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Solving Problems 
rather than
Product Selling 



Enterprise Sales has undergone a gradual shift in the last decade. A high performing Salesperson or 
“Sales Ninja” differentiates themselves by putting the customer in the center of the deal and aiming to 
solve the customer’s problem. This is in sharp contrast to the average Salesperson who tends to be 
one-dimensional, and have a conversation that is mostly product-centric and not value-centric.

A Sales Ninja does several things differently, but one thing that stands out is their ability to deeply 
understand the customer’s problems. They have deep knowledge of the customer’s industry 
and the ecosystem affecting it. To be able to piece together what the customer articulates as their 
requirements, as well as other crucial information about the markets and the competition (both their 
and the customer’s) is what helps the Sales Ninja close the sale.

By being part of the Buyer’s problem resolution process and contextualizing the pitch to the Solution 
required, the Sales team has a much higher probability of closing the sale. Instead of making it a 
product-centric conversation, a smart Salesperson will become the customer’s partner on resolving 
the latter’s challenges. 

Customers have gone from requiring a lot of hand-holding during the sales process and beyond, to 
being aware of the challenges they are facing and the myriad solutions available in the market that 
they could explore. They proactively determine requirements, research solutions, rank the alternatives, 
and budget for the solution before they even reach out to the Salesperson. This, in turn, requires the 
Salesperson to employ a Consultative Selling approach if they want to engage with the customer.

Consultative Sales involves being updated on the customer’s market and industry challenges so that 
the Salesperson can proactively approach the prospect early on in the Buying Cycle and sell an 
integrated solution to the Buyer’s challenges.

In order to win in Enterprise sales, sales leaders should treat sales like customer service. This means 
anticipating customers’ needs and having a greater understanding of their issues and challenges than 
they do themselves. To properly implement a solution-selling methodology, every member of the Sales 
team needs specialized knowledge and expertise.

While talking to a customer, it has become imperative for a Salesperson today to understand how 
future technology and market trends in the customer’s industry could cause challenges or open up 
opportunities for the customer. By providing insights on how the customer could be impacted, the 
Salesperson has moved the conversation away from their product and become more consultative. 
This helps build trust and greatly improves the chances of the customer viewing the Salesperson more 
like a partner, and having a broader discussion on their vision for the organization and their current/
future concerns.

Selling to the New Age
Customer

Strategy 1: Stay Abreast of the Market Disruption and Sell Proactively

What will enable the Salesperson to understand the customer, their industry, and their problems? To be able to 
engage with the customer and get an opportunity to present their value proposition? A thorough knowledge of the 
current and future challenges in the industry and the disruptions that are changing the game. 



Only 35% of Salespeople spoken to said that they researched future market trends before a customer 
meeting – Zinnov study1

70 % of Salespeople spoken to said they did not have the time to research future market trends before 
meeting the customer – Zinnov study1

Strategy 2: Get involved early in the Buying Cycle 

Once the Sales Ninja understands the industry and the direction it is moving towards, peer activities of 
the targeted prospect and the positioning of the prospect in the industry relative to its peers, they can 
analyze the prospect and determine the gaps they are currently facing or are likely to face. It is this 
detailed understanding that will help them in engaging with the prospect early in the Buying Cycle. This 
leads to more meaningful discussions with key stakeholders in the organization, such as short- and 
long-term goals of the company and their roadblocks in getting there. 
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DRAUP is a platform that tracks insights and analyzes megatrends in the Engineering, Digital, and 
Products ecosystem, to provide the bigger picture or the insights that are obtained by incorporating 
proprietary machine learning algorithm, human curation, and years of sales expertise. The platform is 
updated in real-time, while the analysis is updated on a quarterly basis.

DRAUP has a database of nearly 180 organizations and nearly 100,000 start-ups working across 
Automotive, Software/Internet, and other Hi-Tech verticals. It captures 2500+ unique attributes across 
110+ data sources to unlock information about deals, R&D locations, vendors’ information, markets, 
stakeholders, etc., in real-time. These attributes are used to create a dynamic profile data of the 
company and its ecosystem.

The DRAUP sales intelligence platform highlights potential opportunities long before the rest of the 
market catches up on it and reduces the risk of being late in reaching out to the customer.

BrainDesk is the On-demand Consulting supported on top of DRAUP, that comes replete with custom 
analysis and points of views about specific markets, trends, and opportunities. It helps the Salesperson 
to be a step ahead of the market changes and the opportunities that come with it.

MetaCoach, a learning feature on the DRAUP platform, provides knowledge tutorials on the latest 
technologies being adopted in the market, trends seen across different industries and geographies, 
and disruptions in the market by key technologies. This serves as a ready reckoner for Sales teams to 
understand industries, their challenges, and disruptions. For eg., a report that analyzes the automotive 
engineering ecosystem in Eastern Europe, a report that gives an overview of Augmented and Virtual 
Reality landscape, spending, and applications; and a report on the use cases of Artificial Intelligence(AI) 
in Financial Services.

DRAUP identifies the key influencing stakeholders in a prospect’s organization and provides 
intelligence on each of them such as their educational background, professional achievements, and 
their personality type – their competencies, needs, culture, and communication capabilities. Armed 
with this holistic knowledge at industry, prospect, and individual stakeholder level, a sales rep will be 
able to approach the prospect early on and consult with them on the problem, instead of merely selling 
a solution.

DRAUP: A holistic Sales 
Intelligence Platform

Source: Sales Benchmark Index

A smart sales rep identifies the stakeholders in the organization who are vested in finding a solution 
to the challenge at hand as well as those who will evangelize the solution adoption throughout the 
organization. There are also other influencers like the Financial Buyer and the End User whose inputs 
will have a say as well. Connecting with each of the influencers is important to garner their support.

Each of these influencers come in at different points in the decision-making process. By getting 
involved in the Buying Cycle early, the sales rep is maximizing their chances of meeting the key 
influencer (often the End User) who realized the problem in the first place and is likely to have the 
deciding vote in the purchase.

According to a CEB study, more than half of the purchase decision-making is completed before 
engaging with a sales rep. Hence, we can safely assume that the Salesperson would need to approach 
the customer even prior to the problem is discovered or before the customer starts looking for solutions, 
to have a shot at a successful sale.



Today’s competitive environment is making organizations explore more knowledge-enabled solutions 
to drive sales. DRAUP extends the possible ways in which organizations and their Sales teams can 
enhance the access to contextualized knowledge in an easy and scalable manner. It brings information 
and insights that were once unreachable, to deliver extraordinary outcomes and greater win ratios for 
the Sales teams.
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