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Preface

ASEAN: The Next Frontier of New Possibilities

The ASEAN region is one of the most dynamic and rapidly evolving markets in the world,
offering immense opportunities for companies providing a myriad of enterprise services. The
diversity in culture, regulatory landscapes, and consumer behaviors presents unique

perspectives that require strategic and glocalized approaches.

This field guide serves to provide a quick overview into the various possible avenues of
selling in ASEAN. It is not meant to be exhaustive, nor does it cater to the full nuances of the

respective markets.

The insights in this field guide are drawn from my own experience, research, and industry
best practices, with due credit to original authors who have developed the foundational work
of the various sales methodologies mentioned. It covers a range of proven sales
methodologies and key considerations authored specifically for Business-to-Business (B2B)

models operating within ASEAN.

| would also like to express my heartfelt gratitude to all our contributors who have generously
shared their experiences and insights in my research. They are astute business leaders in
their own right, and the material presented herein is a mere fraction of what was collected

through conversations held over meals and coffee.

| hope this field guide can serve as a resource that sparks meaningful conversations towards
building scalable and resilient sales strategies in some of the world’s most promising

markets.

Kaye Hau — Author & Editor

Managing Partner, Stratenium Consulting
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Stratenium Consulting is a boutique consulting and advisory firm based in Singapore. We
provide various services in business strategy, organizational development, regulatory
advisory for technology firms and governments across the Asia-Pacific markets, with a strong
focus on ASEAN.

Working with a trusted network of business partners and highly experienced independent
consultants, we believe in delivering real value backed by hands-on experience and driving

sustainable long-term growth for our clients.

To contribute to our future publications, or, to understand how Stratenium Consulting can

help your organization, reach out to us today for a non-obligatory discussion:

hello@stratenium.com
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1. Introduction

This guide was designed as a resource for companies looking to navigate the complexities
of the ASEAN sales landscape, specifically written in the context of enterprise professional,
digital and technology services. However, it is important to note that the cultural nuances,
decision-making journeys, and operating contexts are very much similar across various

business models and industries within these markets.

“Selling is the lifeblood of any business” — A business can have the most innovative
and ground-breaking product or services but without the ability to sell, inhibits the long-
term growth and viability of any business. While the direct way to quantify selling is based
on sales numbers, the emphasis leans more towards client centricity and value creation

that solve client’s pain-points and identifies their latent needs, etc.

It is also important to recognize that these sale methodologies serve as descriptive
concepts rather than rigid, prescriptive frameworks. They rarely work in isolation nor rigidly
applied; any methodology chosen would require tailoring based on the company’s strategic
objectives, client segments, and market conditions. There is never a one-size fits all when
it comes to sales success, and in many cases, tactically improvised based on the actual

circumstances on the ground.

An effective sales approach integrates a hybrid of methodologies to create a dynamic and
responsive sales framework. Furthermore, these methodologies operate within a broader
ecosystem that includes strategic planning, marketing, operational capabilities, product /
services offering, client segmentation, thorough market research, and a good

understanding of the macro environment.
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2. The Association of Southeast Asian Nations (ASEAN)

The Association of Southeast Asian Nations (ASEAN) was established on 8 August 1967,
in Bangkok, Thailand, by five founding members: Indonesia, Malaysia, the Philippines,
Singapore, and Thailand. The bloc was created to promote economic growth, social

progress, and regional stability through collaboration and mutual respect.

Over the years, ASEAN expanded to include other countries, such as Brunei Darussalam
(1984), Vietnam (1995), Laos and Myanmar (1997), and Cambodia (1999), forming the

current 10-member bloc.

