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anomalies, 5–7
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consumerism, 9–13

diversions, 13–15

Academy approach to learning, 352–355

Academy Mobile, 347

Accountability, 292

Account targeting, 101–102, 213

Advisory council, 206

Africa:

about, 272

barriers to entry, 274–275

customers, reaching effectively,

275–276

marketing and promotion, 276–277

target market, 272–273

Unilever, 274

value proposition, 273–274

Aggregators, in insurance industry, 80,

81

Agile Selling. See also specific topics
about, 21

benefits of, 22

lessons of, 23–36

Moneyball compared to, 22–23

sales processes, 44–47

traditional model versus, 41–43

where to begin, 47–49

Agility:

information technology, 285, 287

joint initiative, 215

software development, 324–325

Airlines, 131, 139

American Express, 31

Analytics. See also Metrics

about, 32–33, 43, 92–93, 153

approaches to, 176–177

base compensation and incentive

spending, 59

blind spots, eliminating, 155–157

capability, 8, 351

“centers of excellence,” 191–192

consumer goods manufacturing, 69

cost-to-serve, 159–160

culture, fostering, 172–173

customer, 58–59

customer buyer-value, 158–159

customer data, 121

customer value, 159

descriptive, 103

electronics and high-tech industry, 69

focused, 32–33

incentives, 59, 191

industries, model, 69

insurance industry, 69

lead generation/management,

101–102, 103–104

lead qualification with, 103

marketing, 48, 153

market-sensing, 175–176

obstacles to using in sales, 154

outcomes of using, 157–166

pharmaceutical industry, 69, 77, 160

predictive, 103

procedure for using, 167–176
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rewarding use of, 172
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Analytics. See also Metrics (continued)
sales, increased use in, 154–155

sales force, high-performance, 342,

345–346

sales performance, 164–166

supply chain management, 153

talent management, 174

technology as backbone for, 148

traditional sales model, 43

Anomalies, 5–7

Apparel manufacturers, 133

Apple, 73, 88

Apps, 10–11. See also Mobile technology

Attrition, 155, 337–338

Automakers, 140–141, 348–349

Avaya, 31

Banking, 188

Barriers to entry, 274–275

Baseball, professional, 22–23, 133

Base compensation and incentive

spending analytics, 59

Basic solution orientation, 123

“Big data,” 286

Blind spots, 7–8, 155–157

Boston Red Sox, 23

Boundaries, business, 23–26, 42

Brand and image orientation, 123

Brand sentiment monitoring, 175

Bristol Siddeley Engines Ltd., 143

Business boundaries, 23–26, 42

Business case, developing, 210

Business models, 183–184, 284–285

Business penetration dimension, of

technology implementation, 326

Business-to-consumer companies, 118

Buyers. See Consumers; Customers

Case studies:

automaker, 348–349

banking, 188

buying experience, 126–127

coaching, 348–349

communications company, 231–233

consumer goods, 193

high tech, 196

incentives, 188–189, 193, 195–196,

198–199

mobility technology/strategy,

311–312

retail, 198–199

small- and medium-size businesses,

231–233

telecommunications, 188–189

“Centers of excellence,” analytic,

191–192

Certification program for channel

partners, 224–225

CfC Stanbic, 273

Challenges. See also Challenges,
response to

anomalies, 5–7

blind spots, 7–8

consumer goods manufacturing,

72–73

consumerism, 9–13

diversions, 13–15

electronics and high-tech industry,

85–86

incentives, 182–185

information technology, 284–286

insurance industry, 79–80

mobile technology/strategy,

298–303

Challenges, response to:

consumer goods manufacturing,

73–74

electronics and high-tech industry,

86–87

insurance industry, 80–81

pharmaceutical industry, 76–77

Change:

benefits for companies, 116–117

by companies, 113–116

drivers of, 110–113

managing, 65, 215, 255

Channel models. See also Channels
franchise distribution partner model,

17–18
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independent distribution partner

model, 18–19

private sales force model, 16–17

Channel partners. See Partners
Channel pricing. See also Pricing

about, 131–133

channel harmony and, 136–137

complexities of, 134–135

price, setting, 140–145

pricing strategy, setting, 139–140

segmenting customer and channel

base, 137–139

Channels. See also Channel models;

