 

This formalizes the service that you are giving to your clients or prospects, so where the metrics are absolutely 

focused on what your team is doing; the Service Level Agreements look at things from the perspective of a 

customer. This l inks in to the fact that we are looking to have meaningful conversations with people at the other 

end of the process. Your prospects have to feel as though these conversations are meaningful too. They have to 

feel as though they are getting something out of taking your call  once a week, once a fortnight or once a month.  

So the Service Level Agreements will  look at how all  of this feels for a customer. It is all  well and good asking your 

outbound team to make 50 calls per day but if this feels to the customer like they are being pestered or spammed 

then the whole objective of an Account Based Sales approach falls down. The contact must be relevant, it must 

give something to the customer and it must fit into a pattern that works for the customer. This is what we are 

defining as the Service Level Agreement. It might be different for each target individual but it always needs to be 

considered and planned. Cross reference it against your metrics and make sure that your CRM system has this 

tamped on every individual’s page. 

Beyond the daily tasks 

There is l ife beyond the daily tasks of speaking to clients. It may seem like a mundane way to earn a l iving when 

you break down the tasks into a certain number of calls but the business landscape around you won’t stand stil l . 

The research needed to make sure that calls are relevant and effective has to be carried out on a regular basis. 

When the market changes direction then the needs of your target business can change too. Your team needs to be 

aware of market trends and news about specific companies. 

For example, if you are targeting a company that has just been the subject of a federal investigation, or has just 

announced a profit warning then they are more likely to be cutting costs and concentrating their focus inwardly 



 

  

MARKETJOY, INC 32 

 

32 

rather than looking to build new relationships. You have to keep your ear to the ground in order to see what 

factors can influence the likelihood your target will  come over to you. 

Trends will  appear in the conversations your team are having. Regular meetings will  need to be scheduled and 

facil itated to look at the elements of the process that may need adjusting, such as - 

 Common objections 

 Changes in buying power in your targets  

 Whether some clients may not be a good fit for you 

 What messages are resonating with clients  

 What messages are fall ing on deaf ears  

 Feedback you are getting from prospects  

This is what you should just love about an Account Based Sales approach to marketing your prospects. You are able 

to tweak the process all  the time to make it more effective. In the very first chapter we said that any business that 

stands stil l is overtaken. So why would you stand stil l  when it comes to your sales process? The answer is that you 

just wouldn’t 

Stage 6 – Set the goals and timeframes 

To get to this point you and your team have put in a lot of work. You have started off on this journey with an idea 

and have slowly grown that idea. The buy in from your team was at the very start of this process and now you hav e 

reached the point where you have a mass of information, a set of quality systems and processes to manage that 

data and you have started to make the quality calls that will  lead to quality relationships and high value accounts. 

You are on the road to success. Again don’t forget to remind yourself of all  the benefits of an Account Based Sales 

approach. Speak to your team about these benefits too. Reinforcing why you are doing all  of this will  help to keep 

everyone focused on the task in hand. Alongside this  you need to celebrate the early wins (no matter how small) 

because you want everyone behind you. 

But what is a win? 

What is a small win? 

What determines whether you have achieved a l ittle success? 

What will  you communicate to your team? 

Your road to success must be planned out from the start – which much we know. The idea behind structuring your 

company sales team to match the needs of an Account Based Sales Approach as well as setting out target 

companies and individuals means that you are planning for success. But you need to know what success looks l ike. 

The long terms goals of higher income, lower cost and the other benefits of Account Based Sales are a great way to 

look at how all  of this will  unfold given a lot of time. But the way to look at success in the short term is not the 

same. 

Your team will  break down their tasks into smaller sections than the long term. They are not waiting for a point 

five years in the future where you can all  look back and say “that worked!” Their day to day work l ife is di ctated by 
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just that – the day. So you need to set goals that work to a much shorter timeframe than something abstract called 

“the long term.” 

So break down the long term goals that you have set into smaller individual units of success that your team can 

understand and action.  Once they all  know what is expected of them they can make a contribution.  

The three main areas that need to be defined for your team are- 

 The Connect Rate 

 The Pass Rate 

 The Pipeline Rate 

The Connect Rate is looking at the inputs of the calls being made and then the quality level of these calls. This 

relates directly to the level of calls made by the prospecting team. You need to define the number of calls they 

must make in a week, but most importantly you must define what your expectations are in relation to the quality 

of those calls. 

Traditional sales might expect one person to make 1,000 calls in a week just to see if there are any opportunities 

available. They were looking to hit any customer at just the right time to get a sale and put a tick in the box. But as 

you will  already know by now that is not what we are trying to achieve with Account Based Sales. You have to 

temper the number of calls you want your team to make (the temptation is to make this a high number to get in 

touch with as many people as possible) with the quality conversations that you want those calls to end up in.  

So you have to think about how long these quality conversations might last. An old-style sales call might last a 

minute or less as your team tries to make that sale and then moves on to the next one. But with Account Based 

Sales prospecting your team are not looking for that sale on the first call. They are looking to develop a 

relationship. They are looking to build a partnership. They are looking for people that they can work with long 

term. 

As with much of this, it will  all be new to you and your team. As we have looked into before, we are not afraid to 

make a few mistakes along the way. Mistakes are fine as long as we learn from them. If you find that your team are 

not able to make the number of calls you first targeted or to get the Connect Rate you wanted then look into it and 

find out why. The regular meetings you have with your team will  help to determine the areas that might need 

improvement or adjustment. It might be an issue with- 

 Training needs for the team 

 Coaching the team to believe in the process  

 Reinforcement of the standards expected 

 The equipment you have is not up to the task 

 The technologies such as CRM you use might not be robust enough 

 You may not have enough team member dedicated to the task 

 The targets may have been set too high 

Constantly monitor what you are doing to make sure that you are able to produce high quality results at a rate that 

will  keep the sales team going with the next step. 
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Remember to set a rate for the number of calls your team is expected to make and then a rate of how many of 

these calls should end up in a meaningful conversation. 

For example, you may want your team to make 1,000 calls every week. You may set a c onversion rate of 35%. This 

means that for every 1,000 calls they make there should be a meaningful conversation as a result of 350 calls. Your 

CRM system will  be able to monitor this and produce results that break this down per account, per week and per 

team member. Use this information to motivate the team and to monitor the performance. 

The Pass Rate is the next area that you need to measure. This is concerned with the number of leads passed over 

to a closing rep. From the many conversations that your prospectors have you will  see the number of useful 

conversations that can be passed over as a vital measure of success. Many of these passes will have come about 

from the work of more than one member of your team over a period of time. But the act of passing  over a warmed 

up, qualified lead to a member of the closing team represents a success for the work of the team and the system 

you have adopted. This needs to be recorded and measured. 

Think back quickly to the way that modern buying works, particularly in  large companies. There are many people 

needed to sign off a deal so passing over a quality lead that has been nurtured over a period of time is a big tick in 

one of the boxes you need to secure those target accounts. If we look at the average number of si gnatures needed 

to sign off a deal as five (which has become the accepted figure in sales) then one quality lead passed over means 

that you are a fifth away from securing that large account you have targeted.  

