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Introduction

True leadership is revealed and 
GHƓQHG�GXULQJ�WLPHV�RI�FULVLV��,�JLYH�
\RX�ř�&29,'�����$QG�ZH�WKRXJKW�
WKH�ƓQDQFLDO�FULVLV�ZDV�EDG�LQ�������
<RX�GRQōW�QHHG�WR�EH�D�GDWD�VFLHQWLVW�
to understand that this is an entirely 
GLIIHUHQW�NLQG�RI�FULVLV�
Twelve years after the Great Recession, it’s a 
global pandemic that’s thrown our economy 
into turmoil. This time, however, it’s not 
happening gradually. The news is changing 
every day. 

,Q�������WR�VKRUH�XS�FRQƓGHQFH�ZLWK�FOLHQWV�
and customers, sales leaders would travel to 
meet with prospects. Sales reps would take 
target prospects to lunch, to a ball game, or to 
dinner. We would hold customer round tables 
where business leaders would get together to 
exchange ideas. Eventually, things began to 
WXUQ�DURXQG��&RQƓGHQFH�LQ�WKH�PDUNHWV�ZDV�
restored and corporate spending returned. 

What’s important is that the approach to 
customers changed. While technologists were 
innovating, so were sales leaders. Sales leaders 
realized the same formula that propelled them 
through the dotcom bust was not going to 
work. They needed to do things differently. 
Sales methodologies evolved. The way to 
RUJDQL]H�WKH�ƓHOG��WR�DGGUHVV�FXVWRPHUV�DQG�
their needs, changed. 

Sales leaders couldn’t afford to have a 
massive sales force deployed throughout 
the world on a constrained budget, so the 
inside sales approach was born. Making your 
number predicated on one big deal landed 
at the 11th hour, 59th minute was not going 
to cut it anymore. “Predictability” became 
the buzzword each sales leader needed to 
articulate to their CEOs and boards. The 
channel went from an afterthought in many 
cases, to the tip of the spear. 

So how are we going to make it through 
this downturn? With CDC-imposed travel 
restrictions, shuttered restaurants, empty 
EDOOƓHOGV�DQG�VWDGLXPV��DQG�PRVW�RI�WKH�8QLWHG�
States under a stay-at-home order, how are 
sales professionals going to connect with 
their clients and share ways in which their 
company’s technology can help businesses 
navigate this disruption?

The economic environment has changed and 
many of the methods that existed previously 
to navigate through this kind of crisis are 
simply not available this time around. Your 
approach to customers must change. The 
way you organize your sales force, cadence, 
PHWKRGRORJ\��ƓHOG�VWUXFWXUH��VHOOLQJ�PRWLRQ��
customer engagement will all need to be 
re-examined due to the current health crisis. 
And worst of all, you need to address all this 
right now, because the speed of change 
happening in the market will reward those 
who acted quickly. Those who waited to 
DFW�ZLOO�EH�SXQLVKHG��EHFDXVH�WKH\ōOO�ƓQG�
themselves trying to catch competitors that 
took advantage.

Before COVID-19, heads of sales were 
focused on driving a process that would lead 
to predictable revenue streams and gain in 
market share. In many cases, today’s sales 
leaders have never led a sales force through 
this kind of environment. Whether you are 
leading a sales force for a company the size 
of Google Cloud or a sales organization that 
was getting ready to exit the start-up phase 
and become a “growth company,” you are now 
ƓQGLQJ�\RXUVHOI�LQ�DQ�HQWLUHO\�XQSUHFHGHQWHG�
situation where you need to make rapid 
decisions.

We interviewed thought leaders and sales 
LQGXVWU\�H[SHUWV�WR�ƓQG�RXW�ZKDW�WKH\ōUH�GRLQJ�
to quickly process available information, 
determine what matters most, and make 
decisions with conviction. 
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Analysis paralysis is 
something you must 
avoid in this crisis. 
Focusing on the things 
that matter most can 
help maintain a sense of 
confidence in your team. 

Just as sales leaders who survived the 2008 
downturn realized that the playbook that 
worked for them before would not get them 
through the Great Recession, today’s sales 
leaders need to understand that what has 
grown their revenue over the last 12 years will 
not get them—or your company—through this 
crisis. 

It’s time to re-write yesterday’s playbook. The 
sales leaders we interviewed for this white 
paper are adjusting quickly and developing a 
brand-new playbook. The experts I interviewed 
for this document led sales teams through the 
last downturn and came out more successful 
as a result of the changes they made. They 
weren’t afraid to make hard decisions when 
action was required, and time was critical. 

We wish you and your teams the best of luck 
DV�\RX�OHDG�ZLWK�FRQƓGHQFH�

Stay well, be healthy.
ADAM CHARLSON 
Managing Partner 
Focus Search Partners, A Vaco Company
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Meet our experts

Leadership during COVID-19

TOM SCHODORF joined 
Splunk in 2009 as the Senior 
Vice President of Worldwide 
Sales when Splunk was still in 
fundraising mode and had a 
$30M bookings run-rate.  
Over the course of the next 
ƓYH�\HDUV�DQG�WKURXJK�DQ� 
IPO in 2012, Tom grew  
Splunk to over $800M in 
bookings and a nearly $10B 
market cap. Since retiring  
from active duty of leading 
a sales organization, Tom 
sits on the boards of Kaseya, 
Outsystems, Egnyte, Rapid 
���DQG�7XƓQ��+H�DOVR�FRQVXOWV�
ZLWK�SULYDWH�HTXLW\�ƓUPV�
and software technology 
companies. 

