


As we charge into Q2 (Notice the
urgency? Never a "gentle

amble" for me) with all of the
financial uncertainty that we are still
destined to face on a daily basis, the
organizations that are surviving -
even thriving - are the ones that
have demonstrated that they are
willing to adapt and be prepared to
change direction when market
conditions dictate that they should.

Inevitably that means smaller
companies are doing better,
because they are not be weighed
down by unnecessary beaurocracy
and the “decision by committee”
mentality; they don’t have to wait for
corporate boardroom decisions to
be taken, often miles away from the
frontline; no hanging around waiting
for budgets to be approved, leaving
the competition to steal the lead etc.

Compare the braking distance of
a juggernaut with that of a small
family saloon or the dexterity of a
sperm whale with that of a dolphin
you get the picture?

I also believe that smaller
companies are more capable of
building stronger, sustainable
relationships with their customers,

and we can certainly say that 2015
is the year of “Customer Focus” But
what exactly does “Customer
Focus” mean?

Sustained outstanding sales
results depend on the ability to think
from the customer’s point of view,
understanding the customer’s
agenda, buying cycle and best
interests. That means beyond a
superficial reading of immediate
customer needs, salespeople must
gain a deeper understanding of both
the buyer’s long-term goals and the
overall business climate

I would also say that at the heart
of customer focus is the art of
listening constructively - the best
salespeople are masters at
capturing information. 

Today the salesperson who
clings to the product orientation of a
decade ago is losing ground. As
client companies branch into new
markets and unfamiliar territories,
they are demanding unique, flexible
solutions from their vendors
customized to support specific
goals.

In summary, in order to maintain
customer focus the best

salespeople become facilitators,
creating a partnership that extends
the selling relationship within the
customer’s company. 

We should never forget that the
right to do business has to be
continually earned and never
assumed - that is certainly a
message we will all need to heed in
Q2, if we wish to either catch-up, or
consolidate our Q1 performances.

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit

Right Now in Sales, Size Really Does Matter!

Editorial
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In a recent workshop, a group of
purchasers stated that the biggest

frustration in their job is that sellers
try to “hawk their wares” when they
were not open to the idea of buying
something. They considered it a
waste of their time. Nevertheless,
the purchasers did welcome
contact when they were actively
interested in or considering a
product or making a change. This
creates a difficult problem for
sellers – how can they get their
message out at the right time if they

Tom Steenburgh is the Paul M. Hammaker Professor of
Business Administration at the Darden Graduate School of
Business and the chair of its Strategic Sales Management
Executive Education program.  He comes to academia from
Xerox where his areas of focus were marketing, operations,
and sales incentive strategy. Previously at Harvard, he was
the chair of the Business-to-Business Marketing Strategy
Executive Education program. He also won the Neil
Rackham Research Dissemination Award for the impact of
his research on business practices.

Help Your Customers Reveal
Who They Are



The Linda Richardson Interview

don’t know where the buyer is in
their buying cycle? Doing so is the
key to remaining in the
consideration set when the buyer is
ready to make a purchase.

Technology Is the Key Theme
in Selling Today
Tom sees technology as a way out
of this dilemma so that sellers and
buyers are aligned. For him the big
change in selling is using
technology to find the markers that
indicate that a customer is
interested in changing the status
quo or is ready to buy so that sellers
can intervene then. The goal is to
figure out where customers are in
the buying process and in doing so
get them to reveal how to sell to
them.

Are You a Hunter, Farmer, or
Fisherman?
We hear so much about aligning
the sales process with the
customer’s buying journey yet, how
to do this eludes many salespeople
and sales organizations. Tom
discussed how salespeople are
often described as being either
hunters or farmers, but he suggests
that a new metaphor, the
fisherman, might better describe
how successful salespeople are
selling today. He says, “The goal is
to put the bait out there and be
ready to engage as soon as the
customer grabs it.” He sees
technology as the game changer
for adapting old sales models –
selling differently in the
marketplace by enticing rather than
pushing. 

