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Enterprise Sales Executives Require an Array of Skills

By Mera L. Levin

harlie THl is a quarterback of sores. To serve both his eus-

tomers and his company, he is regularly called upon to bring
together a diverse assortment of players from different funcrional
arcas, to interpret his customer’s plays and politics, and to design
customized solutions in often tricky situations,

Mc [ll. SEMOT VIoE rm:mhm (It..ﬂ(ll.‘lll
sales fior telecommunications comgarny
Awaya, is one of a new breed of mies-
people who sely on education, business
expertise and management skills — as
miuch s sabes ability — o thrive in a
ih:.l-yul:ul.. tugﬂ-drjv:ll environameit.
An enterprise sales professional is often
]r_i-:nnlpml:."ii it person fur the: entire
CUSTOIMET ONEnizALnm, L'lxlnljna:ring (114
anly sales bt also suppart and post-
aales account management, They must
b able 1o develop selationships acoss
their cwn organizations as well as ther
-\:].i:nu'. handle themsshves in the evec-
utive suite and gaim o deep understanding
of what drives cheir customers busi-
nesses, Increasingly, they are seen and
see themselves as parmers with their
customers 10 jeinty deliver the potens
tial for p;ruw'.h.

“Todiy's best teamn leaders ane sea-
semed Fm:tﬁ:ﬂtuuﬂ.s i nie (uﬂ}'u:prn-wl!
their companies well, but also are tasked
with building bridges with nearly every
tunctienal growp within their castomer
ongniewtions,” sys e Weldh, Chicage-
based global praciice beader, consumer
poeds aned services, for recnuiter Spencer
Stuart, "[ They] routinely partmer with
the customer side across areas like
]ngisri.c:. ]'\u'irin-g', COMSmer :n:i.-ght:.
puablic relations and information tech-
nology in an cffort o improve sakes
and profite for both sides.”

Fimard Stevens, Diayron, Ohio-based
CEQ aml chairmmn of rescanch and
consulting company HR Chalky, counts
a dannting armay of shalls necessary 1o
be an effective enterprise sales profes-
sional: They must be effective managers;
understand the customiers business, be
an advocate for their customers within
their own onganizations; be acocssable
to the custamer; be a problem solver;
and be mocwative and creativee,

That means thar enterprise sales-
|1¢n|1|r muest be well rcxpn'wd within
their eavn companics and have the cloae
1o “make things happen” internally, sas
M. Welch. This is in their costomers”
best interest, uqxu:a]!y 1M a0 envinan-
ment in which customized solubions
are the narm rather than the exception,

It’s no wonder that enterprase sales-
peaple zre ar the highest end of the siles
pecking order, Thas they an: is evidenced
by a growing namber of organizations
thiar ase springing up o rescarch and
assess, 08 well as rrain and prossote, sales
edscation. For i:lul;u:m:. e"u-d}' Zalmers,
who teaches o salesforce manageoment
course at Morthwestermn [:'un-l'mif_!"s
Kelloger School of Management in
Chifuﬁn, i also co-founder and man-
aging director of X5 Associates, 3
renagensent corsulting firm special-
trng mn sales and marketing,

Promoting Sales Education

Mr. Stevens, whose company, HR
Chally, peosides personnel assessment and
reseapch services in leadership develop-
rent and sales mopeovement, sws his
“personal mission in Bie" i o ke
5:': education as part of bq}l::us&-
school curriculums, He & also a hig
spporter of the University Sales Center
.-’;T:ismn:" a consartium of sals centes
locared in universities theoughour the LS.
thar offer sales PrOEEEImns thear meet the
certification criteria of the Professional
Society For Sales and Marksting
Training, based in Coral Springs, Fla,

Fifteen years agn, Frank Cespedes,
whi teaches marketing at Harvard Bus-
iness School and is managing pamner
with the Center for Exeoutive Develop-
ment, i Boston-based firm supplying
custenriina] evecutive education and strare-
0 el ggE- mIIEETeTI P, Witk
“Tearmwork for Today's Selling” for the
Harvard Business Heview, He helieves
thar the points he made then are just
as applicable now. An enterprise sales
prodesaional must possesa the cone sell-
ing skills, bur they st also be able w
deal with a vanety of people, identify
and speak the langpange of the decison
makers in the customer organization,
unsberstand the customer's “go-to-mar-
leet™ srraregy, and work across invernal
houndaries in his awn company