SCOTT LOVETT has served 
as the Senior Vice President 
of Global Web and Security 
Sales with Akamai, since April 
������+LV�MRE�LV�WR�EULQJ�WKH�
Akamai platform to market 
and to show potential clients 
just how valuable it is to their 
RSHUDWLRQV��+HōV�PRUH�WKDQ�XS�
to the challenge, having spent 
ILYH�\HDUV�DW�F\EHUVHFXULW\�
ILUP�0F$IHH�DQG�DOPRVW����
years at Cisco. At the time 
of his hiring at Akamai, tech 
publication, The Information, 
wrote that “Lovett’s hiring is a 
big win for Akamai, which has 
been trying to reposition itself 
as a security business, rather 
than a web content delivery 
business.” Scott was recently 
honored by “The Modern 
Sale” as one of the top 100 
global sales leaders of 2020. 

JOHN TURNER is the Chief 
5HYHQXH�2IƓFHU�IRU�WKH�
Security vertical at Google 
Cloud, formerly known as 
Chronicle, which was born 
in the Google X moonshot 
factory. John has 25 years of 
experience building world-
class teams at innovative 
companies including Lantern, 
TriNet, VERITAS Software, 
Symantec, and Gartner. John 
is also a pioneer of the “Land 
and Expand,” a high velocity 
software sales model.

I asked our three leaders to discuss how this downturn is different from the Great Recession. I 
also asked them to share their wisdom, the lessons they took away from the last economic crisis, 
and how they’re addressing the situation we are confronted with today.

How is this downturn different? 
For one thing, this one happened a lot faster than 2008, which leads Schodorf to believe the 
PDUNHW�ZLOO�SRS�RXW�RI�WKLV�D�OLWWOH�IDVWHU�WKDQ�WKH�8�6��HFRQRP\�GLG�IROORZLQJ�WKH�*UHDW�5HFHVVLRQ��
This is a different kind of crisis, which should end quicker for the software market. Some good 
LV�OLNHO\�WR�FRPH�RXW�RI�WKLV�DV�ZHOO��OLNH�FXVWRPHU�IDFLQJ�SHUVRQQHO�EHFRPLQJ�PRUH�HIƓFLHQW�
in working from home, especially as their customers are heading that same direction. With 
outside direct sellers and their teams spending up to 180 days on the road per year, there is 
URRP�IRU�VLJQLƓFDQW�KDUG�GROODU�FRVW�VDYLQJV�WKDW�FRXOG�EH�DSSOLHG�WR�RWKHU�DUHDV�RI�WKH�EXVLQHVV��
$Q�DGGLWLRQDO�G\QDPLF�WR�NHHS�DQ�H\H�RQ�LV�WKH�OHYHOLQJ�RI�WKH�SOD\LQJ�ƓHOG�IRU�VPDOOHU��PRUH�
innovative players that adapt their sales motions quickly to take advantage of these new realities 
versus the big guys that traditionally put large, on-site staffs into play. 
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In the Great Recession, Lovett felt that everyone understood, economically, what was happening 
to their respective markets. Now, depending on where you are, the experience is very different 
as to what’s happening to you, your business, and your sales force. Every employee is looking at 
this differently. Different members of Lovett’s team are experiencing the downturn in different 
ways, at different points in time. 

Making things about more than just the sale, in this 
environment, is important. How your solution can 
really help customers in this di"cult environment 
helps to motivate your sales team.

7KLV�UHFHVVLRQ�LV�GLIIHUHQW�WKDQ�DQ\�RXU�H[SHUWV�KDYH�H[SHULHQFHG�WR�GDWH��7KH�ƓUVW�WKLQJ�Ŋ�DQG�WKH�
PRVW�LPSRUWDQW�WKLQJ�Ŋ�LV�WDNLQJ�FDUH�RI�\RXU�WHDP��$QG�WKH�PHVVDJH�\RX�VHQG�WR�\RXU�WHDP�LV�WR�
SXW�\RXU�UHODWLRQVKLSV�ƓUVW��If you take care of your team, they will take care of the business. 
If you take care of them and get them up and running, they will take care of your customers. This 
downturn is very different from 9/11 or 2008, where you had an isolated incident in one part of 
the country, or an economic downturn focused on a particular industry. 

In this case, when you see people around the globe being impacted with real healthcare issues, 
the reality hits you that what’s most important is the health and safety of you, your team, and 
your customers. Your actions and your talk better be real now, because it’s truly life or death. 
Staying united as a team is critical.

What matters now?
Culture matters even more than it did before. Schodorf, of Splunk fame, focused heavily on 
mutual accountability and trust in the last recession. Meritocracy was rewarded and entitlement 
was uncovered and eliminated. Tom believes that entitlement is a disease that spreads and 
FDQ�FUXVK�D�FRPSDQ\�ƓJKWLQJ�IRU�LWV�VXUYLYDO�HYHQ�LQ�JRRG�WLPHV��PXFK�OHVV�D�UHFHVVLRQ��+H�DQG�
his team attempted to arrest it early using a lengthy, multi-manager, multi-functional interview 
process with shrewd questioning techniques.

