TWO SILICON VALLEY INSIDERS
REVEAL THE EMERGING SALES 2.0 TREND
AND HOW COMPANIES CAN PROFIT FROM IT.
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Sales 2.0 explores the emerging Sales 2.0 phenomenon,
how it is characterized, why it is imperative for a company’s
long-term success, and how anyone can get started with
this new approach to generating revenue.
Driven by an explosion of online products and changing
customer buying preferences, Sales 2.0 is the marriage of
sales productivity technologies with innovative sales processes.
The book shows readers how to redeploy their sales teams for
greater bottom-line results, and reveals all the differences between
Sales 2.0 and traditional selling. Through real-world case studies,
readers will learn how industry leaders achieved phenomenal
results and a competitive advantage. Applicable to sales teams in
any industry, Sales 2.0 presents the future of sales today.

PRAISE FOR SALES 2.0:
“As founder of Oracle’s telephone sales group,
Seley pioneered today’s modern selling techniques.”
Mark Benioff, Founder/CEO, Salesforce
“As a former Sales 1.0 professional, I can vouch
for the fact that Sales 2.0 works. Since adopting
a Sales 2.0 approach to selling, I have achieved increases
in quota attainment, as well as predictability in sales forecasts.”
Stu Schmidt, President, Zend Technologies;
Former Vice President, Cisco WebEx
“No sales executive wakes up and says,
‘How do I reach more customers in a more expensive way?’
Implementing strategies and technologies that allow you to be
more competitive is the key to success. If you are concerned with
the long-term success and viability of your organization and
maintaining the pulse of your customer, you must read this book.”
Rudy Corsi, Senior Vice President, Oracle Corp.
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Sales 2.0 Outside of the United States