Adston Gardmer, an adjunect profies-
sar at the University of North Camlina’s
Kenan Flagler Scheol of Business in
Ch.‘lj'uﬂ Hill, notes that enterprise sales
pn:dminnnls almost alw:_'_vs have a col-

lege degree and sooe kind of sales skills
anel negotiation trining. Not to men-
thon instruction in strategy and business
amalysis. “They can create n business
solution, understand a profit and loss
starement, and undersrand the impact
on the business,” he siyvs.

e, 'S introduction wo this tvpe of
sale ooourred b the late 19708 when he
went to-work for IBM. His new employ-
ers put him theough 2 year-lor Tam
rhll:t?nr}lu'led classes in tf’l‘lx:ﬁng}'.
businees applications and ways to sell
that addressed these needs within the
cliem orgamization, Over the vears he
seteed on apportuniies o ger an exton-
ave knowledge of other dussries —
dlasses in insurance at the Universicy of
Pennsylvamia, business st Harvard
Lniversity and courses oftered through
1BM and other places inwhich he workad,

"It allowed me to lhave an in=depth
dhseussion with CEOk, Cl0s and CFOw"”
he says *Tt is more effective if vou can
commumicate in terms of indivichual
business ehjectives. The CEO may have
a different outhonk than the CT0, whioss
sy be different from the CFO, all in
the same company.”

Marty Leahy, an account executive
with Redwood City, Califl-based
Comergent, a purveyor of e-business sofi-
ware, credits his siccess o en i
sales rea healthy curiosity and a willing-
nese 1o Jearn “and leam and learn, |
would mever consider going into a
company withowt knowing who i
competition s, how they differ, what
they reed o aocomplish from a business

e and what they are trying
da in the marker,” he says. His self-edu-
cation has allowed him o become

connfirtahle sitting down warth business
ececutives sl g speak their buypuge.

That's nat ta say that sales abalicy
doesn't play a mole in enterprise sales. “Ar
the end of the day, this is about connect-
g with folks,” says Banry Thailer, San
Francisco-based co-founder of C50
Trsighas, a reseacch freon thar specializes
n memsunngy the elfoctivenes of sales
and marketmg  orgamizations. Those
cannectinns are in their mem CEMTpRies
as well as with their castomens,

Integrity and Emparthy

Companies understand the jmpoe-
tance af Jul.1'|||3' the ri.g_(||1 HJH‘I.I]'E i these
johe, IIK{ they pay ateention to the <kl
sets of potential hires. “Bales is about
the inherent character of the person,”
says Prof, Zolners ar the Kellogg School
of Management. “Ir mighr be conrent
specific, but in geneeal ir's about Integricy
anal empathy.” His research shows thas
sale weho cam creaee trust and wheo
develop relsiorships within the supplier
\Hg,llli.n’.*lilll'i bave a betier chance of
suoceeding. Those traits, he helieves,
are not trainahle.

By all estimarions, the basic abality o
connect with others iy ok be l'.|u|d|I.
but can be enhanced through educanoa.
That is why mest corparatioms prtr\.'xh_'

training oppormities for their sakes scaffs,

Enterprise salespeople
are at the highest end of
the sales pecking order.

Prod. Gardoer of the Kenan Flagler
School of Business cives the cxample
of an TAM enterprise sales representa-
tive who spoke to one of hus classes,
“Between sales and technical support,
she might lead a team of up ta 100 1o
150 people [for a large sccount],” he
says. 1'hose people might net report 1o
heer, but 10 be successful she will e
leadership skills, as well as her stand-
ing, in the company, perceived or true,
to gain their cooperation to make and
imiplement o sale,

oday, it is not wuswal for the
team beaders of the lrgest global reams
te repire directly 1o the presdent of
their companies,” says Mr Welch of
recruiter Spencer Stuart. “These an
impartant jobs and companies have
eliminated unnecessary layers so thas
decision |mlcing is streamdined.”