Channel pricing

approaches, new, 84

digital, 29–30, 70, 74

harmony in, 136–137

mastery of, 76–77

mix of, 27–29

multiple, 104–105, 228

online, 228–229, 271, 285

segmenting by, 137–139

strategy, 134

surfing, 88

versatility of, 71

Chief information officer (CIO). See also
Information technology (IT)

complexities for, 14

role in sales, 293–295

skills needed by, 291–292

Chief sales information officer (CSIO),

294–295

Chief sales officer (CSO):

complexities for, 13–14

as “conductor of the symphony,”

51–54, 55, 64, 65

China:

about, 264–265

customers, segmentation of, 270

customers, winning, 271–272

data requirements, 270

as emerging economy, 35

“going green,” 267

government as partner, 265–266

inland provinces, 264–272

microfinance institutions, 266

network, offline localized, 271

Nokia, 271

online channels, 271

pharmaceutical industry, 76, 78

pricing, 266–267

Procter & Gamble, 265–266

product displays, 267

product innovations, 267

salespeople, 267–269

self-help groups, 266

social communities as partners, 266

supply chain and distribution

infrastructure, 269–270

Tier 3–5 markets, 264–272

CIO. See Chief information officer

(CIO)

Closed-loop selling, 161–163

Cloud and agile delivery methods:

as change driver, 113

cost, 323–324

disposability, 324

waterfall method versus, 324–325

Coaching, 293, 348–349

Collaboration:

about, 42

China, 269–270

consumer goods manufacturing, 73

impediments to, 236–237

incentives and, 190

internal tools, 353–354

need for, 315, 316–317, 342,

346–347

organizational impediments to, 236

pharmaceutical industry, 78–79

technological impediments to,

236–237

Communication, 75, 310

Competencies:

organizational needs for, 343, 344

partner, 352

sales force, 339–341, 352

sales management, 339–340
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Competition, 26, 131

Consistency, 299

Consultative solution selling, 88

Consumer goods manufacturing:

about, 71–72

analytics, 69

challenges, 72–73

challenges, response to, 73–74

channel versatility, 71

collaboration, 73

customers, 71, 160–161

customers, influence on, 160–161

digital channels, 70, 74

incentives, 193

indirect channels, 69

innovations, sales-related, 74–75, 89

intermediary and customer

involvement, 71

resources for salespeople, 70

technology adoption, 73–74

Consumerism, 9–13

Consumers. See also Customers

communicating with, 75

demands, 155

digital, going, 10–11

expectations, 9–10

loyalty, 11–12

providers, switching, 12–13

word of mouth by, 25–26

Content management, digital, 77

Conway, Mike, 276

Corporate hierarchy, 241

Costs:

buying experience, 116

cloud and agile delivery methods,

323–324

Cost-to-serve analytics, 159–160

Coupons, digital, 75

Creativity, user, 304–305

CRM applications and processes,

integrating mobile technology into,

306–307

Crowd sourcing, 71, 73

CSIO (chief sales information officer),

294–295

CSO. See Chief sales officer (CSO)

Culture, 252–253

Curriculum design, 353

Customer analytics, 58–59

Customer buyer-value analytics,

158–159

Customer buying experience:

about, 49, 92, 109–110

case study, 126–127

change, benefits for companies,

116–117

change, by companies, 113–116

change, drivers of, 110–113

customer needs, diagnosing, 120–122

designing and building, 122–127

principles and strategies, 118–120

Customer data analytics, 121

Customer experience surveys, 122

Customer intelligence, 101

Customers. See also Customer buying

experience

Africa, 275–276

analytics and, 160–161

buying orientation, 56, 122–126

China, 271–272

communicating with, 310

consumer goods manufacturing, 71,

160–161

differentiating between, 158–160

electronics and high-tech industry,

71

empowered, 110, 111–112

influence on, 160–161

loyalty, 111

needs, diagnosing, 120–122

pharmaceutical industry, 71, 160

pricing expectations, 144–145

profitability of, 132

in sales forecasts, 166

segmentation of, 48, 124–126,

137–139, 270
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understanding, 56–57