Some of the key milestones since the founding of the ASEAN bloc include the following:

o 1976: The Treaty of Amity and Cooperation (TAC) was signed, reinforcing peaceful
dispute resolution and cooperation. Thereafter, accessions expanded to China,
India, the United States of America and the European Union, underscoring
ASEAN's efforts to promote peace, stability, and cooperation by engaging with

global partners.

o 1992: The ASEAN Free Trade Area (AFTA) was established, reducing trade

barriers and strengthening economic integration.

o 2008: The ASEAN Charter was adopted, granting the bloc a legal identity and

setting the foundation for a single market economy.

o 2011: The Regional Comprehensive Economic Partnership (RCEP) was introduced
to establish comprehensive free trade agreements between ASEAN’s major trading

partners.

o 2015: The ASEAN Economic Community (AEX) was established to create a single
market and production base, facilitating the free flow of goods, services, investment,

and skilled labor among member states.

o 2020: The ASEAN Digital Masterplan 2025 (ADM 2025) was introduced to position
ASEAN as a leading digital community and economic bloc powered by secure and

transformative digital services, technologies, and ecosystems.

:STRATENIUM
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3. ASEAN Macro Business Environment

The business landscape in ASEAN is shaped by relationship driven cultures, regulatory
diversities, rapid digitalization, and the dominance of large conglomerates. Success in this
region requires a deep understanding of the key operating dynamics to develop relevant
Go-to-Market (GTM) approaches.

. Importance of Relationships and Personal Interactions
Many businesses in ASEAN are built on trust, credibility, and strong personal
relationships. While Western sales models often prioritize efficiency and directness,

ASEAN cultures emphasize on social capital and business reciprocity.

Face-to-Face interactions, personal rapport, and social engagements play a crucial role
in gaining trust, especially in traditional industries such as banking, manufacturing, and
large-scale infrastructures. Business decisions often require multiple touchpoints, from

formal meetings to informal settings.

However, hybrid engagement models are emerging. While physical presence is still
very much valued, social media, messaging applications and virtual business
conferences are now widely used and accepted as alternative channels to build and

maintain relationships, especially in technology-driven industries.

Hierarchy and chain of command still matters in many parts of ASEAN; Decision-
making tend to be either consensus-based or top-down, requiring businesses to make

informed navigation through internal structures.

Il. Market Complexities & Embracement

ASEAN is not a single market but a collection of ten diverse economies, each with their
own unique cultural, economic, and technological factors that influence business

operations.

Client behaviors, infrastructure readiness, and competitive landscapes vary widely. For
example, Singapore has high Software-as-a-Service (SaaS) adoption, while Indonesia
and Vietnam require heavy localization due to regulatory and payment infrastructure

differences.

Localized sales and marketing strategies are essential:

o Language and messaging: Thai, Viethamese, Bahasa Indonesia, and other local

:STRATENIUM
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languages for effective communication.

o Payment and pricing models: ASEAN consumers and businesses prefer localized
payment methods such as QRIS in Indonesia and PromptPay in Thailand, as well

as flexible subscription prices with low capital investments upfront.

o Distribution and partnerships: Some markets require partner-led sales, while

others allow for direct enterprise engagements.

lll. Regulatory Considerations and Government Influence

Understanding ASEAN’s regulatory landscape is critical for market entries, compliance,
and long-term operations management. Each country has its distinct legal frameworks,

government policies, and data protection laws that impact sales strategies.
o Key regulations and compliance factors:

»= Indonesia: Local Content Requirements (LCR) mandate foreign businesses
to partner with local firms in sectors such as telecommunications and cloud

computing.

= Singapore: Strong cybersecurity and data protection laws (PDPA) influence

Saa$, Fintech and Al adoption.

= Vietnam and Thailand: Foreign ownership restrictions affect how

companies structure market-entry strategies.
o Government-driven industry development:

=  ASEAN governments actively shape business opportunities through state-

owned enterprises (SOEs) and national digital policies.

= The ASEAN Digital Masterplan 2025 (ADM 2025), launched in 2021,
focuses on digital transformation, infrastructure modernization, and

regulatory harmonization across the region.

=  Public-private partnerships (PPPs) are a major entry point for enterprise
solutions in sectors like healthcare, fintech, and large technological

infrastructure projects.

= Public grants and incentives for strategic industries are widely available to

draw foreign investments, technical talents and new technologies.

:STRATENIUM
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IV. Digital & Mobile First

ASEAN is one of the world’s fastest-growing digital and mobile-first economies, driven

by high smartphone penetration, rapid fintech adoption, and expanding digital

infrastructures.

o Key digital and mobile trends:

E-Commerce dominance: Shopee, Lazada, and TikTok Shop drive

consumer sales, making social selling and influence marketing essential.

