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Overview

As organizations work to find long-term solutions in the midst of all the 
uncertainty, one thing is clear. The shift to digital is more important than 
ever. Digital strategies are now required for learning and development, 
customer engagement, and coaching.

We must embrace a holistic view of digital engagement in order to build 
a bridge between companies and their customers.

The past years had a highly disruptive effect on global 
commercial organizations that were challenged with find-
ing new methods to stay close to their customers.

Field teams in multiple industries were forced to pivot and develop new 
customer engagement strategies with little, or no experience on how 
to adopt.

New skills and capabilities needed to remain rele-
vant to customer stakeholders

New insights and information required to align on 
customer solutions

New planning and execution strategies necessary 
for an all-remote way of working

The challenges that the field team’s were facing were mainly presented 
in the following three main categories: 
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Customer Engagement stuck in neutral?
The challenges of the recent past created a strategic cus-
tomer and account engagement that has now become 
much more complex. We need to learn and adopt so we 
can meet these challenges the right way.

Field teams, in some industries, 
might still feel like they have been 
stopped in their tracks.

The issue is most pronounced for 
B2B account and relationship man-
agers in sectors such as pharma-
ceuticals, medical devices and fi-
nancial services, where the “d-suite” 
and “c-suite” selling is done face-to-
face with far fewer digital assets to 
lean on.

There may never be a complete return to normal, but the more senior 
teams are left holding the briefcase with mostly non-digital skills sets in 
organizations that can only do so much to help them pivot.
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Digital Learning & Digital Engagement

It would be easy to assume that the two critical commercial 
organisation activities that companies have transitioned to 
as a result of the pandemic are remote/digital learning and 
development, and remote/digital customer engagement.
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To fight this bias, the financial services firm (SS&C Holdings) conducted 
a survey with asset management sales teams on the effects of the Pan-
demic (see above graph).

The results showed that, while “prospecting” was noted as being more 
difficult, some of the teams found the “retention efforts” and “cross-sell-
ing/up-selling” become relatively easier in a completely remote or fully 
digitalised world.
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However, the general consensus is still leaning towards the belief that 
it is a big compromise over traditional methods, to develop field teams
and engage customers.

The Learning and Development “sticki-
ness” factor in the past years

From one aspect, the best practices that are part of a suc-
cessful effort to make Learning and Development “stick” 
for field forces have not changed; e.g., making of the edu-
cational contents relevant and making sure they are pulled 
through and reinforced, etc.
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L&D Best Practice What shift is needed?

HIGHLY RELEVANT
CONTENT

EASY FOR MGRS TO
PULL THROUGH

EASY TO RETAIN

EASY TO ABSORB

OPERATIONALISED
IN CRM

• Adapt for remote/digital approach
• Tailor by account archetype
• Add customer stakeholder profiles

• Use spaced-learning journeys
• Use interactive eLearning contents
• Add account specific case studies

• Conduct periodic “pulse” checks
• Deliver in “bite size” amounts
• Build for Matrix Team involvement

• Pre-defined, tailored account plans
• Use digital coaching tools
• Use a common language/framework

• Automate common processes
• Use meta-tagged learning content
• Focus on customer insight generation
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However, a notable shift is occurring in the following areas:

The role of the Spaced-Learning Journey 
in Field-Team development
Even before the events of the last few years, the way glob-
al organizations trained and developed their commercial 
field teams needed to change.

The “once and done” model of learning had long proven to be the most 
sociable but least effective way of upskilling and promoting new custom-
er-facing behaviours.
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Nowadays, most companies have to be accustomed to remote/digital 
learning as the ‘new norm’. When using a Spaced-Learning Journey, the 
benefits are stark:
• Participants absorb new content easier in smaller doses
• Digital meeting tools are making sessions more interactive
• Managers have more time to coach and embed
• With the cost savings associated with virtual/remote learning, organi-

zations can focus on better, quality content

Example of what Spaced-Learning Journey looks like above. Time frames vary de-
pending on need but average spaced learning duration is between 2-4 months.

Digital content is
tailored to each

team, market, and
customer type

Learning is delivered in
smaller, incremental

doses

Virtual application
clinics ensure
pull-through
and retention 
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The Digital Engagement Roadmap
- Paving the way for Field teams to excel at customer engagement

As we’re reshaping the go-to-market strategies, as well as 
on-going customer engagement, it’s time to come up with 
a new approach for developing field teams and enabling 
them to mean more to their stakeholders in a virtual world. 
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Having a well-defined Digital Engagement Roadmap can help them 
succeed in the “new normal.”From how they prepare to how they en-
gage customers, how managers embed new ways of working to how 
brand teams align and stay in sync, a roadmap can show any organi-
zation the way forward.
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The 4 Critical path-elements for building 
a bridge back to your customers:

Leadership support for spaced learning:

There’s already strong evidence that distance and blended 
learning can be highly effective.

Go to Infographic
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Nowadays, delivering any eductational content in smaller, 
measured doses  over a number of months is proven much 
more effective.

This requires, however, a different type of organization-
al committment, and the developing field teams, while they  
need support from senior leadership to be able to maintain 
the learning journey, it is, by far, proven to be the best solu-
tion so far.

Integration into business workflow:
If new ways of working are to be pulled through and rein-
forced, then they need to be integrated into the daily workflow 
of field teams.

While this certainly includes business and account planning in 
a CRM system (such as Clarity CX1), it also includes embed-
ding new approaches, process and vocabulary in 1:1 coach-
ing sessions, and regular team meetings, so it can become 
part of the standardised organizational dialog.
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Execution and measurement:

Most organizations know what to look for and monitor in the 
way of common sales performance metrics and KPIs. But 
what defines a measure of success in a business develop-
ment/customer engagement environment that’s all virtual? 
Many of the same metrics apply but others might be new for 
some companies.

For instance, many organizations are concerned with how 
their field teams will gain access to customer stakeholders at 
any given period. 
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Integration into business workflow:

If new ways of working are to be pulled-through and rein-
forced, then they need to be integrated into the daily work-
flow of field teams. While this certainly includes business and 
account planning in a CRM system (see Clarity CX1), it also 
includes embedding new approaches, process and volcabu-
lary in 1:1 coaching sessions, and team meetings, so it can 
become part of the standard organizational dialog.
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Summary

The challenges of the past two years did not start the trend towards 
engaging with customer stakeholders digitally but it certainly has ac-
celerated it; far more than anyone could have forecasted it.

However, any organization that responds by focusing solely on push-
ing out content and messages digitally that were previously communi-
cated in person, may end up missing the bigger picture and alienating 
the very customers they are trying to stay close to. What’s needed, is a 
much deeper understanding of how customer organizations have been 
impacted by the recent years and a game plan to take those insights 
and prepare customer-facing teams to build a bridge back to their cus-
tomers in personalized and tailored ways.

But there’s more to gaining access than just getting a decision 
maker to respond to a call or email. What’s more important to 
monitor and measure is if the field force can execute against 
strategies and approaches that generate return access. This 
can open doors to the more senior levels in the long run.
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Clarity Engagement Solutions is a performance consultancy and train-
ing solutions partner. Since 2009, Clarity has been helping custom-
er-facing teams in global life sciences make the transition from tactical 
selling to Strategic Customer Engagement in over 35 counties world-
wide.

Our areas of interest are:
• Strategic Customer Engagement
• Capability Development
• Marketing & Communications Development
• Clarity CX1
• Product Launch Strategy and more.

About Us

Ready to build an effective collaboration strategy?
Contact us via email at info@clarityes.com or call

+353 (0)1 676 6253.
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