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B2B in the 
Digital Age. 
At the Handshakr Tele{mis}communications Virtual Summit 2020,
we explored the telecoms ecosystem and the broader B2B parallels
that could be drawn by interviewing global leaders for this E-Book.
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Telecommunications and the Internet 
have massively facilitated B2B activity. 
But even in 2020, there is still significant 
room for improvement.

It's still extremely difficult to locate the best technology partners for your 

company. It can still be challenging to get noticed by the appropriate party, 

without experiencing friction. And it remains problematical to effectively 

mobilise teams in order to reach a consensus.

As it stands currently, companies have a variety of ways to attempt to make the 

sort of B2B connections that they desire. There are billions of dollars invested 

in global travel, with the intention of attending such events as trade shows and 

exhibitions. This is also aligned with what can sometimes be rather tedious and 

expensive research, and the overall impression is of an inefficient process.
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Marketing Problems

Marketing can also be problematical. It inherently takes time and effort. 

Attempting to adequately leverage all relevant networks and influences can be a 

major logistical issue, and usually proves to be time-consuming and inefficient. 

It’s also important to remember that the cost of B2B marketing is massive.

This can be a huge expense for a company of any size, and thus any solution

that limits this expense is obviously highly valuable.

Thirdly, there are often people problems. Aligning the important human 

resources with the technology and software required is undoubtedly a massive 

logistical undertaking. You have to organise training, you have to coach them 

consistently, and you have to ensure that everyone is on board with any 

technological changes within an organisation. This is hard enough in itself,

and it’s also getting harder still every single year.

And, finally, the current Covid climate has intensified all of these challenges 

further still. There is no doubt that this is the most challenging business 

environment that has existed for several decades. This is not a problem that

will disappear in the next few months; the impact of this pandemic will 

undoubtedly be enduring.
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A Simplified Solution

What this means is that B2B needs to be simplified. And B2B can be improved 

considerably - research makes this crystal clear. When surveyed by Gartner,

77% of buyers cited their most recent purchase as being highly complex; clearly 

not an ideal situation. This might help to explain why the vast majority of buyers 

ultimately decide not to complete any particular purchase in question.

While this may sound like a complex, or even insoluble, problem, the reality is 

that enterprises are already in agreement on the antidote to the issue.

A CC Group PR study found that 74% of enterprises believe that consensus 

buying will be the new normal going forward, and that this can smooth the 

purchasing and selling process.

And this solution can’t come soon enough. B2B is effectively broken. Over the 

last 20 years, the connection between those with the innovation to sell, and 

those with the resources to buy, has been hindered by an inability to connect 

adequately. This has really held back so much potential commerce. 

This problem has been additionally coupled with the growing cost of sales and 

marketing, fewer opportunities to find, meet, and influence one another, as well 

as highly complex purchasing cycles. And the expense of marketing shouldn’t 

be underestimated, with nearly 50% of B2B companies investing 10% or more of 

their annual budget in marketing alone.

With the aim of addressing this evolving B2B market in telecommunications, 

Handshakr founder Leon Hardwick recently held a conference involving some of 

the most highly-qualified and experienced people in the industry. The Covid-19 

pandemic meant that this conference had to be hosted virtually, but this 

logistical complication in no way detracted from the insight that was divulged.
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Tom Gardner
Head of MVNO 
& IOT - CHK IOD

Covid pandemic
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The first speaker to appear was
Tom Gardner - Head of MVNO
and IOT at CHK IOD

Gardner firstly spoke on the Covid pandemic, and revealed that one aspect of 

the Covid climate that has really impacted on the business environment is the 

propensity towards homeworking. Even businesses that haven’t historically 

embraced homeworking are trying it for the first time, and discovering that it 

suits their needs.

What pretty much anyone working in the B2B field will state is that revenue 

is key. Gardner emphasised that CHK is always focused on revenue, and that this 

applies doubly during the post-Covid environment. However, there is a qualitative 

aspect to this as well. Gardner notes that revenue targets shouldn’t be hit at all 

costs. You shouldn’t make decisions today to reach a certain number, which will 

make it obscenely hard to hit next year’s number, or subsequent numbers. There 

is always a balance involved, and laying the foundations to ensure that this 

business can be achieved on an ongoing basis is critical.

Gardner’s role involves working with operators around the world, so that 

they can generate more revenue through a lower cost base in IoT, while also 

attempting to connect devices together on a mass scale – anything from gas 

meters to streetlights, even cars. 100 million people already use the networks 

for which Gardner is responsible, and much of the company’s strategy is focused 

on how it can enable third party brands to launch their own mobile services

via their networks, which will then support their business,  and boost revenue for 

CHK as well.
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Key Indicators

Inevitably, launching a mobile service on the footprint of CHK is labour intensive. 

So the key is always to cut to the chase. Identify the key differentiator, what will 

make a company successful on the CHK network, and launch on this basis.

This ensures that it’s not a massive uphill struggle to experience ROI. 

Companies that can quickly identify and get to the point quickly are the ones 

that will be successful in this space.

Another key indicator for success is customer references. Very credible operators 

that have great success quickly with their services stand out from the crowd. 

But Gardner states that the listening process is always important. Often in 

telecoms you are attempting to address a problem that you don’t even know that 

you have! These are the unknown unknowns that can be of central importance.