According to Lovett, people look to their leaders as the stabilizing force in an economic 
GLVUXSWLRQ��,Q�WKH�ODVW�FULVLV��DV�ZLWK�WKLV�RQH��/RYHWW�KDV�VLPSOLƓHG�KLV�PHVVDJLQJ�WR�KLV�WHDP��
Involving the team in creating a task list and being intentional about the mission-critical to-dos 
is important in giving the team a sense of ownership and accountability in a crisis. He drives 
a higher focus on the existing customers, discussing with them the solutions he and his 
WHDP�DUH�VHOOLQJ��ZKLFK�ZRXOG�EHQHƓW�WKHP�GXULQJ�D�UHFHVVLRQDU\�F\FOH��What he and his 
team learn from existing customers is shared with the new logo sales leaders, so they better 
understand how to position these kinds of solutions. 

In a recessionary cycle, you must acknowledge the need to re-goal. People tend to forget that 
this is how salespeople feed their kids, pay their mortgage, and take care of their elderly parents. 
So, they look at this and say, “if this economic downturn is going to impact my customers this 
negatively, there is no way I’ll be able to obtain my goal, so I should just go start somewhere 
new, where I’ll get a better starting point.” This is obviously a risk you want to avoid, so re-tooling 

/($'(56+,3
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the goals is very important. Acknowledge that things are going to be fundamentally different 
and volunteer to do the right thing when the downturn ends. 

Every downturn creates leadership moments. You 
need to re-evaluate and do scenario planning for 
business impact.

When Turner looks at sales leaders, there are two different types: There is the “love to win” and 
the “hate to lose.”  In good times, you can be a “love to win,” which means you’re always thinking 
about your future. There’s enthusiasm, momentum, and positive thinking. This environment, 
KRZHYHU��UHTXLUHV�D�ŏKDWH�WR�ORVHŐ�PHQWDOLW\�IURP�VDOHV�OHDGHUV��ŏ+DWH�WR�ORVHŐ�PHDQV�\RXōUH�
paranoid about missing a step in the sales cycle. This is where sales leaders are going to get 
ŴXVKHG�RXW��7KH�ŏORYH�WR�ZLQVŐ�DUH�JRLQJ�WR�JHW�VXUSULVHG�DQG�PLVV�VWHSV�LQ�WKH�VDOHV�SURFHVV��
7KH\ōUH�QRW�JRLQJ�WR�GR�WKDW�RQH�DGGLWLRQDO�FRQƓUPDWLRQ�DQG�WKH\ōUH�JRLQJ�WR�JHW�VXUSULVHG��6R�
whereas momentum, enthusiasm, innovation, positive thinking would drive deals under normal 
circumstances, now it’s “hate to lose,” which means, detail-oriented, paranoia, double and triple 
checking, not missing a step in the sales process, emphasizing return on investment and exactly 
what dollars you’re going to displace, get rid of, or take out.

Change your sales cadence
The ability to take advantage of new sales tools 
and data changed Schodorf’s sales cadence 
during the Great Recession at Splunk. Instead of 
looking at results all the time, which is fairly easy, 
Tom focused on what was really going on in the 
funnel, and what activities were required to get 
Splunk from one point of the sales process to 
the next or from the top end of the funnel to the 
middle of it. Data really helped Tom to do that. 
Then all training and coaching was designed 
and integrated with the activities and processes 
measured by the data. This resulted in extreme 
focus around that which was most important to 
advance the business.

Lovett has a very aggressive sales cadence, part of 
the normalcy he tries to keep during an economic 
downturn. More personal communication during 
a recessionary cycle takes on an increased level 
of importance. Just checking on how people 
are doing in a personal way means a lot to 
\RXU�SHRSOH�LQ�WKH�ƓHOG��People handle stress 
differently. It’s important to have one-on-one 
time with each member of your sales team to 
ask, “how are you doing, how are you feeling?” 

/($'(56+,3
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It’s also a great opportunity to hear about—and 
learn—what’s going on in the market and what 
they’re doing.

Our experts learned in the Great Recession 
to lead through a transition where customers 
were changing their purchase patterns and 
learning how to deal with a different economic 
climate. In a recessionary environment, the 
biggest changes are in the value proposition 
and enabling your team to pivot on selling and 
creating different value propositions.

Sales process is something Turner changed in 
the last downturn, and he’s in the process of 
updating again now. 

He redoubled his  
e!orts on enablement 
around the sales  
process to make sure  
that the team is 
executing the sales 
process flawlessly. 

+H�WDONV�DERXW�JHWWLQJ�D�YLVLRQ�PDWFK�ZKHUH�
the solutions match the problems in the 
customers mind. It must be a “one, two or 
three” priority. If it is not, you’re out. Value is 
QRW�ŏ$Ő�WKLQJ�LQ�WKLV�HQYLURQPHQW�ř�LWōV�ŏ7+(Ő�
WKLQJ��+H�DQG�KLV�WHDP�WDON�DERXW�EXVLQHVV�
and personal value. This means you must use 
tangible Total Cost of Ownership (TCO). Turner 
UXQV�D�ƓYH�E\�ƓYH�SURFHVV��PDNLQJ�VXUH�WKDW�
what they’re talking about is a “one, two, or 
three” priority and the second thing is making 
it a ten on the business value. Finally, you 
need to be aware that the decision makers 
in February 2020 are not necessarily today’s 
decision makers. 

