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Every commercial organization should focus an appropriate amount of
time on hunting for and securing new clients. Sadly, too few have a
clearly-defined strategy that maximizes their sales function’s valuable
selling time and minimizes the related costs of this exercise.
 
We wanted to discover what is working for the most successful
companies and why, so that we can share their secrets. 
 
As usual, there were five sections:
 

 
A summary of our findings follows.

Hunting: The Good, the Bad and the Ugly 
Client Profiling 
Targeting Relevant Opportunities 
Strategizing Growth Within Existing Clients 
Hunting in Packs    

INTRODUCTION

COMPLETE DATA SUMMARY
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Generating leads is an important sales activity that plants the seeds of
growth for sustainable business development, but there are so many
sources of leads that the process of generating them can sometimes
cause salespeople to feel overwhelmed when tackling this vital sales
activity.
 
Every organization is unique and can employ a variety of approaches
in their quest to attract the attention of their target market. That’s why
it can be extremely useful to invest some time analysing which lead-
generation initiatives worked well in the past, why they worked well,
and what improvements can be made to optimise their effectiveness.

HUNTING – THE GOOD, THE BAD AND THE UGLY
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HUNTING – THE GOOD, THE BAD AND THE UGLY
What % of your organization’s total selling time would you
estimate is dedicated to hunting for new clients?

34.4% 29.8% 17.1% 11.6%

0-20% 41%-60% 61%-80%21%-40%

5.2%

Which of the following methods has your company tried to
attract new clients?

Cold Calling

Email

Social Selling

Referrals

Exhibitions
Networking

Events
Channels

Marketing Lead
Generations

Other
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81%-100%
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HUNTING – THE GOOD, THE BAD AND THE UGLY

Typically, some initiatives worked better than others, so which
were the least successful for your organization?

Cold
Calling

Email Social
Selling

Referrals Exhibitions Networking Channels Marketing
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200
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Which other methods has your company tried to attract
new clients?

Participating
in Events

Digital
Campaigns

Content
Marketing

Advertising

Direct Mail

Alliances

Outsourcing
Prospects
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HUNTING – THE GOOD, THE BAD AND THE UGLY

Many new sales technology solutions have been introduced in
recent years. Which have been most effective in helping your
organization’s hunt for new clients?

Connect
& Sell

CRM Discover Email
Market

ing

Googl
e

AdWor
ds

HubSpot LinkedIn Referrals Sales
Trainin

g

Social
Media

Social
Selling
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And which were the most successful?
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The more existing accounts that salespeople manage, the less time
they can devote to prospecting for new client business. Therefore,
they need objective criteria to determine which of their prospective
clients to contact first. This can produce huge timesaving as the most
successful organizations have increased sales purely by introducing
and utilizing “prospect criteria.” The concept involves creating a profile
of the types of client accounts that offer the greatest potential for
doing business. Factors that impact an account’s priority might include
level of business need, budget, referenceable accounts in the same
industry, demographics, etc. This type of simple rating system allows
the sales team to determine which prospective accounts to target first
to ensure that all the right people are contacted.

CLIENT PROFILING
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CLIENT PROFILING

Has your organization created a profile of the characteristics
of an ideal client?

61.3% 27.4% 11.3%

Yes No Don't Know

Please list 'other' items you based the profile on:
 

Age, income, asset base, business needs
Fit
Geographic location, population
Good economic potential, open minded and responsible.
Industry requirements
Market conditions
Number of employees and annual revenue Number of salespeople in an
organization.
Past buying behaviors, experience, etc. Profitability 

Have you based that profile on:

Current Best Clients

In-Depth Reserch

Other
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CLIENT PROFILING

What are those characteristics of your ideal client

Please list 'other' characteristics:
 

Annual Revenue
Company Size
Digital maturity
Financial stability
Industry
Leadership
Organizational structure
Pain
Privately held
Technology Stack
Title,  Mindset,  Approach to problems.

Size of Company Financial Viability Geography Culture Fit Growth Potential Other
200

400

600

800
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CLIENT PROFILING

What percentage of your current client base fits your ideal
client profile?

How often do you revisit and update your ideal client
profile?

0-20%

21-40%

41-60%

61-80%

81-100%
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Exploring every opportunity that presents itself is neither practical, nor
profitable.

Qualification is a core competency that every professional salesperson
should adopt as quickly as possible. Working to the maxim that “all
business is good business” is unrealistic and totally erroneous. It takes
just as long to work an unprofitable opportunity through the pipeline,
only to lose it at the death, as it does a profitable one. The ability to
determine which is which can have a huge impact on an organization’s
success.

TARGETING RELEVANT OPPORTUNITIES
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TARGETING RELEVANT OPPORTUNITIES

How effectively does your organization decide which opportunities
to pursue? 

3.7% 8.8% 28.6% 45%

How critical in your decision is the revenue size of the opportunity?

And how significant is the margin and profitability?

3.4% 5.7% 43%

6.3% 13% 37.1% 34% 9.4%

Not Very Effectively Neutral Very Effectively

13.9%

24.2% 23.8%

NeutralNot Very Critical Very Critical

NeutralNot Very Significant Very Significant
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TARGETING RELEVANT OPPORTUNITIES

How important, in your opinion, is your ability to deliver? 

1% 3% 14.6% 38.5%

While short term benefit cannot be overstated, how important is
the long-term value of a deal in your decision to bid for the initial
opportunity??