How to Sell

Having credible market research is also really valuable. If you can open people’s 

eyes to a particular problem, and even provide the solution, that counts for a 

huge amount. If you’re bringing something new to the table, and providing a clear 

business case for it, that does a lot of the leg work for the other parties involved.

As Gardner acknowledges, first-time communication is always difficult. So 

cutting down on buzzwords is almost universally appreciated, particularly in 

a hugely technical field such as telecoms or IoT. A string of incomprehensible 

acronyms, littered with impenetrable language doesn’t help anyone!

Another strength is the ability to say “no”. Many companies agree to do things 

that they cannot actually do, or that they haven’t done before. That rarely 

ends well! Particularly in such a technical field, good outcomes come from 

understanding your strengths and playing to them, not stretching yourself 

beyond your capabilities.
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Getting Attention

Another issue that Gardner also spoke about is the pressure of time, and the way 

to contact executives with business proposals. This is never an easy proposition, 

but Gardner comments that email is generally the best way to contact him. 

Interestingly, research support this notion. In a 2019 survey by ITSMA, 78% of 

executives noted that an unsolicited email has led to a face-to-face meeting, or 

event attendance, at some point during their careers.

But then the inevitable question comes...how do you stand out from the crowd? 

Firstly, avoid anything generic or cheesy. But make things simple and obvious. 

Send an email in one sentence that very clearly encapsulates what your product 

is, and ideally, where it’s already been deployed. This would definitely pique the 

interest of Tom Gardner, and could be the first step towards a sale. LinkedIn is 

another excellent platform to contact business leaders, although the importance 

of brevity and directness cannot be overstated.

It’s important to remember that anyone making decisions for a business is 

a human-being with human problems. They do not want to be drowned in 

technicalities and needless jargon. They do not want to hear some highly 

rehearsed sales pitch. They want the facts. The want to see, quickly and 

efficiently, how a product or service solves a particular problem. To corroborate 

this, Blue Corona research published in 2019 found that 80% of B2B buying 

decisions are based on a buyer’s direct or indirect customer experience, and only 

20% is based on the price or the actual offering.
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Key Takeaways

Importance of telcos for homeworking

Identify key differentiators quickly

Ensure that you have credible market research

Cut down on buzzwords - focus on solving problems

Don’t focus entirely on the immediate

- consider the long-term as well
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Michael Horn
Head of Service Quality 
Management - O2 Germany

Engaging in Telefónica 
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Michael Horn is another telecoms expert 
who has racked up nearly 25 years in
the industry.

He started back in 1996 working for Siemens, who were actually a vendor of 

telecom equipment at the time. Michael was in charge of deploying mobile 

networks around the world for Siemens – undoubtedly a highly important role in 

the early days of mobile adoption.

Since then, Michael moved to Telefónica Germany, where he still works today 

as Head of Service Quality Management. This role is focused on ensuring 

that services are delivered to end customers in a satisfactory fashion, and in 

understanding how Telefónica can deliver best in class services.

This involves a lot of close working with network and service performance.

Engaging with Telefónica

So how do you engage with such a massive enterprise as Telefónica? The first 

thing is...don’t be shy! Horn comments that big companies are pretty much the 

same as small companies, in terms of their working processes. You might have 

to talk to more people and explore more constructs, but the business problems 

remain more or less the same. The challenge is identifying the right contact, so 

this can require some perseverance. 

But if you can be brief and direct, you can view the whole process as an 

opportunity, rather than a hardship. If you’re successful, you pave the way for 

entering into a global business. You might not qualify for merely the German arm 

of Telefónica, you might find yourself being courted by the entire group, which 

could be huge for your company.
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Solving Problems

One of the keys with succeeding in doing business with a company like 

Telefónica is, again, solving a problem for them. But it really needs to be an issue 

that they’re already addressing, that they already understand. Because someone 

like Michael has to think about how budget is going to be allocated, who can 

assist with the project, and various internal issues, before even considering how 

the product can assist with solving the problem. 

Everything goes through an RFQ selection process, where the company 

determines the technical capabilities of the particular product. Negotiations

will be made on this basis, and Horn will then bring people on board if the 

company decides that it really likes the solution. At this point, you would be 

introduced to several relevant people, and go through a lobbying process of all 

the different stakeholders in the group, in order to ensure that they buy into

the product as well.

Ultimately, any business attempting to convince Horn to engage his company 

in a particular product must make a very compelling business case. It needs to 

ensure that he can convince his internal stakeholders, his management, and even 

procurement teams, that this particular solution is the only one that’s going to 

work. It has to stand out from the crowd, and satisfy what Telefónica refers to as 

its conditional supplier process.

Understanding Levels

A tendency among people courting big business is to go as high as possible in 

the organisation. This may seem entirely logical, but in reality it can often be 

somewhat futile. What typically happens is that this request is then delegated 

straight back down the line. While the people at the top may be responsible for 

decision-making, they are typically not involved procurement, or assessing the 

capabilities of a product. 
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This means that connecting with people at a lower level is more practical, and 

often more important. Executives at the level of Horn don’t always need to ask 

their CTO or CEO for approval, as long as they follow internal processes.

At Telefónica, this means following what they describe as the RFQ process, 

which is a system of internal measures intended to ensure that suitable lenders 

are identified.