T

he successful Sales 2.0 practices exemplified by Oracle are not just an
American phenomenon. The OracleDirect model has been replicated
successfully all over the world. Before taking a senior management role
with OracleDirect in North America, Erica Ruliffson pursued an opportunity
of her dreams: to work abroad. Given Erica’s Spanish-speaking skills, she
sought out and attained a position at Oracle in Argentina, working with
Sebastian Gunningham, then the managing director. Sebastian had been considering starting an inside sales group to complement the field salesforce, and
he had been looking for someone with experience. After several interviews
via videoconference, Erica was hired. Soon after, her new manager was
promoted to run all of Oracle’s Latin American business.
Oracle’s implementation of an international business strategy early in its
history was another key to its success. Larry Ellison hired John Luongo (who
later became CEO of Vantive Corp.) in the 1980s to head up Oracle’s
international business division—a move toward global thinking that was
pioneering in the 1980s. By the end of the decade, more than half of
Oracle’s worldwide revenues came from non-U.S.-based customers, served by
nearly 90 subsidiaries and distributorships. In its first three years, OracleDirect was so successful and instrumental in Oracle’s rapid growth that the
group caught John’s attention, as well as that of the executives running
Oracle’s subsidiaries outside the U.S. John, like many Sales 2.0 leaders, wanted
to introduce innovative sales programs that had proved successful in the
United States into the international business model in the spirit of sharing
best business practices internally. He recruited me to work with him on that
initiative and focus first on inside sales and sales development efforts.
Oracle’s international management was very decentralized in those days.
John’s approach was to hire the best entrepreneurial leaders possible and give
them ultimate decision-making control regarding how to best manage their
organizations for timely and effective results. He did very little in the way
of corporate mandating, as long as the managing directors delivered their
numbers. Participation in the new sales programs was strictly voluntary, even
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though we knew from our experience in the United States that the revenue
and profit implications of inside sales were substantial.
Oracle U.K., the Netherlands, Australia and Canada signed up right away.
I became an internal consultant to help them implement pilots and roll out
programs customized to their local markets that were based on the American
OracleDirect model. Oracle Hong Kong, Mexico and several European
subsidiaries saw these first-year results and followed suit the next year—adding
tens of millions of incremental dollars in high-profit revenue.
Erica’s international experience
came at a different time in the company’s evolution, since by 1998, the
Once the regional
tide had swung toward globalizapilots were proved in
tion and centralization. Once the
regional pilots were proved in Latin
Latin America, it was more
America, Sebastian decided it was
cost-effective to have one
more cost-effective to have one
organization serving all subsidiaries
organization serving all
in the region than to duplicate
subsidiaries in the region.
infrastructure and staffing in multiple countries. Oracle Europe’s management had already made this
decision and established headquarters for OracleDirect Europe, in addition to
other functional groups, in Dublin, Ireland.
The hub chosen for Latin America was Miami, and Erica was asked to start
up the new group. Because accents and business knowledge are specific to
each region, Spanish-speakers hired in Miami could not call into every country
credibly, which would cause the program effectiveness to suffer. So Erica
needed to recruit native sales teams and relocate them to Florida. Within a
year, she had found and outfitted new facilities, recruited 30 people from countries all across Latin America, and put all the resources in place to launch Ligna
Directa, the OracleDirect of Latin America.
During its first year, Ligna Directa was universally well-received by the
field sales offices. There were only a few inside sales reps for each country, so
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quotas were not increased, and the field reps were paid on inside sales deals.
The marketing managers appreciated having a sales development organization that was well-trained in consistently tracking the results of their demand
generation activities. Erica’s background in the OracleDirect process meant
that everything was measured. For years prior, the field sales organization had
struggled to capture simple metrics, such as lead volume and conversion of
leads to sales. During Erica’s management, Oracle’s CRM product—newly
acquired from Siebel—was implemented in Miami to support her group’s
activities. It was one of the product’s first implementations in the company,
before any customer or Oracle field-office installation.
Sebastian (who later became a senior executive at Amazon.com) was
impressed with these first-year results, and directed Erica (who has since
become senior vice president of global enterprise sales at New Relic) to scale
the group from 30 to 100. This kind of growth brought the assignment of a
more substantial quota. In an effort to motivate the field to sell larger deals,
customers licensing $50,000 and less were assigned to inside sales in the larger
regions. In smaller countries, inside sales sold deals $25,000 and less. In time,
as inside sales proved they could meet customers’ needs and sell more business
by phone and web, that bar was raised to $150,000. With this increase in
responsibility came the first signs of tension from the field.
During the initial two years, the managing directors and their teams were
asked to make some major transformations. Previously, every country had its
own data center, support and marketing organizations—even their own websites. The last sacrosanct function the country managers owned was sales, and
now even that was being seized by “a bunch of kids” in Miami who were calling into their accounts and carrying 30 percent of their quota. Even double
compensation doesn’t make up for this perceived loss of control and pride of
ownership in forecasting business. Erica spent a lot of time during the rampup phase of the program on the phone and traveling to each office to address
issues and concerns. Her language and relationship-building skills were
essential in preventing mutiny in the field.
And, despite the protests, the new model made a lot of sense for Oracle
and its customers. Inside sales was the perfect channel for Latin America’s SMB
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market, which is characterized as high-volume, low-order-size. It also worked
well with the Oracle customer base—mostly oil companies and banks that
had no compunction placing $100,000 technology product orders through
the phone and web channel. With these two market opportunities covered by
their inside sales partners, the savvy field reps got comfortable with the ample
additional opportunities elsewhere in their territories.
After some initial consternation over the new sales development function
interfering with their accounts, even the veteran country managers who had
initially met the process with
some resistance came to appreciate
the new sources of qualified and
To stay competitive, Sales 2.0
prioritized sales opportunities
businesses have to
that came from Oracle’s nowcentralized demand generation
keep evolving with market
marketing programs and profeschanges, and international
sional lead qualification group—
especially after Erica published
business has the added
some early success stories. What
complexity of foreign
was initially perceived as a threat
was eventually recognized as a
currency, exchange rates
valuable resource.
and language considerations.
Centralization also worked
beautifully for another key part of
the Oracle sales process: sales
consulting. This group of technical experts supports the sales function by
answering customers’ technical questions, designing custom demos, and
responding to requests for proposals (RFPs). With the organization established
in Miami, sales consulting resources now could be shared across the region.
Taking the sales consultants out of the field and putting them in the Miami hub
made them much more efficient. No longer were they on the road constantly,
being monopolized by a handful of field reps. Instead, they were accessible
through a hotline and supported by technology, and they started turning
around deliverables for customers of the field and Ligna Directa alike.
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The sales consultants were organized by product expertise—such as database technology or middleware—and were, therefore, able to serve many
more Oracle customers much faster. In a traditional field-office model, you
lose that kind of economy of scale. This hub of experts is a Sales 2.0 model
that OracleDirect has duplicated successfully around the globe.
Erica’s success in bringing these Sales 2.0 principles to Oracle Latin America in the late 1990s shows that innovative sales practices do work outside of
Silicon Valley. In, perhaps, one of the least likely cultures on the planet—one
where personal relationships rule—there was a natural and good fit for inside
sales processes. The perception that Latin American business leaders uniformly
want to sit across the desk from an Oracle sales rep just wasn’t true. Just as in
the United States, these executives appreciated the choice they had to
engage with Oracle in another way—one that was more respectful of their
time than the traditional manner of doing business. Erica had heard laments
about it being impossible to sell the complexity of Oracle’s product set when
she first introduced the program to the Latin American field team; one
managing director wanted to set the revenue bar at a very restrictive $7,000.
But having support from Sebastian—the region’s most senior executive—made
all the difference: He made sure the managing directors cooperated. Erica
reports that, in her day, about 40 percent of the region’s revenue came from
the inside sales channel with an ASP of about $15,000.
To stay competitive, Sales 2.0 businesses have to keep evolving with market changes, and international business has the added complexity of foreign
currency, exchange rates and language considerations. In the late 1990s, the
value of the dollar was so high that it became too expensive to continue
operating a centralized group from the United States; the subsidiaries simply
couldn’t afford the charge-backs. So the model was fine-tuned to adapt to
changing economic conditions. There are now four separate hubs in the largest
Latin American subsidiaries: Brazil, Argentina, Mexico and Colombia.
Oracle Europe went through a similar transformation. As in Miami-based
Ligna Directa, OracleDirect Europe, headquartered in Dublin, included a
multilingual staff from every country on the continent. Country-specific tollfree numbers were featured in local marketing campaigns and routed to the
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sales team speaking the appropriate language, so customers believed they were
calling in-country. As Dublin became a popular headquarters choice with
many companies—due to the advantageous tax benefits offered by the Irish
government in exchange for establishing a local presence—competition for
employees increased, and costs rose. Inside sales reps felt limited in their
career-path opportunities, as well, since promotions to the field required
relocation. For these reasons, OracleDirect Europe was decentralized into
about five language hubs in the early 2000s.

Anneke Seley (@annekeseley) is the CEO
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