Tom discussed how best in class
companies use their websites to

provide valuable content that draws
in customers. In exchange for the
content, customers give information
about themselves. That data can be
acted upon to reach the right
people at the right time with the
right message. 

We know that content marketing
has been highly successful
because it helps customers decide
if there is a need to change the
status quo and if the company
providing the content is the right
solution for them. There is no better
time for a salesperson to be
responsive than when a customer
is thinking about something
because that is when it is at the
height of importance.

Use Technology to Map Out
the Customer Journey
Tom provided an example of how
one creative company mapped out
its customer journey and increased

sales by doing so. The company
was a wind turbine manufacturer.
Its typical sale for a turbine was
$5,000,000 and the sales cycle
spanned 12 to 18 months. As in any
sale, there are many times in the
sales process that salespeople
don’t know what their customers
are thinking in regard to their
offering. In the periods between
contacts customers are constantly
taking in more information. In the
case of the turbine company, they
didn’t know if their customers were
thinking about financing,
government regulations, or
engineering specifications. To give
salespeople a way to gauge where
their customers were in their buying
journey, the company designed its
website by defining four customer
personas: an engineer, a project
planner, a CFO, and a government
regulator. A customer visiting the
website would click on the persona
of interest and would be asked a
series of questions or given options
to find answers to questions he or
she was struggling with at that point
in time. The company would track
where the customer was and what
information the customer queried. 

In working with the company
Tom found that customers were
happy, happier in fact, to interact
with the website at that stage than
with a salesperson so as not be
“sold” yet. As a result the company
was able to tailor its sales process
to the customer and create real
alignment between the sales and
buying processes. For the call or
meeting the salesperson was
prepared to discuss what was
important to the customer based on
an understanding where the
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He says, “The goal is to
put the bait out there

and be ready to engage
as soon as the

customer grabs it.”
He sees technology

as the game changer
for adapting old sales

models – selling
differently in the
marketplace by

enticing rather than
pushing. 
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customer was in the buying journey. 
Knowing where customers are in

their buying journey is powerful.
And data collection provides the
juice. It tells salespeople who in the
customer organization might be
interested in at that point in time
and enables them to have the right
message at the right time to
address what their customers are
actually thinking and care most
about. 

Most CRMs, Tom points out, are
written from the sales side. In
contrast, a persona web strategy
flips the script and thereby maps
out the customer’s buying journey.
He believes that we will see many
more strategies like this and that
sales organizations will be hard
pressed to design even more
creative approaches. 

Tom was very excited to tell me
about a business a few of his
students started (and since have
sold) which was a perfect example
of a business that could look at its
customers and know exactly where
each customer was in the buying
cycle in a point in time and when to
intervene to make a sale. The
students started a discussion board
for groups of first time moms to talk
to each other and discuss the many
issues they were facing. As a part of
this the moms would make wish
lists. The students used the wish
lists to offer products such as baby
shower gifts or diapers at the right
time. From this they made a small
commission for their referrals to
vendors. The implication of this
strategy is particularly powerful for
package goods companies in which
research shows that customers
often remain loyal to their brands

for very long periods of time, often
decades. So winning the customer
early in their lifecycle leads is the
key to long-term profitability.

Tom believes that people are
open to a sale only once in a while.
One general manager he worked
with remarked, “Customers are
open to buying insurance for about
12 minutes every year. We need to
be in front of them when they are
ready to buy.” But he also
emphasized that customers don’t
want to be sold to all the time but
they leave markers when they are
open to a sales conversation. For
example, when customers type in a
sales problem into Google, they
reveal their interests and readiness.
To leverage customer searches and
understand where the customer is
at a certain point in time, sales
organizations and salespeople
must have an Internet presence
and strategy and identify markers
that reveal customer interest. 

