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Tip 
If you didn’t write the RFP, your competitor probably did. 

Creating an RFI/RFP Database 

An RFP database is important even though its impact on the length of the sales cycle is 
limited. Creating a central knowledge repository will shorten the turn around time for 
sales reps to get back to prospects with the answers they need. An optimal solution is to 
have an Intranet portal where this information is posted and that has the capability to 
email users when material is updated.  

Demos 

Remote Demos 

Remote demos are great for saving travel, time and costs. They won’t replace face-to-
face meetings completely but are worth looking into for at least part of the sales cycle.   
Set up a system for the sales reps where they can start an online demo for the prospect 
with the click of a mouse. The environment should support whatever tools you use in the 
demo as well as the demo script and be as idiot proof as technologically feasible.  The 
ability to play back pre-recorded demo segments is a plus as this way you can control 
the content of the demo and it makes your reps lives easier. 
Create a demo script for your sales reps. This is one of the first encounters they will have 
with the prospect and you have to make sure that they use the correct positioning. Sales 
reps will create their own demos if they do not receive one from the Marketing 
department.  
 
 

 

Tip 
Don’t expect reps to know how to position your product or company without your 
guidance. 

Hands-On Demos 

Depending on who the prospect is, some will want to get their hands dirty. Create a 
“sandbox” environment for them to work on. Give them simple tasks that will guarantee 
immediate satisfaction. 
Better that the prospect succeed doing a little bit during the pilot stage than being 
faced with a myriad of options they have trouble with. 
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Tip 
Don't expect prospects to make the leap of faith. They want to see their logos with 
sample data from their business, industry, etc. during the demo. Most companies don't 
have the technical manpower to create a customized demo for every prospect early in 
the sales cycle, so the custom demos get postponed until much later in the cycle -- 
perhaps even until the pilot. A savvy PM will make sure the look-and-feel of the demo is 
quickly and easily modifiable, even by the sales rep. It's amazingly powerful to be able 
to walk into the first demo with a customized presentation. The prospect either thinks 
you're prepared to work hard for their business, or the product is really, really easy to 
customize. Either way, you come across as having done your homework, and every 
prospect likes that. 

Scott Allen - About.com Entrepreneurs Guide and former VP of Product 
Management, Mongoose Technology 

Presentations 

When involved in a complex sale, the reps will be meeting with various stake owners. 
Each of these stake owners has their own perspective and agenda. When creating sales 
tools in general and presentations specifically, this should be taken into consideration. 
You will do well to provide the sales reps with separate presentations for each of the 
following stake owners: the consumer (the person that will be using the application), the 
“Seymour5” or techie, the buyer, manager and the “Vito6”- the senior manager. Before 
creating presentations for each of these, I recommend that you familiarize yourself with 
their personas and expectations7.  
 
 

 

Tip 
One way to support multiple presentations in one easy package is use the “Custom 
Show” feature in PowerPoint. By using this feature, a single PPT file can hold multiple 
presentations, each geared at different audiences from within the same set of slides. 

The Pilot 
Try to avoid pilots as they consume resources.  If one must be run, get agreement that 
the prospect will provide a reference and or a case study based on the pilot project or 
initial implementation, assuming success.  

The Pilot Contract 

Pilots should begin only after the prospect has agreed to well-defined conditions. A 
written document is best. It must be kept as simple as possible to minimize the chances 
that the prospect will send the document to her legal department. This could result in 
objections and delays. The terms of the pilot should include: 

                                                      
5 See A. Parinello’s excellent description of the “Seymor” and “Vito” personas in Selling to 
Vito 
6 Ibid. 
7 I also recommend the chapter on “Giving Benefits in Major Sales” in N. Rackman’s Spin 
Selling. 
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Inbound Product Management 

The Product Roadmap 

When creating the product roadmap, evaluate each release for “sellable” features. 
“Sellable” features are ones that are easy to explain, are tangible to the prospects and 
directly relevant to their needs. A new user interface is sellable. New backend modules 
with that offer 10% better performance are probably not. Sit down with a few sales reps 
and go over the feature list and grade them for their “sellability”. If possible, repeat this 
with prospects. Each release should have a couple of very sellable features that will 
highlight the release. 

Revolution vs. Evolution 

Every company wants to drive the next technology revolution. The question is, which 
customers want to be part of that revolution or have the infrastructure to utilize it? “Main 
Street8” customers, all too often prefer the safe, well-trodden paths. For them, facing a 
revolutionary product will be a threatening experience. It’s product marketing’s job to 
define the feature set based on the market’s willingness to adopt new technologies.  
 

 
Case in Point 
Interwise offers an enterprise communications platform. When the product first came out, 
its voice delivery mechanism was IP based and was a breakthrough at the time (1997). 
Users needed a sound card and a headset and IT administrators faced increased 
bandwidth consumption. Both issues raised objections with many prospects. Some 
prospects “saw the light” and bought into VoIP, some did not. Had Interwise offered a 
conference call based solution, these objections could have been avoided. 

 “Out of the Box” Experience 

For a successful pilot, the product installation should be small and as easy as possible. It's 
best if the product doesn't require dedicated hardware. This is the reason that hosted 
products (at least in the pilot stage) have a distinct advantage for pilots. You have 
control over the application and the prospect does not have to install it locally. While 
some of us have full control of their PC or are used to being able to order a PC and have 
it added to the network in a matter of days, this is not the case with most large 
companies. Large companies have tighter controls and their budget approval and 
hardware procurement processes are so cumbersome that it might take 3 – 6 weeks for a 
prospect to buy and install hardware for your solution. Requiring prospects to obtain 
additional hardware can be a significant impediment on the pilot stage. 
For a pilot to be successful, the product or the part of the product that is being tested 
should be trivial to use. Getting it up and running should be very easy and not require a 
user guide. Instant gratification here is key.  
 

                                                      
8 See G. Moore’s classic Crossing the Chasm. 
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