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Insights und Best Practices 

von führenden Software Sales Experten



Geoffrey James 
Author of industry-leading CNN blog "Sales Source”

“There is almost nothing more powerful than a great 
product demonstration.  
When done correctly, a demo allows the customer to 
see and feel how things will be better if they buy (and 
worse if they don’t).”

Product demos are central to any software sales 
process

https://en.wikipedia.org/wiki/CNN






Richard Smith 

“The Discovery call can make or break your relationship 
with a new prospect. Get it right, and you could have a 
customer for life. Get it wrong, and… well… you could 
be done before you start.”

#1 Don’t cut Discovery





Steli Efti 

“If you do a lot of cold prospecting, no-shows are just a 
part of the deal; it’s almost impossible to entirely 
eliminate them. But, as a general rule, these no-show 
rates should never exceed 20%.”

#2 Schedule the Demo right away





Chris Orlob 

“Successful sellers do not “wing” their product demos. 
They have a thought-out demo strategy and follow a 
methodical, planned out, cerebral demo structure.”

#3 Follow your Agenda





Erika Desmond 

“[The product demo] is also an opportunity to get to 
know you, your company, and assess how reliable it is 
in providing them with solutions. After all, 71% of 
customers buy because they like, trust and respect the 
salesperson they work with.”

#4 Establish a personal connection





“As quickly as possible, get to ‘here’s what you told me 
your goal is, here’s the challenge you told me is in the 
way, here’s what it will look like when our product takes 
down that challenge.”

#5 Frame the conversation and set the stage 
before going into details 

Robert Falcone 





“Present a “teaser” vision of the happily-ever-after that 
your product/service will help the prospect achieve—
what I call the Promised Land. Your Promised Land 
should be both desirable (obviously) and difficult for the 
prospect to achieve without outside help. Otherwise, 
why does your company exist.”

#6 Use storytelling to draw a vision

Andy Raskin 



“The purpose of the demo is not to be a cold rehash of 
the features that you may have just touched on in your 
sales presentation. Rather, it’s an opportunity to 
demonstrate the potential value the product could 
provide to the prospect, richly, before their eyes.”

#7 Demonstrate solutions, not features

Pete Kazanjy 



“A well prepared demo is obvious. It can be interrupted 
multiple times. It can be fast-forwarded and rewinded 
without flustering the speaker. It only shows off what 
the audience needs to see to come to a decision. It’s 
fluid and flexible and — while it may have been 
obsessively rehearsed — it comes off as effortless.”

#8 Prepare, Prepare, Prepare

Robert Falcone 





“No matter how strong your demo is, your deal won’t 
go anywhere unless you follow up, especially because 
there is an average of 6.8 people involved in a B2B 
buying decision today, up from 5.4 two years earlier.”

#9 Absolutely talk about next steps

Alli McKee 



#10 Don’t let tech stand in your way
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