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FOREWORD

“Selling to big companies is tough. Really tough.” That’s how I kicked 
off my award-winning book, Selling to Big Companies, which came 
out in 2006. Ten year later, it’s even more challenging.

And, it’s hard to do well. Even getting started is filled with insur-
mountable obstacles – like finding out who might be involved in a 
decision, discovering how to connect with them and actually getting 
on their calendar. Today’s executives protect their time zealously. 
Meeting with another self-serving salesperson (which is their typi-
cal perspective) is low on their priority list. Instead, they’d rather go 
online to learn about the issues they face, ways to address them and 
how similar buyers rate the various suppliers.

Since I wrote my first book, big companies are increasingly becom-
ing multinational and global, and companies of all sizes from all 
parts of the world are competing for their business. Decision teams 
typically involve dozens of people with competing agendas, cultural 
differences and more.

The sellers who operate in this world need guidance. There are way 
too many ways to go wrong! That’s why I was so pleased when 
Barbara asked me to be a contributor to her new book, and why, 
after reading it, I am delighted to introduce it to you.

This book is entirely new—it takes Whale Hunting to a whole new 
level of application, making it appropriate not only for small and 
midsize companies but also for global company sales teams and 
sales VPs who sell to other global companies. This is a deep dive 
into what it takes to be successful in the world of global sales, from 
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how you structure your sales organization to how you can acquire 
the knowledge and skill to lead your global customer through a long 
and painfully complex decision cycle.

This book is decidedly strategic. It focuses on four key sales strate-
gies to give you a competitive advantage:

• Gaining all the knowledge that you need,

• Finding an appropriate organizational structure for your global 
sales team,

• Following a disciplined, deliberate sales process that goes way 
beyond steps, and

• Keeping a vision in front of your client for the months or longer 
that a global sale will take.

I am intrigued by the method of this book, which marries advice 
from expert practitioners to Barbara’s keen insights and her exten-
sive experience guiding her clients to land whales. It works well and 
makes this book different from anything else that’s out there. Very 
interesting perspectives!

Whether you are a global seller, a key account manager, a sales VP 
or a business owner bent on growth, you’ll discover the right mix 
here of first-rate practice, good sense, and practical advice to take 
on the world of global sales. Whatever your role, buy this book and 
use it with your team.

Jill Konrath

Keynote Speaker | Sales Acceleration Strategist 
Author: Selling to Big Companies, SNAP Selling and Agile Selling
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PREFACE

Whale Hunting with Global Accounts is intended for C-level execu-
tives, Sales and Marketing leaders at all levels and Sales professionals 
who work with what I am calling “global accounts” in Business-to-
Business companies. Your company may refer to them as “named 
accounts,” “key accounts,” “strategic accounts” or some other ter-
minology. What’s important here is that these accounts are special 
because they are large; they are complex; and more often than not, 
they are multinational or truly global. The book is written for leaders 
in companies of all sizes—global and multinational companies sell-
ing to others like themselves; small and midsize companies (SMBs) 
breaking in to global accounts or thinking about it.

Maybe you don’t have a special approach to them yet—they are just 
your biggest customers. Or maybe you are thinking about whether 
you should approach a global prospect. Or even more likely you are 
working with one location of a huge company but not yet with other 
locations at home or abroad. It’s time for you to think globally, before 
you lose business to a more enterprising competitor.

The Whale Hunting Process™ was laid out in my first book Whale 
Hunting: How to Land Big Sales and Transform Your Company (co- 
authored with Tom Searcy). Pick up a copy of that book, available 
in print, audio, or digital formats from amazon.com, if you have not 
read it previously. Whale Hunting describes a complete sales and 
business development process for SMB companies as they pursue 
bigger deals with bigger customers.

Whale Hunting with Global Accounts builds on that premise while 
taking Whale Hunting to a higher and more expansive level. In this 
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book, you will find all new material as I drill down into the global 
whale hunt.

