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How to improve sales 
meetings
In the B2B industry, sales has never been an easy task. Unlike general consumer products, it’s rare 
to see a business professional purchase a complex solution on a whim. Almost always, B2B purchases 
follow a lengthy sales cycle that spans months, across multiple channels and touchpoints, while also 
requiring input from multiple stakeholders.

In their B2B Buyer’s Survey Demand Gen Report re-
vealed a few important bits of information that show 
sales processes have become much more complex 
than in years past. Considering how 79% of busi-
nesses have between one and six people involved in 
purchasing, and 44% have formal buying groups or 
committees to review each purchase, it only makes 
sense that the typical purchase cycle is longer than 
ever before.

A side effect of these lengthier sales cycles is the fact that sales professionals are spending more time 
on internal activities, rather than working with the actual clients. For example, the Harvard Business 
Review reports that compared to five years ago, time spent on pre-sales and post-sales activities are up 
15%. 

The publication also states that time spent on administrative tasks has also risen 21% while actual sell-
ing time in front of customers is down 26% These statistics all indicate that despite sales teams working 
harder, the power of those professionals isn’t being efficiently leveraged.

Taking a more efficient approach to communication 
As businessess are rapidly evolving, it’s difficult for sales and marketing teams to stay in sync. Up to 
90% of sales enablement content produced by marketing departments are never used, while on av-
erage sales professionals only spend 35.2% of their time selling. That translates to just 14 hours of a 
40-hour work week..

Traditional sales meeting planning processes involve sales professionals gathering information before 
the prospect meeting to develop a personalized presentation. While this used to be a sufficient way to 
prepare, the increased amount of stakeholders in the purchasing process often leads to unforeseen 
questions coming up during the actual sales presentation.

Even with the greatest presentations, when customer questions come up, sales professionals are left to 
search through their content collection at that moment for the relevant materials, or follow up with the 
customer after the meeting. It’s not the most professional image one wants to portray to prospective 
customers.

Those things in mind, improving your sales and marketing team efficiency and performance doesn’t 
have to be difficult. By rethinking your sales meeting preparation processes, you can ensure content is 
used more efficiently, staff are able to work smarter, and that the client feels your organization is atten-
tive to their needs.

On average sales 
professionals only 

spend 35.2% of 
their time selling.

https://www.demandgenreport.com/resources/reports/2018-b2b-buyers-survey-report
https://hbr.org/2011/02/are-your-sales-reps-spending-t
https://hbr.org/2011/02/are-your-sales-reps-spending-t
https://econsultancy.com/how-to-fix-the-50bn-problem-in-b2b-content-marketing/
https://blog.insidesales.com/sales-productivity/how-sales-reps-time/
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This can be done by taking three core steps, including: creating a positive sales experience, reducing 
friction in the sales funnel, and leveraging sales asset management software. 

Creating a positive sales experience 
One of the biggest challenges that sales professionals face today is trying to overcome the stigma of 
their profession. The mention of sales meetings often brings up a vision of a sales rep trying to push 
their solution onto the prospect and using high pressure tactics to drive a purchase. 

The thing about modern sales processes is that buyers now dictate the purchase process. The wealth of 
content on the web today means that buyers are able to educate themselves on products and solutions 
before the initial sales meeting. This actually works in the salesperson’s favor because by the time a 
sales meeting is requested, the prospect has progressed further into the sales funnel — often at a level 
where they see the value of the solution — and are evaluating different vendors.

While there’s no shortage of content for buyers to 
consume, sales professionals still play a vital role 
as advisors to buyers since they’re able to provide 
personalized insights to questions that can’t be 
addressed at a high level. For example, there’s the 
matter of logistics such as pricing, how long inte-
grations/deployments will take, and time to see 
results, and of course whether the solution is a fit 
for the buyer.

Asking the right questions is just one part of devel-
oping an effective sales cycle, however. Going back 
to the point about the stigma associated with the 
sales industry, sales professionals also must work 
to build rapport and earn the trust of their pros-
pects. 

A new approach to sales: The Inbound Sales Methodology
The most effective ways to meet the needs of prospects include listening to the buyer’s needs; provides 
relevant and valuable information; detailing the ways the sales professional can help the buyer suc-
ceed; and most important, not being pushy.

Although embracing new sales processes is a formidable task for even the most experienced profes-
sionals, Hubspot developed their Inbound Sales Methodology. The core tenets of the philosophy in-
clude: advisory, personalized, and buyer-centric.

