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Foreword

A NEW YEAR IN TROUBLED TIMES

A new year in troubled

times

The year 2024 was marked by profound geopolitical
and economic changes that have a far-reaching
impact on Beneluxindustry and sales. Uncertainties
with the election of Donald Trump, conflicts in Gaza
and Ukraine, political uncertainty and policiesin both
the Netherlands and Belgium have a majorimpact
onthe economicclimate.

It is not just geopolitical factors that give our
entrepreneurs headaches. Increased price
competitiveness and more complex decision-
making processes create challenges during our
sales processes.
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With this in mind, we asked our Benelux
customerswhat the mood was at the start of
2025. We also wanted to gauge the outlook of
sales people and their managers for the new year.
What challenges do they see and what priorities
are being set. The answers give insight into the
mindset within our sales departmentsand
provide information to make our sales policy
respond to these trends.

Nik Peere
Managing Director
Mercuri Benelux
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Benelux market remains cautiously
positive

Vote at the start of 2025

Vote at the start of 2025.

The current mood can hardly be called
euphoricbut still, at 6.36 on a scale of 110 10,
the average score is rather positive. At 35%, 7 is
the most frequently given answer. What is also
striking is that the Benelux scoreis 0.5 points
better than that of our German colleaguesin a
similar survey. This survey shows that the
attitude within sales organisations is neutral to
slightly positive. Economic uncertainty and
increased competitive pressure are indicated
as the main challenges. In the next chapter, we
will expand on this for the Benelux.
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The 51respondents came from the following
sectors Services 17%, Manufacturing 20.5%,
Wholesale 14%, Automotive 14%, IT 10%,
Pharma10%, Banking 5%, Transport & Logistics
4% and 5.5% others.
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How would you currently rate the sentiment in your company's sales department? (n = 39)
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2025 outlook and challenges

Notwithstanding the year 2024 was marked
by persistent economic and geopolitical
uncertainties, 57% of respondents scored 7
or higheron the scale of 1to0 10.

This mindset is important because sales is
the face of the company. If they fail to
convince customers of their services or
products, this reflects on the entire company
and its results. By using a value-oriented
approach and customer-centric strategies,
companies can sharpen their unique selling
points and approach their target groups
more effectively.

This says something about the current
situation but what about the expectations
towards 2025. In doing so, the results
indicate arather cautious attitude, 56% are
more likely to say they are slightly negative
to negative and over 30% are convinced that
current developments will have no impact
on sales results. 14% are optimisticand are
convinced that current developments will
have a positive to very positive impact.

What impact do you expect from current developments, such as changes in the
US or local political challenges, on the sales success of your company?
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2025 outlook and challenges

Despite ongoing uncertainties around the
world, in the Netherlands and Belgium, the
outlook within sales departments towards 2025
appears to be cautiously positive rather than
negative. At the same time, many companies
are facing structural challenges such as a
shortage of skilled labour and digital
transformation that are testing their ability to
adapt to market dynamics. Therefore, we also
asked the question: What key challenges do
you expect in terms of salesin 20257 Here,
participants were allowed to indicate more than
lanswer.

The survey shows that the competitive
environment will be further tightened in 2025
which is initially characterised by a further
increase in price competitiveness. This is
indicated by 59% of participants as the most
important challenge for sales environments.In a
shared 2nd place, 42% of respondentsindicated
the following challenges: rising costs, declining
demand and uncertainty among decision-
makers. 33% also indicated that the lack of
sufficient sales competence is anissue and that
they see anincrease in data analytics when
making strategic decisions....

Since price competitiveness is the biggest challenge, sales departments should focus on developing
strategies to offer competitive prices without compromising on margins. This can be done by further
segmentation that may include the following criteria: 1. price sensitivity, 2. focus on value selling, 3.
developing negotiation skills. In turn, declining demand and uncertainty among decision-makers indicates
the need for a proactive market approach in which it is essential to properly analyse customer needs,
professionally manage the playersin the DMU and offer a distinctive solution. For the latter, the Mercuri 6
Battelfields can provide an answer.