Markers That Reveal Customer
Interest
So how can you create situations in
which customers reveal to you their
interest and readiness to buy? Tom
discussed four strategies: 

� The first is the organic search
strategy, which is initiated by the
customer so that when a customer
goes to Google and types in subject
of interest he or she finds you
because you have written an article
or white paper. 
� The second is branding of
yourself as a subject matter expert
strategy to build momentum by
creating blogs and content, writing
articles, asking and answering

questions in your discipline. With
this strategy the customer begins to
think of you as the “go to person”
and also makes referrals to you. 
� In addition to your activities, the
third strategy is content marketing
in which you maximize the content
that your marketing team produces
to draw buyers in that is relevant to
your customers. 
� And the fourth a website
strategy in which companies design
their websites with customer
personas in mind as a way to help
customers reveal who they are.

The Big Change in Selling 
The need to “push” to reach
customers to find opportunities
either through challenging them or
through a solution type sale (both or
which are push) is recognized by
Tom. But to avoid a lot of misses he
sees the big change in selling as
enticing customers to reveal their
readiness to buy by using
technology. The key for sales today
is to identify markers that will be
specific to industries that indicate

The implication of this
strategy is particularly
powerful for package
goods companies in

which research shows
that customers often
remain loyal to their
brands for very long

periods of time,
often decades.



The Linda Richardson Interview

the customer is open to discussion
at this point in time. Products such
as HubSpot are all about this. Once
a customer’s curiosity is peaked it is
time to “strike’. By helping
customers reveal who they are,
sellers are in a position to know
when to contact them and how to
move them to the next stage. This
data allows not only the tailoring of
the message at the right time but
also enables comparisons. 

Tom described how the best-in-
class companies not only use the
data to know when to make contact
but they are starting to use the data
related to customer personas to
track customer sets to determine
the life time value of customers,
return on investment calculations
through cost benefit analysis, and
to be more accurate in the

customers they target to go after.
And most importantly they use the
data to win more business. This
kind of data allows companies to
spot buyer trends that were not
possible to see in the past. 

Tom’s passion for sales is
connected to teaching. I had the
pleasure of participating in a sales
conference with Tom. I am amazed
to find how many of the best
teachers “have it in their blood”.
Tom’s dad was a professor of
biology and zoology and teaching
has always been Tom’s first love.
He says he would not have ever left
Xerox if it were not to teach.

Teaching affords him the ability to
work with students, “stay young and
current,” conduct research, and
have fun. He has promised that this
summer he would share with us his
new and very exciting research on
selling innovation—why it fails so
often and how to make it work.

Tom’s Advice: Ask your sales
teams to develop three to five
personas for your customers and
map out their typical journeys. Be
sure to clearly define the magic
moment when the customer is
ready to listen and buy. �

To find out more about Tom Steenburgh, please
visit here.

Stay Connected
with Top Sales
World ….
Join our lively LinkedIn group and rub
shoulders with the top sales experts
in the world. 

And follow us on Twitter (we will
follow you back).

http://www.darden.virginia.edu/faculty-research/directory/thomas-j-steenburgh/
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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What is an expert in sales? Often
experts in sales are

considered as people with in-depth
knowledge about a provider’s
products and capabilities. Experts
in sales often have specific titles,
such as solution sales, presales or
sales engineers. What about
customer knowledge? How
relevant are competencies to being
an expert in sales? 

In today’s complex and
continuously changing world, defining
what an expert in sales really means
becomes a competitive necessity to
make a difference. Defining “expert in
sales” leads directly to a blueprint for
required sales enablement services. 

“An expert is a person who has
made all the mistakes that can be
made in a narrow field.”
-- Niels Bohr

Experts know a lot of details in a
specific knowledge area. To
become an expert in a specific
knowledge area, lots of mistakes
have to be made. That’s the
prerequisite for learning what works
and what doesn’t. Mistakes and
continuous learning allow people to
develop their knowledge and
understanding to the next level. In
sales, we shouldn’t work on the
false assumption that an expert is
only knowledgeable about a
provider’s capabilities. This
capability knowledge area is an
entry ticket to open a door. But

“The top experts in the world are ardent students. 
The day you stop learning, you're definitely not an expert.” 
--Brendon Burchard

Why Being An Expert Only Makes
A Difference With Expertise



Tamara Schenk

capability knowledge alone won’t
be enough to have relevant and
valuable conversations with
prospects and customers.
Additional areas of knowledge are
equally important, such as
knowledge about the market and its
trends, the customer’s industry, and
the internal landscape of methods,
processes and tools. 

