CSOs: How to Effectively Adapt Your B2B Sales Strategies [Gartner
Webinar]- April 16, 2025

Key Themes and Actionable Takeaways for Senior Sales Executives (based on webinar content
and my notes)

1.8\ Reposition Sellers to Key Inflection Points

Equip sellers to engage where buyers want human help: validation, complex
needs fit, change management.
Emphasize reps as consensus enablers, not just relationship builders.

2. . Re-architect Messaging for Group Relevance

Tailor content to reflect cross-functional impact, not just job title pain points.
Build messaging that drives group alignment and validates collective
decision confidence.

3. .= Tighten Outreach: Fewer, Smarter, More Relevant

Implement message cadence management to avoid fatigue.
Drive messaging with intent signals and buyer behavior triggers.
Invest in prescriptive enablement- what to send, when, and to whom.

4. ' Fortify Your Digital Presence

o Make your website a hub of consensus-ready info: technical depth, business
impact, competitive clarity.

o Optimize for search- buyers often start there.

e Enhance with buyer tools: benchmarks, ROl models, interactive demos, etc.

5. <« Monitor and Shape Generative Al Use

« Know what content buyers are accessing and how.
o Address Al skepticism by making authentic, expert-driven content easy to
verify and consume.
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Key Themes:

61% of buyers prefer a rep-free experience- but reps still matter at key points
in the journey.

Relevance is everything: 76% of buyers avoid suppliers that send irrelevant
messages.

Success comes from enabling buying group consensus, not just 1:1
personalization.

High-quality deals are 2.5x more likely when the full buying team aligns.
Digital tools (case studies, benchmarks, self-guided demos) and a strong
website are must-haves.

GenAl is growing- but trust is shaky. Buyers want clarity, not confusion.

O GT™M implication: Sales, Marketing, and CX leaders must unite around a
buyer-first strategy- integrating content, cadence, and channels to meet modern
buyers where they are.

Top Takeaways:

1.

Rep-Free Preference is Dropping

The preference for rep-free buying dropped from 75% to 61%. This aligns with
growing purchase regret among buyers who went solo and struggled.

Sales Reps as Consensus Builders

The webinar moderator hit this hard: The primary job of a sales rep is not just
selling- it’s helping the buying group reach consensus.

Individual Personalization # Success

Over-targeting individuals (vs. addressing buying group needs) can actually
harm consensus. Sales orgs must broaden personalization to the group and org
level.

Sales Reps Should Guide Use of Digital Tools

Not only should sellers know about your company’s digital tools (like ROI
calculators, demos, benchmarks), they should activate buyers to use them- a
force multiplier.

Sales Needs More Say in the Website

It’s often owned by marketing, but since it’s the #1 discovery and validation
tool, Gartner strongly recommends CSOs ensure messaging and utility align
with rep-led conversations.

Post-Sale Partnership Expectations

71% of buyers expect that the supplier will work with them after the purchase.
Sales leaders should involve post-sale functions like CS and implementation
earlier in the process.
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