What does help in this situation, according to Horn, is taking the time to 

become acquainted with any stakeholders involved. This will help you, as they 

will be more inclined to fight your corner when the company goes through the 

procurement process. At Telefónica, this involves ensuring that budget is being 

invested appropriately, and that the spending involved will contribute to the

aims of the company, in alignment with its global strategy. So if you want a 

company like Telefónica to buy, it’s beneficial to have contacts at multiple

levels of the company.

Basis of Years

And something important to understand is that when you engage big business, 

they want to give you a contract for years not months. Certainly, Horn explained 

that Telefónica usually sticks to suppliers for a period of several years. 

When the company purchases a tool or product, it is not something that 

they intend to change on an annual basis. So they only go through the entire 

procurement process for approximately 2-3 times per year.

There are two ways of looking at this. On the one hand, you need to deliver 

something exceptional in order for a business such as Telefónica to buy. 

On the other hand, if you can engage with the procurement process, you have 

a pretty significant foot in the door. Telefónica isn’t necessarily looking for 

the immediate ideal solution, what they are seeking is a product with huge 

quality and potential, which can grow over a period of time. This fits in with the 

continuous agile approach of the business, which is intended to improve any 

solution implemented by Telefónica.
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Exciting Times

In common with many people working in the telecommunications industry, Horn 

considers the current climate to be an exciting one. Clearly, the coronavirus 

pandemic has been a challenging environment, but it is one that has led to a 

shifting mindset. People are broadly realising that they are reliant on the form 

of communication delivered by Telefónica, and this can only be positive for the 

industry going forward. 

Equally, this new reliance on telecommunication means that companies working 

within the industry must ensure that they have their ducks in a row. Services 

must be delivered particularly reliably, so that businesses throughout every 

economic strata can trust and rely on them for increased homeworking and 

other new demand. Horn believes that cloud infrastructure will be critical 

in this process. Indeed, Telefónica considers it non-negotiable that new 

applications must be cloud-based. The entire ethos of the business at this 

time is to shift towards cloud implementation, and this will be central to the 

telecommunications industry of the future.

One final observation from Horn was that customer centricity will be increasingly 

important in the future. Ultimately, nobody cares about the network, customers 

all care about the services, and the quality of the service that they’re able to 

experience. It is this that will ultimately drive the direction of the industry.
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Key Takeaways

Don’t be afraid to reach out to big companies regardless 

of your size

Don’t necessarily go to the top of the food chain

- you will be passed back down

Always be brief and direct

Focus on solving problems, not hyping your product

Big companies want agile solutions that last years

The post-Covid climate offers huge opportunities

for telcos
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Alex Bauman
Founder & CXO
- dotmobile Canada

Personalised experiences
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Over the course of twelve years in 
telecommunications, Alex Bauman has 
worked in every facet of the telecom 
industry in Canada, before co-founding 
Dotmobile - a challenger telco also 
located in Canada.

And Bauman was keen to emphasise that the big telecommunications companies 

actually do a lot of things correctly. Despite the fact that they can be an easy 

target, they’re actually doing a great job in Canada, and ensuring that Canadians 

can remain connected at this challenging time for the human race in general.

Of course, there are challenges for telcos as well in this climate, with Bauman 

seeing the biggest as being the investment required in physical networks in order 

to meet the new level of demand. Suddenly, telecommunications companies find 

themselves in a position where they have to serve everybody, and this means 

that they are required to meet a diverse set of needs and requirements.

And as the industry develops better tools, as organisations, as companies,

and as individuals. 

Bauman believes that the industry owes it to everybody to build something more 

specific and tailor-made; a personalised experience. One size fits all really doesn’t 

work any more. And this is backed up by the statistics. A survey cited by 99firms.

com found that personalisation is the top strategy for 47% of B2B marketers

in 2020.

But how do you go about achieving this? And where do you start? In response to 

this, Bauman explained that he had spoken at an important conference recently. 

This had been an enlightening experience, and Bauman observed that companies 

in North America are attempting to solve problems with their own devices. They 

have effectively created these problems, and the companies are then investing in 

an attempt to solve their own problems!



20Alex Bauman

Focusing on End-User

This disruptive concept was also focused on the end-user. Bauman observed 

that the end-user is not always particularly well-served by the current business 

model, and called on the telecommunications industry to take a leaf from the 

playbook of fintech. This is an industry that has been particularly disruptive, both 

in terms of serving diverse customer needs, and also in upsetting the existing 

applecart. Fintech has been defined over the last few years by upstart new 

companies disrupting the marketplace. Being willing to attempt to improve on 

the services offered by the monolithic institutions that are banks, and take them 

on at their own game, while also recognising when the time is right to partner 

with them.

Fintechs are finding new ways to deliver products and experiences, and catering 

these to the requirements of the customers, rather than dictating to them, 

as has rather been the case traditionally with conventional banks. So Bauman 

mused that it would be valuable for telcos to build on this experience, by building 

ecosystems and pricing models that actually deliver what customers want.

Bauman acknowledged that the agility of the industry has sometimes been 

inadequate, and that telecommunications business is typically experiencing 

problems with delivering the appropriate solutions to the appropriate people. 

Solving this must mean utilising a more targeted approach, in which telcos 

become more intelligent about the way they use data, and more inquisitive 

regarding the opinions and desires of their customers.