The advisory part of inbound sales is centered on building trust with the buyer/prospect. Rather than 
simply focusing on closing a deal, sales professionals need to serve as advisors and help the buyer 
make an informed purchasing decision. Rather than steering the buyer towards products with higher 
commissions, sales professionals need to focus on best-fit offerings since customers that have a posi-
tive experience are more likely to make additional purchases later on.

Building on that concept of being an advisor, sales professionals need to tailor their sales presentations 
to the individual buyer. Most companies do already do this, so common knowledge won’t be repeated 
here. This will be revisited in this eBook later in our section about leveraging sales enablement plat-
form.

The final component of effective inbound sales strategies is having sales teams take a buyer-centric ap-
proach to their meetings, meaning that their sales process revolves around meeting buyer needs. Sales 
professionals need to ensure that they are listening to what prospects have to say, and then using that 
information to help them make the right purchasing decision. 

The wealth of 
content on the web 
today means that 
buyers are able to 
educate themselves 
on products and 
solutions before the 
initial sales meeting.

https://blog.hubspot.com/sales/inbound-sales-methodology
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Improving sales and marketing team efficiency
Going beyond the dynamics of client and buyer interaction, companies offering B2B solutions also need 
to ensure they take a smarter approach to creating sales enablement materials. Given that buyers are 
now able to educate themselves long before approaching a vendor, sales teams can’t just put together 
linear sales decks — meaning the deck is prepared beforehand — and then expect the content to fully 
address each and every concern of the buyer. 

Staying relevant by delivering value
To succeed today, sales professionals must be able 
to answer buyer questions on the fly, while also iden-
tifying ways to add additional value. Forrester found 
that 74% of B2B buyers purchase goods/services 
from the first vendor that shows a clear path to their 
value. In order to show value, sales professionals 
need to understand that linear based sales presen-
tations are no longer acceptable. Your sales teams 
need to anticipate topics that might come up from 
buyers, and develop ways to address those effective-
ly during the presentation.

Buyers also need to see content that is relevant and 
new. By training your sales and marketing teams to leverage industry data and statistics from internal 
CRM systems, or to provide ROI calculations and interactive comparisons, your teams can establish 
themselves as experts by showcasing information that normally wouldn’t be known.

The importance of effective communication
That in mind, as time is always of the essence with B2B sales campaigns, marketing and sales teams 
need to find more efficient ways to manage collaboration. Even the greatest content is worthless if it’s 
going to waste.

That’s why organizations need to have more effective collaboration between sales and marketing 
teams. After marketing teams create content, they should reach out to their colleagues in sales and 
confirm that the information was distributed. Taking that a step further, they also should ask to whom 
it was shared with, if the prospect found it helpful, and whether the content was easy to discuss.

It’s important for marketing teams to be receptive to feedback, and understand that honest informa-
tion is essential to ensuring that the work is used effectively. Similarly, marketing teams need to ensure 
sales teams know how to use the content effectively. 

Ultimately, while prospects aren’t directly involved in communications between sales and marketing, 
this collaboration leads more effective collateral being created, which in turn helps make your sales 
meetings more productive.

Leveraging a sales enablement platform
Although the advice in this guide might seem overwhelming, implementing it isn’t nearly as difficult as it 
sounds, provided you have the right technology on hand. Sales enablement platforms, specifically sales 
asset management tools, enable sales and marketing professionals to ensure content and team band-
width is being used effectively.

The benefits of such platforms are clear for most organizations. In the absence of sales enablement 
technology, sales professionals typically spend 30 to 40 hours a month on content management. Qual-
ity sales asset management solutions, however, enable sales professionals to spend six to eight hours 
extra per week on selling.

Marketing teams 
should ask to whom 
content was shared 

with, if the prospect 
found it helpful, and 
whether the content 
was easy to discuss.

https://www.forrester.com/report/What+Does+It+Take+To+Win+With+Executive+Buyers/-/E-RES98782
https://www.salesforce.com/blog/2015/01/state-sales-productivity-infographic-gp.html
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Another significant benefit of sales asset management solutions is that sales professionals can not only 
develop presentations based on information provided by the customer, but also show the right content 
and value statement with the customer in real-time. 

Rather than relying on pre-made proposals, sales asset management solutions enable sales profession-
als to quickly find relevant relevant content (statistics, case studies, articles, etc.) that addresses ques-
tions that come up mid-presentation. The days of saying “I’ll get back to you with an answer,” are long 
gone.