Fintech and digital payments: ASEAN leads in digital wallet, with platforms
like GoPay (Indonesia), Maya (Philippines), and TrueMoney (Thailand)

transforming transactions.

5G and cloud expansion: Singapore, Thailand and Malaysia are leading in
5G rollouts, while Indonesia and Vietname are accelerating adoption to

support fintech and Al-driven services.

Infrastructure investments and enterprise adoption:

Cloud computing and Al-driven services are driving demand, with major

Cloud Services Providers (CSP) investing heavily into ASEAN data centers.

Fiber-optic expansion and submarine cables are improving connectivity,
particularly in rural and emerging markets. However, it is also important to
consider the differences in infrastructure maturity that may inhibit mass

deployment of solutions, especially for digital or cloud-based solutions.

The entry of Low-Earth-Orbit (LEO) satellite operators such as Starlink and
Kuiper is creating new possibilities and enterprise applications where
conventional terrestrial infrastructures are lacking such as in the area of

Agri-Tech and Green-Tech.

V. The Influence of Conglomerates in ASEAN

Similar to Korea and Japan, conglomerates play a dominant role in shaping ASEAN’s

business landscape, controlling key industries ranging from banking, infrastructures,

transportation, and digital platforms.

o Key characteristics of ASEAN conglomerates:
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= Many are either generational businesses such as the Salim Group, Ayala
Corporation, or state-backed enterprises such as Temasek and Petronas.

= Large groups like CP Group (Thailand) and San Miguel (Philippines) control

multiple sectors, making them both potential partners and competitors.

= Engaging with conglomerates requires navigating hierarchical structures,

securing multiple stakeholder approvals, and building long-term credibility.
o Challenges and opportunities of working with conglomerates:

= Market access and distribution: Partnering with conglomerates can

accelerate entry into new industries and geographical markets.

= Risk of dependence: Over-reliance on one conglomerate can limit flexibility

and create competitive risks if priorities shift.

= Long-term relationship building: Conglomerates tend to prioritize stability

and long-term partnerships over short-term gains.
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4. Sales Methodology 1: Partner-Led Selling

o Key Concept

= Partner-Led Selling (PLS) is a highly scalable, ecosystem-driven sales
methodology where businesses can leverage on external partners such as,
distributors, resellers, system integrators, and industry alliances to expand
their reach, drive revenue, and enhance market penetration. Instead of
relying on direct sales teams, businesses empower partners with training,

branding, and sales enablement tools to accelerate deal closures while

leveraging on their local expertise.

= This concept was evolved over time, particularly in industries where market
fragmentation, compliance regulations, and localization are key challenges.
Major global firms, such as Microsoft, Cisco, Oracle and SAP, have

successfully deployed PLS to scale across multiple regions, including

ASEAN.

o Pros

= Rapid Market Expansion: Enables businesses to enter new markets

rapidly without incurring the upfront costs such as direct hires and front

offices.

= Leverages Local Expertise and Networks: ASEAN'’s diverse business
environment and business landscapes require regional insights and

established distribution networks for effective sales execution, delivery and

post-sales support.

* Regulatory and Compliance Support: Local partners are able to navigate
complex regulatory and legal requirements in highly regulated industries

such as fintech, insurance, healthcare, telecommunications and data-

related legislations.

= Scalability: This methodology works across all business models be it mid-

to-high-end consumer products, to enterprise solutions, making it highly

adaptable.

= Repeatable Partnership Programs: Well established partner programs

and support entitlements allows fast implementation and execution.
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O

O

Cons

Loss of Direct Client Relationships: Businesses may have limited control
over brand perceptions and client engagement, as partners act as

intermediaries.

Dependency on Partner Performance: A weak partner network can lead
to inconsistent sales execution, client service failures and brand dilution.

Lack of visibility poses challenges in selecting high performing partners.

Legal and Compliance Risks: Execution through third-party partners
increases exposures to contractual disputes, data protection issues, and

regulatory non-compliance.

Lack of Market Visibility: Without strong governance and tracking
mechanisms, businesses may struggle with measuring sales effectiveness

across partners.