Specialisation and Expertise

However, Bauman interestingly agreed with Gardner regarding one of the biggest 

challenges that he encounters in the industry. When dealing with contractors and 

suppliers, Bauman asserted that virtually everyone comes to the table claiming 

that they can do everything! Nobody seemingly wants to state that they will do 

one thing, and do it particularly well. There seems to be a fear that this narrow 
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expertise may not be something that other companies wish to purchase, and so 

businesses instead spread themselves thinly, attempting to be all things to all 

people.

Three is a certain logic behind this, but Bauman argues that it is more appropriate 

to focus on a narrower raft of services, and deliver best-in-class experiences 

in those fields. It’s perfectly okay to tell potential clients that you can do some 

other things on the periphery, but focus on being world-class at your core 

specialities, rather than competent at a wide range of different things.

Bauman also echoed the words of some other contributors, when he outlined his 

biggest piece of advice on pitching. The most important thing is to identify

a particular issue that you can address, and then to outline a crystal clear solution 

to this problem. This runs contrary to what some people attempt, which is to 

provide an incredibly holistic vision of the products and services that they can 

provide. This might sound impressive, but it is far more effective to identify

a specific need, and then fill that gap.

Personal Relationships

Establishing a positive personal relationship is also particularly important, 

according to Bauman. His company likes to take an integrated approach to 

working, which means that the person involved with a particular product 

or service is as important as the product or service itself. Evaluating the 

personalities and people involved does becomes extremely important,

so authenticity and transparency is considered equally important.

Bauman also noted that modularity and flexibility is particularly important in 

the contemporary telecommunications marketplace. While a company may be 

primarily focused on the Canadian market, for example, producing products that 

are modular and flexible enough so that they can be moulded to solve specific 

problems in other locations is extremely valuable. It simply leads to a much 

higher value proposition, which is considerably more practical.
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Key Takeaways

Investment in physical networks is vital for telcos 

going forward

Telcos will need to meet diverse needs

and requirements

Personalised services will come to define

the industry

Businesses should focus on specialisation not 

being all things to all people

Telcos can learn from disruptive fintech 

companies

Companies need to get more agile

Identify problems and offer solutions

Modularity and flexibility is important
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Richard Parks
Extreme Adventure 
Athelete

Adapt and overcome
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Richard Parks was another contributor 
to the event, and he had an 
extraordinary story to tell about having 
spent time in Antarctica.

In fact, Parks asserted that you can take many lessons away from such an 

expedition, with the first and most important being that spending time in 

Antarctica demands focus and routine every single day. It requires commitment, 

and a determination to be your best self, which then helps you to unlock your 

greatest level of performance outside that environment as well.

Preparation is also extremely important for such a challenging environment, and 

building an effective team is absolutely essential. Trust and rapport is critically 

importance in the unforgiving Antarctic environment, and this principle of trust 

within teams can then be transferred into the working world. The skills that Parks 

acquired in his Antarctic expedition enabled him to become skilled at building 

connections and networks, which has always proved to be important in a field 

such as telecommunications.

There were definite parallels here with other speakers, with the idea of 

consensus across a big company being so important. Moving forward as a 

collective is so critical in telcos, but it was clear that the lessons that Parks 

learned from Antarctica were foremost in his business methodology.

Another interesting aspect of an undertaking of the seriousness of an Antarctic 

exhibition is…things go wrong! Indeed, you expect things to go wrong! That 

is actually a critically important facet of mindset, as being too optimistic will 

inevitably result in disappointment. You must look ahead, identify all of the 

possible threats, work out precisely what could go wrong, and how this might 

occur. When you then apply this mentality in the telecommunications world, it 

helps to frame  solutions, and also identify policy failures rapidly. The quicker 

that you can identify your potential failings, the quicker you can remedy them.
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Key Takeaways

Preparation can help you deal with the most 

challenging situations.

Trust and rapport is key in building

successful teams.

Consensus is a key component in establishing 

trust and collaboration.

Expect the unexpected, and learn from your 

mistakes.
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Sydney Levy
Director of Technical
Support - Rogers Canada

Listen and Learn
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Sydney Levy was also in attendance. 
Sydney was the founder of an ISP in 
Canada, and has since moved on to 
work as Director of Technical Support 
Operations for Rogers in Canada. 

Sydney was the founder of an ISP in Canada, and has since moved on to work 

as Director of Technical Support Operations for Rogers in Canada. After over 20 

years of working in the technology field, Levy has seen huge changes, and is thus 

uniquely positioned to comment on the current state of the technology field.

Listen and Learn

Levy explained that the biggest and most important learning process for him was 

the realisation that it is critical to listen to other people’s perspectives. 

Indeed, he conceded that he really should have listened to others more on his 

commerce journey, noting that he has probably missed out on a significant 

amount of valuable mentoring over the years.

Interestingly, Levy commented that companies in the telecommunications field 

tend to be particularly difficult to work with. But he also acknowledged that the 

sales cycle can be a nightmare for companies in this niche. The sales cycle can 

take years. It can be incredibly frustrating for businesses in this industry, and 

they must always be fully invested in the process.

