
During a recent webcast titled How to End the Roller Coaster Sales Cycle, we received more questions that we 
could answer in the time allowed. Many of the questions are universal, so we’ve compiled our responses to 
share with all attendees as well as those who were not able to attend.

Q: What techniques do you recommend to get to key decision makers?

A: One way to gain access to key decision makers is to go out of your way to learn about the issues they are 
facing, demonstrate that you understand the issues, and offer a solution. You may be able to get this information 
from a coach - somebody within the prospect organization who wants to see you win. You can also hypothesize 
the prospect’s issues based on your understanding of the industry and challenges faced by others in his or her 
position. For more on this topic, check out Securing Time with Key Decision Makers on page nine of The Miller 
Heiman Prospecting Guide: Best Practices for Maximizing New Business Development.

Q: How can you measure success as a sales manager, when you’re telling your staff to make less calls, but more 
targeted calls?

A: Success should not be measured by how many calls are made, but rather the quality of calls and how many 
convert to business. Always look at metrics that tie directly to results. Is your sales team continuing to feed 
the top of the funnel with qualified prospects? Do the conversations they’re having lead to actual business? 
Also remember that, while most organizations are trying to accomplish more with significantly less resources, 
choosing a quick sale over a comprehensive solution may ultimately damage the relationship.

Q: What sales 2.0 tools have been incorporated into sales training programs such as Miller Heiman?

A: Sales 2.0 is becoming an important aspect of doing business in today’s world. Miller Heiman’s most popular 
tool, Sales Access ManagerSM integrates the processes learned in Miller Heiman programs into the user’s CRM 
system. For example in Strategic Selling®, attendees fill out the Miller Heiman Blue Sheet to analyze and help 
them plan for an opportunity. Using Sales Access ManagerSM, the Blue Sheet is integrated into the CRM platform, 
eliminating the need for double data entry while providing more visibility to the opportunity for the sales manager. 
In addition, Sales Access ManagerSM includes links to reinforcement modules that provide reviews of Miller 
Heiman concepts to aid salespeople as they are using the tool.  You can learn more here.

 www.millerheiman.com

Ask an Expert about…
How to End the Roller Coaster Sales Cycle

http://www.insideview.com/WEBINAR/ARCHIVES/millerheiman-webinar-072009.html?utm_campaign=Webinar&utm_source=Internal-Email&utm_term=Webinar-MillerHeiman-Attendee-Archive&utm_content=20306
http://store.millerheiman.com/kc/abstract.aspx?itemid=0000000000000626
http://www.millerheiman.com/our_products/sales_access_manager/index.html
http://www.millerheiman.com/our_products/sales_access_manager/index.html
http://www.millerheiman.com/our_products/sales_access_manager/index.html
http://www.millerheiman.com/our_products/strategic_selling/index.html
http://www.millerheiman.com/index.html


Q: How can salespeople get the customer engaged in helping to quantify ROI?

A: In the 2009 Miller Heiman Sales Best Practices Study, only 21 percent of respondents agreed to the 
statement, “Our customers require formal ROI calculations before making purchasing decisions.” A sales 
professional who brings ROI into the conversation early on demonstrates that you are invested in the customer’s 
success and illustrates to that prospective customer that you are  confident in the value that your  solution 
provides. Remember that the ultimate win for a sales organization comes from ensuring the win of the client 
organization. Salespeople can engage ROI discussions by asking these questions outright. How will you know 
whether you reach your company’s objective? How will you track progress and success? 

Q: What role do social media sites like LinkedIn play in sales? What trends are you seeing here? 

A: Social media sites like LinkedIn are becoming increasingly useful as selling tools. When prospecting, social 
media sites can help salespeople understand the buying influences, what they might consider wins, and what 
issues they may currently be facing. These tools help you understand the buying influence’s professional history, 
helping you relate to his or her interests. In regard to current clients, sites like LinkedIn can provide you with 
information such as organizational change, giving you more insight to better serve your customer. The social 
media space is constantly evolving, so keep your eyes open for new trends!

Q: What are some strategies for getting to the C-level?

A: Getting access to the C-suite can be one of the most difficult moves to make in an account relationship, 
but essentially, it requires many of the same actions required to reach other buying influences. Make sure you 
understand what the buying influence is looking to fix, accomplish or avoid. Research to find out what the buying 
influence might consider a win. Be persistent, but always make sure that any interaction you have is about his or 
her needs and not your own.

Q: In this economy, most companies have seen their sales go down. Do we need to focus on new customers, 
new industries, expand our reach? In other words, do we create our own new opportunities?

A: Regardless of the economy, we should always be looking at what’s working, what isn’t and how we can 
adapt our strategy for optimal performance in the current climate. But in tough economic times, there are 
most certainly more obvious reasons to do so. If your current customers aren’t buying, research to understand 
why. They are likely facing their own new issues and you may have a solution that can help. Adjust your value 
proposition to fit what they are looking to accomplish, and continue to offer your support to strengthen your 
position as a valued partner. With regard to reaching out to new customers and new industries, you should 
always be researching the market and looking for companies and industries that may be a good fit for your 
solution. Make sure you are always filling the funnel with new opportunities!
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