This expression of whale hunting is about the biggest whales of 
all, the global whales, and the sales and marketing teams around 
the world who do business with them. It focuses exclusively on the 
hunt. Although Whale Hunting is a suitable methodology for B2B 
companies in any industry, this book emphasizes the sale of ser-
vices, not products, with examples drawn primarily from Information 
Technology, Business Process Outsourcing, Logistics, Training, and 
Pharmaceutical Consulting Services.

The Whale Hunting Process™ is derived from the analogy of how 
the Inuit people hunted whales centuries ago, on the northwest 
coast of what is now Alaska. After a whale was brought to shore 
and harvested, the Inuit returned its head, intact, to the Bering Sea.

The Inuit believed that the whales were reborn every spring. In 
this story, the whales are your global customers, and as a con-
sequence of doing business with you, they will be reborn.

That is the degree of passionate attention the Inuit lavish on their 
whales. Their knowledge, structure, process and vision make them 
successful in breathing new life into their whales. I intend no less 
for you.
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INTRODUCTION

This book is about becoming the kind of sales organization that is 
not willing to do tomorrow what you did yesterday. It’s about sales 
leaders who cut through the bureaucracy and get things done. Sales 
teams and marketing teams who are fiercely determined to become 
more successful in opening new large accounts and driving new 
business with their current global accounts.

I set out to supplement my own knowledge and experience with 
large account sales by interviewing fourteen sales experts, whose 
voices are prominent throughout the book. In this way I intended to 
create a book that would feature current, relevant advice and chal-
lenges, through the personal experiences of today’s global account 
sales practitioners as well as my own.

My clients are frustrated with their progress on large account and 
global account sales. Both the company management team and the 
sales representatives who work with global companies believe that 
they don’t know the most productive ways to use their time and that 
they don’t close opportunities as often as they want to, in the way 
they intended to. The larger the accounts and the more complex 
the sale, the more dissatisfaction companies express about sales to 
their global accounts.

There is ample research evidence to support my own experiences 
with my clients.

A summary of several findings from “The State of Sales Execution,” 
Sales Execution Trends 2015 (Qvidian) included:
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• Top reasons for not reaching quota: “no decision” and “sales can’t 
communicate value”

• 50 % of salespeople fail to meet quota, year over year (from Top 
Sales World)

• Inability to identify and gain access to decision makers

• Lack of understanding of the buying process

“The disconnect between what the buyer wants and what the 
sales rep provides us is at the crux of a persistent problem: 
the strategy and sales execution gap.”

Astonishingly, one study reported that B2B sellers have the oppor-
tunity to meet with a qualified buyer only twice a year and that they 
strike out 70% of the time in those meetings. Consequently, the 
immediate opportunity is lost 59% of the time. A key reason for this 
failure is lack of sales and marketing alignment, although as you can 
imagine, there is no consensus between sales and marketing about 
what is the problem. (The Metrics of Bad Sales Interactions: A Sales 
Experience Benchmark Report. Demand Metrics, July 2014.)

Mark Lindwall (Forrester) reports that “your only true differentiator 
comes from how your reps interact with your buyers.” The advan-
tage goes to those who deeply understand the buyers’ roles and 
business challenges and bring them genuine ideas on how to solve 
the challenge. Forrester asked a question of B2B buyers, “How often 
do you choose a vendor who has worked with you to turn a vision 
into a clear path to value?” The response was “74% of the time” (Q4 
2012 Global Executive Buyer Insight Online Survey).

Companies of all sizes repeatedly go after large accounts, which are 
often multinational or global accounts, and end in failure or settling 
for a much smaller opportunity, or a much less advantageous oppor-
tunity, than the one they originally hoped to close. Nevertheless, 
companies of all sizes can land and serve global accounts to the 
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advantage of their customers and themselves with the proper prepa-
ration and execution.

I wrote this book to help you become much more successful in 
initial sales and repeated sales to global accounts, to actually 
get into their global locations, not just the plant or R&D Center 
or subsidiary closest to you. It is not a theoretical book, nor is it 
a step-by-step how-to book. Rather, it is a practical discussion 
of how you can close that gap between what the buyer wants 
and what you, the seller, provide.