Again, though, Levy emphasised the importance of relevance and context. He 

explained that it is critically important for businesses to make their presentations 

contextually relevant for their B2B customers. Listening to the problems that 

customers are experiencing, and ensuring that you solve those problems, should 

be considered of paramount importance. Cater your solutions to the problems, 

rather than pushing the supposed extraordinary quality of your particular 
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Consensus and Metrics

When it comes to creating consensus within his company, Levy begins with

a metric. There has to be a financial incentive to do anything, but you have to

be able to deliver on your promises. For example, Levy cited a company which

had recently made a business presentation to his own company. And the ROI

that they presented was not contextually catered to their environment at all, 

while the business also promised that they would deliver a $9 billion return

over three years.

When they were challenged on this figure, they claimed to be very confident

that they would deliver it, so the VP of Levy’s business requested a guarantee,

in which the company would receive a full refund if the $9 million figure was 

never achieved. If that guarantee was offered, the VP stated that he would 

be perfectly happy to purchase the product immediately. Of course, no such 

guarantee was forthcoming!

Another important issue that Levy touched upon is the fact that not everything 

is fair behind the scenes of a telco company. Unfortunately, people that are in 

charge of the capital budgets in such companies inevitably show preferential 

treatment in one direction versus another. And this is important to understand, 

as Levy predicts that it will become even more prevalent in the post-Covid 

climate. Businesses will be increasingly evaluated on what he described at 

“backstage biases”. This is another important reason for telco companies to 

ensure that any B2B proposals they make have outstanding and personalised 

value propositions.

product. Levy likened the situation to sending out a CV; if you merely distribute 

a carbon copy résumé, your chances of receiving positive responses will be 

significantly lower.
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Key Takeaways

It’s critical to listen and learn from other people’s

perspectives

Make presentations contextually relevant

Use metrics to demonstrate value

Be aware of backstage biases behind the scenes
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Matt Wilson
VP Operations & 
Customer Experience
- Altice USA

The Importance of Vision
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Matt Wilson was another contributor 
to the event – a telco expert who 
described his current role as an “internal 
consultant solving problems”. Wilson 
also has a host of VP operations and 
direct customer experience. 

At the time of the interview, Wilson was stationed in New York, which he had 

explained had been one of the hardest hit locales in the world via the Covid 

pandemic. And he outlined the fact that telecommunications has definitely been 

impacted as well, although his team is nonetheless feeling a lot of gratitude that 

their services are particularly required. Many telco businesses now have a clear 

role in communities and societies, and this is obviously a massive positive for the 

industry going forward.

Indeed, Wilson stated that managing expectations will be incredibly important, 

and that the telco industry will have to be prepared to be flexible. Change has 

been a fundamental part of the business environment for many decades, and 

even centuries, but the nature and rapidity of that change in the post-Covid 

environment is likely to be more marked.

The Importance of Vision

With this in mind, Wilson suggested that vision will be incredibly important for 

telco players. Having a vision, or overall ethos, that is bigger than merely

a product alone will be particularly valuable. This will be the future of pleasing

the customer, in an industry increasingly defined by delivering personalised 

services. Branding your products so customers feel that you are communicating 

directly with them will be hugely significant; a defining quality of the industry

going forward. 
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Wilson also explained that cost discipline and sourcing has been particularly 

important for his company. Understanding the total cost of a project before 

committing to it should be considered vital, but the logistics are also critical. 

How many team members will be involved in the process? How long will it take 

to implement? What level of interaction and inclusivity is required? Does the 

CTO need to get involved? How many levels and layers of the business will be 

implicated? These are all critical questions to answer.

Again, Wilson emphasised that selling to his company is all about delivering 

a convenient and structured value proposition. Anything too convoluted 

would result in a higher barrier to entry, and this could dissuade a purchasing 

decision, even if the product in question appears to be excellent. Indeed, when 

KoMarketing interviewed B2B vendors in 2019, the research discovered that the 

leading reason business buyers have limited engagement with B2B vendors is 

because marketers are sending them too much irrelevant content.

Security Concerns

Another area that Wilson believes is particularly important is security. 

He outlined the fact that telcos are becoming a unique part of the critical 

infrastructure in most countries, and security is vitally important in this

process. So delivering a particularly secure solution, and being able to

reassure businesses that this security is in place, is another incredibly

important value proposition.

Wilson also predicted that in the Covid climate, leadership and personal 

accountability will be vital for telecommunications companies. There is no 

point in having a victim mindset, or for that matter flailing around wildly. 

Making structured and calculated decisions will be essential going forward, and 

companies that are able to break their problems down into separate segments, 

compartmentalising these issues, are more likely to be successful.
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Key Takeaways

Change in the post-Covid environment will be

more marked

Having a vision for your products is important

When selling, deliver a convenient and structured

value proposition

Security is important as telcos increasingly 

become major component of infrastructure
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Mony
Kochupillai
Management Consultant, 
formerly Head of Network 
Perception at Three UK

Three Critial Pillars



35Mony Kochupillai

Mony Kochupillai also contributed some 
vital information on the sales process.

Mony is a senior-level consultant with a strong track record in strategy and 

execution of business transformation, technology and customer experience of 

digital connectivity within the telecom industry, boasting 25 years of experience 

in telco and IT overall. 

Because he has worked on both the enterprise and supply side of the equation, 

Mony has a unique perspective on why deals fail. Having worked in marketing for 

over a decade, Mony was responsible for transforming the customer experience, 

and in order to achieve this he looked at the whole process from the perspective 

of the customer.

Three Critical Pillars

In Mony’s opinion, there are three critical pillars that explain these failings.

