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Abstract

In different phases of the sales process differgrgs of networking are useful. Based on
concept “Better Sales Networks” bistiinerand Godessales-related social business netwo
like Xing, LinkedIn or BoardEx are examined and compared. These networks suj
salespeople in different phases and to varying edsgrA more precise model with sev
phases for non-consumer goods in business-to-lsssgades is introduced. Aspects for furtl
research cover finer decomposition of phase moglelimcluding after-sales-processe
improving network functionalities, adding role-cepts like theBuying Center and new
evaluation approaches like “network ability” or ‘forted networks value” for sale

professionals in organizations.
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1. Motivation and Research Base
Business networks such as LinkefiBoardEX, XING® even Facebodk can support

companies to build new business relationships ameémgte business opportunities at the same
time. Furthermore, networking is considered as Hitient strategy for improving the

interactions with customers and suppligrs.

Tuba Ustiinerand David Godesin Better Sales networkf Harvard Business Review on
Strategic Sales Managem®&stimmarize merely four phases of the sales pramassefer to

four different types of networks as helgful
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Figure 1: Type of networks in the sales process
MoreoverUstiinerand Gode$ refer to three levers to encourage salespeopledmatworks:

Sales force structure, compensatiandskills development

This paper aims at another focus: It takes upftus-phase framework, examines, and adds
aspects from non consumer goods and business-toelsasSales (B2B-sales) resulting in a
seven-phase model, which is applied to widespreatbss networks.

2. Selection Process of Widespread Business Networks this Research Paper

! C.f. http://www.linkedin.com(2010-02-28)

2 C.f. http://www.boardex.coni2010-02-28)

3 C.f. http://www.xing.com(2010-02-28)

* C.f. http://www.facebook.coni2010-02-28)

5 C.f. http://en.wikipedia.org/wiki/Business_networki(@010-02-06)

6 C.f. Ustiiner, T.; Godes, D. (200Mjarvard Business review on strategic Sales ManagénBetter Sales
Networks, Harvard Business School Publishing Caon, USA, pp. 97-121.

7 Ibid.

8 Ibid.




The following scheme gives an insight how the arghwave selected the business networks
Xing, LinkedIn and BoardEx as specific networksao¥ariety of existing networks by using

an evaluation scheme covering various criteria:
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Figure 2: Scheme of evaluating networks

At first the authors consider internationally based used networks in order to keep an
international character of global sales. Seconitilg, authors set up criteria, that support the
effect of the given four phases OtiinerandGodes.In conclusion the networks LinkedIn,
BoardEXx, as well as, Xing are conform to the awthestablished criteria, as well as, to the
four phases! Crowdsourcing” which considers integrating neatg whole world as input

can be interpreted as a generally underlying peiedbehind all these networks.

3. Application of the Four-phase Sales Model to the $ted Business Networks

As one result the authors have discovered, thdhénselected networks already valuable
supporting features are included. But hardly anyhem provide profound support in dtie

four sales phases, as the following table shows:
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Table 1: Evaluation of Sales Related Business Netwakn contribution to Sales Processes

With regard to our focus on non-consumer goodstgpital B2B-sales processes the four-

phase model needs to be expanded and detailedlas we

4.

Introduction of the Seven-Phase Model

The three more detailed phases beside the fourephaidJstiiner and Godescompose a

seven-phase model. They are presented in thedalléhe further explanations below.
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Table 2: Model for B2B sales of durable industrial gods incl. after sales service

By adding the more detailed phasmstacting the prospects, evaluation of the proposs

well as, theafter sales serviceshe enlarged sales process samples the folloadrgntages:

Contacting prospects (phase After identifying prospects a sales person can ttile

possibility of contacting prospects through netwgorRhe way to contact the prospects
through networks can be more cost efficient antefag-urthermore, there is a change from

the generally held sales process to a more spssibdiales process with a B2B nature.



Evaluation proposal (phase F)ue to the fifth phase, thevaluation of the proposak.g.

prospects are able to give their opinion regardiregprice of the product in comparision to
other suppliers. The prospects also can see thaspassibilty to discuss the proposal, before
closing the deal.

After sales service (phase W)ith regard to non-consumer goods, sales persampvide

life cycle products and services like spare pants @maintenance services up to recycling or
disposal to the customer, thus closing the loopeloyrsion to early stage sales phases.

In general, this specialised sales model can be ase cycle in which at least some of the
already mentioned phases recur when another praglgcld to the same organization. That
means, after closing the deal and very often statedl by the after sales phase a repeated
purchase will go through some of the phases as well

5. Implications for Further Research

According to the gathered insights into the implatagon of networking in the sales phases,
the authors assume that there is considerable tpaitém research the following aspects in

detail and in further steps on different levels:

Model related aspects

v" Add role concepts like v' Screen marketsand the v" Verify the new model
Buying-Centet or Selling- internet for new social by sales process
Center approaches business networks that fitthe = examples,

v' Research new abilities new added phase model v' Specialize on markets
and re-evaluation of sales v* Qualitative phase modeling business types, regions,
professionals due to social by subdividing phases in segments etc.
network analysis (sna) more sales-adapted v Recommending/ adding
and “individual economic (sub-) phases useful applications or
network value” within an | v Refer to internationalisation useful functions to the
organization. e.g. cultural and personal networks and their

aspects. softwares themselves.

Table 3: Considered Research in the model and netwlorf case themselves

? C.f. Webster, F.E.J.; Wind, Y. (1972): Organizational Buying Behaviour, Englewood Cliffs, NJ.



Moreover knowledge-based networks like German “wsempetence-site.de” or
“www.brainguide.de” have not been subject to sigaifit research. This also demands for
new approaches in social network analysis (snahidgf “network ability” and “imported
networks value” of sales professionals for an oizgtion.

6. Conclusion

In conclusion, the following table shows benefitsl alifferent aspects of the sales model of

UstiinerandGodesin comparision to the proposed precised sales model

* The model is very general ande This model is specialized on (international) B2B

not restricted to organizations, sales of non-consumer goods.

branches or special goods. | « The seven phases allow a more differentiated view o

* Four basic phases are sales processes.
considered. » ltincludes the crucial after-sales phase.

* The model is easy to » Up-selling and cross-selling can be explained by
understand and to employ. recursive loops — often triggered by after-sales

» The model is upgradeable with regard to the

proposals made for further research .

Table 4: Four phase sales model of Ustiiner/ Godesdprecised sales model of the authors

To sum up, the presented seven-phase sales madbkazonsidered as an enrichment to the
one ofUstiinerandGodes as it allows to state the different types of rating in the sales
process more precisely especially in internati@B-relations selling non-consumer goods.
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