Four Critical Business Sales Strategies

As this book came together, I distilled four critical strategies of selling 
to global accounts through my interviews and client experiences. 
You need to develop all four areas in comparable depth and attend 
to how customers’ expectations have evolved. The book is therefore 
organized into these four strategic areas:

• Knowledge. Global account salespeople need a massive store 
of knowledge about their target company and its market, as well 
as about its industry and business challenges. And there’s much 
more. It is amazing to hear story after story, and to see in my 
own experiences with clients, how sales reps go in to a meeting 
with an executive at a global company, armed only with product 
knowledge and product materials. Nothing is more fundamental 
than broad and deep knowledge about your customer’s world.

• Structure. You will not be successful at selling to and serving 
large, complex organizations unless you are carefully organized 
on your own side. But the way you structure your sales operation 
must arise from a deep understanding of your customer’s needs 
and preferences. I offer many structural examples and discuss 
how to determine which is most appropriate for your company 
at a particular stage in your growth.
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• Process. Many successful sales teams follow well-crafted steps to 
undertake a sale and carry it through to closure. The more com-
plex the sale, however, and the longer the sales cycle, the more 
likely it is that salespeople are following their own intuition about 
what the buyer is thinking. What constitutes a successful pro-
cess is changing rapidly and dramatically, as the buyers’ journey 
becomes far more fluid and less linear than steps can represent.

• Vision. Maybe it’s a word too well-worn, but vision is the path to 
an exceptional value proposition for your customers. Simply put, 
vision is a detailed picture of how certain business circumstances 
will be much improved at some future time. Your vision needs 
enough power to lead your customers through the problems 
of consensus-building, the pain of change, and the inertia of 
bureaucracies.

Armed with these four strategies, you will gain a competitive advan-
tage in the global sales arena.



PART I

KNOWLEDGE:  
LOOK DEEPER
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WHALE HUNTING PERSPECTIVES

Whale hunters ancient and modern know more about their whales 
than most people know about anything. They are students of the 
whale and whale behaviors, and they are teachers and mentors 
to the youth who are their future whale hunters. They spend an 
extended time in preparation in comparison to the actual duration 
of the whale hunt.

The first steps in Whale Hunting are to locate whales that may be 
suitable for you and select the ones that you believe will be a good 
fit. Once you’ve made an initial selection, you research the candi-
dates and once again reduce the pool of potential customers for you. 
This process will be repeated at intervals, whenever you are ready 
to find more whales—in a new market, for example—or whenever 
a new whale asks for your attention.

I begin with the assumption that you have already identified global 
whales, large global accounts that require special attention from 
your company. You already have a few such accounts, or perhaps 
you have many, and you have a global sales team or expect to put 
one in place.

I’m meeting you at a point in your sales process when you need to 
learn a lot more about a particular account because the account is 
new, you are new to the account, or simply that you must learn more 
in order to do your best work with this whale. This section is about 
how you can develop deep knowledge about global accounts and 
use your knowledge to help them make excellent business decisions.
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Everyone says—“make your sales decisions to best serve your cus-
tomers” – “it’s all about your customers” – “deliver to your customers’ 
preferences.” I hear and read volumes of lip service to that concept. 
But what does it really mean? How do you really do it? If you are 
going to organize your global sales organization deliberately around 
your customers, you had better start with knowing a lot about your 
customers, who they are today, and what are their aspirations for 
the future.

What are the unique features of global accounts? What makes 
them so different from smaller or local accounts or even national 
accounts? What unique business issues do they have? And most 
important, what do they expect from you? Those are the issues I 
tackle in this section.
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CHAPTER 1

YOU DON’T KNOW ENOUGH

I worked with a fast-growing software company whose sales reps were 
extremely skilled at building relationships with their customers. As the 
company grew, they did more business with much bigger companies, 
and still their best sales reps built rough-and-ready relationships—
when they went to visit they took their clients out for drinks, dinner, 
golf outings, parties at the trade shows. They were buddies, right?