Update your sales methodology
Downturns, especially sharp ones, offer an 
opportunity to revisit and adjust your sales 
processes and methodologies to new realities. 
Additionally, Schodorf believes these are good 
times to introduce changes that previously 
met resistance due to general apathy or risk 
aversion. When you have a downturn, you 
need to adjust quickly to what’s working 
and what’s not. Working from home almost 
certainly will change the way you go to 
market. Being at a distance from each other is 
changing the way we interact with each other. 
It also changes the way systems interact with 
people, in that they might be more receptive 
to working in the cloud for example, as well 
as video conferencing. So that changes 
everything in how we work with each other, 
which means your process is going to change. 

During the Great Recession, the most 
important thing Lovett learned regarding 
methodology was to look through the lens 
of the customer, as it relates to the changes 
he made to the sales methodology. A sales 
methodology that conveys a sense of 
empathy to customer targets is critical. 
Customers who are dealing with a crisis 
tend to pull back from very aggressive sales 
DSSURDFKHV��/RYHWW�ƓQGV�WKDW��LQ�D�GRZQWXUQ��
customers will gravitate to a solution provider, 
rather than someone simply trying to sell 
something.

When you have downturns in the economy, 
you really have to focus on productivity 
and activity. You need to keep productivity, 
engagement, and activity high. All the key 
metrics need to be measured effectively. As 
an example, at our experts’ organizations 
as well as some of their industry colleagues’ 
companies, teams are measuring the number 
of Zoom conferences that the teams are 
having, versus in-person meetings. That’s a 
metric most organizations would never have 
used under normal circumstances, however, 
in this environment, companies are measuring 
that level effectiveness. In a recessionary cycle, 
the metrics need to change, given your reality 
and your climate.

/($'(56+,3
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Sales methodology needs to be adapted in a 
recessionary cycle as well. In this recessionary 
cycle, customers are still engaged and 
active. Now more than ever, however, the 
TXDOLƓFDWLRQ�IRU�EXGJHW�DQG�DXWKRULW\�WR�VSHQG�
must be taken to a whole new level. Our 
experts observe that people who thought they 
had power to make decisions will lose that 
power. This all has a tremendous impact on 
sales methodology, sales process on the front 
end of who the decision maker is, who has 
access to the budget, is the budget still going 
to be there, and are the budgets being cut?

For Turner, the focus is less on the forecast and 
PRUH�RQ�WKH�SLSHOLQH��+HōV�WKURWWOLQJ�EDFN�D�ELW�
on the push for new logos from demand gen, 
but rather focusing on pipeline movement. 
Marketing has shifted in the last 30 days to 
focusing on moving opportunities within the 
SLSHOLQH��*RRJOH�&ORXG�QRZ�KDV�ƓYH�VWDJHV��
+HōV�OHVV�IRFXVHG�RQ�VWDJH�RQH�DQG�UHDOO\�
focused on stages two and three. Trying to 
get those things into what they call “solution 
design.” So, his forecast calls have been less 
focused on what the number is versus what’s 
PRYLQJŊQRW�RQO\�WKLV�TXDUWHU��EXW�DOVR�QH[W�
quarter.

/($'(56+,3
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Lessons Learned from the Great Recession, 
Applied to the Current Environment

Run Lean
Schodorf recommends always running lean, 
because you never know when you’re going 
to be hit with another downturn. You must be 
vigilant to never allow your company, your 
division, or your sales force to get fat. Staying 
lean puts your company and sales organization 
in a better position to weather downturns 
while reducing the negative politics associated 
with bloat. Assume the market could encounter 
a disruption at any time. This doesn’t imply 
that you need to avoid or put off investment. 
You just want to avoid creating a bigger sales 
organization than what your business is likely 
to be able support. 

Running lean, especially in a downturn, teaches 
you to make decisions faster and empower 
people. If you don’t have three or four layers 
of management between you and the person 
that’s doing the work, you have to empower 
them, or you can’t get the work done. Running 
lean speeds up the organization and that 
VSHHG�WUDQVODWHV�LQWR�UHDO�EXVLQHVV�EHQHƓW��
Downturns are good for that. 

Most importantly, the overall strategy should 
QRW�FKDQJH�WKDW�VLJQLƓFDQWO\��/RYHWW�EHOLHYHV�
\RXU�1RUWK�6WDU�VKRXOG�UHPDLQ�WKH�VDPH��+RZ�
you get there, however, needs to change, 
JLYHQ�WKH�FLUFXPVWDQFHV�ZH�ILQG�RXUVHOYHV�LQ��

,Q�WKLV�FXUUHQW�HQYLURQPHQW��\RX�PD\�ILQG�WKDW�
leveraging your inside sales function is going 
to take on a greater degree of importance. 
Lovett found in the last downturn, as with this 
one, that leveraging your channel partners 
more effectively becomes more important. So 
again, adjusting the journey, but not the North 
Star, is critical.

