Sales Leader
Al Playbook

What sales looks like when Al controls early
buyer decisions.
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Your New Reality

The sale starts before you know the prospect exists. Buyers are using Al tools (ChatGPT,
Perplexity, Claude, Gemini) to research vendors, compare options, and build shortlists before
they ever visit your website or pick up the phone.

If you're not in the Al-generated shortlist, you're fighting uphill against vendors who are
pre-validated. These Al-referred prospects arrive further down the funnel, having already
done their research. For your team, this means fewer early-stage conversations and more
pressure to convert already-informed buyers quickly.

Key stats to internalize:

+ GenAl has overtaken traditional search for a quarter of B2B buyers, with many relying on
Al tools to evaluate vendors (1).

+ By 2028 roughly 90% of B2B purchases will be handled by Al agents, channeling trillions in
purchasing as autonomous systems make buying decisions (2).

+ 75% of B2B buyers now prefer a rep-free digital buying experience, highlighting how much
of early discovery happens outside traditional sales contact (3).
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Stop Doing What's Not Working

>> Reduce reliance on mass cold outreach.
Response rates are at all-time lows due to email restrictions and inbox saturation.
Spray-and-pray won't improve. Prospects receiving dozens of generic emails daily
are ignoring all of them.

>> Reevaluate your reliance on inbound.

Typical B2B traffic and response rates are proving that inbound is disappearing. 73%
of B2B websites experienced significant traffic loss between 2024 and 2025, with
the average decline reaching 34% year over year (4). Al is answering questions
directly, meaning fewer people click through to websites. Your old inbound engine is
producing a fraction of what it used to.

>> Stop sending prospects to your website as "proof."
Your prospects have already "seen" your site. Al surfaced your site (or didn't) before
you knew they existed. Your website copy, marketing assertions without third-party
validation, and gated content are largely invisible to Al. Self-promotional claims carry
almost zero weight in Al recommendations.

>> Stop treating ready buyers like cold leads.

Forcing Al-referred leads through your standard process. These leads have already
done their research. Making them sit through a 45-minute discovery call or a
multi-step nurture sequence when they're ready to buy is a fast way to lose them.
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Start Building Sales Velocity Through

Third-Party Proof

1. Weaponize Customer Relationships
Every happy customer should generate external proof points, not internal testimonials buried on
your website, but public evidence that Al can find and cite.

Specific actions:

[] Systematically collect reviews on G2, Capterra, TrustRadius, and Clutch. Aim for at least 5
detailed, verified reviews per platform before expecting meaningful impact. 92% of B2B buyers
are more likely to purchase after reading a trusted review (5).

[] Host structured, detailed case studies on your own site, and amplify them through third-party
platforms. Al systems give greater weight to claims that appear across independent domains.

(] Create joint success stories with customers: co-branded content that lives on their domains
as well as yours.

[] Build referral programs that generate visible mentions (public endorsements, review site
posts, LinkedIn recommendations), not just private introductions.

[[] Ask customers to mention you in their conference talks, podcasts, and interviews.

Target outcome: When a prospect asks Al about you, customer voices show up from multiple
independent sources, not just your own marketing pages.

2. Executive Visibility Drives Pipeline

Executive and leadership visibility is now a direct revenue driver. Al indexes conference
coverage, podcast transcripts, and event write-ups. Every public appearance creates a trail that
Al can discover and reference.

Specific actions:

[] Pursue speaking slots at industry events. One speaking engagement can generate 6+ months
of Al-discoverable authority through event write-ups, video recordings, social mentions, and
attendee posts.
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[] Sponsor or attend events strategically. Face-to-face meetings create "met them at
[conference]” mentions that Al surfaces in subsequent research.

[] Maintain consistent visibility on LinkedIn. 75% of B2B buyers use social media in their
decision-making, and 84% of C-level executives use it to inform purchasing decisions (6).
Share insights, not pitches.

[] Build your LinkedIn Social Selling Index (SSI). Professionals with strong SSI scores generate
45% more sales opportunities (7).

] Appear on industry podcasts. Podcast transcripts are indexed by Al and create rich, third-
party validated authority signals. Target 1-2 per quarter.

ROI calculation: One conference speaking slot creates content that Al can reference for
months. Compare that to the cost of cold outreach sequences that generate 1-2% response
rates.

Every closed deal is an opportunity to create a new third-party signal. Build proof-generation into
your post-sale workflow. Don't treat it as an afterthought.

Specific actions:

[] Win a deal? Get it covered somewhere. Customer newsletter mention, industry publication write-

up, partner announcement, joint press release. Even a LinkedIn post from the customer's team
counts.

[] Close a reference account? Get them on review sites within 30 days while enthusiasm is high.
Also connect them with analyst firms for briefings.

[] Successful implementation? Turn it into content on third-party sites: guest posts on industry
blogs, co-presented webinars, published case studies on partner platforms.