They landed one deal with a global whale. As they got to know the 
buyers’ group, it was sales as usual. All about relationships, friendships, 
and party time. But what they didn’t know is that the leaders of this 
much larger company did not want their buyers and end users hanging 
out with the sales reps. They thought it was all much too cozy, and 
at a critical point my client lost that big company’s business not in 
spite of relationships but because of them. They focused on the ones 
who they perceived to be in charge and completely failed to read the 
signs of a new order.

That story exemplifies failure to know your customer. The sales reps 
thought they knew, but they only knew a particular set of people who 
were no longer well-regarded among leaders in their own company, 
in part because of the nature of the relationships they had developed 
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with a sales team. Management was listening only to the sales reps’ 
stories and promises; they had no process to solicit independent 
verification from management of the customer account.

Everyone will tell you that sales are built on relationships, but that’s 
trivial. What kind of relationships? With whom? To what end? In this 
case, a good relationship with the wrong people through the wrong 
behaviors killed the opportunity for long-term business.

If you are dealing with a global customer, I’m betting you don’t 
know enough!

If somebody knows enough, that knowledge hasn’t made its way into 
all the right heads. And if everybody knows a piece of enough, you 
don’t have a reliable way to gather that knowledge and disperse it 
among your extended teams of sales and marketing and operations 
and customer service and training and finance and development and 
whoever else touches the customer.

You must develop a deep understanding of a global company – its 
industry, its market, its competitors, and especially its strategy and 
business issues. It’s extremely difficult to differentiate yourself and 
your company’s services in the global customer market; superior 
attention to the customer’s business is a primary way to do so.

I am convinced that most companies, through their sales teams and 
beyond, are woefully unprepared and under-prepared to make and 
manage sales to a global customer, in part because they simply don’t 
take the time to know enough about the customer prior to important 
meetings and milestones.

The global companies I am talking about are whales—they are 
large AND they are global. If you approach them properly and 
serve them well for a long time, your opportunity for more business 
with that whale is unlimited. Repeat business with a global whale 
can be an anchor for your company. But whales are unforgiving 
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to amateurs, which is how your team will appear if you just don’t 
know enough.

Whale Hunting companies grow their businesses deliberately by 
selling bigger deals to bigger customers. You continue to do the kind 
of business that you do now, but your average customer size and 
your average deal size continue to grow. Soon some of your smaller 
accounts drop off—maybe you will hand off smaller accounts to a 
strategic partner or create a new division.

As you grow and encounter global accounts, a new challenge is to 
understand how a global company works and how much opportunity 
it really represents for you. In other words, could you do whale-sized 
business with a global whale? Knowledge is where to start.

Getting to Know a Global Whale

Marketing has become focused on personas, which are representa-
tions of the demographics and buying behaviors of your actual or 
ideal customers. Personas are people—not organizations. But when 
you are dealing with a global organization, you can use the persona 
concept to develop a complete picture of that corporation—what is 
it like as a business. This must happen before you start to talk with 
people who run the business.

The corporate persona for a global customer should include:

• The Big Picture. You need to know the corporation’s size and 
structure, history, primary locations, and the industry or industries 
in which it operates. Learn also its markets, competitors, financial 
picture, and reputation. Find out what they do, how they do it, 
and where.

• The Corporate Family. A corporation doing business glob-
ally consists of multiple entities that are owned by or “held” by 
the corporation. You need to know all relevant members of the 
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corporate family – especially major divisions, subsidiaries, and 
business units that have their own profit-and-loss responsibility.

• The Corporate Strategy. What are the executives and board 
trying to accomplish in the next one year, three years, five years? 
Know their major corporate initiatives, plans, goals, opportunities, 
and those of their major corporate family entities.

• Industry and Competitors. What’s going on in the industry? Is 
it expanding or contracting? Where is the most activity, globally? 
What are the issues? Know their major competitors and how they 
stack up against the competition. How do they differentiate? Who 
wins most of the business?

• Which Doors to Open? You need to make a strategic decision 
about where and how you want to introduce yourself. This deci-
sion includes a location, a level of seniority, a functional area, a 
business unit—and other considerations as well. It’s hard to move 
up or even to move out from the people with whom you first 
talk. Make sure that is a serious, well-planned decision. If you’re 
already in there, start from where you are.

