
 

 

  

Enterprise buying has reached a level of 

complexity that now rivals the challenge of 

competition itself. Decision cycles lengthen, 

functional incentives diverge, and 

organisations struggle to align around 

choices that should be straightforward. This 

paper asks a single question. Are these 

patterns the early signs of a third crisis in IT, 

defined not by technology, but by the 

inability of modern decision systems to move 

with coherence. It explores how complexity 

has outpaced commercial models, why 

alignment has become the critical barrier to 

progress, and what this means for the teams 

responsible for guiding customers through 

high stakes decisions. 
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Is rising organisational 

complexity, not competitive 

pressure, becoming the defining 

barrier to modern enterprise 

technology decisions? 

Rick van Driel 
Founder & Principal 

                                    



 The 3rd Crisis of IT (Summary Paper) Page 1 of 7 

 

TEAMSolutions Group Pty Ltd | www.TEAMSolutionsgroup.com.au | Melbourne VIC  

ABN 79 691 657 155 | © TEAMSolutions Group | Confidential & Proprietary 

 

 THE THIRD CRISIS OF IT 

How buying changed and why the next era belongs to Orchestration Partners 

Introduction 
Enterprise buying has reached a level of complexity that most organisations are not 
built to manage. The problem is not a lack of intelligence, effort, or intent. It is the 
simple reality that buying has changed in ways that outpace the capability of the people 
and processes designed to guide it. What worked in previous cycles no longer works 
today. The gaps are visible in every stalled deal, every internal debate, every delayed 
initiative, and every seller who feels the ground shifting under their feet. 

This shift has happened gradually and then suddenly. It now defines the commercial 
environment. The first crisis of IT was driven by preparation and fear, when Y2K forced 
organisations into rapid digital adoption. The second crisis arrived with the GFC, when 
leaders demanded proof, cost control, and tighter governance. The third crisis is 
different. It is not about technology risk or financial pressure. It is about structural 
complexity. It is about the way organisations make decisions. It is about the number of 
people involved in those decisions and the competing priorities that sit behind them. It 
is about the rising cost of choosing wrong and the increasing comfort with choosing 
nothing. 

The Third Crisis of IT is not a forecast. It is already here, and the patterns are consistent. 

 

The Crisis in Summary 
Every leader can feel the shift. Longer cycles. More meetings. More people in the room. 
Fewer decisions. More internal debate about priorities, ownership, and who carries the 
risk. Sellers are seeing the same patterns. Great conversations that never progress. 
Positive signals that fade without explanation. Deals that slip from quarter to quarter 
without a clear point of failure. Teams doing more work but producing fewer outcomes. 

These issues all point to the same conclusion. Buyer complexity has outgrown the 
systems used to manage it. This is not a temporary disruption. It is now the baseline. 

The forces behind this shift are clear. 

1. A steady increase in stakeholder counts. 
2. A collapse in internal alignment across functions. 
3. A rise in competing priorities within the same buying group. 
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4. A stronger gatekeeping role from finance, legal, and risk. 
5. A growing fear of project failure in an uncertain market. 
6. A proliferation of information, amplified by AI, that creates noise rather than 

clarity. 
7. AI accelerates noise, increases cognitive load, and expands the range of 

perspectives buyers must reconcile, making alignment significantly harder. 
When these forces collide, buyers hesitate. They delay, they re-evaluate. they ask for 
another workshop or another business case or another round of validation. They protect 
themselves by doing nothing. Sellers feel this as friction, but it is deeper than that, it is a 
structural gap between how buying works today, and how organisations are set up to 
navigate it. 

 

Figure 2. Six Forces Driving Modern Buying Complexity 

How We Arrived Here: The First and Second Crises 
The first crisis of IT began with Y2K, organisations invested quickly because they were 
pushed by uncertainty and fear. The mandate was simple, avoid disruption, fix the 
problem. This created a period of rapid adoption where decision rights were 
concentrated and urgency drove action. Sellers operated in a high trust environment 
because buyers had no choice but to move. 

