
SELLARKETING	  

Tearing	  Down	  the	  Barriers	  
Between	  Sales	  and	  Marke=ng	  



THE	  EVOLUTION	  OF	  CONSUMER	  BEHAVIOR	  	  	  	  	  	  	  	  

@coreypadveen	  

	  
	  
	  
	  
	  

of	  product	  research	  in	  both	  on	  and	  offline	  
purchases	  can	  be	  done	  online	  before	  making	  first	  

contact	  with	  the	  seller.	  (Forrester)	  



SOCIAL	  SELLING	  

•  The	  use	  of	  social	  media	  to	  iden=fy	  and	  engage	  
prospects	  at	  the	  right	  =me,	  and	  in	  the	  right	  
way	  

•  Modern	  Hun=ng	  -‐	  Selling	  is	  now	  proac=ve	  and	  
less	  reac=ve	  

•  Sales	  and	  Marke=ng	  are	  blurring	  –	  Sales	  needs	  
to	  think	  like	  Marke=ng	  and	  vice	  versa	  



BUYER	  INSIGHTS	  

“I	  will	  not	  answer	  the	  
phone	  if	  I	  do	  not	  know	  
the	  person	  calling”	  

Dropping	  a	  name	  increases	  
response	  

rate	  by	  50%	  
(LinkedIn	  2013)	  

+50% 

“I	  talk	  to	  my	  peers	  and	  
search	  the	  Internet	  

before	  I	  call	  a	  vendor”	  

90%	  of	  consumers	  trust	  
peers,	  only	  10%	  trust	  an	  

unknown	  source	  
	  (Neilson	  2011)	  	  

 90% 

“What	  I	  really	  value	  	  
is	  when	  I	  	  learn	  
something	  new	  	  
from	  a	  vendor”	  

Buyers	  state	  that	  only	  29%	  of	  
sales	  representa=ves	  are	  well	  
prepared	  for	  their	  conversa=on	  	  

(IDC	  2010)	  

 29% 



BUYER	  SIGNALS	  

Marketing needs to provide sales and customer success  with the right 
funnel stage and priority shifting content.  
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