Which of the following challenges do you expect for your company's sales in
2025? (Multiple choices possible)
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M Increased price competition (n = 21)
Supply chain issues and uncertainties (n = 8)
Longer decision-making processes (n =11)
Higher expectations for customer service (n = 4)

m Shortage of qualified sales personnel (n = 8)

W Adaptation to digital tools and processes (n = 10)

Sustainability requirements from customers (n = 9)

Rising costs of raw materials, energy, and logistics (n = 15)
m Decreasing demand (n = 15)

Uncertainty among decision-makers (n = 15)
H Difficulty in acquiring new customers (n = 6)

Lack of skills and competencies in sales (n = 12)

Use of data analysis for strategic decisions (n = 12)

M Other (please specify) (n = 2)
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Sales focus for 2025

readiness to respond to challenges and
intensified competition. This focus is more
than just aresponse to current challenges, it
is the continuation of an already existing
need to work with the right focus in sales
activities to take a proactive market
approach to secure market share, protect
margins and generate growth over a longer
term. The number of sales efforts we can
make is limited for everyone, therefore a
proactive focus on the combination of
quantity, quality and direction remains
essential. More so than integrating Al into
the sales process or Social Selling, whichis a
focus area for 28% and 22% respectively.

The 2025 focus reflects our companies' -

SALES FOCUS FOR 2025

The focus for 2025 of our sales departments
is Cross-Selling, which is selected by 55% of
respondents. Closely followed by focus on
new customers with 52%. Remarkably, only a
small minority indicate that the sales
department will expand and a striking
difference with the pastis that only 17%
indicate they want to increase the sales
price. In addition, 42% say they want to
reduce costs and/or develop additional
services and added value for their
customers. .

What is your company focusing on in 2025 to address these
challenges? (Multiple choices possible)
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M Increased focus on acquiring new customers (n = 19)
Combining products and services ("solution selling") (n = 14)
M Reactivating lost ("dormant") customers (n = 15)
Expanding the inside sales team (n = 1)
B Conducting sales training (n = 8)
m Deploying Al to improve sales activities (n = 10)

Other (please specify) (n = 4)
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Development of additional services and added value (n = 15)
m Increased focus on cross-selling (n = 20)

Expanding the field sales team (n = 4)
B Cost reductions (n = 15)

Implementing price increases (n = 6)

Intensifying social selling activities for market approach (n=7)
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MANAGEMENT SUMMARY

Management Summary

The overall context is that 2024 was marked by
profound geopolitical and economic changes.
Political uncertainty in Belgium and the
Netherlands also had an impact on our sales
environment.

Despite these challenges, you rate the current
situation in 2025 cautiously positive, with an
average score of 6.36 on a scale of 1to 10

The key challenge for 2025 is price
competitiveness. It highlights the need to
develop strategies and sales skills to set
competitive prices without sacrificing margin

Other key challenges include: rising costs and
uncertainty among decision-makers.

Cross-Selling and new customers are the focus
for 2025. Only 17% are thinking about
implementing price increases. Integrating Al
and Social Selling are mentioned but are less
prominent.

Sales teams should focus on better
understanding customer needs, professionally
managing decision-makers and providing
distinctive solutions.

To address challenges such as declining
demand and decision-maker uncertainty, a
proactive market approach is essential. Given
the shortage of sales skills, investing in sales
skills development is essential.

In short, sales departments in the Benelux
should focus on combining proactive market
approaches, value creation and improving sales
skills to maintain competitive advantages and
address challenges such as price pressure and
customer uncertainty by 2025.




Thank you very much for your
participation and the important
and fascinating insights you
have provided in this Quick-

Survey.
g{ﬁm«w Nik Pegre ‘
o Managing Director

“ nik.peere@mercuri.net
+32(0)478 881196
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¥ MERCURI

international

Mercuri Benelux

mercuri.be - mercuri.co.uk
+32(0) 22450240
+31(0)88 6372874



https://be.mercuri.net/
http://www.mercuri.nl/
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