Being an expert in products
and solutions is important, but
not enough. To create real value
for customers, sales professionals
have to be experts in the
customers’ specific business
challenges

Based on the above-mentioned
knowledge areas, sales
professionals have to become
experts in their customers’
environmental and specific context.
The way to make a difference in
conversations with potential buyers
is to know and understand their
specific context of business
challenges, problems and
opportunities, and being able to
connect the dots to their own
capabilities. Knowing their context
includes understanding their
current and their desired financial
performance as well as the
performance indicators that are
relevant and critical for them. It’s no
longer enough to be knowledgeable
about the ROI or TCO of a
provider’s product or solution. The
financial impact of the customer’s
desired solution (your products and
services often are only a part of
their solution!) mapped to their
relevant financial metrics: that’s
what matters to them. Being able to
provide perspectives on different
approaches to creating an even

higher financial impact makes a
huge difference. Sometimes, this
ability enables new providers to win
deals over those who are
established since years but who
didn’t care enough about the
specific customer’s business
context. 

In addition, being an expert
means understanding the
stakeholders’ different concepts of
how to approach a challenge, fix a
problem or avoid a risk. A sales
professional who can recognize the
stakeholders’ functions and roles
and identify their individual
preferences for processing
information and decision-making is
a true expert. Knowing and
understanding the decision
dynamics of a certain customer
stakeholder group and being able
to orchestrate these decision
dynamics is often what makes the
difference in complex deals. These
are all requirements a sales
professional, an expert in sales,
needs to provide perspectives for
customers: relevant, valuable,
creative perspectives that enable
customers to achieve or over-
achieve their desired results and
wins.

“Knowing is not enough; we
must apply. Willing is not
enough; we must do.”
--Johann Wolfgang von Goethe

Being an expert requires
applying the various knowledge
areas, skills and strategies in
specific customer situations.
Expertise means to connect the

dots between capabilities and
customer knowledge, between
skills, competencies and strategies. 

Being an expert is the
prerequisite for expertise. 

Expertise also means
recognizing when one’s own level
of expertise won’t be enough to
make a difference for the customer.
Including another expert is not a
weakness; it is a strength in a
customer-core approach, and a
true sign of conscious collaboration
in sales.

Last but not least – what about
the “generalists”? Are they no
longer required, or are they experts
in another area? Think about an
executive account manager in a
large strategic account, and think
about a deal executive in a six-
figure outsourcing deal. These
sales professionals are not
necessarily experts in all the
knowledge areas as described
above, but they are also not
generalists. They have to be
experts in orchestrating large
customer stakeholder communities,
and they have to be experts in
selling big deals in their own
organizations. Additionally, they
have to be experts in allocating the
right domain experts to their deals.
Their expertise is understanding
decision dynamics; their expertise
is leadership and collaboration.

Do you have all the experts on
board to make a difference for your
customers?                                       �

Top Sales Magazine  March 31st Edition 2015 9

Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.
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Targeting your audience and
positioning your business to

speak to a specific niche requires
some work as well as a lot of
thought. However, as someone
who has five-multimillion dollar
business success stories under my
belt, I can tell you that it’s essential

for you to take the steps necessary
to set your business apart. I’m
going to walk you through what you
need to know, along with some
advice based on the fifth session of
the marketing and sales seminar
series created by Daniele Lima and
myself, which is available in full at

DanandMatt.com.
How do you know whom to

target? 
Whatever the size of your

business, you probably have a
clear idea of what resources you
have. This gives you a good idea
how viable it is for your business to
address any unmet needs you may
see in the market. However,
matching the resources you bring to
the table to each niche you’ve
identified isn’t enough: you also
have to take into consideration
three important factors before you
commit to one. 