Remain calm and carry on
Experience has taught our experts a lot. Their 
consensus is … the more stressful the situation, 
the calmer you need to be. During times of 
crisis, let data drive your decisions. 

What is the data telling you about your 
pipeline, your linearity, and your close rates? 
Your team is looking to you to see how you 
lead in a crisis. Your body language, your 
words, your intensity are all important. Work 
through the plan, consistently and calmly 
reminding your team not to panic. Work 
through the ups and downs, reminding your 
team that you have a great value proposition 
DQG�D�VRXQG�ƓQDQFLDO�RUJDQL]DWLRQ��&RQWURO�
what you can control, don’t react to the noise, 
stay with what you can focus on and control.

Adjust and adapt
What got you here today is not going to get 
you to where you want to be moving forward, 
DFFRUGLQJ�WR�7XUQHU��+LV�ELJ�OHVVRQ�IURP�WKH�
Great Recession — which also applies to our 
current recessionary cycle—is that you have 
to adjust. Shiny objects won’t work this time 
around. Land-and-expand was an innovative 
strategy, until this point. Now, it’s going to 
become a necessity. From a go-to-market 
perspective, discussing a trial or a pilot 
in this environment is going to become 
the new normal. Decisions where someone 
could do an easy land—because there were 
GLVFUHWLRQDU\�EXGJHW�GROODUVŋLV�QRW�JRLQJ�WR�Ŵ\�
anymore. You’re going to have to bring your 
sales process and your TCO down to smaller 
decisions. This is where you redouble your 
efforts, like customer success. Google Cloud 
is pouring resources into customer success 
because the existing projects are also going to 
be the ones that get additional funding. New 
projects are going to be a real uphill battle.
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Make investments (but test them) 
During a downturn, you should still make 
prudent investments, but testing those 
investments becomes more important. Find a 
way to make a decision that is going to work 
with less money. While at Splunk, in 2009, 
Schodorf would test investments and new 
sales approaches in New Zealand. For Splunk, 
at that time, New Zealand was a small market 
with very smart, well-educated professionals 
with a sophisticated IT infrastructure. So, it was 
a good sample set without much risk. So, in a 
downturn, make your testing environment a 
little smaller. 

Depending on the resources and agility of 
your company, you can adjust your pillars on 
go-to-market to more effectively compete.

Changing your  
channel mix and 
leveraging di!erent  
types of technologies 
to have more active 
test points with your 
customers can result  
in taking share from  
the competition. 

Lovett is changing and adjusting his metrics, 
incentives, and KPIs to align to new strategies 
that enable Akamai to compete more 
effectively in a recessionary cycle. There is a 
real opportunity to help customers through 
this and open new doors for companies 
like Akamai, at the same time, thus taking 
advantage of the crisis and the chaos it’s 
creating.  

At this moment, Turner is hiring two value 
management people for his team. These are 
people who will come into sales cycles and 
work with the sales team to gather the TCO 
GDWD��LQSXW�LW��FRQƓUP�WKDW�LWōV�ULJKW��DQG�WKHQ�
present a business case back to the customer. 
To fund the new positions while maintaining 
a lean staff, Turner is reallocating budget from 
sales redeploying that budget to create this 
new role.

Hire the right sales reps for today’s 
environment
Avoid sales leaders and reps who exhibit a 
sense of entitlement. Schodorf is advising 
companies he is consulting to focus more on 
agility. You need sales professionals who can 
adapt. They need to be open to trying new 
things. In this situation, don’t hide behind the 
COVID-19 pandemic. People are generally 
more receptive to change right now. The 
whole world is getting turned upside down 
and all the things that were sacred before are 
no longer. A lot of barriers to change are 
getting broken down, which is presenting 
an opportunity for companies to reorganize 
and restructure in a substantial way. The 
receptivity to change is something to take 
advantage of.

Sales executives who have leveraged 
collaboration tools as part of their normal 
way of conducting business see this as a 
continuation of what they do every day. 
Sales reps who have always operated on an 
in-person basis and who have never used 
collaboration tools will have a tougher time 
in this environment. Lovett is bringing in a 
communications expert to talk about how his 
company can leverage virtual technologies, 
like Zoom, GoToMeeting, and WebEx, to help 
his team continue developing the kinds of 
relationships they need. 

Sales reps and account executives must be 
empathic in an environment like this to your 
customers’ situation; at the same time, you 
must demonstrate value and be there to 
support them, because eventually we are 
going to come out of this on the other end. 
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It’s about being there  
for the customers 
showing a di!erent type 
of value and support.

You go through peaks and valleys with your 
customers through good times and bad, and 
you have a different type of value you can 
give—value proposition is incredibly important. 
Right now, you need to show a different type 
of value than the competition.

Recognize the changing sales 
H[HFXWLYH�SURƓOH
Company over self is important in this 
environment, according to Schodorf. This 
doesn’t mean that you expect people to lay 
down on the tracks for the company. You want 
sales executives who will buy into the program 
and culture you’re creating. Reward those who 
buy in. During a downturn, you need more 
empathy in the leaders you hire. Don’t give 
them a pass on accountability, but they 
need to be able to listen better than others. 
If you have a very hard-charging person that 
doesn’t care about people that much, they 
need to soften that. You need leaders who 
can convey your mission and connect the 
dots between what you are doing and how it 
EHQHƓWV�WKH�ZRUOG��<RX�FDQ�VWLOO�FRQQHFW�WKLV�
to a nice mission that people can rally behind, 
regardless of your business. It doesn’t have to 
be directly altruistic or charitable per se. 