The sales team has to look at the lead passed over to them and determine whether it actually will be accepted into 

the sales process. Some leads may not be of the quality needed, some may be redundant and others may not be 

sufficiently warmed up yet but once the leads are passed over then the sales team are able to make that judgment 

call  and move forward. This isn’t an exact science and there are stil l  some disconnects between what one person 

may feel is a qualified lead to pass over and what someone else may class as rejected but there are far fewer of 

these than when using traditional marketing and sales functions that clash over their roles. 

Remember to set a rate for how many of the calls made will end up with a lead being passed over as a qualified 

lead to the sales team. 

For example you may want your team to make the same 1,000 calls with the same 35% Connect Rate as before. 

The Pass Rate can be set at 10%. So for every 1,000 calls made, 350 should end in meaningful conversations and 

100 should be passed to the closing team to be accepted or rejected into the sales process. 

The Pipeline Rate is the third element that you need to provide a measure for to help your team break down their 

roles into manageable and understandable pieces. This is concerned with the quality of the leads that are passed 

over from the prospecting process to the sales or closing team. 

You want to know that what is being passed over is quality. Setting targets can sometimes lead to dysfunctional 

behavior in sales teams. If you push people to achieve more and more challenging r esults then they often look for 

ways to produce those results to match your expectations rather then focusing on the quality needed. You want 

your sales team to be dealing with high quality clients at high value accounts that have been warmed up 

sufficiently. So if you ask your sales team to produce a high number of leads then that is what they will  do. By 
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adding a goal that defines the quality of the leads then you ensure that they are not just sending though clients 

just to hit their targets. It adds that measure of quality to the process. 

A major real estate company in the UK has been through the same issue and come out of the other side. 

Countrywide is the largest chain of real estate agents and mortgage brokers in the UK. They are responsible for a 

he number of mortgage deals and the way that they produce mortgage leads form their real estate agency 

network is very lucrative. But for a time they worked in a way that lead to high costs and low quality. They used to 

pay their negotiators in their real estate branches for making an appointment with an advisor. That was all  they 

had to do. If they could get a ‘backside on the seat’ then they got paid. This led to mortgage advisers pending half 

of their time seeing clients that had no need for a mortgage, clients that had already sourced a mortgage 

elsewhere or clients that had no chance of securing a mortgage. It was a chaotic system that meant the mortgage 

advisers were at the whim of the real estate agency employees that wanted to get their easy cash by send ing over 

someone – anyone. 

The company realized that they were paying people to waste the time of another member of their team, so they 

stopped working in that way. They saw the damage that could be caused by rewarding people for just sending 

someone over unqualified and not warmed up. They now reward people when the mortgage comes into place. 

This means that- 

 The person who sends over the appointment knows they have to warm them up 

 The person who sends over the appointment knows they have to be qualified  

 The person who sends over the appointment knows they have to lead to business in order to be paid  

 The mortgage adviser knows they are receiving people that they have a good chance of doing business 

with 

 The mortgage adviser has a strong relationship with the referrer 

 The company only pays a referral fee when they have already earned from the deal  

There are lessons to be learned here for any sales organization and the way it operates. The links to an Account 

Based Sales approach and the way that the Pipeline Rate must be measured and monitored are strong. The 

benefits to your company are plain to see. 

Now we know that your prospecting team doesn’t work in the way that they just send through any prospect to be 

dealt with by the sales team. But we are looking at a measure of quality here. 

You have already defined the number of calls you want people to make. 

You have already defined the number of meaningful conversation you want people to have. 

You have already defined the number of people you want to be sent through to the closing team. 

These three measures are really to do with the quantities of sales activity that is being made. There is a l ittle 

caveat in the meaningful conversations that are happening because that starts to look at the quality of the activity 

that your team is carrying out. This last measure looks at the quality of what is being passed from the prospecting 

team to the sales team. 
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In an Account Based Sales Development approach the quality of the leads that are passed over is crucial. Gone are 

the days of sending through hundreds upon hundreds of unqualified people that might lead to a small sale. We are 

looking for the warned up quality contacts that will  lead to quality contracts. 

Remember to set a rate of the number of leads passed through to the closing team that are accepted into the 

sales cycle. 

For example you may want your team to make the same 1,000 calls with the same 35% Connect Rate as before. 

The Pass Rate can be set at 10%. So for every 1,000 calls made, 350 should end in meaningful c onversations and 

100 should be passed to the closing team to be accepted or rejected into the sales process. From these 100 passed 

to the closing team you would expect around 70 to be accepted into the sales process. This is a Pipeline Rate of 

70%. 

Breaking all  you do down into smaller pieces of activity will  allow the sales team to understand what is required of 

them and give everyone a focus.  

Think about the two different approaches here and you can see why breaking it down works - 

In scenario A you tell get all of your team together. You tell them that they need to get on board 1,000 new large 

accounts in the next five years. You also tell them that using an Account Based Sales approach will help to 

deliver these results. 

In scenario B you tell your team that they will be making 1,000 calls per week with the aim of having a quality 

conversation with a client. The connect rate of these calls is expected to be 35% or above. The pass rate of these 

calls is expected to be 10% or above. The pipeline rate is expected to be 70% or above. 

Which do you think will  get the better response? The second scenario actually gives your team something to work 

with. It gives them activities and expectations form these activities. It allows them to process a vast amount of 

information in smaller manageable pieces. You have given your people something to aim for. 

Then you can start to build in the medium term goals that will  display the success that you are having. Remember 

back to when we discussed putting all  the information about the road to an Account Based Sales approach on your 

company intranet or notice boards? Well keep that going when you have launched. Success breeds success. 

Someone will  want to be the first to secure a big account. The others will  want to follow. The whole company 

wants to know about the big accounts that you are securing with the Account Based Sales approach and what it 

actually means to them. The whole company feels secure when the sales team is performing their role well.  

Timeframes 

It is the small steps that make it all  up to the big picture. At the C-Level the executives in charge can see the big 

picture and know where they want the company to go over the next few years. But they are generally only charged 

with delivering the broad brush strokes of where they company will  be. The next level down is the people that 

have to take a plan and make it work on the ground. They generally see the way the company can operate for the 

next few months at a time. The people on the front l ine look at their work in terms of the immediate term. You 

have to help them to look at their individual and team goals in a way that they can understand. 



 

  

MARKETJOY, INC 37 

 

37 

But not that there is a complete lack of focus on the long term from the team at the coal face. Again, as with the 

example above, people won’t be able to picture what the company, your customers or what their work schedule 

will look like in ten years time. But they are able to see the short term goals and successes that you share with the 

team.  

