B2B sales operations
self scan
Identify the next best step for
your sales organisation

The 4D Sales Model
The 4D Sales Model provides business leaders with a
multi-disciplined framework to assess the status-quo of their sales
organisation, understand pressing issues that need attention, and
take decisive action.

The 4D Sales Model

Implicitly, but at the core of this model, is the interdependence of
marketing and sales throughout all disciplines, an end-to-end
approach centered around acquisition, retention and growth of
genuine customer relationships, and the fact that these four
disciplines can simply not be seen apart from one another as they all
contribute to the success of the whole.
Right now, you can use it to uncover - and plan - the next steps for
your company.

Performing the 4D Sales Model self scan
On the next pages statements will be made according to the various
parts of the disciplines in the 4D Sales Model. Rate the readiness of
your company on a scale from 1 (“Strongly disagree”) to 5 (“Strongly
agree”) for each of the items.
On the ﬁnal page you can average your scores and identify how far
different parts of your sales organisation are in their development.
Based on how your company scores on each of the dimensions and
their individual items, you can make a plan together with your team
to further develop - and grow - your company.

Example 4D Sales Model self scan results

Not satisﬁed with your score? At the end of this document you will
ﬁnd a link to an interactive version which you can do online and
share with us. We’re happy to help you from there.

Market
In B2B, precision is the name of the game as your market is limited and you cannot gamble
on random successes. Before anything else, you need to have very clear what it is you do
exactly and who you are doing it for. To achieve this, you need to fully understand who
exactly your buyers are, what moves them and how they can best be convinced of the added
value of your product or service.
1 (“Strongly disagree”)
to 5 (“Strongly agree”)

We have clear descriptions of our (potential) buyers and how we are helping them
achieve their goals with our product/service.
We know perfectly well in which way, and through which channels, our (potential)
buyers prefer to engage with sellers.
We know which parts of our product/service are most valuable to our (potential)
buyers, and why.
We have a thorough understanding of the size of our target market and have
segmented it into distinctive groups.
We have tailored our value proposition to different buyer personas and to different
market segments.
We know the key interaction points we have with our (potential) buyers and have
aligned our marketing and sales organisation to it.

Process
Create an efﬁcient machine that does not depend on individual superstars. Everything
stands or falls with a central method around which everyone can align. To achieve this, you
need to deﬁne the stages of your marketing and sales process, the roles accountable,
content to be used and tools to be managed, measuring and improving performance of each
step of the way.
1 (“Strongly disagree”)
to 5 (“Strongly agree”)

We have clearly deﬁned our commercial process(es), roles and responsibilities, KPIs,
and supporting tech for each stage of the sales cycle.
We have a playbook that deﬁnes our buyer personas and journeys, buyer segments,
and how we approach client acquisition, retention, and growth.
Our playbook is the go-to document for marketing and sales training, execution, and
decision making.
We hold periodic, well-structured meetings to align our marketing and sales teams
with focus on key metrics and to share best practices.
We have a data model in place that is aligned with the acquisition, retention and
growth playbook to pulse performance.
We track the performance of our teams and provide them with constructive
feedback on both individual and team level.

People
Drive your marketing and sales teams to excellence. A company cannot get anywhere
without the right people with the right attitude, in the right place. To achieve this, you need
to understand what proﬁles your team needs, how you interact with your people, and how
you motivate and reward them for their performance.
1 (“Strongly disagree”)
to 5 (“Strongly agree”)

We know what competencies, experiences, and skills are required for each role in
our marketing and sales organisation.
We have solid recruitment and onboarding processes in place to make sure we hire
the right proﬁles and get them up to speed as quickly as possible.
We have clear training programs and career development paths that keep
employees engaged and turnover low.
We have an organisational structure in place that deﬁnes formal accountabilities
and communication ﬂows.
We coach our people to be solution oriented, be accountable for their actions, and
make an active effort to develop themselves.
We have clear compensation plans that motivate employees, clarify goals and
expectations, and attracts and retains talent.

Tools
The tech stack is where you leverage collaboration among colleagues, engagement with
prospects and clients, and collect data and insights. To achieve this, you need to know
through which (digital) channels you best get into contact with your (potential) buyers and
how you can automate your activities and scale up distribution.
1 (“Strongly disagree”)
to 5 (“Strongly agree”)

We have a CRM and other supportive tools and our people are using them
consequently and to their fullest potential.
We know which technologies best support our people to perform better and
increase efﬁciency and results.
We have a clear plan in place for the use of tools and for the expansion of our tech
stack as our organisation grows.
We know which metrics are key, how to visualise and interpret the information, and
how to adjust operations in response to these insights.
The information in our databases and CRM are up to date, complete and
trustworthy.
We have automated our commercial processes as much as possible to increase
efﬁciency and reduce repetitive and manual tasks.

Check your result
Average the scores you gave for each of the items and check in which
stage your marketing and sales organisation sits for each of the
dimensions of the 4D Sales Model.

The 4D Sales Model

Congrats!
We hope performing the 4D Sales Model self scan has given you
more insight into the current situation of your organisation, how
the different dimensions relate to each other, and the possible areas
that you can prioritise to improve.

Getting B2B marketing and sales teams
to do the right thing, and making sure it sticks.

At The Sales Strategist, we’re happy to help and look forward to
getting to know you and your company. You can get in touch with us
by clicking the button below. This way you can directly book a
consultation with us to see how we can help you further develop
your marketing and sales operations.

Get in touch