word of mouth by, 25–26

Customer Smart, 56–57

Customer support, 130

Customer value analytics, 159

Customized solution orientation,

123–124

Data. See also Analytics
access to, 41–42, 320

“big,” 286

for channel partners, 14–15

China, 270

governance, 350–351

increase in, 154–155

insights from, 187–188

internal sources of, 174–175

investment in, insufficient, 221–222

lack of, 7–8

limitations, overcoming, 173–175

sharing, compromised, 298

Decision making, 60, 316, 318

Delivery workforce, in joint initiatives,

208

Dell, 87, 88, 245

Demand, 131, 143–144

Descriptive analytics, 103

Designing to price point, 142

Differentiated customer buying

experience. See Customer buying

experience

Differentiation, customer, 158–160

Digital channels, 29–30, 70, 74

Digital content management, 77

Digital enablement, 83

Digital vouchers/coupons, 75

Direct-to-consumer communication, 75

Discount bands, 145–146

Disintermediation, 285–286

Disposable information technology, 324

Diversions, 13–15

East African Breweries Limited (EABL),

276–277

Econometric modeling, 191

Effectiveness, 13, 54–55, 74, 310

Elasticity of demand, 143–144

Electronics and high-tech industry

(EHT):

analytics, 69

boundaries, redefining business,

24

case study, 196

challenges, 85–86

challenges, response to, 86–87

channel versatility, 71

digital channels, 70

emerging markets, 85–86

incentives, 196

indirect channels, 69, 84–85

innovations, sales-related, 87–89

intermediary and customer

involvement, 71

resources for salespeople, 70

trends, 85

E-mail, limitations of, 237

Emerging markets. See also specific

markets

channel mix and, 28–29

electronics and high-tech industry,

85–86, 88

growth in, 35–36

pharmaceutical industry, 76,

78

Empowerment:

channel partner, 119

customer, 110, 111–112

seller, 245–246

traditional methods of, 30–31

Engagement:

as sales strategy factor, 64–65

small- and medium-size businesses,

228

social sales, 244–245

Enterprise firms, 224

Entry, barriers to, 274–275

Erickson, Tammy, 308–309
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Expectations:

consumer, 9–10

in joint initiatives, 214

mobility strategy and, 299

pricing, 214

Experimenting, 307

External network, extending social sales

to, 256–257

Facts, asking for, 172

Features/functions, unique, 304, 350

Flexibility, 310

Focus groups, 121–122

FourSquare, 31

Franchise distribution partner model,

17–18

Front office, 26–27

GE Capital, 218

General Electric, 142–143, 218

Global markets, 202, 262–264. See also
Emerging markets

Go-to-market team, 208

Governance:

data and information, 350–351

information technology, 292, 331

joint initiative, 206–207, 211, 212

pricing and, 149–150

Government, as partner in China,

265–266

Growth mix, 34–36

Harvard Business Review, 240, 308–309

Hastings, Reed, 145

Headquarters, Middle Eastern, 278

Hierarchy, corporate, 241

High-tech industry. See Electronics and

high-tech industry (EHT)

Holism, 82–83

Hotels, 133

IBM, 218

Images, infrared and microwave, 176

Incentives:

about, 92, 178–179

analytics, 59, 191

banking, 188

benefits of, 195–199

capabilities, building, 189–194

challenges of, 182–185

consumer goods, 193

as conundrum, 180–182

effectiveness, lack of, 181–182

high tech, 196

insurance industry, 184, 195–196

joint initiative, 214

marketing, 180, 196–198

optimizing spending, 186–189

plans, redesigning and aligning, 187

pricing and, 148

publishing industry, 183

retail, 198–199

ROI-focused approaches, 185–186

sales, 180, 195–196

social sales, 254, 255

spending analytics, 59

spending statistics, 180

strategy, rethinking, 60–61

technology sector, 183

telecommunications, 188–189

Inconsistency, 299

Independent distribution partner model,

18–19

Indicators, lagging versus leading,

65

Indirect channels, 69, 84–85, 223–225

Industries, model:

characteristics, common, 68–71

consumer goods manufacturing, 69,

70, 71–75, 89

electronics and high-tech industry, 69,

70, 71, 84–89

insurance industry, 69, 70, 79–84,

89

pharmaceutical industry, 69, 70, 71,

75–79, 89

Influence:

on customers, 160–161

pharmaceutical industry, 78, 160

social sales influence indexes, 251
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Information. See Data

Information technology (IT). See also
Chief information officer (CIO);