The timeframes that you set will  depend entirely on your string point. But the fact is that building quality 

relationships with key influencers in big accounts will take a l ittle time. It will  not happen overnight. But having said 

that, by using a structured approach you are closing in on to success every day. With the old shotgun approach you 

had no idea whether a big account may be your next call  and little in the way of leverage to turn that call  into a 

sale. 

You will  want and need an early success. Set yourself a target of making this work in the shortest timeframe you 

can imagine. Let your team know the top priority account and the time that you want them on board. The short 

term of a few weeks to a few months should see a lot of activity and some massive strides towards success.  

As a leader of people you have to be able to share all  the successes and areas for improvement with the team. This 

goes beyond Account Based Sales into general management but is a vital part of implementing a new system to 

your team. Hiding away inconvenient facts or forgetting to tell  your team about the big accounts that you have 

secured will  only go to undermining the success of what you are trying to achieve. People have a natural resistance 

to change and that natural resistance will grow the longer your team has been doing things in their current way. 

The best way to sell  your new approach is for your team to see the results start to come in. Market your successes 

at every opportunity so that people can see that- 

Account Based Sales is here to stay 

Getting behind it will lead to more success 

And you don’t have to be afraid of your failures. Consult people, pool know-how and gather what people are 

experiencing every day. From there you will  develop a l ist of areas that can be addressed to make the system 

better and better all  the time. Did traditional sales work l ike this? Not at all. The way that Account Based Sales 

approaches the situation is that we can get better at what we do all  the time. Better processes mean better 

results. 

Stage 7 – Implement your plans in the right way 

We have this stage included here because it brings together everything that has been planned and discussed so 

far. The stage 7 of implementing your plans isn’t something that happens in sequence. It is a part of all  the 

previous stages put together. Your plans include- 

 Preparing and organizing your team 

 Identifying and pre-qualifying the target accounts  

 Gathering the information needed on those accounts and individuals  

 Getting organized 

 Setting up your metrics and Service Level Agreements  

 Setting goals and timeframes 
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But implementing your plans is about more than just going through the steps in an orderly manner. You need to 

organize and motivate your team to work in the right way. Your new approach is about far more than a set of 

systems or structures. It is about people. The phrase always goes that people buy people. The clients on your l ist 

are not suddenly going to start buying from you because you have decided to implement something new. In short 

your team will  need to display some slightly different behaviors when dealing with your customers. They will  have 

to follow some slightly different rules. This is what we are considering when we say implement your plans in the 

right way. 

There are several elements to make sure are happening in the interactions between your team and your prospects. 

The way that people are dealt with will  feel different to them. When you make a change in approach and then 

align it with a change in your behavior then your potential customers will  sit up and take notice. 

The way that you do business with your customers is going to improve! 

Many of the attributes that you need to be successful with an Account Based Sales approach will already be 

displayed in some ways by many members of your team. Some of these will  be behaviors that you will  have tried 

to coach into the team over the time you have been with them. Formalizing the behaviors that are needed and 

coaching people to use them in a different way to fit your new system will  give you the best results. Every piec e of 

interaction you have with your customers needs to be- 

 Personalized 

 Targeted 

 Researched 

 Multi-channel 

 Integrated 

 Patient 

This is the blueprint of the new way you will  communicate with your customers. These will  more than likely be 

subtle changes and need only a l ittle direction from you but when aligned with a change in structure should bring 

you a big change in results. So let’s take a look at each of the characteristics of your new communications in the 

context of Account Based Sales Development. 

Personalized 

The messages that have been delivered up to now are mainly ones that were generic. Your marketing team would 

produce one piece of marketing and you would use this with every customer to try to persuade them to buy with 

you. When your traditional marketing was shotgun and tried to appeal to every potential customer all  at once then 

there was no other way to produce marketing messages. If you didn’t know who your sales team was going to 

come across then you had no way of predicting what would appeal to the people you ended up trying to sell  to. 

Even the most sophisticated marketing team would only maybe produce two or three separate messages every 

quarter for to attract new customers. So the message had to be one that hit core values and had as much =mass 

appeal as possible. The nuances in marketing were ignored in search for as many customers as possible from as 

l ittle marketing spend as teams could get away with. Along with spam emails and automated cold call ing they were 

seen as a way of making money without having to pander too much to customers’ needs. 
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But we have seen the way that this series of approaches makes a customer feel. The account Based Sales approach 

looks way beyond this. Every customer is an individual and every contact needs to be personalized. Your customers 

will  know when they are not. The effort needed to market in a customized way to targeted individuals is much 

more effective than trying to pull something together that pleases everyone. 

The materials produced to retain existing customers were pretty much non-existent. They were treated as money 

in the bank and largely ignored with traditional marketing. This approach contributed to customers looking at price 

as a differentiating factor when deciding on providers. They may have experienced great service from a sales 

company when they were being wooed and in the very early days of the contract but after a while the relationship 

always went stale. Account based Sales keeps up the relationships because the big accounts that make the mo st 

money for a company are kept in the sales process and given the same treatment as a company that you are 

attempting to attract. 

Personalization breeds success. Treat every customer like the individual they are. 

Targeted 

It is not just the clients that you target. The messages need to have this target in mind too. Sending the same 

message to every individual does nothing to attract new customers, but how do you make sure you have 

personalized the message? Well having it targeted in some way ensures that i t does two things- 

1. Gives each message a meaning to the prospect 

2. Ensures that the message serves a purpose for your company too 

So the targeting of a message goes two ways. You need to deliver something to the prospect that is actually useful 

to them and wi ll  bring them closer to you. Those that are familiar with content marketing will  know the power of 

this approach. Content marketing is effective because you build relationships with clients BEFORE they actually 

need your services. Rather than advertizing i n places where someone who needs your product or service will  look, 

you can move further up the chain and bypass your competition with effective content marketing. It works by 

giving away something that your audience of potential clients wants now. This is  usually in the form of information 

or advice. You give away something of value to people and they become your audience. They follow you on social 

media, they subscribe to your newsletters and they regularly visit your website. You build a rapport of trust with 

the people that might buy from you in the future. When they are ready to buy whatever product or service you 

provide then this relationship is invaluable and you are the number one choice on their l ist of providers.  

Giving the message you deliver a meaning, a use or a purpose to your client means that they will  develop a trust in 

what you do and are more likely to buy from you. If your company is able to develop that trust in the key people in 

their company then you will  win every time. 

Make sure the communications with your prospects have a value to them. Just a sales call won’t develop the 

relationship you need to secure their high value business in the long run. 

Researched 

To achieve high quality communications and have the meaningful conversations that your team needs to turn 

contacts into contracts then you will  need to know what communication will  work. To say that all  of your contact 
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needs to be personalized and targeted is one thing. To make the contacts these things takes research. Use the 

research that has been gathered in the process and stored on the CRM system to great effect. The better you are 

able to research a client then the better you are able to deliver communication that will  work. 

Coach your team to leave quality and comprehensive notes on the CRM system so that the development t of 

knowledge about a contact can be tracked. As more information is gathered then the more detailed the profile of 

that contact can be. This will  make the job of the closing team so much easier when it is pa ssed over. 