The second crisis arrived with the Global Financial Crisis. Budgets tightened, 
governance strengthened, CFOs took a more central role in buying decisions, and value 
became a non-negotiable requirement. Organisations became more selective and more 
cautious, this period shaped the modern sales frameworks we still rely on. Challenger, 
value-based selling, and outcome-driven conversations became the standard. These 
models worked because the world still had a clear hierarchy of decision making. There 
were fewer voices in the process and alignment was achievable. 

Both of these waves set the foundation for what came next, a world where digital 
transformation accelerated far faster than organisational design, where new technology 
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could be adopted in months but internal alignment could not keep up. A world where 
decision rights became distributed across functions that often had conflicting 
objectives. This is the root of the third crisis. 

The Third Crisis: A Complexity Problem 
Today’s crisis is not caused by a single event. There is no financial collapse or global 
technology deadline. It is the accumulation of thousands of small shifts over more than 
a decade. Buying has become a team sport, but the team rarely plays the same game. 
Stakeholders now bring their own goals, incentives, and risk profiles. The number of 
people involved in enterprise or complex decisions has grown steadily, priorities have 
diversified, accountability has become more distributed. All the while, technology has 
become both essential and overwhelming. 

This creates a situation where buyers are working harder than ever but making fewer 
confident decisions. It leaves sellers guessing which narrative will resonate with which 
stakeholder and at what moment. It produces cycles where everyone agrees the 
problem must be solved but there is no shared understanding of how, when, or by 
whom. 

The patterns are visible across industries. 

• Strong early engagement followed by quiet hesitation. 
• Champions who want to move forward but cannot drive alignment. 
• Senior leaders who like the idea but do not feel ownership. 
• Functional leaders who support the concept but not the timing. 
• Deals that collapse because no one wants to take responsibility for the final call. 

This is complexity in its purest form. It is not a failure of selling, it is a failure of 
alignment. 

 

Figure 3. Patterns of the Crisis Map 

The Role of AI in the Third Crisis 
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AI has intensified the third crisis in ways most organisations are not prepared for. It has 
increased the volume of information buyers must process, accelerated the pace of 
change, and widened the range of possible solutions to any problem. Each stakeholder 
now brings their own AI-generated insights, analysis, and recommendations into the 
process, which rarely align. This creates more divergence inside the buying group, not 
less. 

AI has also increased the pressure on internal champions, they are expected to process 
more information, justify decisions with more data, and anticipate risks with greater 
precision. At the same time, AI has raised expectations on sellers, buyers assume 
sellers will deliver sharper insights, more relevant narratives, and clearer guidance 
because they believe AI makes this easier. In reality, the opposite is true, AI amplifies 
the gap between information and understanding. It accelerates noise faster than 
confidence. 

For many organisations, this means AI is not simplifying decisions. It is destabilising 
them. It increases cognitive load, expands the number of perspectives that must be 
reconciled, and exposes weaknesses in internal decision systems. AI has become an 
accelerator of complexity rather than a source of clarity, which is why its influence sits 
at the centre of the third crisis. 

 
Why Existing Sales Models Are No Longer Enough 
Most modern sales frameworks were built for a world that was demanding but still 
manageable. They assumed a smaller set of stakeholders, they assumed a champion 
who had influence, they assumed a group that could be aligned through insight, story, 
and value. They also assumed a predictable path from problem to solution. 

Those assumptions no longer hold. 

Challenger remains a powerful foundation for commercial conversations, but insight 
alone cannot resolve internal disagreement. Value-based selling remains essential, but 
value means different things to each stakeholder. Traditional qualification still matters, 
but qualifying motivation is not enough in a world dominated by political and structural 
constraints. 

The biggest change is simple, influence is no longer concentrated, it is fragmented 
across a wide group of people who each hold a small piece of the decision. No single 
person controls the narrative, no single story speaks to everyone, and very rarely does 
single business case satisfy the entire group. 

When influence fragments, deals slow. 
When alignment is unclear, deals stall. 
When no one feels safe to decide, deals die quietly. 
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This is why seller skill alone cannot fill the gap, the model itself needs to evolve. 

 

Figure 4. Influence Fragmentation Model 

The Orchestration Partner 
The Orchestration Partner is the natural next stage in the evolution of modern selling, it 
is the model built for complexity. It recognises that buyers do not simply need insight or 
a better message, they need clarity and alignment. They need someone who can help 
them navigate the political, functional, and emotional layers of a decision that carries 
real consequences. 