The first of these is misalignment. The second is poor stakeholder management. 

And the third is failing to deliver on the always critical people aspect.

According to Mony, almost all failures to sell in the telecommunications

industry can be attributed to these three simple issues.

To break these down, misalignment can happen across the various components 

of an organisation, and in an intra-departmental fashion. If the process is properly 

aligned then the supplier side, buyer side, and project team will all mesh as one. 

But it is quite frequent for these differing players in the process to be misaligned, 

and that’s when problems tend to occur.

Poor stakeholder management can also be hugely detrimental. Paying heed to all 

stakeholders in the sales process is extremely important, and failing to manage 

these relationships responsibly will almost inevitably result in difficulties.
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People Aspect

And that ties in very closely with the third point, which is the all-important 

people aspect. Across a single organisation, let alone multiple organisations 

that may be collaborating on a deal, people aren’t necessarily all pulling in the 

same direction. People do not all have identical drives, motivations, intentions, 

focuses, and interests. Different people come at issues from completely

different angles. 

There are, in fact, myriad people factors impacting on every sales funnel and 

process. The technological departments of a business are intrinsically driven by 

technology, but this can then contrast completely with the sales department, 

which is inherently driven by commercial considerations. Then another area of 

the business might be focused on customer services, and so on. And then, on 

top of that, every individual within those individual sections also has their own 

perspective on the business, their own skillset, their own unique qualities and 

idiosyncrasies.

So pulling people together is absolutely key. It is vital that all of the multiple 

organs of the overall ecosystem share the same ultimate goal. Achieving this 

involves an ongoing process of two-way communication, but if this is handled 

capably then eventually people will come together, despite their differing 

focuses.
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Post-Sales Culture

Mony also discussed how the post-sales is also important, regardless of whether 

you have been successful or otherwise. There are three facets to idealising this 

process. Firstly, constantly reviewing your process is valuable. Discuss what 

worked and what didn’t work so well with your teams. And then refine internal 

procedures accordingly. 

Secondly, hammering down your best practices and ensuring that they are 

communicated and understood throughout your organisation can work wonders. 

And the third important element of post-sales should be putting yourself in the 

shoes of the customer. What did they like about you? What didn’t work for them? 

How can you serve their needs better going forward?

Common Purpose

However, Mony believes that one problem with achieving this is that businesses 

often pay little more than lip service to this construction of a uniting, common 

purpose. It’s viewed as a box-ticking exercise, rather than a critical aspect of their 

operation. This then means that people in the organisation aren’t on the same 

page, which leads to misalignment, which kills big deals as there is no connection 

and chemistry. So how do you address this issue? Mony asserts that conducting 

extensive shareholder mapping, while also locating, recognising, and accounting 

for the key people in an organisation is hugely effective. This enables you to 

direct your strategy effectively. 

But strategy shouldn’t just emanate from ivory towers! Mony argues that 

teams want to solve problems. They want to feel that the key solutions in an 

organisation come from them. Not from on high! So it’s also extremely effective 

to incentivise your team members to devise use cases, and to seek creative 

solutions to any issues that you encounter. This then drives buy-in, ethos, and 

mindset across the business, and plays a key role in creating a unified culture.
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Operational Challenges

This is the time when any operational challenges can come to the fore. You 

may have an excellent relationship with a would-be customer, you may see 

huge commercial opportunities, but they might not be right for you. There 

could be logistical issues that make the client a poor fit for your business. The 

procurement ecosystem could be too complicated for you to implement your 

ideas. There could be any number of insurmountable issues.

These operational challenges must be recognised before you even try to sell. 

And even if there are more soluble operational challenges that wouldn’t be 

substantial enough to dissuade you from doing business, recognising them 

ahead of time will be really helpful. It will assist you in making the customer’s life 

easier, rather than more complex and frustrating.

In order to achieve this, Mony recommends collating strong intelligence about 

any organisation that you wish to work and sell with. You need to know them 

intimately. You need to understand their short, medium, and long-term goals, 

along with any challenges and opportunities that can be associated with this 

potential client.
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Key Takeaways

Three key reasons why sales fail – misalignment, 

poor stakeholder management, and people aspect.

Different facets of organisations usually have 

different perspectives, so getting them to pull in 

same direction is important.

Extensive shareholder mapping and effectively 

locating and dealing with key people effectively can 

help address this.

Get people on board with solving problems, and you 

will create a positive and unified culture. Strong 

intelligence about clients’ organisations can help 

you sell more effectively.
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How Misalignment Occurs

To return to the concept of misalignment, Mony explained that one of his most 

important eureka moments in telecommunications was understanding why 

and when a particular company was poorly aligned with the requirements of 

the industry. And in order to address this, Mony recommends seeking a shared 

purpose with other businesses and companies in the niche. Make sure that 

everybody within your organisation is on the same page. Ensure that your ethos 

is well-defined, and that everyone understands what your business is trying

to achieve.

Additionally, creating a shared goal can be particularly powerful. This has 

to operate not only on the buyer-side, but also on the supply-side as well, 

particularly within project teams. It is quite common for different people within 

organisations to have differing drives and focuses, and even differing intentions. 

While individual employees are always going to have their own idiosyncrasies, 

it is important to create a united front, and ensure that the various parts of 

the ecosystem share the same goals and ultimate motivations, as much as is 

practically possible.