The research that you carry out enables your communication to be targeted and personalized. This develops a 

relationship with a prospect far more quickly than random calls. 

Multi-channel 

The ways of first getting in touch with a potential customer are widening all  the time. From the days of marketing 

20 years ago when face to face, the telephone and advertizing were the only methods we have seen social media 

and the Internet change the way marketing is delivered on all  levels. In Business to Busi ness sales this is an 

important area to think about. You have many opportunities to create quality l inks with prospects as you go along 

the journey to turning them into customers. 

Research will  give you the places that you can make the connections that wil l  matter. In the current day the most 

important places to do business are social media sites. The sheer number of people that spend time on social 

media means that it is somewhere that cannot be missed. You need to look for your clients’ profiles on the bi ggest 

social media sites when you are researching and making initial contact- 

 Facebook has over a bil l ion unique monthly visitors 

 Twitter has over 300 mill ion unique monthly visitors 

 LinkedIn has over 250 mill ion unique monthly visitors  

 Instagram has over 100 mill ion unique monthly visitors 

There is a fair chance that you can find and connect with your prospects on at least one of these sites. It increases 

the links you have with a company and gives you more ways to send them personalized and targeted messa ges 

that are well-researched. Your communication will  be at its most effective in this way. Short messages are perfect 

for Twitter and business messages are perfect for LinkedIn. Think about what you want to say and where you want 

to say it. 

It also opens up the number of avenues you have to do your research into a company. You no longer have to ask 

around or keep your ear to the ground. The Internet means that you can very quickly find out a lot of information 

about a company in a very short space of time. LinkedIn allows you to fi lter searches by company so you can get a 

l ist of all  those that work in your target company and start to fi lter them by experience and authority. Linking to 

people on many channels builds your relationship. 

Again your CRM is vitally important in this aspect. If you are connecting with many different people on many 

different channels all at once then you need a central source of data that pulls all of this together. Managing 

relationships is all about picking up right where you left off. If you can’t remember where you were on the last 

conversation because you have had so many conversations over the past week then you lose a bit of continuity for 
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that client. This erodes the relationship you have worked hard to build. Keeping track of all  the channels you 

operate on in one central location stops your relationship from having to kick start again every time you speak to a 

prospect. 

Make use of the different channels that are available to you. By connecting with prospects in a meaningful way 

on different channels you have a better chance of nurturing a relationship that can lead to sales. 

Integrated 

Patient 

Integrated 

Multi-channel is great. The use of multi -channel communication opens up the opportunities to contact the people 

you want to target and engage them in many ways. This has changed business immeasurably over the last ten 

years or so. As a company can now keep in touch with you customers via - 

 Email  

 Social media (don’t forget that there are scores of these) 

 Face-to-face 

 Telephone 

 SMS messaging 

 Mail 

And many more. But the sheer number of ways that you can keep in touch with prospects means that you 

approach must be integrated to stand a chance of success. The people that you are keeping in touch with need to 

know that you are the same person on all  the different channels you use. If your Twitter handle is different to your 

LinkedIn profile and your website then your contacts will  have a hard time in keeping up. Make it easy for them to 

know who they are having an interaction with. So here are the ways that you can keep your interactions 

integrated- 

 Use the same logo 

 Use the same profile images 

 Use the same handles 

 Keep the same visual styles  

 Keep the same written voice 

These are the basics of making sure that the person you are speaking to knows it is you no matter where the 

conversation takes place. They are worth visiting briefly to ensure that you get this right. 

Use the same logo is all  the areas that you operate. It might seem like a simple thing but your logo carries a lot of 

the burden when it comes to marketing. All  the actions that your company and the people in it take are 

represented in that logo. Make it stand for excellence. 
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Use the same profile images on your website, your social media feeds and anywhere else you use your  personal 

images of the team. Familiarity will help you to establish those strong links with the accounts you are looking to 

connect with. If they can see who they are dealing with then this adds to the trust factor. 

Use the same handles on every different social media platform. Someone wants to know who they are dealing 

with. If you are slightly differently represented on the different social media platforms then it can cause confusion 

and undermines the familiarity and trust you are looking to create. For  example, if you are- 

John Doe from Company XYZ on LinkedIn 

JD47 on Twitter 

John Doe on Facebook 

SoccerJohn on Pinterest 

A very corporate John Doe on your company website 

Then your target audience may have a hard time in understanding that they are speaking to the same person in 

many different places. To build a relationship that will  lead to long term business then you need to connect in a 

meaningful way. Looking like you are the same person in all  of your interactions will  help you here. 

Keep the same visual styles throughout what you do. Like the example above, if you have corporate logos on your 

website and then follow this up with jokey pictures on Twitter then you undermine the consistent message you are 

trying to send out. Your corporate website no longer has to be stuffy and staid. You can show off the personality of 

your team on your website and attract more customers. 

Keep the same written voice in all  of your conversations. It can be difficult to strike the same voice in 140 words on 

Twitter as it can in a 2,000 word blog piece on your website but try to make this happen. In the business world 

people want to deal with another organization that is stable and dependable. Being the same voice all  the time 

increases your stability and dependability because you are always working to the same level. 

But integration is about more than consistency, although this is crucial to getting it right. The left hand needs to 

know what the right hand is doing at all  times. The CRM systems that you use will  create an environment where all  

of your team knows that entering comprehensive notes after every interaction will  help anyone else in the team 

that is speaking to that target, as well as acting as a reminder of where the conversation was left. To just be able to 

pick up where it was has a value to the time constraints of both sides of the conversation. 

A system of ‘agreed next call’ will help you to establish an ongoing conversation with a client rather than random 

calls that mean very l ittle. To agree what the action is coming away from an interaction and when the next 

interaction will  take place frames what is going on as something long term and valuable. For example- 

You speak to your prospective client for the first time. They state that they are busy this week. You agree to call 

them next week when it is quieter. 

On the next call you introduce yourself and ask about the problems they are having. They state that the price of 

one particular product has increased massively recently and they don’t understand why. 
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You promise to do some research and send it to them via LinkedIn in a week. You say that you will send them an 

invite to connect on LinkedIn. 

You go away and do the research. You send them a brief report and state that you have managed to source a 

cheaper alternative. You state that you will call the client in 2 day’s time to discuss. 

You call the prospect two day later to talk through the research you have sent them. In the mean time you follow 

them on Twitter and send a tweet to state that you have enjoyed the research and are looking forward to 

discussing it. They follow you back. 

So you can see from a series of simple interactions over a short period of time you are able to connect in an 

integrated way with a prospective client on many channels and develop the beginnings of a relationship. 

Continuing this will  help you to build that connection. You want your customers to trust you and this is a great way 

to develop that trust. 

When your approach hits the same note on every platform you connect with a prospect then the power of your 

communications multiplies. You have a consistent message that resonates with clients. Your relationship with the 

clients starts to move on leaps and bounds. 

