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SOLUTIONS

I N T E L E M A R K



According to IDC, a research consultancy, 
the U.S. information technology market 
accounts for 28% of the total global 
marketplace or slight more than $1 
trillion. IDC is forecasting that the industry 
will grow by 4.7% in 2016. They define 
the IT market as hardware, software, 
services, infrastructure (including 
telecommunications), information, and 
digital business. 

The majority of revenues generated in 
the IT industry is from B2B companies, 
with a small portion of sales attributed to 
consumers. In fact, U.S. businesses spend 
more on core IT (hardware, software, and 
services) than the global average, 70% as 
compared to 59%, respectively. This  
makes the IT industry an attractive market 
for B2B sales.

Selling technology solutions can be more complex than selling other solutions due to the 
nature of the industry. Rapid-fire innovations and advancements can occur on a daily basis. 
This makes selling like aiming at an ever-evolving and quick-changing target. A successful 
sales campaign must be delivered with intensity, speed, and flexibility. 

With years of experience dealing directly with the technology industry, Intelemark is poised 
to provide an inside look at  the best practices used to sell technology solutions. The 
following are five key areas you need to manage effectively in order to reach your target 
audience no matter their industry.
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Executives and others, no matter what industry they serve, don’t have time to investigate 
cutting edge technology and how and why it functions the way it does. Buying technology 
is a large ticket item for most companies, and usually there are several people involved in 
the final decision.

Their level of proficiency with technological advances needs to be assessed. Especially if 
your solution is highly advanced with little to no competition in the market, you’ll need to 
be able to speak the language that your prospect uses to discuss your offering and meet 
them at their level of understanding.

Most likely, the number of people involved in making a technology purchase will have 
varying levels of proficiency. This means you’ll need to be able to address each level 
with special care taken to speak the language they use and to educate them without a 
condescending tone.

You know your solution can help solve their business critical issues. You need a two-
pronged approach that focuses equally on the technology side and the business landscape. 
Specifically, you should understand their industry intimately.

In the ever-changing technology industry, busy executives expect vendors to come to them 
with a solution to what they’re trying to accomplish. You need to now where to look for the 
business intelligence that tells you what’s happening inside your prospect’s organization. 

In addition to an internet search to find online references to your prospectives clients, the 
company might have internal or even external resources that support their sales force, like 
white papers and case studies. You may be able to connect with these resources for more 
targeted information about what the company is currently pursuing.

Another excellent source of information is the Securities & Exchange Commission if it’s a 
public company. You can peruse the SEC’s website and identify all of the filings that your 
prospect has made. This will give you a clear indication of the direction the company is 
taking.

Sometimes, you’ll find something as simple as an article or a case study reveals specific 
information about your prospect’s current business and technology initiatives. At the very 
least, the fact that you have a deeper understanding of the company and its needs sets 
you apart from your competitors. 

KEY #1:  
Understand their  technology profic iency
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Finding the right mix of 
cloud solutions versus 
on-premise services.  More 
and more applications are 
being offered in the cloud, 
and technology companies 
are challenged with the need 
to offer cloud options to their 
customers. In fact, RightScale 
released a report in 2015 
that found 93% of technology 
companies surveyed are using 
the cloud. There are still many 
prospects’ companies that 
want on-premise systems 
because they feel they have 
more control and will be less 
vulnerable to attacks.

Using technology 
proactively versus 
reactively.  In the past, 
IT’s function was to react 
and respond to technology 
requests from their 
users and management. 
That function is evolving 
into helping shape how 
companies achieve their 
business strategies using 
technology as an integrated 
approach that adds value 
without wasting users time 
and the company’s money. 
IT departments are now 
proactively seeking out the 
best technology to help 
companies reach their 
strategic goals.

Differentiating 
themselves from 
competitors.  This is 
a challenge that most 
companies face, but it’s 
a specific challenge for 
selling new technology 
to companies fighting 
for dominance in a 
tough industry. If your 
technological solution 
can give an edge over 
their competitors, even 
if it’s the advantage of 
better productivity or 
reduced costs, most 
companies will be 
interested in talking 
to you. You’ll be less 
successful if your 
solution doesn’t help 
them stand out from 
competitors.

1 2 3

Every business today uses technology in some shape or form, and most have an internal IT 
department to help them manage their hardware and software. They use technology as a 
means to help solve their business critical needs. 

In addition to the ever-present goal of maximizing revenues and gaining a larger market 
share, there are 3 challenges that internal IT departments face today, as reported recently 
by Entrepreneur Magazine:

KEY #2:   Identify how your solution solves 
one of their  top IT chal lenges
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Knowing how to tie your solution to one or more of these challenges helps you connect 
your company’s product or service to a business critical need that the CEO, CIO/CTO, and 
CFO will understand.

This doesn’t mean that your solution can solve their biggest challenges, but rather you 
need to ensure that your company plays a role in alleviating some of their business pain. 
World class sales teams are ready to have these high-level conversations around their 
prospect’s business critical issues. 

“ If your sales campaign is designed 
to sell to the C-level executives in IT 
departments, your sales team needs a 
thorough understanding of these critical 
business issues and how your solution 
helps companies solve them. 
 

“ 
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What you can do 
differently.  Since one 
focus is innovation, what 
can you do differently than 
the competition? Find a 
standard practice in the 
technology industry that 
you can turn on its head 
and offer something that’s 
disruptively innovative 
from what others are 
doing. 

