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Account manager. See Sales 
force

Account teams, 56, 144. See also 
Key account management

Amazon, 39, 42, 71, 74, 78
American Express, 74–75
Analytical capabilities, 10–11, 

32–33, 35–43, 45–47, 115, 
153–156

granular insights, 18–22, 
28–29, 115–116, 207

Best Buy, 78
Big data, 31–47, 153–156, 208

applications, 31–33
capabilities, 41–43, 153–156
defi nition, 31, 33
sources of, 32–37, 40–41

BMW, 188–190
Bon-Ton, 184

Capability building, 12, 89–90, 
96, 103, 111, 123–124, 
167–169, 172, 175–176, 
177–190, 214, 216, 219. See 
also Talent management

coaching, 59, 116, 163–166, 
169, 175, 181–183, 213

experiential learning, 90, 
167, 180

for partners, 103, 107, 
111, 153

role playing, 124, 180
Capital One, 42, 147
Caterpillar, 110–112
Change management, 177–178, 

182, 201–223
sales culture, 178, 182

Channels, 51–64, 208–211. 
See also Digital channels, 
Direct channels, Indirect 
channels, Multichannel

confl ict, 51, 107–109, 111
customer service, 24, 59–60, 

144
hybrid, 59, 216

Channel partners. See Indirect 
channels

Churn, 24, 53, 150
retention, 45, 150

Cisco, 76, 151–153
Coaching. See Capability 

building
Coca-Cola Enterprises, 199–200
Commission. See Compensation
Compensation, 171–173, 186
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56–57, 93, 99–100, 
104–105, 168, 171–173, 
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Compensation (continued )
non-fi nancial incentives, 

171–173
Compete, 66
comScore, 66
Conversion rate, 70, 103
Cost of sales, 55, 67, 91–92, 

101, 103, 134–144, 216
Cross-selling/upselling, 31–32, 

39, 56, 73–74, 89–90, 95, 
151, 216

Customer. See Sales experience
acquisition, 18, 23–24, 46, 

93–94, 147, 185
insights, 7, 35, 36, 52, 53–54, 

85–87, 147, 148, 151
loyalty, 39, 70, 71, 88, 139
needs, 7, 38, 59, 87, 88, 

95–97
retention. See Churn
satisfaction, 39, 53–54

Customer service, 45. See also 
Channels

Demand.
investing ahead, 3–15
modeling, 7, 26

Digital channels, 36, 51–52, 
57–58, 65–83, 107–108, 
112, 157–159, 209

location-based selling, 41
mobile, 36, 46, 58, 71, 82–83
quick response codes, 

72–73
social media, 35–36, 42–43, 

46, 54, 63, 65–69, 74–76, 
81, 157–159, 209, 212

Direct channels, 58–59, 77, 
85–97, 194–195, 210. See 
also Digital channels, Sales 
force

Distributors. See Indirect 
channels

EMC, 14–15
Emerging markets, 6, 8–10, 

63–64, 100, 113–129, 211, 
215–216

Enterprise sales. See Key 
account management

Experts, 88–93, 95, 151–152

Facebook, 74–75
Field reps. See Sales force
FreshDirect, 71
Frontline leaders. See also 

Sales force, Sales 
managers

Go to market model, 14, 51–64, 
66, 205, 208–211

Google, 34–35, 42–43, 66, 
81–83, 171

Hero Honda, 122
Hiring. See Capability building
Hunter-farmer model, 93–94
Hyundai, 5–6

IKEA, 57
Incentives. See Compensation
Indirect channels, 37, 38, 58–59, 

62–64, 78, 99–112, 116, 
118–121, 127, 152–153, 
194–195, 210–211. See 
also Capability building, 
Multichannel

dealers, 8–10, 51–52, 110–112, 
188–190

performance management, 
100, 102, 104, 105–106

Inside sales. See Sales force
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Internet. See Digital channels
Intuit, 40