Integrate your interactions with your prospective clients. Keep a track of all the communications you have and 

try the ‘agreed next call’ system. It changes the way you are able to cultivate and nurture a relationship quickly. 

Patient 

So much of marketing over the last twenty years or so has been about shortening the time from interaction to sale. 

In Business to Customer sales then the Internet has taken this time down to an instant in some cases. The shorter 

the time the customer has to think about it the better seems to be the way that they think. We live in a fast paced 

world where everybody wants everything straight away. Instant success was once the goal of every sales 

organization. So it does seem alien to take things in the opposite direction. But that will  be what you have to do in 

some cases. 

Creating quality contacts in your target companies can take some time. It isn’t going to be an overnight hit where 

you make five calls to five targets in one company on day one and have the account in the bag on day two. But if it 

was that easy then everybody would be doing it and by da y 4 you have lost the account to another company and 

have to start all  over again. But it doesn’t have to be impossible either. Developing the right contacts takes more 

than just time. We all  have time in abundance. We have the same amount of time as everyone else on the planet 

every day. But taking your time means something different to showing that you are patient. 

Patient is defined by the English Oxford Dictionary as being ‘able to accept or tolerate delays, problems, or 

suffering without becoming annoyed or anxious.’ 

Think about many of the sales people you know, especially those that have been working in the industry for quite 

some time. Do they fit this description? We all  certainly know someone that does not! But impatience has been 

seen as a virtue in sales by many. To be able to chase down a deal or seal the deal on the spot have been signs that 

someone is good at sales, so why are we looking at the opposite of that as being an integral part of the Account 

Based Sales approach? 
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We are looking at patience as an Account Based Sales virtue because we are moving away from the small, one-off 

accounts that might makes us a few dollars to the big accounts that take out company into the next league. So we 

have seen, making these quality contacts and getting to know the takes time. Building a quality relationship can’t 

be rushed. How many celebrity marriages do we see where a couple meet on the set of a movie or TV program and 

get wed a few weeks later, only to end in acrimony and divorce within a year. It is the same with building a quality 

high-producing business relationship. You need to get to know each other. 

You may end up signing on the dotted line to find that you don’t supply half of the items they require and the 

terms of the agreement leave you undersold. That is why getting to know your prospects works – both for you and 

your potential client for whatever goods or service you supply. 

Patience is probably the most difficult thing to instill  in your team. They will  display many of the other things we 

are looking at here such as being personalized, targeted and researched but patience may well be a completely 

new thing to the whole team. Gearing up for success often means that everything is done at breakneck speed. 

Sales companies want results and they want them now. Mass call out sessions or blanket email marketing are the 

hallmarks of many sales companies that want to get as many sales as possible in as short a time as they can. This is 

stil l  the hangover from the mass marketing days of the 90’s and the early part of this century. This has to change. 

Training and coaching are the keys to success with this part o the Account Based Sales Development approach so 

that you team can understand how important this is in the equation and how a wrong move can tear  down weeks 

of work. 

For example- 

You may have identified a target company. 

In that company you have identified 6 target individuals that hold the buying authority between them 

You could spend weeks connecting with these individuals 

Your research tells you that one of the six favors another company and is against handing the account to your 

company 

You have worked a strategy to win this individual over with a soft approach that will take time 

One of your team goes in for an early sale and upsets the individual setting you back weeks 

The patience that is needed comes from two places – the guidance and leadership that you show and the feel that 

your team have for any situation. The second will  come over time as long as you show enough of the first part. This 

might all  be quite unnatural to a team of go-getters that have focused their energy so far on hitting the sales but 

once the team is on board then this part will  become easier and you will  be able to get the success you have set 

out for. 

Learn to develop a patient sales process that will give your prospects good reason to choose you. The 

relationship that you generate over time will be important to them so display the patience needed to get to 

know them well. 
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Stage 8 – The handoffs 

We have reached a critical point in the Account Based Sales process. The next step that we take will  determine 

whether all  that hard work that has been put in over the previous weeks or months will  pay off or whether it will  

disappear in a cloud of smoke. This is the point where the handoff happens. 

Think of it l ike a game of soccer. You have started with the ball  in the hands of your goalkeeper. He then rolls the 

ball  out to one of the full -backs who decide that they will  move forward with the ball. They then make a pass to 

one of the midfielders who beat an opposition player before passing it out to the wide player to get a cross in. The 

cross comes over and the ball  is moving along the ground to the striker who only has the opposition goalkeeper to 

beat. Will  he score? 

Your team has been on a similar journey. They have followed the tactics that you, the coach, laid out at the start of 

the match and they have progressed from the base level of the goalkeeper to producing the one on one between 

tour striker and their goalkeeper. You have already carried out the following things to get to this point- 

 You have spoken to your team and prepared them, reorganizing if necessary 

 You have identified the target accounts and individuals that you want to sell  to  

 You have gathered information about these accounts that will  help you to achieve your goals  

 You have got the systems in place around you to help you on the road to this success  

 You have set up the metrics so you can measure your road to success  

 You have set up the goals and timeframes that will  help your team understand what is required of them 

 You have implemented your  Account Based Sales plan keeping in mind the behaviors that are important 

All  of this had led to the point where you are now faced with that one on one situation that will  either lead to a 

goal and success, or going back to the drawing board to re-plan what you can do right. In a game of soccer there 

will  be another chance later in the game or another game next week but a failure to land a big account for your 

sales organization might not have consequences that are as easily overcome- 

A botched attempt to gain an account may lead to them never dealing with you again  

A failed attempt to gain an account might mean that they sign up with someone else for a one year, two year, 

there year or longer period of time 

So the stakes are high and your team needs to get this right. By following all  of the steps that we have gone 

through together so far in this chapter you stand the best chance of success. By approaching this professionall y 

and planning out all  the things you need to do in the right order you will  give your strikers the closest thing you can 

get to an open goal. But it is that last pass to the striker that is all -important. If you had made all  the other passes 

successfully then it can stil l break down at this stage if the last pass isn’t delivered correctly. In Account Based Sales 

this last pass is the handoff. 

All  of the data that has been collected so far will  be handed over with the client contact to the closing team. Thi s 

highlights how important it has been to gather the data in the first place and t use the CRM system to keep all  
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interim communications recorded. Your closing team will  need to know the key actions that brought the client 

over to your company. They will  need to know the right buttons to press. The relationship that you have developed 

must feel l ike one seamless conversation from the prospecting team to the closing team, not some clumsy 

handover that disjoints the process and threatens to break the partners hip. There are certain things that a handoff 

needs to be so that it keeps to relationship strong. They need to be- 

 Fully nurtured 

 Ideally displaying buying signals 

 Fully researched 

 Complete 

These four key areas will  determine whether the closing team accepts the prospect into the sakes process or not. 