Observations and Recommendations

Recommended for entries into countries with distinctively varied market

dynamics, complexities and infrastructure maturity.

Best suited for brands with strong brand equity, intellectual property, or

niche expertise.

To mitigate relationship dilution, businesses can consider deploying
advisors or thought leaders to engage end-clients through direct industry
forums, panel roundtables, and executive briefings. Joint marketing with
strategic partners is another viable option to ensure familiarity with end-

clients.

Partner enablement is crucial for success and investments are required in
sales training, delivery support, and incentive structure to ensure consistent
performance and quality control. Direct sales efforts should also have

distinct demarcations to avoid duplications and client confusions.

Partner program governance: Implementing partners scorecards, quarterly
business reviews (QBRs), and contract performance clauses helps mitigate

risk exposure.

:STRATENIUM
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o Complementary Methodologies

» Value-Based Selling: Highlights the Unique Selling Points (USPs) which
address client’s pain points with a focus on Returns on Investments (ROI)
and Total Cost of Ownership (TCO), while the principal takes on a more

strategic role of a trusted advisor to clients.

» Account-Based Selling: Deploying resources to co-sell with partners for
high-value, strategic accounts to drive relationships building and expanding

the wallet-share through targeted upselling and cross-selling strategies.

:STRATENIUM
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5. Sales Methodology 2: Solution Selling

O

O

O

Key Concept

Pros

Cons

Solution Selling was initially developed by Frank Watts in 1975 and later
popularized by Mike Bosworth in his book [Solution Selling: Creating Buyers
in Difficult Selling Markets]. This methodology was built on the principle that
clients don’t just buy products or services, they buy solutions to their

problems.

Instead of just focusing on product features and benefits, Solution Selling
identifies the pain points and jobs-to-be-done of the clients and then,
customizes the offerings to directly address those needs. This approach
requires a deep understanding of the problem and existing workflows in

order to develop tailored solutions that deliver real value for clients.

Itis particularly effective in scenarios where clients have a defined challenge
but are unsure of the solutions, or where the complexities of the solutions

requires strong alignment with internal business needs.

Customization and Fit: Ideal for complex sales environments like ASEAN
with diverse markets, legislation and regulatory requirements, whereby off-

the-rack solutions are inadequate in meeting the needs of the client.

Deep Client Engagement: Builds trust and rapport through client-centric
discussions and elevates the position to that of a trusted advisor,

commanding higher premiums and margins.

Deterrence to Changing: With highly customized solutions and deep
entrenchment, the costs of changing to another provider are relatively
higher for the client due to the intangible impact to operations, enhancing

the stickiness of the solution in the long-run.

Modularity and Scalability: The product or service needs to be natively
designed for customizations, requiring strong product architecture and
integration capabilities. Product teams are built with external facing

capabilities and may be highly involved in the proposal design stages.

:STRATENIUM
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Complex Delivery and Support: In order to fulfill the needs of the client,
post-sales support may become challenging due to the customizations,
making cross-training and deployment of staff complex. In addition, as the
base product may not be adequate in fulfilling the needs of the client, the

presences of 3" party solution add-ons will further strain the team.

Longer Sales Cycle and Competencies: Due to the nature of the
methodology that requires deep dives into the pain points, sales cycles tend
to be longer and is highly dependent on the competencies of the client

fronting teams to discover and articulate the needs of the client.

o Observations and Recommendations

This method is best suited for high-margin or large-scale deals to justify the

investments in solution discovery, customization and relationship building.

Industries like Business Process Outsourcing, Management Consulting,
and Digital Services can benefit the most from solution selling due to the

ability to tailor solutions.

Enterprise software, cloud platforms, and Al-Driven solutions are also
strong candidates for this methodology given that these products often have

modular architectures that allow for solution flexibilities.

To reduce pursuit cycles, businesses can develop playbooks and field
guides with industry-specific case studies and uses cases to streamline
client engagements. Companies can also consider having technical
specialists to be part of the client fronting teams, to better understand and

translate the needs of the client into technical specifications.

Pre-designing bundles and solution frameworks with repeatable but
customizable components can help reduce the need for complete build-

from-scratch for every deal.

