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Share latest trends/research 
around digital selling/marketing

Help drive sales acceleration 
through digital best practices

This document is a compilation of publicly available reports from 
McKinsey, BCG & Bain published over last few months of the pandemic.

Purpose of this document
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Executive Summary

• Preference for digital now ~2X more than traditional sales 
interactions; self-serve, digital ordering methods now prioritized.

• Remote selling is now the norm and perceived to be 
effective: 96% of B2B companies have shifted their GTM model 
during COVID-19; 64% believe the new model is just as effective or 
more than before.

• Sales model changes are expected to stay: 80% are “very likely” 
and “somewhat likely” to sustain these shifts 12+ months after 
COVID-19.

• Suppliers should overinvest in partners that will likely make 
strong contributions to future growth, such as those building 
cutting-edge capabilities.

• Inside sales will become more prevalent for many B2B 
companies, as they realize complex products can be sold through 
virtual interactions.

• Commercial leaders that equip their channel partners to thrive 
during the pandemic stand a better chance of maintaining 
growth during the downturn and well into the recovery.

McKinsey: Recent data show that we 
have vaulted five years forward in 
consumer and business digital adoption
in a matter of around eight weeks. 

70%Internet use is up 70% 
since the crisis began



Co
py

rig
ht

 ©
 2

02
0 

by
 C

SG
 A

dv
iso

ry
. A

ll 
Ri

gh
ts

 R
es

er
ve

d.
 

4

The importance of digital sales has doubled over that of 
traditional sales interactions since the onset of COVID-19

Source: McKinsey COVID-19 B2B Decision-Maker Pulse#1 3/30-4/9/20 (n=3,619); Pulse#2 4/20-4/27/20 (n=3,755)

47
65

53
35

Before COVID-19 28-Apr

Importance of digital vs. traditional to 
B2B buyers themselves (points out of 100)

48
66

52
34

Before COVID-19 9-Apr

Importance of digital vs. traditional to B2B 
company customers (points out of 100)

Digital Traditional

Which method is more important in delivering an overall outstanding sales 
experience when interacting with your suppliers?

Which method is more important in delivering an overall outstanding sales 
experience to your customers?

40%+ 40%+
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E-commerce revenue is up more than 20% 
since the onset of COVID-19

Source: McKinsey COVID-19 B2B Decision-Maker Pulse#2 4/20-4/27/20 (n=3,755)
COVID-19: Global Briefing – Global health and crisis response, July 2020

45
56

Before COVID-19 During COVID-19

Average % of company revenue 
driven by e-commerce (among 
companies that sell online)

24%+

#1
Live chat rates as top 

channel for researching 
suppliers

30%
Increase in customer 

preference for placing 
orders on mobile apps

250%
Increase in mobile-app 

ordering
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Digital channel are now seen as the most beneficial for 
researching suppliers

Source: McKinsey COVID-19 B2B Decision-Maker Pulse#1 3/30-4/9/20 (n=3,619)
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Actions to improve buyers’ digital experience
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The four Rs of the B2B sales response

Source: BCG analysis; Leading Sales Through the COVID-19 Crisis
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Reinforce discipline in 
sales cadence

• Too many sales forces have grown lax or 
inconsistent in maintaining a disciplined 
sales cadence, such as weekly one-on-one 
sessions and team meetings between 
frontline managers and sales 
representatives (refer to the screenshots). 

• With reps working remotely and strong 
customer relationships being key to stable 
revenues, this discipline needs attention—
though in new formats.

Monthly sales and pipeline reviews

Quarterly ride-along

Weekly one-on-one
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More than 80% of B2B 
companies have adjusted 
incentives in response to 
the effects of COVID-19

Source: McKinsey COVID-19 B2B Decision-Maker Pulse#2 4/20-4/27/20 (n=3,755)

35

29

18

16

14

13

Lower quotas

Short-term bonuses/incentives

Higher quotas

No change

More fixed incentives

More variable incentives

Sales team incentive structure changes in 
response to COVID-19 
(% of respondents)
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McKinsey: The B2B digital inflection point: How sales have changed during COVID-19
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Many of the behavior shifts we are seeing today are 
expected to persist beyond the crisis

