Sponsored by Factiva from Dow Jones

Triggering Events

How to leverage sales intelligence to crack into corporate accounts

eBook by Jill Konrath
Selling to Big Companies

Bingo! That was the day I knew I had a new client. Its sales organization was going to need help launching new products, a specialty of mine.
However, at this point my targeted account didn’t know they needed me. No one in this business had ever heard of me nor was any money allocated for the type of work I do.
But I knew that the lackluster financial performance of this eBusiness could no longer be hidden in the profits of the manufacturing giant. Wall
Street would demand results soon. Short-term results. Immediate results. And I knew I could make a difference. After numerous attempts, I finally
reached the president. This is basically what I said:
“I’ve been following your business. I know it’s imperative for your company to have strong financial results immediately. You’re counting on your
new products to achieve your objectives ... and I have some ideas that can help you shorten time-to-profitability.”
After a five-minute conversation, the president told me to contact a key marketing executive the next week, after he’d had a chance to brief her on
our discussion. Essentially, it was a done deal. The outcome: a highly profitable contract, with no competitors, that began immediately.
Why am I telling you this? Because business opportunities for your firm are everywhere. In fact, they’re staring you right in the face every day and
you’re oblivious to them.

Thinking About Triggering Events
Organizational change creates urgent and compelling needs. So do changes in the business environment. These “triggering events” create openings
for your products, services or solutions. They have cascading effects throughout the company, causing existing decisions to be revisited and the
emergence of new priorities. Not only that, but there’s an urgency to take action. The status quo needs to change in order for the firm to achieve its
objectives.
As an example, let’s take a merger scenario. When this occurs, here are just a few ideas of where sales opportunity might be created.
• In Marketing, help may be needed with rebranding, go-to-market strategies, product launch, PR support and collateral development.
• In Information Technology, the company is sure to be struggling with integration and/or capacity issues. New strategies may be
planned for leveraging its Web presence. Business units will be clamoring for application development.
• In the Sales area, there’s likely to be channel conflict, compensation issues, territory realignments to understand and the need to train
people on new products.
• In Human Resources, help may be needed with staffing, downsizing or outplacement. Disparate benefits may create problems that
need resolution.
• In Manufacturing, “lean” initiatives are likely to be under way as well as supply chain consolidation.
During mergers, new leaders often emerge with different perspectives and priorities. Plus many existing contracts will be open for re-evaluation in
the near future.
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A much less corporate-shaking triggering event is the announcement of office relocation. Whenever that happens, there’s a potential need for new:
• Office equipment: phones, security systems, copiers, computer systems
• Business services: staffing, accounting, legal, consulting
• Special services: moving companies, relocation, catering, interior design
And that’s just a smattering of the opportunities that could exist when a company decides to move its offices.
When you really start to think about these triggering events, opportunities pop out. You can start focusing your sales efforts on organizations that
can really use your products or services right now - not sometime in the future.
Here are additional internal and external triggering events for you to watch for:

Use this list of triggering events to stimulate your thinking. What’s most important is that you identify the triggering events that are most applicable
to what you’re selling.

Discover Your Own Trigger Events
To home in on the triggering events that can slash your own sales cycle, it’s imperative that you analyze your current customer base. Listed below
are three strategies you can use to identify those triggering events most relevant to your product/service/solution.
1. Identify common goals, objectives and strategic imperatives.
In reviewing your best customers, it’s highly likely you’ll find that they were pursuing a specific direction that created opportunities for your offering. Perhaps they were

2. Determine common challenges and issues.
Another way to find your triggering events is to look at the issues your clients were struggling with prior to working with your firm or purchasing
your products. Perhaps they were facing issues such as:
Declining profitability

Ensuring compliance

Increased competition and pricing pressures

Finding and keeping top talent

Changes in customer requirements

Inefficient processes, poor productivity

3. Review precipitating events on fast-moving customers.
Take a look at your customers who have taken action quickly versus those who are still trying to determine if making a change is a good decision. Again, there are likely commonalities. Ask yourself questions such as:
What happened inside their company that created or added to their sense of urgency?
Was there something happening in their external environment that caused them to suddenly take action?
are
,If you don’t know the answers, I’d suggest you interview your customers. You might be surprised at what you learn!

Put Your Alert System on Autopilot
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A number of our large retail clients have reported great relief knowing that their employees would be paid on time without having to
worry about delivering paper payroll checks. I suspect that some of your stores may have struggled with paying employees in the affected areas. Would payroll

be of interest to you at this time?