Choosing the right sales enablement software for your organization
Given the large selection of sales enablement software solutions on the market today, it’s easy to be-
come overwhelmed when trying to determine which solution to use. While there’s no shortage features 
within sales enablement solutions, there are a couple of core points sales professionals should keep in 
mind.

The first element of effective sales enablement software 
is the ability to keep content consistent and up to date: 
Marketing teams often spend tens of hours each week 
creating great sales enablement content, only to see their 
work go to waste as it quickly fades to irrelevance with 
other outdated sales materials. 
 
Since business offerings are rapidly changing, marketing 
teams often struggle to keep collateral up to date. This 
causes sales professionals to make their own changes, 
resulting in inconsistent messaging to prospects. 
 

By choosing a sales enablement platform that enables content to be updated rapidly, you can improve 
collaboration between sales and marketing teams within your organization so that content doesn’t go 
to waste, while also ensuring that messaging towards the buyer remains consistent. 
 
In addition to rapid content updates, you should also look for solutions that enable real-time collabo-
ration between team members, and also offer built-in analytics so teams can track buyer information 
requests and use that information to adjust their content creation process.

Putting this into practice
In the B2B world, sales meetings have long been a staple of the purchasing cycle because the complexi-
ty of B2B offerings makes it difficult for a buyer to make an informed decision based on website content 
alone.

While it used to be that sales professionals were the gatekeepers of knowledge, meaning they were 
able to rely on generic educational content for all prospects, things have since changed. There’s no 
shortage of content on the web today, and by the time a prospect reaches out to a vendor, they’ve al-
ready assembled a shortlist of vendors.

Going beyond sales by serving as an adviser
In order to adapt to these shifts and improve their meetings, sales professionals need to focus on de-
livering a positive sales experience, by serving as an advisor to their prospects. The sales professionals 
also need to ensure they’re fully addressing buyer needs.

In order to effectively address buyer needs, sales professionals need to have ongoing collaboration with 
marketing teams, to ensure that the right types of collateral aren’t just being created, but that the mate-
rials are being used effectively. Companies that take a team oriented approach to creating collateral are 
able to better meet the needs of prospects.

Sales professionals 
can show the 
right content and 
value statement 
with the customer 
in real-time.
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The final major component of improving sales meetings is to leverage sales enablement software to en-
sure sales teams can rapidly access the right collateral, at the right time, ensuring that the sales teams 
can answer questions on the spot, rather than simply saying, “I’ll get back to you with an answer.”

While this might seem overwhelming on the surface, by following the tips in this guide, and breaking 
down the process into general steps, you can significantly improve your general sales meetings and 
improve meeting success rates.    

Key takeaways

Important Stats
• 79% of businesses have between one and six people involved in purchasing.
• 44% of businesses have formal buying groups or committees to review each purchase.
• Time spent on pre-sales and post-sales activities increased 15% compared to five years ago.
• Time spent on administrative tasks risen 21% and actual selling time in front of customers is 

down 26% compared to five years ago.
• Up to 90% of sales enablement content is never used.
• Sales professionals only spend 35.2% of their time selling.
• 74% of buyers purchase goods/services from first vendor that shows a clear path to their value.
• Sales professionals typically spend 30 to 40 hours per month on content management.
• Sales asset management solutions enable professionals to spend six to eight additional hours 

per week on selling.

Action items
• It’s no longer practical to gather enough information from stakeholders before a meeting then 

deliver a personalized presentation. There are too many stakeholders in the purchasing pro-
cess, each with their own questions. 

• Essential steps to improving the sales experience include creating a positive sales experience, 
reducing friction in the sales funnel, and leveraging sales asset management software.

• The Inbound Sales Methodology is the foundation of effective selling. The core pillars being 
advisory, personalized, and buyer centric.

• Sales professionals need to act as advisors to prospects and help them make informed deci-
sions.

• Sales professionals must be able to answer questions on the fly, while finding additional ways to 
add value.

• Sales and marketing teams must routinely collaborate so that sales content is relevant and 
fresh.

• Sales enablement platforms – specifically sales asset management tools – help sales and mar-
keting professionals work more efficiently. They enable sales professionals to pull up essential 
information as soon as it’s needed.

Contact us
If you have any questions or would like to learn more about how to improve sales meetings in your 
organization, check out the Salesframe website at salesframe.com!

You can also contact our Sales Enablement specialists at sales@salesframe.com

http://salesframe.com