Choosing to work with a selected group of 3™ party solution providers and
investing in training can minimize the amount of support challenges in the

post-sale stage.

o Complementary Methodologies

Challenger Selling: This methodology help client facing teams to challenge

:STRATENIUM
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the status quo and reshape client’s perspective, guiding them towards the
best solutions, reinforcing solution selling in highly competitive

circumstances.

» Account-Based Selling: The relationship-driven nature of this
methodology allows for deep client discoveries, creating opportunities for

upselling and cross-selling aligned with solution selling principles.
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6. Sales Methodology 3: Consultative Selling

O

O

Key Concept

Pros

Consultative Selling was introduced by Mack Hanan in 1970, positioning
businesses as trusted advisors rather than transactional sellers. The
methodology is rooted in deep discovery and mutual understanding, placing
the client’s broader business context at the centre of the engagement.
Rather than prescribing a solution, businesses facilitates the decision-

making process by offering insight and clarity.

While there are similarities between Consultative Selling and Solution
Selling, the key differences lie in the outcomes. While Solution Selling is
more prescriptive and has a more structured approach in diagnosing the
problem and addressing specific needs, Consultative Selling tends to be
more open-ended, exploratory and advisory in nature. Buyer’s intent for

Solution Selling is higher compared to the case of Consultative Selling.

Consultative Selling is suited when needs are ambiguous, and the client
seeks clarity and strategic guidance, rather than a solution. It's often a
precursor to other methodologies and useful in early-stages or discussions

that are more transformational in nature.

Builds Strategic Influence and Early Access: In ASEAN, where decision-
making is relationship-heavy and often informal during early stages,
Consultative Selling enables client engagement before formal solution
development happens, or where official procurement processes begin. This
grants upstream influence over tender specifications and evaluation

criterion.

Service-Centric Nature: Consultative Selling is not limited to a product or
solution, it is more about framing the problem correctly. This makes it
especially effective for companies offering advisory services, ventures
building, strategic planning, and open-ended engagements where the
needs may be at the early stages of definition and evolving. Businesses
take on a facilitative role, guiding internal alignment and supporting the

buyer in navigating competing priorities. This role transcends product

:STRATENIUM
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O

Cons

knowledge and reflects a deeper understanding of the client’'s operating

environment, which often earns long-term access to senior stakeholders

Commercial Momentum Without Commoditization: Consultative Selling
helps anchor the conversations around business impact and transformation,
rather than features and pricing. This significantly reduces the probability of
commoditisation. Clients view the engagement as an ongoing business
dialogue, not a procurement exercise, increasing the chance of premium

positioning or recurring strategic advisory roles.

High Dependency on Sales Talent: Consultative Selling requires more
than just product knowledge as it demands business fluency, sector
expertise, and interpersonal dexterity. Client fronting teams need to be
capable of engaging in strategic conversations, reading between the lines,
and guiding clients without resorting to hard-selling. In markets like ASEAN,
where business dynamics can be nuanced and layered, sales teams may
struggle without the proper training and access to decision-makers, making
this approach difficult to scale quickly, and reliance on a few talents that

creates challenges in continuity.

Longer and Non-Linear Sales Cycle: As the approach is driven through
discovery and trust-building, there is rarely a linear path from the first

meetings to deal closures. Consultative Selling often unfolds over months,

with iterative conversations, shifting scopes, and evolving internal dynamics.

In ASEAN markets, where formal decisions are preceded by informal
consensus, this can significantly extend the overall sales cycle and

increases the risk of losing momentum or priority.

Deal Qualification and Conversions: A downside of this approach is that
it can mask weak opportunities. Without clear qualification frameworks,
businesses can find themselves over-investing in engagements that
generates insights but no conversions. Furthermore, clients may take the
insights developed during the engagements to their preferred vendors or

execution by their internal teams instead.

Inadequacy for Deal Closures: While Consultative Selling is highly

effective in discovering client needs, it is often insufficient in the later stages
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of a deal. As the problem becomes more defined, clients would expect clear
solutions and execution roadmaps. These are elements pulled from other
methodologies such as Solution Selling or Value Based Selling. Without a
structured follow through and timely pivot to other methodologies,

consultative engagements may stall before commercial materialization.