Within minutes she got an e-mail back from one account she’d been trying to penetrate

months. They were interested and wanted to meet. She

also set up appointments with several other retailers when she contacted them by phone in the

weeks.

Markets
Eric’s company had software that enabled them to create impressive presentations for medical device firms. By watching for triggering events, he
identified a European
“T

that was trying to establish a presence in the U.S. His initial voicemail follows:

this is Eric Chang with Medical Marketing Applications. I saw on your 2ompany’s Web site that you’re the ‘newest’ division of the

and are planning on expanding for the first time into the U.S. market.
working with other medical device manufacturers, we’ve been able to assist them in decreasing the lag time between product launch and
reaching forecasted sales goals. We should get together and talk about how we can reduce the amount of time you’re spending on the road and
help you come in under budget on your travel expenses this year. I am available after 1:00pm MDT today at ...”
He got a return call from T

over the lunch hour. After a bit of telephone tag, they arranged to meet. The total elapsed time from uncovering the

triggering event to appointment: 1 week.

Venture Capital Funding
This past year a technology firm came to
partners

attention twice. Last spring they brought in a new VP of Marketing whose charter was to help channel

up-market as well as to ensure a clearly articulated sales message. Since their needs were perfectly aligned with

firm’s expertise, I

wanted to call them immediately. But I was swamped and passed on the opportunity.
Just the other day, news about them hit the business press again. This time they landed $15 million in venture funding,
expanding the previously mentioned sales initiatives. Since my 2ompany focuses on

to big 2ompanies,” I

of

allocated to

let this opportunity go by this

time.
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Here’s what I’ll say when I call the CEO:
“Sam. I’ve been following your company’s growth for the past year. I understand that one of your key objectives is to get your channel partners to
call on bigger companies. I know that’s a big challenge for technology-driven firms like yours.
“I have some ideas on how you can help them crack into corporate accounts and land big clients. Let’s set up a time to talk in the next couple
weeks. I’ll contact your admin person to get something on your calendar. My number is...”
I have no doubt that I’ll get that meeting set up. That’s the power of leveraging triggering events. They’re immediately pertinent to the decision
maker. Action is needed sooner rather than later. And believe it or not, you don’t have a lot of competition when you do this. Most sellers don’t
know how to use the news.
When you do pursue one of these opportunities, sometimes you can crack the corporate code right away and land an immediate appointment.
Other times it takes a campaign of 8-10 touches, which can include phone calls, e-mails, invite to Webinars, mailings and more.
But sellers who capitalize on triggering events don’t mind making all those contacts. Why? They know that their product, service or solution can
make a difference to the organization. So in their mind, it’s not about being a pest. Instead, it’s about being a business improvement specialist who
has the capabilities to help the company eliminate barriers to achieving its stated objectives.

In Summary
You can shorten your sales cycle! Focus your sales efforts on companies experiencing triggering events that create immediate needs for your offering. They need help - much more than you can imagine. Often when you read about these triggering events, corporate decision makers are still
undecided about how to address the situation. They’re typically not looking at multiple vendors. Sellers who can bring them ideas, insights and
information into the issues they're facing are seen as invaluable assets.
When you initiate contact with the corporate decision maker, mention the triggering event, your understanding of their challenges and the difference you can make. Don’t talk about your product, service or solution. That’s irrelevant. They're only interested in the business outcomes they can
get from using your offerings, so keep your focus there.
When you do that, the doors of these big companies swing wide open and you’ll be welcomed in with open arms. And isn’t that every seller’s
dream?
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The Author
Jill Konrath, author of Selling to Big Companies, is a recognized sales strategist in the highly competitive B2B market. She helps her clients crack into corporate accounts, speed up
their sales cycle and create demand for their offering.
Konrath publishes an online newsletter with subscribers from more than 88 countries plus an industry-leading blog. She’s developed the Winning More Sales manual, Getting Into Big
Companies audio program and multiple teleseminars on critical sales topics. Most recently, Konrath has been featured in Selling Power, Entrepreneur, The New York Times, The Business
Journal, Sales & Marketing Management, The Wall Street Journal’s StartupJournal, Sales & Marketing Excellence, Journal of Marketing, Business Advisor and countless online publications.

Speaking
Jill Konrath is a popular speaker at sales meetings and industry events. She wakes your sales force up to the new realities and shares a wealth of strategies to help them be successful.
Her approachable style combined with her depth of knowledge makes her a winner with even the toughest sales groups.
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