Technology

about, 281–282, 314–315

architecture, 288–289

benefits of, 318–321

business, running as, 291–293

business and, 321–323

challenges, 284–286, 298

cloud and agile delivery methods,

323–325

critical success factors, 331–332

disposable, 324

governance, 292, 331

implementing, 325–331

needs of high-performing sales

organizations, 315–318

operating model, improving, 287–293

operating model, need for evolving,

286–287

sourcing models, 287, 289–290

workforce skills development,

290–291

Infrared images, 176

Innovations:

consumer goods manufacturing,

74–75, 89

electronics and high-tech industry,

87–89

information technology, 287

insurance industry, 81–84, 89

mobility strategy and, 303

pharmaceutical industry, 77–79, 89

product, 267

Instincts, limitations of, 8

Insurance industry:

aggregators, 80, 81

analytics, 69

challenges, 79–80

challenges, response to, 80–81

digital channels, 70

incentives, 184, 195–196

indirect channels, 69

innovations, sales-related, 81–84,

89

resources for salespeople, 70

Internal collaboration tools, 353–354

Internal data sources, 174–175

Intuition, limitations of, 58–59, 156

iPads, 79, 310, 311–312. See also Tablets

IT. See Information technology (IT)

Iterative transformation, 329

Joint Initiative (JI) model:

about, 201, 205, 216

launching joint initiatives, 208–214

organization structure, 205–208

success factors, 214–216

Joint sales playbook, 211–213

Judgment, limitations of, 8, 156

Lagging indicators, 65

Lanworth Inc., 176

Leadership:

joint initiative, 206–207, 213, 214–215

meetings, 65

mobility strategy, 305–306

social sales, 252–253, 255

Lead generation/management:

about, 91–92

account targeting, 101–102

analytics, 101–104

benefits of, 107

channels, aligning processes across,

104–105

employees, leads from, 24–25

environment, current, 96–99

imperatives, 107–108

lead distribution capabilities, 104

measurement and result-tracking

capability, 105–106

prioritizing leads, 103–104

technology and, 99–100

Leading indicators, 65

Lead qualification with analytics, 103

Learning:

academy approach to, 352–355

need for, 342, 346–347

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



372 INDEX

Lewis, Michael, 22–23

Location-based services, 310

Loyalty, 11–12, 111

Major League Baseball, 22–23, 133

Managing directors, 207

Marketing analytics, 48, 153

Marketing incentives, 180, 196–198.

See also Incentives
Market segmentation, 226–227

Market-sensing analytics, 175–176

Market trend analysis, 121

Meetings, 65, 215–216

Metrics. See also Analytics
incentives, 191

pricing, 149

social sales, 254, 255

Microsoft, 87, 347

Microwave images, 176

Middle, moving the, 343, 344

Middle East, 277–279

Mobile technology. See also Mobility

strategy

accommodating, 285

buying experience, 112

case study, 311–312

challenges, 298–303

CRM applications and processes,

integrating with, 306–307

as information technology challenge,

285

role of, 305

statistics, 297

Mobility strategy. See also Mobile

technology

about, 282

benefits, 309–311

case study, 311–312

challenges, 298–303

cornerstones for developing,

303–305

framing, 305–308

future needs, 312–313

need for, 297

responses to, 301–303

Mobilization plan, in joint initiatives,

210–211

Model industries. See Industries, model

Moneyball (Lewis), 22–23
“More, More, More” strategies, 6

Moving the middle, 343, 344

MTN (company), 275

Multiple channels, 104–105, 228

Nationwide Insurance, 29

Navistar, 132–133, 137, 140

Netflix, 144–145

Networking, 342, 346–347

“New life distribution vision,” 82

New product introductions, 6

Nokia, 271

Oakland A’s, 22–23

Objectives, strategic, 168

One-size-fits-all approach, 134–135,

220–221

Online channels, 228–229, 271, 285

Operating environment, 342, 345

Order placement, real-time, 311

Organization structure, in joint

initiatives, 205–208

Outcome-based decisions, 316, 318

Overpayments, 187, 188–189

Oversight barriers to mobility strategy,

298

Parasitic relationships, 135

Partners:

certification program for, 224–225

China, 265–266

coaching, 293

competencies, 352

consumer goods manufacturers, 71

electronics and high-tech industry, 71

empowering, 119

evaluating prospective, 294–295
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as extensions of business, 30–31