Observations and Recommendations

Similar to Solution Selling, due to the unpredictable sales cycles and high-
touch client engagements, this approach is more suited for professional
services such as advisory, consultancy and strategic planning services that

command higher premiums and margins.

Consultative Selling can be an effective approach as a pre-cursor to
influence and frame the client’s perceptions, setting the groundwork before
the initiation of official procurement processes. However, there is a need to
be cognizant of the fact that existing incumbents, consulting firms, and
informal advisors often already occupy the role of the “trusted advisor”, and

can be challenging to dislodge.

To enable client conversations, advance sales training to develop the skills
to lead business conversations, uncover latent needs, and navigate informal
influence structures are essential. Training goes beyond the basic
questioning techniques to include cultural fluency, stakeholder mapping,

and political risk assessments.

Developing clear deal qualification frameworks with key milestones helps to
counter commercial drifts. Clear pursuit stop-loss mechanisms can be built-
in to prevent the sunk cost fallacy whereby the decision to continue with the
pursuit is no longer based on the probability of conversion, but based on

previous investments that were made.

While the approach should feel organic to the client, internal frameworks
can guide the discovery phase, ensuring that engagement leads to
actionable outcomes. Some of the tools include structured needs analysis
templates, opportunity qualification scorecards, and business case tools.
Using the SPIN Selling framework developed by Neil Rackham as a
diagnostic tool for early-stage discovery can help to move the discussions

towards strategic clarity instead of surface-level requirements.
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o Complementary Methodologies

= Solution Selling: This methodology dovetails as the “Next Steps” by using
the information uncovered during the discovery and definition stages to
develop the solutions and products that addresses the specific problems of

the client.

= Account-Based Selling: This technique (like stakeholder discovery and
strategic dialogue) is highly effective inside ABS strategies, where multiple

buying influences must be engaged across a single account.
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7. Sales Methodology 4: Account Based Selling

O

O

O

Key Concept

Pros

Cons

Account Based Selling (ABS) is a is a highly targeted sales methodology
that treats individual accounts, in particular, high-value or strategic ones as
unique markets of their own. Originally formalized by the Information
Technology Services Marketing Association (ITSMA) in the early 2000s,
ABS aligns sales, marketing, and client success teams around a focused

pursuit strategy.

Rather than broad-based leads generation, ABS emphasises deep
research, personalised engagements, stakeholder mapping, and
coordinated execution across multiple internal influencers within the
account. This makes it particularly effective for complex B2B sales
environments, where decision-making, budgets and execution are

distributed across functions, levels, and geographies.

High-Value Strategic Accounts Coverage: This approach ensures
systematic engagement across key accounts, reducing dependence on
isolated deals or champions. It supports multi-year relationships building,
business continuity, and positions the business as a long-term trusted

partner.

Upsell and Cross-sell Opportunities: By mapping the overall account
structure and the needs of the various business units, ABS helps to uncover
paths to expand the wallet share that may have been missed during the
initial solutioning stage. This is particularly useful in ASEAN organisations

whereby budgets are distributed across the various functions.

Competitive Defense: When implemented effectively, ABS strengthens
account penetration to a point whereby it becomes difficult for competitors
to dislodge existing incumbents. Clients may attribute intangible premiums
for the time investments made to optimize the operational processes, even

though the costs offered by competitors are significantly lower.

High Resources Commitment and Costs: ABS requires significant

investments in order to manage accounts with multiple stakeholders. Client
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facing teams may have to invest in bespoke content and continuous
engagements that may include regular cadences such as performance
reviews and steering committees. In ASEAN, where deal cycles are
prolonged and coverage across country-level subsidiaries may be needed,
the cost to maintain an ABS account can become prohibitive without proper

governance and financial discipline.

= Long and Non-Linear Sales Cycle: Large accounts often have complex
decision-making processes and may involve multiple stakeholder
interactions. Informal decision-making layers may delay formal buy-in even
when the commercial case is strong. Deal velocity may slow down without
warning, and forecasting becomes challenging, complicating pipeline

planning and resourcing.

