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192,229
Pilot programs, 27, 35-36, 50, 77, 170-173,
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process (see Process)
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strategy (see Strategy)
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investors rewarding, 23-25
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executive level support, 34-36
planning/testing, 34-36
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45-46
sales employee profile, 48-49
sales process:
improving, 38-41
strategic use of, 41-45
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generating/qualifying, 42-43, 136-138,
169, 207-209

ranking/scoring, 37, 65-66, 106, 171-172

measuring beginning of sales process
(pipeline development), 67-69
measuring end of sales process (pipeline to
revenue projection), 68-69
outbound sales development (cold calling),
69-77, 171, 207-208, 210
return on investment (ROI) of, 64-65
specialized roles, 60-61, 69-70
Syneron pilot, 169, 170-173
technology and, 209-210
Salesforce.com, 70, 72-76, 171, 195, 202, 230
SalesGenius, 156, 160
Sales Judge, 192, 230
Sales Learning Curve, 28, 173
Sales Operations Forum, 48
Sales Performance Optimization Report. See CSO
Insights
SaleSpider.com, 220, 232
Sales portals, 137, 216-220, 232
Sales Relationship/Process (SRP) Matrix,
22-23. See also CSO Insights
SalesView, 211
Sanzo, Anthony, 203-204
SAP, 161, 206, 230
Scaling, 93-94, 175-178, 225-226
Schmidt, Jeff, 153
Schmidt, Stu, 143, 145-146, 147, 149-153,
197
Schoendorf, Nancy, 24
Science, sales and, 18-21, 30-31, 196
Seashols, Mike, 2, 18-19, 107-108
Selling. See Sale(s)/selling
Selling Power magazine, 17, 142, 219
Serena, 206-207
Shutte, M. J., 205
Siebel, Tom/Siebel Systems, 79-80, 110, 111,
115, 121
Siemens Water Technologies Corp., 215
Signatures, electronic, 213
Silanis, 213, 231
Silicon Valley, 2—4, 23, 48, 108
Small accounts, misconception about, 26-27
Small and medium-size businesses (SMB), 15,
26, 39, 84,92, 138, 161
Social networking, 220-221, 232
Social responsibility, customer demand for,
14-15
Software-as-a-Service (SaaS), 74, 135, 153,
201, 210, 225, 226
SoHo, 138
Solutions Factory, 127
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Sonoa Systems, 210
SpikeSource, 220
Spoke, 208, 231
Staff. See People
Standardization versus management
preferences, 30-31
Static versus dynamic measurement, sales
funnel, 147-151
Sterenfeld, Dave, 192-193
Stinnett, Bill (Think Like Your Customer),
146-147
Strategy:
checklist, 51-52
imperative, 34-36, 41-45
optimizing balance between telesales and
field resources, 188-190
resources, 229
Sales 1.0 versus Sales 2.0, 20
Sales 2.0 foundation, 5-7, 33-34
Superstars, 27
Surowiecki, James (Wisdom of Crowds), 130
Sustainability, 91, 94-95, 223
Syneron, 166-182
addressing challenges, 179-181
competitive advantage, 27, 32
ELOS proprietary technology, 167
exceeding expectations, 45, 173-175
improving on traditional sales model,
167-168
incremental approach, 36, 168-169
intelligence, 45, 173-175
introduction/overview, 98-99
mining customer base, 170
outsourcing, 181-182
pilot programs, 170-173
productivity and results, 27, 178-179
sales development function, 169, 173
scaling the organization, 175-178
technology, 182

Tali, Jean, 158-165
Teams, 46-48, 84, 86, 111-114
Technology:
checklist, 53
imperative for improving results, 49-50
industry, 32
learning curve for sales reps, 29
Oracle, 109-110, 125-128, 129-131
Sales 1.0 versus Sales 2.0, 20
Sales 2.0 foundation, xiii, 6, 9, 33-34
Syneron, enabling sales with, 182
testing new (Cold Calling 2.0), 76
tools versus solutions, 16-17
vendors/resources, 230-232
WebEx, 135-136, 151-152



P1: a/b
ind

PZ: C/d
JWBT025-Seley

QC: C/f T1: g

238 INDEX

Technology product types, 201-222
analytics, sales, 205-207, 231
communities/sales portals, 216-220, 232
customer relationship management (CRM)
systems, 202—204, 230 (see also
Customer relationship management
(CRM))

future of Sales 2.0, 221-222

intelligence, 210-211

lead generation, 207-209

live contacts, expediting, 209-210, 231

on-demand presentations, 214-216,
231-232

online contracting, 213-214, 231

partner relationship management (PRM),
204-205

social networking, 220-221, 232

Software-as-a-Service (SaaS), 74, 135, 153,
201, 210, 225, 226

tracking, e-mail and web site, 211-212, 231

web conferencing, 214-216, 231-232

wikis/blogs, 216-220

Telebusiness Alliance, 48

Telemarketing stigma, 59, 107

Telesales, 78-90
assessing saleability of products/services by

Web/telephone, 79-82, 83
open job requisitions, 193
outsourcing, 87-90
quotas, assigning, 82-85, 86
role of, 60-61
strengthening customer relationships with,
85-87
sweet spots, 79
Syneron, 170, 172, 180
team selling, 47
TeleSmart Communications, Inc., 40,
230
Teletracking (company), 203
Thompson, David, 32, 161-162, 164,
165

Tracking:

e-mail and Web site, 211-212,
231
metrics, 142-151, 164-165, 197

Trailer, Barry, 19

Training, 139, 193, 230

Transactional sales model, 82

Transition from Sales 1.0 to Sales 2.0, 18-21,

152-153, 184-187

Travel, 94-95, 119, 136

Trust, customer demand for, 16

Turano, Danny, 113
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Unlimited Results (company), 167

Value, high, 91, 93

Van Veenendaal, Frank, 72
VelaShape, 180-181

Velocity, 91, 92-93, 150

Verint Systems, xv, 85-87

Visible Path, 24, 220

Visual remote sales calls, 58, 153—154
Volume, high, 91, 92

Waitress, TGI Friday's, 107-108
Walker, Jeff, 118
Web 2.0, xiii. See also Internet
Web Diagrammer, 128
WebEx Communications, 133-154
consulting business, 152
customers, 146-147
executive support, 36
hiring, 49, 139
introduction/overview, 98, 99, 134
as market leader, 133, 214
marketing, 30, 139-142
Oracle as beta customer of, 114
resources, 232
sales organization structure, 136-138,
152-153
sales process/tracking metrics, 27, 38, 45,
142-151, 197
technology, 135-136, 151-152
visual/interactive tools during phone calls,
46, 114, 153154
web-touch sales, 134-135
Webinars, 157
Web selling. See Telesales
Web-touch sales, 134-135
Weinberger, Jeff, 18, 139-140, 142, 227
White papers, 141, 157
Wikis, 216-220
Williams, Mike, 210
Winning, Inc., 119, 230
Witness Systems, 189, 194
Wohltman, Felicity, 156, 157, 158, 159

Xactly, 195, 230
Xerox, 109, 135, 176

Yahoo!, 128, 157, 208, 212, 217
Zagelmeyer, James, 211

Ziggs, 220, 232
Zoomlnfo, 208, 211, 231