Make it unacceptable for your team to call on any company or com-
pany subsidiary without having a complete picture of who they are! 
Everyone in your company who would interact with this prospective 
global customer, anywhere or any time, should know that big picture.

The Big Picture

To be specific, let’s explore Novartis AG, a publicly traded company on 
the New York Stock Exchange, headquartered in Basel, Switzerland. 
Novartis is an outstanding example of the complexity of a $60 billion 
global corporation and what your sales team would have to know 
about it in order to do repeat business with them globally. Here’s a 
brief summary for starters:
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“Novartis AG provides healthcare solutions. The Company 
is a multinational group of companies specializing in the 
research, development, manufacturing and marketing of 
a range of healthcare products led by pharmaceuticals. Its 
portfolio includes medicines, eye care, cost-saving generic 
pharmaceuticals, preventive vaccines and diagnostic 
tools and over-the-counter products. It has five operating 
segments: Pharmaceuticals, which include patent-protected 
prescription medicines; Alcon, which include surgical, 
ophthalmic pharmaceutical and vision care products; 
Sandoz, which include generic pharmaceuticals; vaccines 
and diagnostics, which include human vaccines and blood-
testing diagnostics; and consumer health, which include 
over-the-counter medicines.” 

—AS REPORTED BY AVENTION “ISELL” SUBSCRIPTION SERVICE,  
APRIL 10, 2015. ORIGINALLY CREDITED TO REUTERS

Essentially, Novartis is five separate companies operating under one 
corporate banner. They do things as one corporation, and they do 
things as five companies. And many combinations in between.

As of this writing, Novartis had a corporate “family” of 375 com-
panies. Three hundred seventy-five companies within one global 
corporation; it’s a lot to understand. But if you are going to sell into 
any part of Novartis, your sales team needs a working knowledge of 
its corporate structure and the companies that make up its portfolio. 
Novartis was formed originally by a merger and has completed many 
acquisitions as well as divestitures. For example, in late 2014 Novartis 
sold its Novartis Animal Health division to Elanco, which is owned 
by Eli Lilly and Company. If you were doing business with Novartis 
Animal Health at the time, the future of that business was suddenly 
up in the air. You also would need to start learning a lot more about 
Eli Lilly and Elanco, its animal health division, which now owns a big 
piece of what was once Novartis.
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In Whale Hunting language, Novartis is a whale, no matter who you 
are. Even if you represent a company as big and as complicated as 
Novartis, you still face a high degree of complexity in making a sale 
to them. The more strategic your service is to Novartis, the more 
complex a sale is likely to be.

Know the Corporate Family

Quite possibly, you will begin your relationship with Novartis at one 
of their subsidiary companies or a branch office. Suppose your com-
pany, like my expert contributor Jeff Hargroves’ company, sells a wide 
variety of compliance and engineering consulting and outsourcing 
services to the pharma industry. Maybe you have a presence in Atlanta, 
Georgia, and you are hoping to do business with Alcon Laboratories, 
the largest subsidiary of Novartis, which employs 2500 people in 
Georgia with annual revenues of $607 million. That component of 
Novartis alone may be considerably larger than your company, and 
certainly they could do many whale-sized deals with you.

But before you call on Alcon in Atlanta, wouldn’t you want to know 
that Alcon Labs has 4500 employees at its headquarters location in 
Texas, plus close to 1000 employees working in each of its operations 
in California, Texas, and Illinois, and similar clusters of employees in 
other locations in the United States, plus branches and subsidiaries 
all over Europe and in most parts of the world? Knowing that helps 
you to decide whether you have a service only for a single branch 
or, perhaps, for multiple locations of the company.

Many of The Whale Hunters’ clients could and would be doing busi-
ness with a company like Alcon Laboratories in Georgia. But they 
would be coming to The Whale Hunters to learn how to do business 
with all of Alcon Laboratories—or all of Alcon in the United States—
or even all of Alcon’s manufacturing facilities or warehouses or R&D 
operations. And they would start by learning all about Alcon, and 
its parent company Novartis, to make the right kinds of decisions 
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about how to organize themselves in order to serve Novartis or any 
of its family of companies.