What you’re already 
doing better.  Make sure 
to constantly refine the 
services or products with 
which your company is 
leading the industry and 
filling the gaps left behind by 
your competitors. The key is 
to not become complacent 
and let your competitors 
improve and innovate to 
gain the edge. You should 
be constantly improving and 
assessing.

Where you’re fairly 
equal with the 
competition.  Identify 
what they’re doing the 
same as you, and pay 
particular attention to 
those areas that might 
not be as impressive as 
you’d like. For instance, 
customer service might 
be similar between your 
two companies, and yet, it 
might not be world-class 
service. There’s room for 
improvement that can 
help pull you ahead of 
your competition.

KEY #3:  
Know the competition

Knowing your competitors and what they’re offering helps you design products, services, 
and marketing efforts that stand out from the rest. Your competition is not just another 
technology company that might try to take market share away. It might be a new product 
or Software as a Service being developed that you ought to be selling ahead of your 
competition.

You should ascertain detailed information about your competitors beyond just what they 
sell and what price they charge. Look into how they distribute, deliver, install, implement, 
etc., and how they innovate their products and their business methodologies. You also 
want to know how they treat their customers through customer service, billing, and
after-the-fact support and training. Finally, look for information on their future plans.

Once you have a complete picture of your competitor, process that information into three 
categories:
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Today’s technology prospects are too busy to try to find out how your solution specifically 
addresses their business critical challenges. One of the biggest mistakes you can make is to 
come to a sales pitch with a boilerplate presentation that could apply to any company.

The key is to customize your presentation with an above-and-beyond effort that shows you 
have a deep understanding of your specific prospect’s needs and challenges. You need to 
demonstrate that not only can you help them solve their business critical issues, but that 
you bring a strong work ethic to their solution.

Cognitive fluency means your prospects prefer to hear about topics and strategies that 
are familiar to them and completely understandable. You need to speak their language 
through stories that put them in the driver’s seat of a successful resolution to their 
business critical needs. Larger companies can spend countless hours researching the 
right technology solution, so your presentation must be intimately tailored to have them 
nodding along as you speak.

KEY #4: 
Customize your presentations and demos
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KEY #5: 
Learn to sell to many different people

To sell a technology solution, you need to be able to persuade many different people to 
close a deal. In addition to the business executives involved in the decision, you need to 
sell your solution to the Chief Technical Officer, IT staff, and the users on the front end who 
will be implementing or using your product or service. And any one of those three groups 
can stop your deal if they don’t like it.

A good sales presentation spins your product or solution to answer the objections of each 
of these three groups. You need to find the hot buttons of each. 

For example, if your product or service can alleviate the workload for their in-house staff, 
you won’t want to talk about how it will result in employee reduction. Instead, focus on 
how it frees up existing staff to concentrate on more strategic projects that are tied to 
their business critical and revenue goals. The Chief Technical Officer is always interested in 
deploying staff towards more valuable tasks for the organization.
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In many cases, a technology solution will show gaps or holes where a company’s policies, 
procedures, or business model could be improved. When implemented, advanced 
technology can greatly increase their workflow proficiency, helping them refine their 
processes for continual improvement. This can have a direct effect on justifying future 
technology requests. If you can tie your offering into solving a sticking point in their own 
procedures and show how that improves their chances of procuring future requests, they’ll 
likely jump on the bandwagon.

Understanding what motivates each different group will help you anticipate their 
objections so that you can address your responses in a way that everyone’s needs are 
satisfied.

“ You’ll gain better results because 
    you’re delivering a targeted message 
    to more qualified buyers. “ 
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This dynamic and rapidly-changing sector doesn’t fit into a neat, one-size-fits-all approach. 
Your campaigns need to be highly tailored to a specific industry challenge or business 
critical issue and how your product or services offers a solution. You want to pitch the 
business impact of your solution, not the technology itself. 

If you incorporate these 5 key areas enumerated above into your sales campaign, you’ll 
achieve greater success when engaging with companies with your technology solution. 
When you present your company as the trusted business advisor who has a complete and 
deep understanding of the above areas, you’ll position your solution and your team as the 
go-to resource who have the right answers.

Conclusion 

The Intelemark Difference

From decades of experience, Intelemark speaks fluently about the issues that face those in 
the technology industry. Specifically, our customized campaigns connect with executives, 
engineers, or technicians to discuss:

•   Hardware
•   Software
•   Enterprise software
•   Cloud-based solutions
•   Network security solutions

•   Electronics distribution 
•   Component parts
•   VAR networks
•   Hardware logistics

From appointment setting and lead generation to sales lead nurturing, our experienced 
professionals have been in the trenches with our technology clients to help them create 
demand, build their sales pipeline, drive revenues, and support their sales at every turn.

As you work with Intelemark, you’ll realize that we deeply understand the technology 
industry.

Contact Intelemark today to understand how a customized sales campaign can drive 
outstanding results for your company.

We are called The Business Connection Company for a very good reason.
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Based in Phoenix, Arizona, Intelemark designs highly 
customized B2B demand generation campaigns to connect 
businesses with prospects and customers. Services include 
all aspects of sales pipeline development, including:

• Qualified appointment setting
• Account based marketing
• Sales lead generation
• Lead qualification
• Database cleanup
• VAR communication
• Tradeshow support
• Sales intelligence
• Direct response follow-up
• Market research
…and Emergency telemarketing

To perform at the highest levels and deliver the best results, 
Intelemark pays careful attention to each client’s brand. 
The company has partnered with many of the world’s most 
prominent businesses and has earned a reputation as “The 
Business Connection Company.” For more information, visit 
www.Intelemark.com.

About Intelemark
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