[] Pricing transparency matters. Al tools increasingly surface pricing when making
recommendations. Companies with published, transparent pricing are getting recommended to
budget-conscious buyers. Stop hiding it.

[’] Document everything publicly. Open FAQs, published methodology, visible process

documentation. Replace gated PDFs with accessible content. Al can't access gated content and
won't cite what it can't read. Work with marketing to create and distribute these assets beyond
your website.
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Cold outreach isn't dead, but unsupported outreach is. The new outbound leads with external
validation and uses third-party proof as the hook.

Specific actions:

[[] Reference specific third-party mentions in outreach: "Saw we were both at [event]" or "Noticed
[publication] covered our approach to [problem)]."

[] Include review site links and scores in email sequences. Clutch reviews in particular are verified
and detailed, making them more believable than any testimonial on your website.

[] Use LinkedIn Sales Navigator to identify trigger events (role changes, funding announcements,
partnership news) and engage when timing is right.

[] Lead with external validation, not company messaging. Your first touchpoint should reference
what others say about you, not what you say about you.

[] Build multi-channel sequences that combine LinkedIn engagement, email with proof points, and
event-based touchpoints.

The key insight: When prospects search you after outreach, Al confirms your
credibility instead of returning silence. Your outbound creates the prompt; your third-party

presence delivers the validation.

Al-referred leads behave differently than traditional leads.
They've already researched you, compared alternatives,
and built conviction before the first call. Your process
needs to match their readiness.

Specific actions:

[] Tag Al-referred leads immediately. Train ’
your team to ask "How did you find us?"

and flag leads that came through Al
research. These get top priority. They're /7

further down the funnel and more likely

to close. [ }

2026 © Orange Marketing | orangemarketing.com 5

-y
.




[] Create a fast-track process for pre-validated leads. Skip the standard discovery sequence.

These buyers don't need education on the category. They need confirmation that you're the
right choice.

(] Arm sales reps with proof packages. Compile third-party mentions, review excerpts, and

analyst references into a quick-access kit. When a prospect says "Al recommended you," the
rep should be able to immediately reinforce with external evidence.

[] Review sites answer objections before they're raised. Industry recognition and peer validation
reduce the need for extensive proof during the sales process.

(] Track conversion metrics separately. Al-referred leads will likely show higher close rates,
shorter cycles, and less price negotiation. Use this data to justify continued investment in
third-party presence. Your CRM should reflect this distinction clearly.

Expected result: Faster deals at higher close rates with less discounting. One case study
from Orange Marketing showed a 5-figure deal that closed without negotiation because the
prospect found them through Al and arrived pre-convinced.

Sales and marketing must operate as a unified system in the Al era. Marketing builds the
third-party presence; sales converts the pre-validated prospects; wins generate earned media;
and the cycle compounds.

Specific actions:

[] Schedule a joint Al audit with marketing. Ask Al tools the same questions your prospects
would. Are you being recommended? Are competitors showing up instead?

[] Share intelligence back to marketing. When prospects tell you how they found you, what Al
tool they used, and what questions they asked, that data shapes marketing strategy.

[] Request specific content assets from marketing: published case studies on external sites,
analyst briefings, conference talk submissions, review collection campaigns.

[J Advocate for budget shifts from dying channels (declining SEO, expensive PPC with lower
ROI) toward earned media tactics and Answer Engine Optimization.

(] Help marketing identify which industry newsletters to sponsor. These are high-trust, high-
engagement channels that Al references.
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The 30-Day Sales Audit

Week 1: Assess Your Al Visibility

(] Ask ChatGPT, Claude, Perplexity, and Gemini to recommend vendors in your space. Use
incognito mode.Test on different days as results vary.

[] Test with natural language queries your prospects would actually use: "Who's the best [X] for
[Y]?" and "What [type of vendor] has experience with [specific need]?"

[] Include price-specific queries: "What [vendor type] can deliver [service] for under $[amount]?"
[] Document which competitors show up and from which sources Al cites them.

[] Identify gaps: where are competitors mentioned that you aren't?
Week 2: Shift Resources

[] Work with marketing to reallocate budget from underperforming channels toward earned
media and AEO tactics.

(] Begin outbound sequences that reference third-party proof points.
(] Identify 2-3 industry podcasts to pitch for founder/executive appearances.

[] Start moving gated content to open, crawlable formats.

Week 3: Train and Activate

[J Submit speaking pitches for upcoming conferences.

[] Train your sales team on handling Al-referred leads: faster response, skip standard
discovery, lead with proof.

[] Implement lead source tracking to tag Al-referred prospects separately in your CRM.

(] Brief the team on the importance of asking every new lead how they found you.
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Set up a recurring process: every closed deal triggers a review request, case study

opportunity, and public mention:.