Our experts believe that if you entered the 
GRZQWXUQ�ZLWK�WKH�FRUUHFW�SURƓOH�IRU�\RXU�
sales executives and top lieutenants, then 
WKH�KLULQJ�SURƓOH�ZLOO�QRW�QHHG�WR�FKDQJH��
What they do, however, does indeed change. 
The value that they deliver must change. 
You cannot approach a customer with the 
same business-as-usual approach. You’ve 
got to understand now what really matters 
through the customers’ lens, not through 
your lens. You must advance your agenda and 

keep the business moving all in the context 
of, can you adapt and be agile enough to 
make sure your offering and approach really 
resonate, because people do not have time 
to waste. Customers are on limited budgets; 
therefore, where customers spend money is 
going to be mission critical with a big impact. 
Customers have more appetite to do bigger 
things and really drive the operating costs 
down.

Understand the importance of sales 
operations
According to Schodorf, sales operations has 
been on a steep climb since the last recession 
and they’ll be incredibly important during this 
downturn. You want to make data-informed 
decisions for hiring, layoffs, new areas of 
investment, comp-plan adjustments, and how 
to set territories. Sales ops has dramatically 
increased its importance because that is the 
organization that typically collects the data and 
LQWHUSUHWV�LW��+H�ZRXOG�DGYLVH�VDOHV�OHDGHUV�LQ�
this environment to hire some data scientists 
for their sales ops organization. You must look 
at the right data. That’s why sales ops is so 
important. Because they can be that bridge 
between how we are collecting the data, what 
the data is, how much it needs to be scrubbed, 
how accurate it is, and what decisions should 
be made from it.

For Lovett, sales operations gives him the 
insight he needs to re-goal and assure that 
his territories are appropriately aligned with 
his business. If you’re going to restructure 
some of your territories, in an effort to go 
after the critical markets (which you may 
have an opportunity take share in during 
the downturn), it will be because of the help 
and guidance you receive from your sales 
operations leader. You must align and readjust 
your metrics and KPIs because they are 
changing in this kind of environment. When 
your close ratios are changing, sales ops is 
the most critical function to everything you’re 
doing in this transition period.

Predictive analytics has taken on a new 
level of importance to sales leaders in this 
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environment.  Sales operations is helping to 
understand where the money is being spent 
from an operating standpoint. They need to 
tell sales leaders what discretionary items 
should be cut immediately in a downturn. 
Travel, entertainment, and other discretionary 
spending are issues they weigh in on. Sales 
operations will now, more than ever, need to 
oversee the productivity and resources being 
spent on consultants and how they’re being 
utilized.  They are even tracking the number 
of demos sales engineers are doing and those 
that are being done remotely. You can’t look at 
past close rates anymore or linearity stats. All 
the metrics are going to change pretty quickly.

Turner is turning his sales operations leader 
into his chief of staff.  Where he has holes 
in his plan, now he is asking his sales ops 
OHDGHU�WR�SOXJ�WKHP��+HōV�SXOOLQJ�WRJHWKHU�
product management, product marketing, 
and consulting because they need to change 
their sales approach in how Google Cloud is 
GHOLYHULQJ�YDOXH�WR�WKHLU�FXVWRPHUV��+LV�VDOHV�
ops leader is pulling everyone together to 
FUHDWH�DQ�RXWFRPH�IRU�WKH�WHDP��+LV�KHDG�RI�
VDOHV�RSV�LV�ƓQGLQJ�WKH�KRW�VSRWV�LQ�KLV�SODQ�
DQG�ƓOOLQJ�WKHP�

Adapt your transactional model
Schodorf thinks the transaction model is 
something companies have been trying to 
get through for some time, because your 
traditional outside sales rep is so expensive. 
Sales leaders have been trying to cut back on 
that, to the extent that they can. Even outside 
sales reps are staying home right now. You can 
do so much on a remote basis — like demos, 
webinars, and closing calls — with document 
VKDULQJ��,WōV�EHFRPH�LQFUHGLEO\�HIƓFLHQW�
compared to the 2008 recession. The inside 
and outside sales leader roles are becoming 
increasingly similar. The inside salespeople 
are taking the best of what the outside 
salespeople do and vice versa, and then you 
have a customer set, which is becoming more 
and more accommodating to inside sales. 
At some point, people are going to want 

personal relationships though. You will always 
need closers to show up in person. This 
recessionary cycle is not going to change 
that.

Akamai is seeing an opportunity to land new 
customers in this time of upheaval and chaos; 
however, Lovett and his team are being careful 
regarding their attempts to expand within 
those new accounts during this sensitive time, 
so as not to be viewed as ambulance chasing. 
What they’re really trying to do is align around 
the customer need that they’ve got now and 
build a trusted relationship, naturally.

The larger software providers known more 
for on-premise solutions than Cloud have 
been developing a land-and-expand 
strategy for several years, which has, in this 
new environment, become more important 
because at the end of the day, land, expand, 
consumption, usage is more important than 
getting someone to pay ahead of the curve. 