The Corporate Strategy

In order to have a serious business discussion with a Novartis or 
Alcon or Sandoz executive, it helps to have some background about 
their current corporate strategy. What does the company intend 
to accomplish in the next year or two-to-three years? Each com-
pany in the portfolio, each executive in each of the companies, each 
manager reporting to the executives has a specific responsibility for 
achieving the corporate strategy. You have to know something about 
that before you ever have a conversation with anyone.

I Googled “what is Novartis’ corporate strategy” and found the sum-
mary of an investors’ meeting that company executives held in June 
2015. They discussed what they had accomplished with a strategic 
realignment of their portfolio, both divestitures and acquisitions. 
Next they intend to “strengthen innovation” across the three primary 
businesses—Novartis, Alcon and Sandoz.

You would have to find out what they mean by strengthening inno-
vation and how that relates to the job expectations of people with 
whom you’d like to talk, as well as how potentially it could relate 
to your business services or products, in order to have a sensible 
conversation with a key person at Novartis or the subsidiaries

In the same meeting summary, key news for sellers was the announce-
ment of Novartis Business Services (NBS), the company’s new shared 
services organization that covers approximately $5 billion in spend. 
This new organization will influence how Novartis and its divisions 
buy all kinds of products and services. As a company that wants to 
make them a customer, you will have to learn and understand how 
this works. [Novartis Executives Outline Strategy and Cost-Savings 
Initiatives, Patricia van Arnum, June 2015].
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Industry and Competitors

To understand an industry, refer to several sources to uncover 
attitudes and points of view. When the World Health Organization 
writes about pharmas, it notes that companies “spend one-third 
of all sales revenue on marketing their products - roughly twice 
what they spend on research and development.” [WHO website 
retrieved 12/05/15.] WHO, a nonprofit organization, is concerned 
about what it believes to be a conflict of interest between pharma 
companies and the public. On the other hand, PWC emphasizes 
the “harsh commercial environment” and identifies three key 
issues facing companies: “Rising customer expectations, Poor sci-
entific productivity, and Cultural sclerosis.” [PWC website retrieved 
12/05/15].

Depending upon which source you read, you will get a different 
picture of the industry. So read more than one and draw your own 
conclusions. Try to figure out how your target company is position-
ing in the industry environment. Are they trying to partner with WHO 
or other nonprofits to build their reputation for being concerned 
about the public? Or do they align with their peers in addressing 
the harsh industry circumstances?

As you learn the industry, you’ll have to figure out how your compa-
ny’s products and services fit with major threats and opportunities, 
as well as anticipating the difficulty of working with an outmoded 
culture or the chance to help a company change its culture, if that’s 
your business.

As a major pharmaceutical, Novartis has a significant number of 
peer organizations and literally hundreds of competitors. Several of 
them are probably better known to you than Novartis—Johnson & 
Johnson, Bayer, Pfizer, Merck. When I’m researching the competi-
tors of a Global 500 company, I usually look for articles about the 
Top 25 or Top 10 in a particular industry. Sometimes I find a good 
discussion of the company amongst its competitors, including their 
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relative ranking positions over a few years’ time. I located several 
such articles about Novartis.

Which Doors to Open?

If you have your eye on Alcon, do you want to sell only in Georgia, 
or do you want multiple Alcon locations to do business with you? 
Explore these possibilities early in your relationship with the first 
Alcon location. Discover how they make purchasing decisions for 
your services or products. Does each subsidiary purchase for itself, 
or each branch, or is there a centrally managed system? Does Alcon 
manage its own procurement or does it outsource?

If you sell enterprise technology, learn what Alcon considers to be 
scope of their enterprise. It may be one location, or all of Europe, or 
all of the world. Perhaps they are grappling with a way to make their 
enterprise systems seamless across all of the subsidiaries to maximize 
customer knowledge, to improve research collaboration, to reduce 
costs, or to increase the value of what customers get for their money. 
The same possibilities may also exist not only for enterprise technol-
ogy but also for such disparate products and services as branding and 
marketing, logistics and transportation, business process outsourcing, 
supplies, commercial real estate, construction, and countless others.