This is the checklist that your team needs to go through before handoff to ensure that they are supplying contacts 

that will  be accepted into the sales process and hopefully become one of the customers of your  company. And it is 

probably a good thing to have more than one pair of eyes look over a prospect before it is handed to the sales 

team. Their time is now precious and they want to spend it on converting those big accounts that will  means a high 

number of sales and lower costs for your company. 

Fully nurtured means that the prospect has gone though all  of the right experiences with your company to be 

converted into a buyer. They have been made aware of what you company does and they have been spoken to on 

many occasions in a meaningful way by one of your team. The prospective client must have had the right amount 

of time spent on them to build a relationship that is ready to convert into a high yielding account.  

Ideally displaying buying signals is the next box that needs to be ticked. You want the prospect to have asked about 

what you sell, spoken about your prices and requested a brochure or more information in an ideal world. The 

buying signals are things that your existing sales team will  be able to help your prospecting team identify. 

Fully researched clients are those that you can call  up all  the information you need on. This should have happened 

right at the start of the process but it is a good idea to double check here so that you know this has been c overed 

in enough detail. You need to know that you supply at the products or services that they will  require, their current 

supplier and the price they are paying if possible. This gives your sales team the comfort that they know their stuff 

when talking to a client. Confidence breeds success. 

Complete accounts are the only way that you will  be able to convert a company to buy from you. If you need five 

decision makers to sign off on your account them it is worthless sending through an incomplete account of  only 

four to the closing team. This means that it will  bounce straight back to the prospecting team to get the fifth 

individual and send back through with all  those required. 

Using this checklist will allow your closing team to receive quality introductions from the handoff process that they 

can do business with. This means that they have faith in the process and can spend their valuable time on closing 

the deals that you set out to get when you established that an Account Based Sales approach would bring.  

The next chapter will  look at the tools you need to make this process work. All  of the human components are now 

in place but you need to consider what technologies and system that you will  need to make all  of this work. We 
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have brushed on market research and CRM systems so far in this book among others. Now it is time to pull all of 

that together and see just where you need to invest. 

Chapter 4 - What tools to use 

It can be so tempting to have gotten this far in the book to just get out there and start to prospect clients. From 

the chapter where we discussed the benefits of using an Account Based Sales technique I’m sure that you were 

champing at the bit to just get this in motion and transform your sales organization for the better. The fact that so 

many benefits were identified means that you are probably totally sold on the idea and you want to get it working 

for you now. The fact that you have gotten this far into the book means that you are committed to making this 

work. Don’t let your eagerness and frustration get the better of you here. The change that you are looking for is 

just around the corner, but you have to make sure that it works for you. 

In addition to making sure that your people are in the right place to deliver success, you need to also mak e sure 

that your tools are in the right place too. There is l ittle point in identifying the right contacts if you don’t have 

everything in place to generate those meaningful conversations and record the progress you are making. The tools 

that you use will  go a long way to making sure that you are successful. 

Looking into new technology is both fun and a burden for business. The fact that there might be new gadgets and 

technology to learn about and make life easier is always a fun part of being in business. Researching what ways are 

already out there on the market or could be developed specifically for your business is a great way to earn a l iving. 

But the financial burden of new technology is usually high. Buying cutting edge technology comes at a high price. 

Having a bespoke solution crafted for you will  be at an even greater cost. But sometimes this needs to be done. To 

implement a new approach you will  need either new systems or adaptations to your existing ones. Preparing your 

organization to deliver an Account Based Sales approach is about getting the tools set up as well as your team. 

The tools that you will  need are those that help to generate a kind of sales funnel for your prospects and 

customers. They will  help you to generate the right relationships with the right people in the shortest, most 

efficient time possible.  

There are many websites and systems that can help you to stay up to date with your market and enhance the way 

that you communicate with them. Remember that all  the things you do are des igned to develop that relationship 

to the level where you can sell  to someone. They need to get to know, l ike ands trust you. Here are some great 

online tools that will  help you in all  aspects of your marketing and sales. 

Customer Relationship Management system or CRM 

The most important part of your whole Account Based Sales program is the CRM system that you use. You must be 

able to accurately record all  the details you need in real time from wherever the members of your team are. The 

CRM must be large enough to store a lot of data about each company and each individual contact because the 

time that it might take to fully warm up a prospect means that many conversations will be had, possibly spanning a 

number of months. 

The data needs to be interrogated at regular intervals so if there is more than one person trying to develop a 

relationship with a particular individual then each need to be able to see the prior communications that the other 
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has had. Using a high quality CRM system makes a huge difference in the quality of interactions that your team is 

able to have with your customers and prospects. Smooth quality interaction will create a better environment to 

build a relationship that will  become strong and generate business – especially with a large account. 

The platform should also l ink to the objectives that the team have been set. An easy way to manage all  of this is to 

have a log in for each team member and every day to give a dashboard view of the total number of calls expected, 

the level of recording expected and the clients that need a follow up call. This ensures that everyone can see at a 

glance what is needed of them on that given day. 

Why the dashboard approach works 

The dashboard has become an essential part of just about any company in just about every industry. It is 

something that the management structure can easily buy into. It gives them an overview of operations that is 

unprecedented. Before it took up a lot of a sales manager’s time to monitor what was going on through personal 

conversations, meetings and conference calls. And often they were reliant on what they were being told by an 

individual as regards what actions had been taken. The dashboard has changed all  of that and now a sales leader 

can spend their time helping out the team, providing coaching and monitoring everything that is going on via a 

centralized reporting system. This should be an integral part of your CRM system whether you are buying one off 

the shelf, having one developed for you or adapting what you already have. 

But you need the buy-in from your team as well. 

The metrics that you choose (more of this in the next chapter) will  help to decide how involved your team is in 

what the dashboard is tell ing them. Like breaking down the long-term goals into short term actions we have 

looked at in the last chapter it is important to motivate your team with a dashboard that shows them relevant 

information and actions. 

The way to make all  of this work is for the dashboard information to motivate your team to take actions rather 

then punish your team for anything outstanding. Of course any outstanding items need to be addressed on the 

dash board but if the focus is purely on highlighting any small failures and ignoring the successes then the team 

switches off and the power of a dashboard falls away. Help your team to stay motivated as much as you help them 

to stay focused on the tasks in hand and you will  see the best results. 

If they feel like they are being bashed over the head with a stick every day then they will keep their head down. 

 If they feel that they are being praised for their successes while being re-focused on any areas that need to be 

addresses they you will get great work from your team. 

This needs to be the sales culture in your Account Based Sales system so that you get the best results. The 

dashboard features need to back you up in this respect. They will  be what your team members work from. It 

dictates their next actions so that you don’t have to micro-manage your team. 

Areas to look at 
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You may need the help of different companies along the road to implementing your Account Based Sales 

approach. Some of the tasks that need to be carried out can be done in-house but others will  require you looking 

at third parties to provide you with the data and tools that you need. Here are the areas to look at- 

Data vendors will  help you to build the picture of your target accounts and get the information that you need to 

make your targeting decisions with quality data.  