Cloud economics 
makes a lot of sense. 
Pay for what you 
use, when you use 
it, expand when you 
need it, whether its 
infrastructure costs  
or SaaS. 

Paying for that consumption is the world we 
are going to live in. This crisis is bringing that 
into sharp focus.



focussearchpartners.com |  [ 14 ]

A few final words of wisdom
ŏ:KHQHYHU�WKHUHōV�D�FULVLV��WKHUHōV�DOVR�RSSRUWXQLW\��7KHUH�DUH�DOZD\V�RSSRUWXQLWLHV�IRU�SHRSOH�
ZKR�DUH�SRVLWLYH��FUHDWLYH��DGDSWDEOH��DJLOH��DQG�VPDUW��3HRSOH�DUH�DOZD\V�ORRNLQJ�IRU�YDOXH��,I�
\RX�FDQ�FRQQHFW�WKH�GRWV�WR�YDOXH��SHRSOH�ZLOO�EX\�Ő
— TOM SCHODORF 

ŏ<RX�KDYH�WR�EH�FRPIRUWDEOH�DGMXVWLQJ�WR�DQ�HQYLURQPHQW�ZLWK�D�ORW�RI�YDULDEOHV��EXW�\RXU�FRUH�
VWUDWHJ\�VKRXOG�UHPDLQ�SDUDPRXQW��:KDW�\RX�GRQōW�ZDQW�WR�GR�LV�VKLIW�\RXU�HQWLUH�RUJDQL]DWLRQ�
WR�D�FRPSOHWHO\�GLIIHUHQW�PRGHO�NQRZLQJ�WKDW�LQ�WKUHH��VL[��QLQH��WZHOYH�PRQWKV��WKH�ZRUOG�FRXOG�
EH�PRUH�VLPLODU�WR�ZKHUH�ZH�ZHUH�EHIRUH��,WōV�LPSRUWDQW�WR�UHPDLQ�VWHDG\��EH�WKH�FDOPLQJ�IRUFH�
ZLWK�\RXU�VDOHV�RUJDQL]DWLRQ��DQG�EH�FDQGLG��7UDQVSDUHQF\�LV�LPSRUWDQW�GXULQJ�WKHVH�WLPHV��,WōV�
LPSRUWDQW�WR�UHPLQG�\RXU�VDOHV�RUJDQL]DWLRQ�WKDW�\RX�DQG�PDQ\�RQ�WKH�WHDP�KDYH�EHHQ�WKURXJK�
WKLV�EHIRUH�DQG�KDYH�FRPH�EDFN�VWURQJHU�ZKHQ�WKH�VPRNH�KDV�FOHDUHG��<RX�GR�VR�E\�JLYLQJ�\RXU�
FXVWRPHUV�DQG�\RXU�ƓHOG�RUJDQL]DWLRQ�WKH�FRQƓGHQFH�WKDW�WKH\�DUH�LQ�WKH�ULJKW�SODFH��GHDOLQJ�
ZLWK�WKH�ULJKW�WHDP��DW�WKH�ULJKW�WLPH�Ő
— SCOTT LOVETT

ŏ$FFHSW�ZKDW�\RX�FDQōW�FRQWURO��3XWWLQJ�SUHVVXUH�RQ�\RXU�RUJDQL]DWLRQ�EHFDXVH�\RXōUH�IHHOLQJ�
RXW�RI�FRQWURO�RU�EHFDXVH�\RXōUH�QRW�PDNLQJ�\RXU�WDUJHWV�LV�H[DFWO\�ZKDW�\RX�VKRXOG�QRW�EH�
GRLQJ��%H�FDOP��FROOHFWHG��DQG�FRQƓGHQW��'HDOV�ZLOO�SXVK�DQG�GHFLVLRQV�ZLOO�EH�GHOD\HG��'HVSLWH�
WKH�SRVVLELOLW\�RI�EXGJHWV�EHLQJ�FXW�RU�IUR]HQ��ZKDW�PDWWHUV�LV�WKDW��DV�WKH�VDOHV�OHDGHU�RI�\RXU�
RUJDQL]DWLRQ��\RX�UHPDLQ�FDOP��$FFHSW�ZKDW�\RX�FDQōW�FRQWURO�Ő
— JOHN TURNER

ŏ&RPPXQLFDWLRQ�GXULQJ�WKLV�WLPH��DV�LQ�SULRU�GRZQWXUQV��ZLOO�EH�FULWLFDO��3HRSOH�DUH�IULJKWHQHG��
VR�\RX�QHHG�WR�EH�WKHLU�OHDGHU�ZKR�GLVSOD\V�D�VHQVH�RI�FDOP��ZKLOH�DFNQRZOHGJLQJ�WKH�UHDOLWLHV�
RI�WKH�VLWXDWLRQ��1R�RQH�LV�UHFRPPHQGLQJ�\RX�DVVXPH�WKH�UROH�RI�Ō%DJKGDG�%RE�ō�PDNLQJ�\RXU�
SHRSOH�IHHO�DV�LI�WKHUH�LV�QRWKLQJ�WR�EH�FRQFHUQHG�DERXW��EXW�LWōV�LPSRUWDQW�WR�HYRNH�D�VHQVH�RI�
FDOP�ZKLOH�DFNQRZOHGJLQJ�WKH�UHDOLW\�RI�WKH�VLWXDWLRQ��7KH�EHVW�ZD\�WR�GR�WKLV�LV�WR�VWD\�LQ�WRXFK�
ZLWK�\RXU�SHRSOH�LQ�WKH�ƓHOG��$YRLG�WKH�WHQGHQF\�WR�KLGH�DQG�QRW�FRPPXQLFDWH��,QVWHDG��EH�
SUHVHQW�DQG�OLVWHQ�

ŏ%H�DXWKHQWLF��$VNLQJ�KRZ�\RX�FDQ�EH�RI�DVVLVWDQFH�WR�\RXU�FXVWRPHUV��SRVHG�LQ�D�VLQFHUH�ZD\�
PD\�QRW�FORVH�DQ\�EXVLQHVV�WRGD\��EXW�LW�ZLOO�SD\�GLYLGHQGV�IRU�\RX�DV�WKH�PDUNHW�LV�JHWWLQJ�
UHDG\�WR�VQDS�RXW�RI�WKLV��,I�FXVWRPHUV�DVN�IRU�DVVLVWDQFH��EH�SUHSDUHG�WR�IROORZ�WKURXJK�DV�WKLV�
ZLOO�EH�WKH�RSSRUWXQLW\�IRU�\RX�WR�VKRZ�WKHP�ZKR�\RX�DQG�\RXU�RUJDQL]DWLRQ�UHDOO\�DUH��,W�UHDOO\�
PDWWHUV�WR�EH�UHDOLVWLF�DQG�KRQHVW�ZLWK�\RXU�WHDP��-XVW�NHHS�WKH�EXVLQHVV�PRYLQJ�IRUZDUG��DQG�
ZLWK�WKDW��IRFXV�RQ�WKH�WKLQJV�\RX�FDQ�FRQWURO�YHUVXV�ZKDW�\RX�FDQōW��,WōOO�EH�D�URXJK�FRXSOH�RI�
TXDUWHUV��EXW�ZKDW�\RX�FDQ�IRFXV�RQ�LV�ZKR�\RXU�WHDP�LV��ZKDW�WKHLU�YDOXH�LV��ZKDW�\RX�DV�D�OHDGHU�
FDQ�GR��$FNQRZOHGJH�WKH�UHDOLWLHV�WKDW�ZHōUH�GHDOLQJ�ZLWK�DQG�OHDG�WKHP�WKURXJK�LW��$XWKHQWLF�
OHDGHUVKLS�LV�FULWLFDO�ULJKW�QRZ�Ő
— ADAM CHARLSON
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ABOUT FOCUS SEARCH PARTNERS

Recognized in 2019 by Forbes as one of “America’s 
Best Executive Recruiting Firms,” Focus Search Partners 
(FSP) brings clients the talent that makes an impact. As 
WKH�H[HFXWLYH�VHDUFK�LQGXVWU\�GLYHUVLƓHV�LQWR�DX[LOLDU\�
services, we focus purely on executive talent acquisition. 
)63�LV�D�K\EULG�ƓUP���D�ODUJH�ERXWLTXH�ZLWK�����0�LQ�
capitalization, which means access to the same resources 
DQG�WDOHQW�RI�ODUJHU�ƓUPV��ZLWKRXW�WKH�EXUHDXFUDF\�WKDW�
can extend search timelines. FSP has more than 15 
partner-level consultants vertically aligned to technology, 
KHDOWKFDUH��FRQVXPHU�UHWDLO��LQGXVWULDO��ƓQDQFLDO�VHUYLFHV��
SULYDWH�HTXLW\��DQG�YHQWXUH�FDSLWDO��:LWK�RIƓFHV�LQ�QLQH�
major markets throughout North America, FSP has the 
quality process and delivery typically associated with 
D�ŏ%LJ��Ő�ƓUP��FRXSOHG�ZLWK�WKH�FOLHQW�FHQWULF�DWWHQWLRQ�
consumers of executive search have come to expect from 
a boutique.

ABOUT ADAM CHARLSON

Adam Charlson serves as managing partner of Focus 
Search Partners (FSP). Adam came to FSP as a result of 
WKH�DFTXLVLWLRQ�RI�KLV�ƓUP��&KDUOVRQ�3DUWQHUV��3ULRU�WR�
the acquisition of Charlson Partners, Adam spent years 
EXLOGLQJ�KLV�ƓUP��ZKLFK�VXFFHVVIXOO\�VHUYHG�VRPH�RI�WKH�
largest publicly traded companies in technology, as well 
as the most respected private equity and venture capital 
ƓUPV�LQ�6LOLFRQ�9DOOH\��$GDP�VSHQW�DOPRVW����\HDUV�ZLWK�
ƓUPV�OLNH�.RUQ�)HUU\�DQG�6SHQFHU�6WXDUW��EHIRUH�IRXQGLQJ�
Charlson Partners. Adam is one of the technology 
industry’s foremost recruiters of sales and marketing 
leadership. Over the course of Adam’s career, he has 
recruited the senior-most go-to-market leaders for such 
organizations as Akamai, AWS, BOX, Cisco, FICO, Infor, 
LogMeIn, Microsoft, Okta, Rackspace, Riverbed, SAP, 
Splunk, Teradata, and Workday to name a few. 