= Scalability and Execution Complexities: ABS relies heavily on cross-
functional coordination across sales, product and delivery, even extending
to external partners. Inconsistent communications may lead to misaligned
goals, or fractured stakeholder engagement, leading to client confusion.
Due to the complexity, attempting to apply ABS across a broad portfolio of
accounts can be challenging. Doing so can lead to diluted impact and

resources being spread thin, and displacing key priorities.
o Observations and Recommendations

= Due to the high investments to apply this methodology, it is more
appropriate for deals that are complex and of high value. Such deals have

characteristics of either having high annual contract value, or lifetime value.

» Another application of ABS is for deals that seeks to displace entrenched
competitors by neutralizing resistance arising from longstanding working

relationships and build new internal coalitions.

=  While ABS is not meant to be applied across all accounts, it can be watered
down into Tiered ABS whereby lighter version of ABS is applied for smaller
accounts or accounts with high potential. Deal qualification frameworks can
have guidelines to ensure a systematic approach in identifying the deals
that require the application of ABS. Similar to Consultative Selling, a pursuit

stop-loss mechanism should be built-in to prevent the sunk cost fallacy.

= Business reviews and account planning rigor can be built-in to ensure

account alignment. Clear ownerships with measurable performance metrics
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drives discipline and highlights remedy areas.
o Complementary Methodologies

= Consultative Selling: Consultative selling plays a critical role in the early
phase of ABS by enabling trust building, uncover latent needs, and

alignment with key stakeholders.

» Value-Based Selling: This methodology complements ABS well as it helps
to sharpen the commercial arguments by translating the needs uncovered
into measurable outcomes. This is essential when engaging stakeholders
that demand investment justifications, especially in deals that are of high

value and complexity.
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8. Sales Methodology 5: Digital & Social Selling
o Key Concept

= Digital and Social Selling refers to the use of online platforms, primarily
LinkedIn, digital content, webinars and CRM-integrated outreach tools to
engage, influence and convert B2B buyers. While it is often misunderstood
as an informal or ad hoc outreach, digital selling is a structured, deliberate,
and insight-driven engagement methodology embedded into the sales

pursuit.

= Unlike traditional field sales whereby the reach is a function of the total sales
force, digital selling enables scalable visibility and targeted prospecting that
is backed by data to nurture and position, often at a lower cost of
engagement. It is a layering methodology that enhances pipeline generation

and stakeholder awareness, especially at the top and middle of the funnel.
o Pros

= Scalable and Low-Cost Outreach: Allows client facing teams to initiate
relationships building and nurture interests without high overheads, especially
for cross-border pursuits or coverage of ASEAN markets from a centralize
hub. Buyer preferences have also shifted toward self-education and digitally
mediated decision-making, making digital presence a prerequisite in client

engagements for some of the key markets within ASEAN.

= Accelerates Brand Credibility and Trust: A well-maintained digital presence
across a myriad of channels such as executive LinkedIn profiles, case
studies, thought leadership articles and industry comments builds the

perception of expertise and mastery, often before first formal contact.

= Low Value Call to Action Conversions: For matured and low-value
product constructs such as SaaS and devices, digital and social selling

can be an effective channel for sales conversions.

= Data-Driven Insights: Due to the data-backed nature, client facing teams
can leverage on the insights generated from historical data to adjust
messaging, narrow-down target audiences, and obtain better

understanding of potential clients.
o Cons

= Low Barriers to Entry: Clients can easily be overwhelmed with digital
messages and the credibility bar is therefore higher than ever. Generic
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content may backfire and becoming counterproductive, undermining brand
perceptions and equity.

= Risks of Brand or Compliance Misalignment: Without coordinated
messaging and brand oversight, it may result in inconsistent positioning or

breach of regulatory frameworks.

= Limited Effectiveness Without Process Discipline: Internal enablement is
a critical factor spanning content libraries, engagement playbooks, marketing
coordination and established cadences. Without disciplined processes,

activities may not necessarily translate to pipeline or conversions.

» Inadequacy for Complex Conversions: While Digital and Social Selling may
be used for offerings with simple constructs, hardly any deals can be closed

with this methodology for clients who have more complex issues and needs.
o Observations and Recommendations

= Leverage as a conversion tool for transactional deals or matured offerings
with simple constructs or tiers. Businesses can also use this methodology
when targeting Small Medium Enterprises (SME) to lower their costs to
serve with pre-bundled offerings to sell through via digital and social

channels.