Quick Sales Reference:

What Al Trusts vs. What It Ignores

Use this as a checklist for evaluating your current go-to-market mix:

Al Trusts (Prioritizes)

Al Ignores (Discounts)

Industry publications and news coverage

Uncorroborated marketing claims without
third-party validation

Review sites (G2, Capterra, analyst reports)

Marketing assertions without third-party
proof

Conference speakers and event coverage

Paid advertising (visibility # trust)

External testimonials and partner mentions

Gated content (Al can't access it)

Structured data and schema markup

Unstructured, generic web pages

Published pricing and transparent
documentation

Hidden pricing and vague service
descriptions

'III'.“

-
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The Growth Flywheel

This isn't a one-time fix. It's a compounding system:

1. Marketing builds third-party presence (media, reviews, events, partnerships)

2. Sales converts pre-validated prospects who found you through Al

3. Wins and Media generate earned coverage from successful deals

4. The cycle compounds. Each new mention makes Al more likely to recommend you next
time

The companies that build this flywheel first will own the Al-recommended positions in their
categories. The window is now. Most competitors haven't figured this out yet.

RESOURCES

(1) Demand Gen: GenAi Overtakes Search for a Quarter of B2B Buyers.

(2) Digital Commerce: Gartner: Al Agents Will COmmand $15 Trillion in B2B Purchases by
2028.

(3) Gartner: B2B Buying: How Top CSOs and SMOs Optimize the Journey.

(4) ABM Agency: The Great Decoupling: An Exhaustive Analysis of the Collapse in B2B
Organic Discovery Traffic.

(5) Supply Chain Connect: How Online Reviews Influence B2B Purchasing Decisions.

(6) MarketScreener: New IDC Study Reveals That the Most Senior and Influential B2B
Buyers Use Online Social Networks in Their Purchase Process.

(7) LinkedIn Business: From SSI to Al: What's Next for the Social Selling Index.

2026 © Orange Marketing | orangemarketing.com

10


https://www.demandgenreport.com/industry-news/news-brief/genai-overtakes-search-for-a-quarter-of-b2b-buyers-report/50784/
https://www.digitalcommerce360.com/2025/11/28/gartner-ai-agents-15-trillion-in-b2b-purchases-by-2028/
https://www.gartner.com/en/sales/insights/b2b-buying-journey
https://abmagency.com/what-is-zero-click-search-and-how-has-it-impacted-b2b-marketing/#:~:text=Recent%20data%20analysis%20reveals%20that,drop%20for%20%E2%80%9Cdiscovery%E2%80%9D%20terms
https://www.supplychainconnect.com/supply-chain-technology/article/21162821/how-online-reviews-influence-b2b-purchasing-decisions
https://www.marketscreener.com/news/latest/New-IDC-Study-Reveals-That-the-Most-Senior-and-Influential-B2B-Buyers-Use-Online-Social-Networks-in-19050709/
https://business.linkedin.com/sales-solutions/social-selling/the-social-selling-index-ssi

Diamond Partner Agency Helping
B2BS Grow With Hubspot

About Orange Marketing

Orange Marketing helps B2Bs and NonProfits succeed with HubSpot by offering
implementation, optimization, and operational support across all Hubs: Sales,
Marketing, Content and Service (Help Desk).

@ Achievements & Recognition HubSppt

@ 153+ 5-Star

@

@
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2 HubSpot winner
% Hold all

SOLUTIONS PARTNER
PROGRAM

& Expertise

Iy HubSpot Onboardings & Implementations

PR Marketing Services — Email marketing, content creation, customer marketing, full inbound
and outbound marketing services, social media, conversational marketing, landing pages

7y Sales Services - Sales HubSpot training, CRM migration, sales and marketingh alignment,
sales enablement

7¢ Customer Success Services — Ticketing system & help desk implementation, knowledge
base development, customer success training

7¢ Paid Media Management — Google, Bing, LinkedIn, Reddit

v¢v AEO Answer Engine Optimization — Get found in the age of LLM prompts and search

Visit us at

Read our blog at
Drop us a line at

ORANGE @


http://www.orangemarketing.com
http://www.orangemarketing.com/talk-to-us
https://ecosystem.hubspot.com/marketplace/solutions/orange-marketing
https://blog.orangemarketing.com/orange-marketing-certified-by-the-womens-business-enterprise-national-council
https://blog.orangemarketing.com/orange-marketing-receives-hubspot-data-migration-accreditation
https://www.prweb.com/releases/orange-marketing-earns-prestigious-hubspot-onboarding-accreditation-815722886.html
https://blog.orangemarketing.com/42-out-of-42-possible-hubspot-certifications-for-world-certification-week
https://www.linkedin.com/company/orangemarketing1/
https://blog.orangemarketing.com/
https://blog.orangemarketing.com/orange-marketing-becomes-a-diamond-hubspot-solutions-partner
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