Source: 1. New York Time   2. CNBC   3. TechCrunch   4. New York Times   5. Harvard Business Review

Current behavior shifts toward digital 
activities…

… providing opportunity for persistent 
market change

Use of technology increased to replace traditional in-person services; UK 
telemedicine to see “ten years of change in one week”1 Customers more comfortable with digital interactions

Use of Zoom and Slack increased; more new users for Zoom YTD than 
total 20192, for Slack +140% in Q1 2020 compared with Q4 20193 Remote and virtual working models proliferating

Tracking and tracing of individuals via cell-phones implemented to 
prevent further virus spread4

Data-driven and AI-powered decision making increased, using 
granular, real-time information

Timely location-specific health guidance via digital apps disseminated, 
allowing organizations to adapt to local situations5

Adaptive management practices more prevalent, building on 
collaboration and rapid decision making

Offline marketing campaign dollars reinvested into digital marketing, 
online-to-offline platforms, and e-commerce5 Fortified technology platforms emerging
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How can B2B sellers adapt?
The next-normal sales model

• The pandemic has accelerated previous trends: omnichannel selling, inside sales, tech-enabled selling, and e-commerce
• 79% B2B companies that said they are very or somewhat likely to sustain these shifts for 12+ months post-COVID

Focus on delivering-in all your 
sales channels-the 3 things 
buyers' value most: speed, 
transparency and expertise

Remap your customer decision 
journey to capture changes in 
the next normal, and use these 
insights to inform GTM-model 

adjustments

Optimize your e-commerce 
channel to give buyers ease and 
convenience, and make sure all 

your sales channels are integrated 
and incentivized to collaborate 

with each other

Offer the human touch 
whenever customers need 

whether for inside sales or field 
sales

Fix top buyer frustrations with 
company websites: long 

ordering process, difficulty 
finding products and technical 

glitches

Create a “pod” of digital-
enablement experts to help reps 
migrate face-to-face sellers to 

digital channels and help sellers 
use new tools

Source: McKinsey - How B2B sales have changed during COVID-19 – Infographic 
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• McKinsey & Company:
• COVID-19 B2B Decision-Maker Pulse#1 3/30-4/9/20 (n=3,619)
• COVID-19 B2B Decision-Maker Pulse#2 4/20-4/27/20 (n=3,755)
• COVID-19: Global Briefing – Global health and crisis response, July 2020
• How B2B sales have changed during COVID-19 – Infographic https://www.mckinsey.com/business-functions/marketing-and-

sales/our-insights/how-b2b-sales-have-changed-during-covid-19
• The B2B digital inflection point: How sales have changed during COVID-19
• https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-global-b2b-decision-maker-response-

to-covid-19-crisis
• https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-

the-first-90-days
• BCG

• Leading Sales through the COVID-19 crisis https://www.bcg.com/publications/2020/stabilize-increase-sales-through-covid-
crisis

• Bain & Company
• Virtual B2B selling is here to stay - https://www.bain.com/insights/virtual-b2b-selling-is-here-to-stay-infographic/
• Empowering Sales Teams with Smart Digital Tools - https://www.bain.com/insights/digital-sales-infographic/
• https://www.bain.com/insights/keep-the-sales-teams-reassured-and-humming/
• https://www.bain.com/insights/unlimited-partners-equipping-your-sales-channel-to-thrive-during-covid-19/

Source Credits

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-sales-have-changed-during-covid-19
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-global-b2b-decision-maker-response-to-covid-19-crisis
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.bcg.com/publications/2020/stabilize-increase-sales-through-covid-crisis
https://www.bain.com/insights/virtual-b2b-selling-is-here-to-stay-infographic/
https://www.bain.com/insights/digital-sales-infographic/
https://www.bain.com/insights/keep-the-sales-teams-reassured-and-humming/
https://www.bain.com/insights/unlimited-partners-equipping-your-sales-channel-to-thrive-during-covid-19/


Thank you
For further guidance, meet us at:
www.csg-advisory.com

http://www.csg-advisory.com/
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