As you begin to research and analyze opportunities with Alcon, go 
up to the bigger picture. How is Alcon’s corporate strategy inter-
twined with that of the parent company, Novartis? Understanding 
Novartis will help you get a handle on Alcon. Some corporate deci-
sions at Alcon require ultimate approval by Novartis. What does 
that mean for your business with Alcon from a communication 
and culture perspective? A corporate headquarters in Switzerland 
behaves differently from a corporate headquarters in India or China 
or the United States. They are all different in multiple ways—more 
or less risk averse, more or less top down, more or less distributed 
decision-making.
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How to Learn About Them

The Whale Hunting way to understand your customers’ business, 
their strategy, their issues and more starts with disciplined study and 
eventually yields deep understanding of their business. “You” means 
“your company” and “you yourself,” no matter your role.

Three functions are required to complete this work and keep it up 
to date:

1 Scouting: conducting research and maintaining up-to-date 
information

2 Communication: sharing and circulating information and per-
tinent updates

3 Tools: supporting the collection of and easy access to pertinent 
information

If you are a senior executive in sales, marketing, operations, IT, or 
customer service, you have a role in making sure that these functions 
are funded, that IT tools are provided, and that lines of communica-
tion flow through your area to and from the others. If you are only 
responsible for sales, and senior management does not see this as 
a role for them, you should negotiate with your peers to ensure that 
this work is accomplished routinely. And if you are a sales rep and 
you are not provided with the appropriate information or do not 
have opportunities to communicate with peers in other functional 
areas, I suggest you lobby for these services or do the work yourself 
for a few key global accounts.

Scouting

In whale hunting terminology, “scouts” are the ones who manage 
the research about whales. Doing the research is not the job of a 
salesperson; it’s not typically their long suit nor is it a good use of 
their time. Studying the research is definitely a sales rep’s job, but 
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gathering and organizing is a sales support, or marketing, or sales 
enablement function, whatever you choose to call it. You need some-
one who has the time and who really likes the digging and making 
connections that the research process requires.

My earlier book, Whale Hunting, includes detailed information on how 
to manage the Scouting process, starting from the very beginning 
with defining your ideal whale by means of a Target Filter. For our pur-
poses now, I’m assuming that you have decided on a potential target 
or that you have even sold into the target company once or more.

Start with the big picture and drill down from there, completing all of 
the details identified as part of a corporate persona. Your Scout can 
conduct do-it-yourself research starting with the corporate website 
and branching out through Internet searches.

For publicly-traded companies listed on the New York Stock 
Exchange, read their Security and Exchange Commission (SEC) fil-
ings, especially the 10-k annual report, focusing on the business 
summary and the management discussion and analysis (MD&A). 
You will learn more strategic detail than what is typically included 
in an annual report. These documents are public and are readily 
available on the company’s website or through the SEC online; they 
are required for both domestic and foreign companies.

If you do not have the capacity to do this research on your own, 
outsource your research to an independent contractor or an indus-
try-specific research company that for a fee will conduct account 
profiles, detailed research reports on a company or one of its lines 
of business or a single geographic area. If you want to create cus-
tomized corporate personas from companies in multiple industries, 
visit thewhalehunters.com/research to learn how we can help.

In addition to gathering information from a powerful comprehen-
sive research database, Scouts should be curious. Sales reps should 
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also ask Scouts for specific information that would be helpful. Do a 
Google search on questions that matter specifically to your business, 
for example:

• What is Novartis training budget? I came across an article on 
their Corporate Learning brand, with many insights on how they 
provide continuing education for their top 10% executives plus 
all the other ways they provide training including through about 
450 training provider companies and individuals, using about 150 
outsiders each year.

• What software does Novartis use? I discovered a new joint ven-
ture with Qualcomm Life that uses wireless technology to collect 
patient data digitally during clinical trials. This is an enormous 
step ahead in healthcare/technology applications.