0.5% 1.5% 6.5% 24.4% 67.1%

Not Very Important Neutral Very Important

42.9%

Not Very Important Neutral Very Important
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Despite whichever statistic you choose to accept, it now costs five
times, ten times or even fifteen times more to locate, qualify and sell
to a new client as it does to sell to an existing one. This fact alone
should prompt all sales organizations to examine the way they are
managing and growing their current client base.

There can be no doubt that one of the most significant untapped
opportunities to increasing sales and profit is diligently growing your
base of existing accounts because current clients, on average, spend
almost 70% more on subsequent purchases than on their first order.

This does not affect only you - you’re not alone. Most companies
believe they should be generating more revenue from their strategic
accounts.

STRATEGIZING GROWTH WITHIN EXISTING CLIENTS
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STRATEGIZING GROWTH WITHIN EXISTING CLIENTS
How successful is your organization in securing additional business
with a new account after the first win?

How effective is your organization at selling other products or
services from your portfolio to current clients?

While it’s generally accepted that it’s important to account growth,
how committed is your organization to delivery excellence?

3.1% 10.6% 26.2% 42.5% 17.5%

Not Very Successful Very SuccessfulNeutral

15.4% 31.3% 36.4% 12.4%

Not Very Effective Very EffectiveNeutral

1.5% 3.5% 12.7% 30.3% 52%

Not Very Committed Very CommittedNeutral

4.6%
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STRATEGIZING GROWTH WITHIN EXISTING CLIENTS
How effectively does your organization understand what success
means for each of your individual accounts?

As a result of consistent success with your existing accounts, which of
the following collateral types of opportunities do you capitalize on:

2.4% 9.1% 29.2% 37.2% 22.2%

Not Very Effective Very EffectiveNeutral

Referrals

Vertical Market
Expansion

Replicated solutions

Leveraging
partnerships

Other

0 200 400 600 800 1,000 1,200 1,400

Please list the 'other' collateral types of opportunities that
you capitalize on:

Case studies
Channels
Community events
External purchased data
Grow within the account
Relationships
Trade shows
Up selling, cross selling
Webinars
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Team selling brings people together from across the organization and
externally, with each playing a role within the sales process. This
collaboration enables us to populate the team with “specialists,” who
comprehensively understand the points of view of the multiple buying
team members, increasing the likelihood of alignment and favorable
outcomes.

HUNTING IN PACKS
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HUNTING IN PACKS
How effective is your organization at marshalling all of its “people
assets” to win new deals?

Within your business model, in addition to the sales team,
which functions are the most effective in team selling?

7.5% 17.7% 33.9% 28.5% 12.4%

Not Very Effective Very EffectiveNeutral

Executive

Delivery team

Subject Matter
Experts

Vertical Specialist

Other

100 200 300 400 500 600 700 800

Please list the 'other' collateral types of opportunities that you
capitalize on 

Application Engineers/Technic
al Advisors
Brand Specialist
Chemist
Chief Engineers
Client Support Services
Designers
Enablement
Equipment Tech
Inside Sales Team

Interior Designers
IT Technicians
Marketing
Networking
Operations and Office
Managers
Product Specialist
Project Managers
Referrals
Technical Services
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HUNTING IN PACKS
On the other side, “Team Buying” is also a strategy: How effectively
does your organization align to the multiple individuals within the
“buyer network”?

In any group initiative, communication is critical. How effectively
does your organization communicate across the selling team when
pursuing a major opportunity?

Of all the “hunting in packs” activities, which of these are the most
impactful for your organization?

10% 17.5% 41.9% 25.4% 5.3%

Not Very Effectively Very EffectivelyNeutral

15.6% 32.3% 31.6% 14.3%

Not Very Effective Very EffectiveNeutral

Account Planning

Sales Calls/Meetings

Proposal/Development

Presentations

Negotiations

Other

0 200 400 600 800 1,000

6.2%
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HUNTING IN PACKS

Please list 'other' activites that are most impactful for your
organization:
 

Asking for the money
Asking questions to uncover pain and to have the prospect remove obstacles they have
placed.
Communications
Delivery excellence
Follow thru on undersanding the client's situation
Prospecting
Referrals
Targeting Accounts
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SURVEY METHODOLOGY
This survey represents the data submitted by more than 1500
 individuals, from more than 500 distinct business or companies from
60 Countries. Invitations to take the survey were digitally distributed
using social media, email, and other digital publications reaching a
substantial, global audience. The survey collected data from January 6
- March 7, 2020.

2% 7% 2% 13% 75% 1%

Africa Asia Australia Europe North America South America
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Respondent's Title

Account Managers
C-Level

Sales Manager
VP

Other

10 15 20 25 30

Percentage %

SURVEY METHODOLOGY NEEDS UPDATES

12.3% 52.8% 34.9%

Age of Respondents

<34 35-54 55+
0

20

40

60

Industries

Agriculture
Business Services

Construction
Consulting

Energy Oil & Gas
Financial Services

Healthcare
Higer Ed.
Insurance

IT/Tech.
Manufacturing

Media
Mining

Non-Profit
Other

Pharmaceutical
Public Sector

Retail
Telecom

Transportation

0 5 10 15 20

Percentage %
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May we take this opportunity to sincerely thank you for supporting
this significant survey. We hope that you will also participate in our
future research.
 
You will shortly receive a copy of our full report, which contains our
thoughts, observations and recommendations.
 
The Research Team
Sandler Research Center
www.sandler.com/research

SUMMARY
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