government as, 265–266

information for, 14–15

learning, academy approach to,

354–255

Middle East, 278–279

network, improving, 294

pharmaceutical industry, 71

social communities as, 266

technology for, 14–15

training, 293

Passerini, Filippo, 33

Pay-for-performance incentives, 191

Peer-to-peer support groups, digital, 245

PepsiCo, 24–25, 28–29

Performance management system, 355

Personalized selling, 161–164

Pharmaceutical industry:

analytics, 69, 77, 160

challenges, 75–76

challenges, response to, 76–77

channel mastery, 76–77

channel versatility, 71

closed-loop selling, 161–163

customers, influence on, 78, 160

digital content management, 77

indirect channels, 69

innovations, sales-related, 77–79, 89

intermediary and customer

involvement, 71

personalized selling, evolution to,

161–163

resources for salespeople, 70

sales strategy, 52

Phone calls, limitations of, 237

Piloting mobility strategy, 307

Plug-and-play, 327–328

Portfolio allocation and management,

185–186

Practice, 353

Predictive analytics, 103

Predictive selling, 163

Presentation materials, 170

Price-comparison apps, 10–11

Price cutting and promotions, 6–7

Price elasticity of demand, 143–144

Price leakage, 134

Price orientation, 123

Price windows, 145–146

Pricing. See also Channel pricing
about, 92, 128–129, 151

China, 266–267

competition and, 131

complexity of, 131

defining, 130–131

demand and, 131

as dynamic, 130–131, 142–143, 150

enablers to, 146–150

importance of, 128–129, 134, 135

profitability and, 132

strategy, 139–140, 229

Private sales force model, 16–17

Process intensity dimension, of

technology implementation, 326

Process standardization challenges, 298

Procter & Gamble (P&G), 33, 265–266

Product:

displays, 267

innovations, 267

introductions, 6

offerings, 155, 222–223

in sales forecasts, 166

Profitability, 130, 132, 137–139

Program Strategy and Solutions Office

(PSSO), 46, 208, 209

Progressive Insurance, 83

Proof of value, 328–329

PSSO (Program Strategy and Solutions

Office), 46, 208, 209

Publishing industry, 183

Quality and performance orientation,

123

Quotas, 187

Rapidity, 315, 317

RBS (Royal Bank of Scotland), 316–317
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Relationship orientation, 123

Relationships, in joint initiatives,

209–210

Reliability orientation, 123

Remote presence, 310

Resources for sales reps, 69–70

Response, rapid, 315, 317

Responsibilities. See Roles and
responsibilities

Retail, 198–199

Revenue, 116–117, 188, 195, 227

Rewards. See Incentives
Rigor, 316, 317–318

Road maps, 211, 307

ROI-focused approaches to incentives,

185–186

Roles and responsibilities:

business, 331

information technology, 331

social sales, 253–254

Royal Bank of Scotland (RBS), 316–317

Sales academy approach to learning,

352–355

Sales analytics, 58–59, 169–171

Sales channel models:

franchise distribution partner model,

17–18

independent distribution partner

model, 18–19

private sales force model, 16–17

Sales execution, 45–46

Sales force, high-performance. See also
Sales reps

about, 337–339

building blocks, described, 341–348

building blocks, putting into action,

349–355

case study, 348–349

competencies, 339–341, 352

needs of, 315–318

sales competencies, new, 339–341

turnover of sales reps, 337–338

Sales force automation/effectiveness

(SFA/SFE), 13

Salesforce.com, 243, 311–312

Sales forecasting process, 164–166

Sales funnel, traditional, 248–251

Sales incentives, 180, 195–196. See also
Incentives

Sales management, 45, 339–340, 342,

347–348

Sales model, traditional:

Agile Selling model versus, 41–43

analytics, 43

collaboration and boundaries, 42

information, access to, 41–42

social media versus, 238–240

structure and processes, 41

Sales operations, 46

Salespeople. See Sales reps
Sales performance analytics, 59,

164–166, 293

Sales playbook, joint, 211–213

Sales processes:

buying experience and, 119

sales execution, 45–46

sales management, 45

sales operations, 46

sales strategy, 44–45

sales talent management, 46–47

social selling reinvention of, 246–248

Sales reps. See also Sales force,
high-performance

China, 267–269

future, 173

number crunchers versus, 168–169

resources for, 69–70

sales competencies required by, 339,

341

social media, resistance to, 308–309

turnover of, 155, 337–338

Sales strategy:

effectiveness of, 54–55

example, 61–63

factors, critical, 63–65
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maturity of, 54–55

