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Changing Paradigm of Sales and Selling Workforce 
in A Digital World for the Steel Industry

y direct questions to all who have direct/indirect Mrelationship to Sales or Marketing:

(1) When we see the Amazons and the Flipcarts (The e-commerce 
giants) changing the dynamics in the retail world for B2C products, 
how many of you still feel that sooner or later, they will not have 
an impact in the steel industry ?  

(2) Open your eyes, see the world around – and you need not go 
far – do a self-introspection – how has the buying changed for you 
yourself in last 5 years – whether it is for mobile purchase, bill 
payment, holiday or a hotel booking, air ticket booking, grocery 
purchase etc. 

How many times are we interacting with Sales People 
NOW ? 

Think Again – Is SALES losing its MONOPOLY it had for 
“Customer Relationship”

Are we entering an age which does not require Sales 
People ?

- As per one study, it is estimated that by 2020, customers are 
likely to manage 85% of their relationship to a business without 
talking to a Human Being.

And if you are still thinking that this is limited to buying of 
grocery, shoes or maximum up to amobile, time has come to take a 
deep dive to see the writing on the wall.

Forrester, a US based research organisation,   forecasts that 1 
million US B2B salespeople will lose their jobs to self-service e-
Commerce by the year 2020. While B2B buyers overwhelmingly 
prefer to research, and increasingly buy, products and services via a 
self-service website, B2B sellers still force buyers to interact with 
their salespeople as part of the purchase process. They further urge 
that all B2B e-Business and channel strategy professionals must 
radically transform their historical sales models to accommodate a 
real-time and global buying environment where websites, not 
salespeople, are at the heart of how B2B companies buy and sell.

Social media, review sites, comparison sites and the 
“Yelpification” of buying in general are informing customers better 
than ever, giving them new powers against brands

The customer journey remains very much the same; only it is now 
much more complex with e-commerce or web encroaching and 
making inroads at various places where the customer journey takes 
place.

Time has come that the sales/marketing professionals need to 
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analyse their jobs at a micro level and 
make an assessment as to how many of 
their jobs cannot be replaced by the e-
robot.

It may be true, that so far, for people 
belonging to steel, the above may appear to 
be a remote possibility. But let us not 
underes t ima te  the  speed  a t  which 
accelerat ing technological  changes 
especially Mobile Internet, Internet of 
things and Automation of knowledge work 
can DISRUPT the current steel selling 
business models.

The bottom line is simple. If Sales / 
marketing persons fail to add any value, 
it’s a matter of time that internet will 
replace them.

Having said this, the new role of sales 
and marketing persons need to evolve. Only 
then there is a possibility that the improvised 
version add value along the customer life 
cycle and survive.

(I) Sales People will have to adopt a truly 
“Customer Centric Mind Set”. 

To adopt this, it requires different values 
and beliefs. 

Current mindset of Sales People is an 
“efficiency centric mindset” – and is 
always driven by “How many Tons this 
month”. In recent times, from each industry 
(not just steel), few organisations are trying 
to become customer centric.  But the 

approach is most of the cases is limited to 
answering “Which problems of the 
customer does my product solve ?”  

In the times to come, this will not be 
enough.

Truly “Customer Centric Mind Set” is 
a total shift from sales centric mindset to 
buyer centric mindset. The sales team will 
only be able to add value (be irreplaceable by 
internet) if they co-create solutions with 
customers. The question that needs to be 

answered in this case will be “Which 
solution do we (together)need to solve the 
problem”

Irrespective of how much progress 
digital economy makes, it cannot replace 
experience, values and judgement 

(II) Sales People also need to be socially 
“Switched On”. A lot of change is 
happening at theMarket place. Customers 
now have new ways of communicating using 
social media, forums and product reviews. I 
am aware that today – a great amount of steel 
trading – in Mumbai circle happens on 
WhatsApp. Just remember – the new 
c u s t o m e r  i s  M U C H  M O R E 
CONNECTED,  INFORMED AND 
EMPOWERED.

Friends, we are entering a “Reputation 
Economy”. Start taking action NOW:

l Organisations (not just Sales Team) 
will have no choice but to encourage use of 
Social Networks 

l In fact, time is apt for training people 
for handling social media

l Start integrating CRM systems with 
social tools

l Build a supporting culture and create a 
networked organisation

We are entering the best of the times to do 
business : 

Don’t watch the clock; 
do what is does. Keep going. 
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