Account insight will give you the issues that are faced by your target clients and will  give you a better idea about 

the market they operate in. 

Individual insight will  give you the details of the exact people that you need to target in a potential account to get 

the best results. 

Sales emails are programs that will  deliver highly personalized emails on a mass basis. They feel real and contain 

key words and phrases that are proven to work. 

Social media will  give you connections with the key players and allow you to monitor their activity too. 

Orchestration is programs that will  bring all of the different platforms together and give you a step by step way of 

contacting and nurturing a prospect over many channels. 

Specific providers 

There are other online tools that will  help you to gain that extra advantage when you are looking to edge out the 

competition. Check out the following that will  help you to make the process more efficient and make the best use 

of your time. These are about refining what you do so that you can become an expert and delver results that 

exceed your rivals. 

LinkedIn and LinkedIn Sales Navigator is essential at the very start of the sales process. They allow you to seek out 

the right prospects and the Navigator helps you to build a profile of the companies that you are targeting. You 

want to see the different levels of the company, find the decision makers and develop those connections. 

Inside View is a database of information about companies from all  over the world. The database is full  of high 

quality information that will  help you to build the profiles that you need to begin with when targeting and 

researching your potential new customers. It gives details about social media activity, news articles and financial 

reports for the companies so you can dril l  down into the data you need to complete your picture. 

A cold email generator will help you to build a campaign to start the ‘warming’ process with leads by using 

templates that work. It is the very start of the connection process and gives your target individuals the chance to 

get to know a l ittle about you before the meaningful conversations start. 

A tone analyzer will  help you to find that right pitch with a potential client so that you know you are making a 

connection that will  last. You want to communicate with your targets in the right way so thi s will  let you know if 

your tone matches your intention. 
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mention.com is a wonderful online tool that allows you to track the keywords that mean something to your 

industry. This changes over time and in different markets so to be on the pulse with the keywords that will  gain 

you traction in your market is a powerful tool. 

HG Data has information that you can use to leverage your contact base. It gives you vital statistics including 

markets assessments and competitive intell igence so that the company you have targeted is fully known to you 

and your team. 

Newsle is another great online tool that will  enable you to stay up to date with the people you have added to your 

network and how they are covered in the news. This means that you can keep all  of your interac tions up to date 

and relevant to the specific people that you are talking to. 

Connect6 is a platform that l inks people across their different accounts on different social media. When we looked 

at integrated communications it was a great idea to make sure that all  your profiles on all  the platforms looked the 

same, but not all  of yo7ur targets will  think this way. Connect6 allows you to see their presence on the social 

media sites that matter and ensure a smooth connection with them. 

LeanData is a tool that will  help you with the hygiene of your CRM system. You need the data that you are working 

with to be as relevant and up to date as possible and to do all  of this manually takes up vital time. LeanData helps 

to manage your client database and keep it is free from outdated information as possible. 

Market Joy has a system that takes a lot of the strain out of the process. When you need clean quality data to 

work on then their system takes a lot of the strain so that you can concentrate on the part that matters  – having 

those quality conversations with your prospects and customers. The plans that they offer will  give you the peace of 

mind that you have a data set that is clean and reliable. It includes - 

 The work of an experienced and professional team 

 Verification of every email address that is supplied 

 Customer support 

 Analytics dashboard so that you can see the progress at the touch of a button 

 Outreach to the contact and follow up calls to warm them up 

 Proven templates that get results  

This means that you get the quality data and the warmed up introductions that you need so the closing team can 

get on with their job, leading to better conversations and more sales. 

Chapter 5 - Metrics for success 

We have brushed on some metrics at different point in this book but this chapter will  bring them all  together. You 

are travelling along the road of engagement and the target at the end of that road is securing a large account that 

will  bring in high value sales for your company. Account Based Sales Development can be qui te a long path in some 

cases. As we have looked at before, setting a 5 year goal might work well for the C-Level executives in your 

company but will  do little or nothing to motivate the team that are customer -facing day after day. They want to 

have a stake in the process and you need to give them a stake that works with their level of involvement. 

You need more, they need more. 
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Really your metrics can be split into two main areas - 

 What you put in – ACTIVITY BASED METRICS 

 What you get out – OUTCOME BASED METRICS 

And it makes sense to look at each of these individually so that you can see how they can be used to motivate and 

manage a team of sales people. 

Activity Based Metrics 

You want your sales reps to be carrying out certain tasks. They have to be making those calls, building those 

relationships and gaining that trust that will  lead to the bug sales from the big accounts. All  of that starts with the 

number of calls that they make from the outset. Traditional marketing and sales is absolutely obsessed with the 

activities that a team carries out. In Account Based Sales we need to look at the activities that are carried out but 

give them no more weight than the outcome based metrics we will  also consider in this chapter. We can break it 

down in the following way- 

Are the tasks being completed? This is based on the activity that the dashboard delivers to each team member 

every day. If the required tasks are all  auctioned at the end of the day then this is the first step on the road to 

success. You can see that the dashboard becomes a vital part of the day of each of your team. 

Is the number of calls, contacts or emails per day being met? In addition to the dashboard tasks, your team will  be 

looking to make new contacts through making a number of quality calls to people. These need to be meaningful 

conversations so they take longer than a standard sales call that they might be used to in the past.  

Is the required area being covered? If you have asked your team to cover a specific geographical area then you can 

measure their inputs on getting this area covered. This can also be inputted as a dashboard measure and worked 

through on a methodical basis. 

How many calls are turning into conversations? The rate at which calls turn into conversations is important to 

turn activity into success. It turns a number driven activity such as hitting the phone into an outcome producing 

activity because the element of quality is added. See more below. 

The level of activity in your team is an important part of what you do. The number of calls made will  determine the 

number of meaningful conversations and then all  of the outcomes that we will  look at next. Without the right 

activity to begin with then you don’t have enough chances to deliver success. But you need to balance the quantity 

of calls with the quality of calls. 

If you make 10 calls per week, five of them don’t have time to talk and you only have a meaningful conversation 

with one then your chances of a sale are resting on that one. 

If you make 1,000 calls in a week, 500 of them don’t have time to talk to you and you squeeze in a quick 

conversation with 100 then you are not building relationships and you may well get no sales from those calls.  

Outcome Based Metrics 
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All the activity in the world won’t make a blind bit of difference to your company unless it brings in the success 

that you require. This is the sharp end of the equation and is the measure of how well you have implemented your 

Account Based Sales approach. This lets you know if you have made a success of it! 

The outcomes are the things that will  change your company for the better. Remember we started out many words 

ago in looking at the problems of sales and marketing and how this new approach will  be able to help you to make 

a change to what you are doing. This will  determine whether the balance of ‘quantity’ and ‘quality’ is being 

reached. 

How many prospects are being sent to the closing team? This is the first measure of quality that the process is 

able to be put through. You will  have coached and set up things in the right way. In addition to this you will  have 

had conversations and meetings along the way to iron out any perceived issues. The numbers of quality prospects 

that are sent to the sales team are the first time that you are able to get real numbers on how well this is working 

out. 

