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Face To Face
Digital
Hybrid

Sales Today

Push
Pull
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Sales Today

Hybrid selling is the new normal
Face2Face & digital touch points
 Flexibility across channels wins
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Bigger decision group
Buyer research online
 Seamless journey is expected

Sales TransformationCustomer Behaviour

We need to systemically leverage tech tounlock sales potential
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Challenges



8Challenges

Opaque funnel
• Limited dealvisibility• Hard toforecastrevenue

Long cycletimes
• Multiplemanual steps• Delays fromhand offers

Low responserates
• Genericoutreachignore• Needpersonali-zation

Missing currentdata
• Decisionsmade on stalereports

… and many many more



+ 9

Technology



10Technology

DigitalizationCustomer RelationshipManagement (CRM)
AutomationRepetitive tasks, E-MailSequences, LeadScoring, etc

AIResearch,Personalization and databased



Base

Stability
Scaling

EnablementOptimization

Autonomy
Technology 11

Base (Foundation)CRM, email/calendar sync, task tracking
Stability (Process Discipline)Sequences, templates, scheduling, mobile tools
Scaling (TOFU Automation)Lead gen tools, enrichment, outreach automation
Enablement (Sales Materials)Proposals, one-pagers, product knowledge, e-sign
Optimize (Insight & Control)Deal tracking, activity analytics, conversion feedback
Autonomy (AI & Automation)



Base

Stability
Scaling

EnablementOptimization

Autonomy

Each camp = a tech layer for aspecific sales capability
You (mostly) can't skip camps
Climbing fast = risk of collapse
The summit is only reachable ifeverything below is solid and aligned
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Stage Process Example (excerpt)
Lead Research Find and collect contacts Apollo, LinkedIn
Lead Qualification Score and prioritize leads HubSpot, ActiveCampaign
Outreach Initial contact viaemail/LinkedIn Gmail/Outlook, Instantly, LemList, Invido/Loom
Follow-Up Sequences Auto-email follow-ups Instantly, LemList
Meeting Scheduling Book calls with prospects Calendly
Discovery Call Qualify needs / presentoffer MS Teams, Google Meet, optionallyGong/Chorus/SalesPack
Proposal Creation Send branded proposalsor PDFs Canva, PandaDoc
Contract Signing Collect e-signatures DocuSign
Invoicing Send payment requests Stripe, Zervant
Client Follow-up Retain, upsell, renew CRM tasks, ActiveCampaign, simple automations
Analytics & CRM Track pipeline, tasks, KPIs HubSpot, Pipedrive

Technology (Examples & Excerpt) 13





§Technology = Lever, not an opponent
§Use it, where it positivelyserves/blends in with your customer
 Example Calendly (Meeting Time Proposal)
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Recipes



17Recipes
Build Your Own Stack

 start small, look out for ideas
 ensure integrations and fit

make.comn8n.io
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Social MediaLinkedIn AI Content CreationVoice & Text (scripe.io)
Sales WingmanResearch, Personalization, E-Mails etcVoice & Text (chatgpt.com)



19Recipes (Lessons Learned)

Even the best toolwon’t help if you don’tknow how to use it

Align tech to process,not vice versa
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Outlook



21Outlook
§ We only accelerate from here  Stay updated or fall behind

§ Trend: Continous tech evolution
§ Skill building becomes essential  Tech helps, but know-how drives it
§ Human + Tech blend  Relationships remain core
§ Action Plan  Audit -> Pilot -> Implement

The climb begins withone little step



Thank You

Thank You
E-Mail: ps@schachinger.co

LinkedIn: @philippschachinger
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