




Sales Cycle Case Study
Challenge: 

Why have Sales for our Security product gone down if the product 
itself hasn’t changed?

My Role:

Design Thinking Facilitator, Responsible for All Visual Design Artifacts, 
Presentation to Leadership 



Define
• Understand the objectives of the 

research and plan efforts

Feb 12 – March 2

March 5-9

week 1 week 2 week 3 week 4 week 5      

Understand
• 17 interviews of key 

stakeholders and SMEs across 
Stealthwatch

• Survey to GSSO resulted in 79 
responses

Understand
• 8 interviews of “non-

Stealthwatch” sellers

• Survey to generalists resulted in 
14 responses

Prioritize
• Sythesis of findings

• Prelimiary readout to 
stakeholders

• Design Thinking Workshop

Solution
• Present prioritized problem 

statements to stakeholders

• Recommend top initiatives

• Assign ownership of selected 
initiatives 

Execute



The Outcome

After conducting over 25 interviews 
and 2 surveys with the various 
types of Sales groups, the outcome 
was a Sales Cycle Journey Map. 

The Journey map was designed to 
better understand how the process 
went from start to finish and 
identify where Sales were falling 
short, along with identifying what 
they needed to be successful. 



What Roles?

We were asked to identify the main 
Sales Personas and show how they 
operated within the Sales Journey 
Map.

We learned the different 
dimensions of the Sales process 
and how we needed to help market 
to Sales.



Discover  Needs

We conducted a 1 Day Design 
Thinking workshop around the 3 
main personas to discover their 
personal needs. 

My role: Facilitator



Identify Problems 
& Opportunities



The Next Step

The next step in the process was to 
take the the Sales personas we 
identified and show how they 
operated within the Sales Journey 
Map.

We learned the different dimensions 
of the Sales process and how we 
needed to help market to the sales 
group at large. 



Request: 
Better Dashboard Design

Another popular ask from the Sales group 
was a new Dashboard design to be displayed 
to help with the Sales pitches. They noted 
our dashboard was outdated and couldn’t 
compete with competitors. 

The old dashboard design is showing to the 
right. 



Dark Mode Engaged

The result was a completely re-thought out 
and re-designed customizable dashboard the 
Sales group could promote including an all-
new Darkmode version.  

Note: This was for salespeople to pitch with. 
As of 2022, this design was getting 
prioritized by PM to release in Q3 of 2023.



The Results…

At the start of FY18 the 
dedicated sales team was lost. In 
Q2 FY18 we began the initiative 
to understand the new go-to 
market. 

Initiatives pursued:
- POV Improvements
- Scoping Improvements
- Dedicated Sales Team re-

established
- Dark Mode Dashboard to 

assist in sales pitches.

Resulting in a 

Increase in sales

$74,000,000