principles, guiding, 55–61

sales processes, 44–45

sections of, 61

symphony analogy, 51–54, 55, 64, 65

Sales talent management, 46–47. See also
Sales reps

Segmentation:

channel, 137–139

customer, 48, 124–126, 137–139, 270

market, 226–227

Self-service, 118

Seller empowerment, 245–246

Selling approaches and processes,

managing variability in, 57–58

Service focus, 89

Service offerings, 155, 222–223

SFA/SFE (sales force

automation/effectiveness), 13

Showrooming, 10–11

Silo syndrome, 182–183, 236

Skills:

chief information officer, 291–292

Information technology, 290–291

mobility strategy, 299

Small- and medium-size businesses

(SMB):

about, 202, 217–218

approaching, 225–230

buying preferences, 113

case study, 231–233

diversity of, 220–221

failure of SMB-targeted sales and

marketing efforts, 219–225

large companies targeting, 218–219

market, size of, 34–35, 217–218, 219

social media and, 222

success with, 230–233

Smartphones. See Mobile technology

Social communities as partners, 266

Social media. See also Social sales
about, 202

buying experience, 112

challenges, 300–301

as information technology challenge,

285

mobility strategy compared to,

300–301

sales rep resistance to, 308–309

small- and medium-size businesses

and, 222

traditional sales approaches versus,

238–240

Social sales. See also Social media

benefits of, 240, 243, 249–250, 261

buyer engagement and, 244–245

emphasis, shift in, 241–242

external network, extending to,

256–257

influence indexes, 251

organizational considerations, 258

peer-to-peer support groups, digital,

245

pitfalls, 255

platform, integrating with other

systems, 255

process considerations, 257

readiness for, 259–260

sales process reinvented by, 246–248

seller empowerment and, 245–246

strategy and vision considerations, 257

technology considerations, 258

traditional corporate hierarchy

dismantled by, 241

traditional sales funnel, applying to,

248–251

transitioning to, 251–254

win rate and, 249–250

workings of, 241–243

Software, 183, 321, 324–325. See also
Information technology (IT)

Solution development, 119–120, 207,

235

Sourcing models, information

technology, 287, 289–290

Spending statistics, incentive, 180
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Steering committee, 207

Stewardship, 292

Strategic objectives, 168

Strategy decomposition approach, 106

Superstacks, 88

Supply chain management, 153, 269–270

Support groups, digital peer-to-peer,

245

Surveys, customer experience, 122

Symbiotic relationships, 135

Symphony analogy, 51–54, 55, 64, 65

Tablets. See also Mobile technology

benefits of, 304, 310

pharmaceutical industry, 79

Salesforce.com, 311–312

statistics, 301, 302

TABS (Toshiba America Business

Systems), 246

Talent management analytics, 174

Talent strategy, 286, 341, 342–345

Targeted Marketing Engine, 229–230

Targeting accounts, 101–102, 213

Targets, setting, 187

Team members, joint initiative, 213–214

Technology. See also Information

technology (IT)

as analytics backbone, 148

benefits of, 318–321

buying experience and, 112–113

for channel partners, 14–15

collaboration and, 236–237

in consumer goods manufacturing,

73–74

implementing, 325–331

incentives, 183

integrating with other information

systems, 147–148

investment in, 221–222

lead generation/management and,

99–100

pricing data and, 146–148

social sales and, 258, 259–260

Telecommunications, 188–189

Territory coverage model, 48–49

Tiger Brands, 276

Time horizon dimension, in sales

forecasts, 166

Toshiba America Business Systems

(TABS), 246

Total booked revenue, 227

Trade spend, 75

Traditional sales funnel, 248–251

Traditional sales model:

Agile Selling model versus, 41–43

analytics, 43

collaboration and boundaries, 42

information, access to, 41–42

social media versus, 238–240

structure and processes, 41

Training partners, 293

Transaction orientation, 123

Transformation, iterative, 329

Trial, as technology implementation

approach, 327

TrueChoice, 56–57

Turnover of sales reps, 155, 337–338

Unilever, 274

Unique features/functions, 304, 350

User creativity, 304–305

User experience/acceptance, 303–304

Value, proof of, 328–329

Vouchers, digital, 75

Walmart, 175–176

Waterfall method of software

development, 324–325

Win rate, and social sales, 249–250

Word of mouth, 25–26

Xerox, 219
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