= Develop content guidelines, brand templates and engagement cadences
to facilitate a more coordinated voice across the various channels.
Establish regular reviews to track performance and attributions to
understand the effectiveness of digital campaigns, adjusting the key

parameters when necessary.

= Layering this methodology as part of the GTM model with structured sales
motion that tracks funnels, qualifications criterion and follow-up workflows
that supplement other sales methodologies to warm the opportunities to
achieve higher effectiveness compared to the traditional lead generation

methods.
o Complementary Methodologies

» Partner-Led Selling: Co-branded digital campaigns can support partners in
pipeline building and brand awareness. Especially useful when used in
settings such as product releases, white papers, and thought leadership

articles.

= Consultative Selling: Dovetails with digital platforms helping to establish
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credibility before initiating the strategic dialogue, accelerating trust building as
client perceptions have already been previously shaped through the digital

channels.

STRATENIUM
CONSULTING

26



Stratenium Consulting — Navigating ASEAN: Top 5 Enterprise Sales Methodologies Field Guide

9. Beyond Sales Methodologies

Succeeding in ASEAN requires far more than using the right sales methodologies mix. Critical

factors such as product strategy, market conditions, and delivery capabilities comes into play

in developing a holistic plan for market capture.

o

Market Research: Market research is critical for success in ASEAN, a diverse
economies, regulations, and client behaviours. Without proper market understanding,
the risk of misallocating resources and failing to connect with local markets runs high.
Leveraging market research and business insiders helps businesses tailor strategies,

comply with regulations, and drive growth in ASEAN’s fast-evolving landscape.

Product strategy: Focusing on localization and built-in modularity for quick
customizations, ensuring compliance with regulatory requirements, language
preferences, and payment ecosystems (e.g., integrating mobile wallets like GrabPay or
GCash). Product type and industry will also highly impact routes to market and the

choice of sales methodologies.

Substitutes and Alternatives: As the lines between industries and segments become
increasingly blurred due to technological advancements, the definition of competition is
also slowly broadening to not only the lookalikes within the market, but also, potential
substitutes and alternatives. For example, the entry of Starlink and Kuiper is changing
how Telecommunication companies are defining their competitive landscape for

mobility and wireless services.

Pricing Strategies: Pricing is an important determinant on purchase decisions,
especially for complex and high-value deals. Depending on market dynamics,
companies can be price setters, or priced relevant to the market, comparable to their

closest competitors and substitutes, and delivering actual value for the clients.

Overall Sales Strategy: Tailored to relationship-driven business culture, where trust
and long-term engagement often outweighs aggressive selling. Designing and
maximizing sales resources to ensure adequate coverage on key markets and

accounts is critical.

Routes to market: Consider a mix of direct sales, channel partnerships, and digital-
first approaches, depending on market maturity. Countries like Indonesia and Vietnam
benefit from partner-led models, while Singapore and Malaysia are more suited for

direct sales methods.

Delivery & Post-Sales Support: Account for logistics challenges, fragmented
infrastructure, and last-mile delivery networks, especially for e-commerce and SaaS

models requiring localized support.
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10. Further Readings

This field guide would not have been made possible without the foundational work done by
some of the most distinguished thinkers and organizations of their time. While the key concept

has been briefly mentioned, there is so much more that requires further reading.

o Neil, Neil. SPIN Selling. McGraw-Hill Education, 1988.

o Bosworth, Mike. Solution Selling: Creating Buyers in Difficult Selling Markets.
McGraw-Hill, 1994.

o Hanan, Mack. Consultative Selling. AMACOM, 1970.

o ITSMA. Account-Based Marketing and Selling Best Practices.

o McKinsey & Company. Value-Based Selling in Complex Sales (Insights and
Perspectives).

o Gartner. Digital Selling Trends for B2B Enterprises (Various Publications).

o Forrester Research. The Evolution of B2B Buying and the Role of Digital
Engagement.

o LinkedIn Sales Solutions. State of Sales in Asia Reports
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