J. C. Penney, 57

Key account management, 26, 
52, 56, 91–92, 95, 124, 
220–223

Kimberly-Clark, 75

L.L.Bean, 71
Lattice Engines, 45–47, 155
Leads/lead generation, 58, 60, 

67, 103, 112

Marketing.
budget, 23
organization, 22–24, 78–79

McDonald’s, 36
McKinsey Global Institute, 42
Merck, 77
Micro-markets, 17–29, 155, 

207, 216
defi nition, 19

Middle managers. See Sales 
managers

Mint, 40
Mobile channels. See Digital 

channels
Multichannel, 39, 51–64, 77–79, 

208–209. See also Channels, 
Channel confl ict

Nedap Retail, 75
Neiman Marcus, 38
Nike, 36
Novartis, 76, 220–223

Online channel. See Digital 
channels

Outback Steakhouse, 75

Partners. See Indirect channels
Performance management, 

127–129, 149, 163–176, 
181, 199, 213, 218–219. See 
also Capability building, 
Compensation

reporting, 169–171
ride-alongs, 168, 175
sales planning, 4, 7, 8, 12, 18, 

199–200
targets, 7, 23–24, 139, 181

Personalization, 39, 83, 147
Phone sales. See Direct 

channels
Portugal Telecom, 19
Pioneer Hi-Bred, 28–29
PNC Financial Services, 184
Pricing, 25–26, 39, 53–54, 73, 78
Procter & Gamble, 37, 42, 170
Progressive Insurance, 147
Product development, 3, 11, 

85, 144

Retail stores, 21–22, 36, 63, 78, 
82, 89–90, 166

bank branches, 217–219
Routes to market. See Channels

Sales collateral. See Sales tools
Sales experience, 51–54, 62–63, 

67, 78, 86–88, 139–141, 
175

Sales force, 25–27, 38, 52, 
149–150, 163–167, 
183–186, 220

coaching. See Capability 
building

coverage, 18, 24–25, 28, 41, 
58–59, 149–150, 185

fi eld reps, 56–57, 64, 117, 
133–134, 137, 166
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Sales force (continued )
inside sales/phone sales reps 

52, 55–58, 79, 133, 166
productivity, 56, 133–139, 

148–152, 178
Sales leaders, 12, 64, 169–171, 

193–200, 204–214, 215, 
218, 221

Sales/frontline managers, 59, 
168–169, 175, 181–183, 
184, 190

coaching. See Capability 
building

Sales operations, 106, 133–145, 
155–156, 212

collocation, 137
defi nition, 135

Sales pipeline, 22–23, 153
Sales strategy, 15, 150, 204–206, 

207
Sales tools, 32, 41, 155. See also 

Technology-enabled sales
customer relationship 

management, 31, 92, 
150, 153

Salesforce.com, 157–159
Samsung, 62–64
SAP, 153
Segmentation, 95, 141, 143, 

147, 151
micro-segmentation, 19–22, 

31–32, 38
partner segmentation, 104, 

116, 120–121
Shopkick, 36

Small and mid-size customers, 
57, 74–75, 95, 100, 
107–108, 215–216

Social media. See Digital 
channels

Specialists. See Experts
SWIFT, 143–145

Talent management, 15, 42, 96, 
122–125, 177–190

TDC, 163–166, 168–169, 182
Technology-enabled sales, 90, 

147–159, 212
IT tools, 67, 73, 137, 150, 

151–152, 153
Telesales. See Direct channels
Tesco, 72–73, 147
Thomas Pink, 71
Training. See Capability 

building
Twitter, 46, 74–76, 157

Value proposition, 24, 
38–39, 41, 63, 88, 150–151, 
178

VimpelCom, 127–129
Vodafone, 95–97, 118–119

Web. See Digital channels
Williams-Sonoma, 39
Win rate, 41, 87, 92, 134, 139
Word of mouth, 53, 62–63, 87
Würth, 175–176

YouTube, 74, 76, 157
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