How Businesses Solve Problems

The next variable in the equation ultimately comes down to how businesses 

solve problems. Companies need to have a defined process for addressing any 

issues that they encounter, as this inevitably ensures that the solution is found 

more efficiently, and that the solution in itself is of higher quality. Technical 

teams can play a major role here, and are always deployed when Mony seeks 

solutions in his own work.

And finally, sellers have to manage expectations of what solutions can and 

cannot do. This has to be communicated with great clarity. Mony explained 

that his approach is to be willing to fail fast, rather than going too far and then 

failing! It doesn’t matter whether you’re selling a product or service; these three 

principles are applicable across the board.
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Irv Witte also brought his years of 
experience in telcos to the table. 

Irv is currently an Independent Consultant and Vice President of the 5G Program 

at TeraGo. Irv firstly explained how he goes about evaluating what are often very 

technical proposals.

Stakeholders and Problems

Again, Witte emphasises that large organisations have lots of different 

stakeholders, and that selling to them involves peeling back their organisation, 

and understanding the problems that they are attempting to solve. This is 

clearly critically important in the B2B telco market, as so many companies make 

the mistake of attempting to market what is reputedly a wonderful solution, 

rather than understanding the actual needs of the organisation to which they’re 

attempting to sell.

So Witte advocated companies that are attempting to sell asking themselves 

some simple questions:

•       What problem are we trying to solve?

•       What is the desired outcome?

•       What is the impact on customers?

•       How can we measure this?

•       What issues have we not been able to solve via traditional approaches?

•       How might a new approach address this?

•       What issues have customers encountered?

•       How can we create a better way to address those particular issues?
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Witte also advocated a fact-based mindset in marketing. Time is of the essence, 

and cutting to the chase is particularly important! Ensure that when ou are 

engaged in B2B selling that you have important customer information, which 

is quantifiable, which identifies a particular problem. And then be prepared to 

solve that problem. Ultimately, this is what the telco space is about - identifying 

problems, and then solving them as efficiently and cost-effectively as possible. 

If you can offer what is perceived to be a better solution than your peers, you will 

have a huge head start in the industry. Don’t waste time on involved network 

block diagrams of how your product works, and how incredibly advanced it might 

be. Tell people what they need to hear, and solve their problems for them! Get 

everyone in your organisation aligned around achieving this, and you will soon 

experience success. Smart technology that addresses specific requirements in a 

targeted way will always find an audience.

Evolving World

Conversely, it is also important to emphasise that the world doesn’t stand still. 

You may have an incredible solution, but it would be extremely naive to believe 

that it will be as useful five years down the line. The world is highly likely to 

change in this period! Sticking with the status quo isn’t always the best solution, 

and agility and flexibility is critically important in the experience of Witte.

People power is also never to be ignored, Witte asserted. Identifying who can 

anchor and lead change internally is incredibly valuable. Work out what metrics 

are important, how you can quantify their impact on business, and continually 

refine the way that you deal with these metrics. Companies want to see non-

fluffy data, which really speaks to their needs directly.

Evaluation should always be grounded in customer needs, and in what can be 

described as real estate use cases. Never lose sight of the problem that you are 

trying to solve. What are specifically some of the assets that your technology 

offers that customers require? If you can answer this question practically, you 

can then begin to target your product more effectively.
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Assessing Non-Customers

Witte has been very strongly influenced by a book entitled ‘Blue Ocean Thinking’. 

This tome takes a left-field view of markets, advocating the importance of 

assessing non-customers. Now this may seem like a contradiction in terms, but 

there is a message behind this particular form of madness.

Understanding non-customers can provide a fascinating insight into the reasons 

that people aren’t purchasing. Maybe they consider the process to be too 

complicated, maybe they consider your product to be too expensive, or maybe 

they have other grievances. And the importance of this cannot be overstated. A 

BizReport survey in 2018 found that 86% of buyers say they are “overwhelmed 

and annoyed” with more than 10 pieces of review content.

So regardless of the reason that they’re not interested in your particular solution, 

these non-customers can open up a huge amount of opportunity, if you can 

understand their reasoning.

For example, Witte pointed to the example of Spotify, who have made a huge 

amount of effort in automating everything in their backend environment. 

Everything from credit card processing to the online shopping experience has 

been automated, and served up by Spotify so that companies who don’t have five 

expert web developers can still be part of the market. That is a good example of 

going after non-customers, who wouldn’t purchase under normal circumstances, 

and instead ensuring that your platform is viable for them.

Witte notes that one of the real game changers that doesn’t get a lot of press 

is the fact that 5g and 4g technologies overlap and coexist. So you don’t have a 

forklift upgrade of everything. And it’s also interesting to note that a lot of the 

traditional assumptions about what are referred to as ‘demarcation points’ are 

changing. The old prevailing attitude that there is a core network is becoming 

outdated. New technology involves a more distributed type of architecture, 

which opens up a wide variety of possibilities.
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And Witte asserted that the IoT will experience a similar form of growth 

to Spotify - now a hugely successful music and media company. Suddenly, 

companies that couldn’t do anything before in this space will recognise that IoT is 

cool, and that they can deliver a better experience than was possible previously 

via automation. IoT will be a big enabler, allowing the telecom industry to address 

the current challenging environment, helping the industry evolve, and ultimately 

opening new doors.