An Orchestration Partner understands the system they are selling into, they see the 
competing motivations inside the buying group, they identify the gaps between what 
people say publicly and what drives their private decision making. They recognise where 
the real points of friction are likely to appear, and they build a path that helps the group 
navigate the noise. 

This requires a different capability set. 

• The ability to diagnose patterns inside a complex group. 
• The ability to sequence conversations in a way that reduces resistance. 
• The ability to help stakeholders build a shared narrative. 
• The ability to guide a champion without relying on them for everything. 
• The ability to remove uncertainty rather than add to it. 

This role is not about pressure, it’s about clarity. It’s not about persuasion, it’s about 
alignment. It’s not about controlling the process, it’s about guiding it. 

Orchestration Partners reduce cognitive load. They help people make decisions they 
already know they need to make. They create the environment where confidence 
replaces hesitation. 
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Competencies of the Orchestration Partner 
Organisations that build Orchestrators shift their commercial performance in 
measurable ways. They shorten sales cycles because they resolve barriers earlier. They 
increase win rates because they help stakeholders create shared commitment. They 
improve forecast accuracy because alignment becomes an observable skill, not a 
guess. They create better customer experiences because the process becomes easier 
to navigate. 

The competencies that define this model include: 

1. Pattern recognition across political and functional dynamics. 
2. Structured discovery that maps motivations, risks, and ownership. 
3. Influence planning that respects how decisions are really made. 
4. The ability to build a single narrative that serves multiple priorities. 
5. The discipline to avoid overloading the buyer with information. 
6. A focus on clarity, confidence, and decision safety. 

These competencies can be taught, they can be coached. They can be scaled across 
teams. When they are applied consistently, they change the way buyers experience the 
entire process. 

 

Figure 5. Orchestration Partner Competency Stack 

What Leaders Must Do Next 
The third crisis is not a moment to sit back and wait for improvement. The issues are 
structural, and they will not resolve themselves. Leaders need to rethink the way their 
teams sell, support buyers, and design go to market systems.  

Leaders must also recognise that AI will not simplify their environment. It will widen the 
gap between information and understanding unless teams learn to navigate AI-
accelerated complexity. 
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The first shift is capability. Top performers in the next era will not be defined by 
product mastery or activity volume. They will be defined by their ability to bring 
alignment to complex groups. 

The second shift is enablement. Most programs focus on messaging, pitch, and 
product. These remain important, but they do not solve the actual failure points in 
modern cycles. Enablement needs to evolve into a capability engine that builds 
Orchestrators. 

The third shift is forecasting. Activity based forecasting no longer reflects reality. 
Organisations need a better set of signals that capture alignment, confidence, and 
decision safety. 

The fourth shift is competitive positioning. Buyers do not choose the best product. They 
choose the seller who reduces the internal cost of making a decision. 

Conclusion 
The problems organisations face today are not caused by poor execution. They are the 
natural result of growing complexity inside the buyer. The third crisis is not a collapse, it 
is an evolution, and it will favour the organisations that recognise it early, and build the 
capability to guide buyers through it. 

The Orchestration Partner is the model for the next era. It creates clarity, reduces 
uncertainty, restores momentum in environments where alignment is difficult and 
priorities constantly shift. It will help buyers move forward with confidence, and it will 
give sellers a structure that matches the world they operate in. This is where the next 
decade of commercial excellence will be defined. 

 

To explore the model, access the complete 44-page whitepaper, or begin a capability 
assessment, visit teamsolutionsgroup.com.au. 

 

This paper represents an informed point of view shaped by market research, industry analysis, and 
practical experience across complex sales environments. 

It draws on patterns observed in global studies from organisations such as Gartner, McKinsey, Forrester, 
and CSO Insights, along with field insights gathered through real opportunities, leadership interactions, 
and buyer behaviour analysis. It is not intended as a definitive academic model, but as a thought paper 
that highlights emerging trends and offers a structured lens for interpreting the third crisis. The 
observations here will continue to evolve as organisations adapt, AI accelerates change, and the buying 
landscape matures. 

 