How many prospects are being accepted by the closing team? Once a prospect is passed to the closing team then 

they have a decision to make. They may well accept the handoff and move forwards with the client, they may pass 

it straight back to the team for more warming up. In other cases the closing team may make some more enquiries, 

whether with the client or back with the prospecting team, to establish some facts and make a decision. The 

quality of the prospects being passed over is crucial to be able to make sure the closing team can focus on losing – 

and making money! 

How much revenue is generated from an account? 

The metric that will  trump all  other metrics is the one of revenue. You may have identified an account that you 

thought was a perfect fit for your company. You may have done your research and seen that it was a high value 

account that you should be targeting. From there you may well have taken the time to have meaningful 

interactions and make a lasting relationship. The closing team may well have accepted the client into their sales 

process and the client may well have come on board. 

But the kil ler metric is how much money the client is spending with you. Once you have this figure then you can 

move from reporting the success  of the actions that you have been taking to reporting the real world money 

success that every business wants to know about. 

If this is what you expected- 

Then the process does not end here. You will  want more of this success in the future but don’t take i t for granted. 

Use this as an opportunity to shout out the success form the rooftops so that all  in your team, and all  in your 

company, understand that what you are working towards id bringing in the results that you wanted. But at the 

same time always review the process to see where you could make improvements. 

If this is less than you expected- 

Then you need a full  review of all  aspects of the process to see where it has fallen down. Don’t think that Account 

Based Sales Development does not work just because you have had one little setback. Use it as a learning 
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opportunity and go through the sales process root and branch to see where improvements can be made to make 

the journey better for your next prospect and generate more income for you. 

Don’t be afraid to speak to your customers about this. Once they have been through the journey with you and 

become one of your customers then they are the ideal people to speak to about how it feels from the other side of 

the equation. Ask them- 

What did it feel l ike? 

What could have been done differently? 

Did it feel as though you were being sold to in the early days? 

Did the relationship that we built feel natural? 

Were you eager t work with us? 

What part so the process felt good? 

Were there any parts that put you off working with us? 

The answers to all  of these questions will  help you to develop the way you work over time. No business gets it all  

right the very first time they try something. Going into this from the start to the finish of the process on your own 

may be a difficult way to approach making Account Based Sales work. There are companies out there that can help 

as they have experienced a lot of this before and can add their expertise to yours. 

Managing these tasks is about more than just the different elements  happening at set times. The journey of a 

customer is a more complex ion than that. You will  have members of your team completing different tasks for 

different clients that will  be at a different point in the journey.  So the tasks that happen cannot be pi geon holed 

into distinct areas for completion. It would be great if a normal week looked as structured and easy to follow as 

this- 

Monday Research new clients 

Tuesday Call out to new clients and make initial contact 

Wednesday AM Make all  social media contacts from client l ist 

Wednesday PM Meeting to discuss progress with clients  

Thursday AM Send through promised updates to clients  

Thursday PM Follow up on all  contacts made earlier in the week 
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Friday AM Pass through prospects to sales team 

Friday PM Plan next week’s tasks  

 

But a sales operation does not work l ike this. Things l ike the fact you may not get hold of a client first time and the 

agreed next call  principle mean that you will  carry out all  of these tasks pretty much each and every day. Constant 

communication and feedback is the key to keeping your customers and the rest of your team onside. So from here 

you can see the importance of having a quality CRM system that will  give all  of your team a dashboard view of the 

steps they need to take that day to contribute to the overall  success of the operation. 

We have come a long way in this process to start with an idea and pull it together into something that works and is 

being constantly monitored, managed and adapted to produce even better results in the future. The metrics that 

you put in place give your team the ability to see what is required from them and you the ability to measure the 

performance. 

It will  also give those at the head of the company the ability to monitor and measure the performa nce of the 

system you have implemented, and inevitably YOU. 

 

Chapter 6 – Conclusion 

Don’t get to this point in the book and switch off. Equally so don’t get to this point in the book and go straight out 

and put an Account Based Sales plan into effect tomorrow. This takes time and this conclusion will be useful for 

you to read as you contemplate what a new approach might do for tour organization and whether it will  work.  

Account Based Sales is not right for everyone. There are circumstances in which it just won’t work for a company. 

If you are in one of the following situations then you will  just have to pass on Account Based Sales at this moment- 

1. You don’t have and can’t afford the technology needed to implement Account Based Sales  

2. You don’t have a pipeline that is predictable. 

3. You are not in a position to move up market 

But even if you are in one of these situations it doesn’t mean that you have to say goodbye to Account Based Sales 

forever. You just are not quite there yet. For the right company this can ma ke a huge difference to the way that 

you work and generate income. For the wrong company it can be a money pit and may break you. The difference is 

that stark. 

For the rest of us the situation is different. But again it doesn’t put you in a situation to go  out there and set this up 

tomorrow. It takes time to get this right. You need your company and all  the elements in that company to go with 

you o this journey. You cannot do this on your own. 
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Take the time to think about everything you have learned in this  book. Share your ideas with others and talk it 

through. Jumping at the first dollar sign is not the way to go with Account Based Sales Development. 

You have to get this right the very first time that you go through this process. Again, we are not talking about 

making every single step perfect, but we are looking at the broad brush strokes being planned out, fully prepared 

and implemented effectively. That is the way to success with Account Based Sales. It is all  about chasing those big 

accounts that will  add real value to your company, but is a way that they don’t feel as though they are being 

chased! 

Remember all  the benefits of an Account Based Sales approach and the effect that these could have on your 

company- 

 It boosts sales 

 It lowers costs 

 It increases the average contract size 

 It brings in a qualified pipeline 

 It gives quality leads 

 It is an organized and professional way to do business  

 It works on personal connections  

 It makes things happen more quickly 

 It is a measurable way of doing business  

 As well as being measurable, it is accountable 

 It allows the sales team (and others) to focus on what they do best 

 It protects your reputation 

Now tell  me an organization that does not want at least a few things on this l ist, if not all  of them. It is an 

aspiration of every company to earn more money while spending less. That is basic economics and basic business 

management when it comes to generating success. If you can use this system to deliver that success then you will  

be ecstatic that you went down this road in the first place. 

Business is surrounded by different theories and strategies. People make mill ions of dollars by writing a business 

book that develops a new way of working or thinking. But theory doesn’t always translate that well to the real 

world. Theory exists in an imaginary world where everything can be controlled, but the real business word doesn’t 

act l ike that. Natural disasters, worldwide events and stock market moves all  affect the way that your customers 

(and suppliers) do business. So you need to look at the practical over the theoretical. That is why this book has 

been concerned with giving you real world solutions to generating an Account Based Sales program that will  work 

for you. Constant monitoring and improvement of any system will  keep it relevant and iron out any creases 

whether that be from the viewpoint of your team or your customer. 

Business is a constant learning process. 

 

 