• How does Novartis handle logistics? I found an article from 2012 
announcing that IJS Global opened a dedicated warehouse in the 
Philippines to handle logistics for Novartis Animal Healthcare.

Plug your own topics and services into this format. Search for simple 
questions about your industry, things you do, opportunities that 
would interest you, and you’ll get an idea of what’s going on at your 
dedicated global accounts and prospects.

Tools

I’m not going to provide a list of resources for conducting research 
about global companies because they are often outdated as soon 
as they’re written. But I will mention a few kinds of research tools 
that I recommend and a couple that I use frequently.

You need a powerful, business database that aggregates informa-
tion from a wide variety of reputable sources. For tools that include 
companies from multiple industries, my current favorite corporate 
research tool is Avention (avention.com). With this service your scouts 
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can discover a wealth of up-to-date, relevant information about your 
global accounts. You’ll find all of the corporate persona informa-
tion plus individual contacts, SWOT analysis (Strengths, Weaknesses, 
Opportunities, Threats) for the largest companies, industry informa-
tion, competitors, financial data, a detailed dossier, sales conversation 
ideas, and the ability to track news updates and whale signs.

Avention integrates with salesforce.com, which is an important point 
if that is your CRM. You can also find excellent resources in the aca-
demic versions of LexisNexis (lexisnexis.com) and Hoovers (hoovers.
com), which are powerful business databases, in your local public 
or collegiate library.

Circulate information into the hands and minds of your sales and 
account management teams and keep the flow of customer infor-
mation moving constantly throughout key areas of your company, 
like a spiral that keeps growing as more information is shared in 
multiple directions.

In addition to research tools, you need communication tools to put 
the right information in the right place for the right people at the 
right time. One of course is your CRM. The other is a strategic account 
management system designed for large, complex accounts with mul-
tiple engagements, such as the global accounts I’m talking about. 
I like Revegy (Revegy.com), which also can be seamlessly integrated 
with your CRM. I’ll talk more about account management tools later 
when we discuss the sales process, but I mention them here because 
they are fundamental to a customer knowledge perspective.

Communication

When a scout has gathered and organized a rich set of information, 
historic and current, about a global company and all the compo-
nents of its persona, whether it’s stored in a database or circulated 
in a series of reports or whatever, the scout will have learned a great 
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deal. But the sales team and other subject matter experts will not 
yet have learned anything. To them, the material is just information.

Information only becomes knowledge when an active mind engages 
with it—by reading, watching, listening, discussing, debating, review-
ing, comparing, contrasting, questioning. The scout’s work is useless 
unless your team is deeply committed to sharpening their saw 
through this kind of study. It is just as important—probably much 
more important—as deep knowledge of your product and value 
proposition.

Company executives and sales leaders should be determined to 
make customer knowledge a core cultural capability.
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WHALE HUNTING TIPS FOR KNOWING

Knowledge. There is no substitute for acquiring deep knowl-
edge, over time, about your most important customers. Determine 
whether your research function for global accounts is a marketing 
or sales support service and put someone in charge. In The Whale 
Hunters’ Process™, the salesperson does not typically conduct the 
basic research, but everyone on the team is responsible for learning 
what’s been discovered.

Research. Use a wide variety of traditional and social media research 
sources—company websites and blogs, your local public or colle-
giate library, subscription local or cloud-based research databases, 
corporate and industry analytic reports from major research firms, 
analysts’ reports, SEC filings, the CEO’s Quarterly Conference Call, 
Google searches, LinkedIn connections and relevant LinkedIn groups. 
Call The Whale Hunters for outsourced research.

Process. Pay consistent attention to the key accounts that you have 
already or that you are targeting. Develop a seamless process to 
share information between the researchers and the sales team—this 
may be your CRM or another shared workspace, a regular conference 
call or Skype, or a part of each sales meeting.

Communication. Remember that the research works both ways—
salespeople should share their new discoveries with marketing to 
augment what marketing is learning from external sources.

BUY THIS BOOK AT AMAZON.COM HERE:            
http://amzn.to/1X1VoHA