Witte also spoke on the potential of 5G, in particular its ability to assist with 

connecting almost everything to the Internet. Although he acknowledged that 

this posed security concerns, he also viewed it as a huge opportunity. Firstly, 

5G has the potential to deliver an extremely sophisticated networks at very low 

cost. And, secondly, 5G makes it possible to separate networks, meaning that 

more siloed functionality and specialisation is possible, while automation of 

complex functions becomes more feasible.
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Key Takeaways

Key Takeaways

 Big organisations have many stakeholders

Understand problems that vendors are trying to solve

Be ready to deal with a rapidly evolving world

Identify important metrics and refine your method

for dealing with them

Non-customers offer commercial opportunities

IoT and 5G will revolutionise the industry



Handshakr Solution

So the entire B2B environment is ripe for disruption. A solution that can combine 

advanced technology and human experience, creating a democratised digital 

space, enabling people and companies to achieve their business goals faster.

As mentioned previously, the event was very much tied-in with the launch of 

Handshakr. This software-as-a-service package combines advanced proprietary 

technology with extensive human experience, helping business ecosystems 

identify and work with appropriate business partners digitally. And this is hugely 

valuable, considering that Blue Corona research discovered that 62% of buyers 

say they can make a business decision based on online content alone.

Handshakr provides unprecedented access and democratised connectivity 

between potential buyers and sellers, intelligently guiding the process in order to 

reach the crux of the deal faster, helping parties to achieve their goals together 

smoothly and efficiently.

With Handshakr, businesses are able to discover connections between 

executives that have business problems, and solve them by efficiently identifying 

the most appropriate and innovative business partners. This is really invaluable, 

as it ensures that neither party is impacted by the influence of marcomms, or any 

lack of reach.
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Facilitating Meetings

Handshakr enables companies to facilitate their initial meetings digitally, while 

providing intelligent guidance to both parties, ensuring better in-meeting 

outcomes. The package also enables tangible feedback on both sides, regardless 

of whether a particular negotiation was successful or otherwise.

Collaboration is also at the heart of the Handshakr package. Handshakr aligns 

buyers and sellers via a proprietary process that both parties follow until the 

deal is concluded. This helps buyers manage expectations, and for sellers and 

stakeholders to forecast and lobby accurately.

The practical advantages of Handshakr at a time like this are obvious. The 

innovative technology greatly improves the buy-side of B2B, meaning that no 

travel or cold outreach is necessary. This is not only convenient and efficient, 

but is also a money-saving mechanism. This is becoming increasingly prevalent 

today, as Accenture found in 2018 that most B2B buyers are already nearly 

60% of the way through the buying process before their first meeting with a 

representative.

Limitless Opportunities

When it comes to selling, Handshakr offers limitless opportunities for forward 

thinking executives to identify new opportunities, and both qualitative and 

quantitative opportunities from the market. And it also makes the progression 

and closure of those opportunities more convenient.

Handshakr ensures that buyers and sellers can engage on a one-to-one basis, 

via video link-ups. This ensures control over initial meetings, while boundaries 

are maintained and respected. Sellers are intelligently guided throughout the 

initial meetings, receiving principled feedback and a clear route forward with 
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every transaction and negotiation. Handshakr makes it possible to nail the first 

meeting every time, and for all parties to know exactly where they stand.

The digital collaboration aspect of Handshakr is also particularly important and 

valuable. This makes it possible for sellers to lobby wider stakeholders, and the 

process itself ensures transparency and efficiency in reaching a joint goal. Sellers 

are able to influence the process and include the right people at every stage of 

the selling journey, while making more accurate forecasts. And buyers are able to 

align their teams and ensure that outcomes are more satisfactory. 

And this convenience will be hugely appreciated. Already by 2017 it was noted by 

BCG that 80% of B2B buyers use a mobile device at work. This figure is only likely 

to increase in future.

Bypassing Research

Buyers will love Handshakr because it bypasses months of research. While sellers 

welcome Handshakr as it shortens the lead and sales cycles, leading to a much 

more efficient process. And, particularly in the current Covid climate, Handshakr 

greatly reduces marketing travel, and event costs, while providing a massive 

logistical advantage for everyone at this difficult time.

There are huge opportunities in SaaS. The CRM market will be worth $40 billion 

by 2023, and the collaborative software market will be worth $10 billion by the 

same year. Meanwhile, revenue from LinkedIn was already worth $7 billion dollars 

annually in 2018.

Leon Hardwick, the founder and CEO of Handshakr, has 20 years of B2B and 

B2B sales management, business development, and key account management 

experience within the technology sector. This includes sales execution, business 

development, account management, board level negotiation and reporting,

team management, marketing communications, product positioning, and 

strategic planning.
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During the extensive period that Hardwick has been working in B2B sales and 

the telecommunications industry, he has built up a huge amount of experience 

and expertise. He has lived and breathed the reality of dealing with the problems 

associated with B2B selling, which is why he decided to act and create a solution 

to the inefficiency. That solution was Handshakr, which was launched in 2019, 

with the promise of fundamentally improving the way that B2B is handled.

The team behind Handshakr is also highly experienced, has been working in 

this field for many years, and understands the problems that both buyers and 

sellers anticipate with B2B. That is why Handshakr will be a solution that oils the 

wheels of B2B, ensuring that the process works more efficiently, in turn positively 

impacting businesses all over the world.
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