First: Is the segment
economically viable? 

Economic viability has a lot in
common with the story of
“Goldilocks and the Three Bears.” If
you remember, Goldilocks tries to
eat porridge that is too hot, and too
cold—before finding one that is
“just right,” (much like the segment
you want to choose). You want to
make sure your segment is big
enough; otherwise, even if you
dominate it, you won’t make

One of the biggest mistakes a business can make is trying to be seen as everything to
everyone rather than essential to a select group or niche. To achieve this, stop trying to
do everything and think, “ To what audience can I provide something unique? Are they a
big enough group around which to grow my business? How can I communicate my unique
offering with this group or niche in a meaningful way?”

Hitting the Bull’s Eye: Three
Questions You Must Ask to Find the
Perfect Niche for Your Business
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Mathew Pollard

enough to survive—in other words,
it’s “too cold.” Additionally, you don’t
want to choose a segment that is
too competitive (or “too hot”);
otherwise, you’ll find yourself and
your business getting lost in the
noise. The segment that is “just
right” is one that is big enough for
one or two players to make a good
deal of money and, preferably,
doesn’t have anyone else working
in it yet. 

Second: Can you effectively
communicate with your market? 

This one may seem obvious, but
it’s worth stating. If your market is
made up of 1,200 people who live in
disparate areas and lack a common
method of consuming information, it
may be so difficult to reach them
that you cannot succeed. I like to
use my mother as an example of
someone who has a common
method of consuming information:
she is a coffee drinker, and for
many years she found herself
having a relatively disappointing
coffee-drinking experience. She
would go into cafés that seemed
nice, but their product was often
sub-par. However, when she began
to use Yelp, she found far greater
success in getting consistently
good coffee. Yelp clued her in to a
number of cafés that were off the
beaten path, or less aesthetically
pleasing, but had a better product. 

Before review sites, it could be
extremely difficult to communicate
with a group of people whose only
shared characteristic was the
desire for a great cup of coffee.
Now, however, individuals can
communicate their experience at a
given business and ultimately
influence others to seek it out, or

avoid it, despite having little in
common with their audience. 

Third: Do people with similar
needs populate the niche? 

The people in your niche don’t
need to have precisely the same
need, but the need does have to be
similar enough that you can cater to
it. For example, manufacturing
formal wear for larger and/ or taller
individuals allows you to target
those with similar needs; due to
their specialized requirements, your
prospective customers are likely
looking for the garment to fit well
rather than for it to conform to this
season’s style trends. 

Now that you have the tools to
commit to your niche, you may be
wondering: how do I communicate
my unique offering with my selected
niche in a meaningful way? 

This starts with the creation of
your positioning statement. The
positioning statement is an internal
document; however, it holds the key
to how you’re differentiated in the
market and has a huge impact over
how the consumer associates with
your brand. Everything you do
should align with your positioning
statement; staff should know this
statement and understand that they
are expected to deliver on it. 

Your positioning statement is
how you proactively target to
customers, while defining who you
are and what you’re about.
Additionally, it will drive your
marketing plan. There are various
methods to creating your
positioning statement, but all

statements should cover certain
points. Firstly, it must meaningfully
differentiate the business and
include the distinct place in the
market that you plan to dominate.
This isn’t a physical space; rather,
it’s what makes you unique (such
as being the pizza place in the
market for those with dietary
restrictions). 

Your positioning statement must
also be sustainable and has to
deliver the core benefits in a manner
that is attractive to consumers.
Finally, it must give potential
customers a reason to believe.
People want to know that they won’t
be disappointed by a product or
service before they purchase it; a
powerful reason to believe helps to
undermine a person’s reluctance to
purchase and can include
testimonials, compensation if the
business doesn’t deliver on its
promise, and even number of years
the business has existed. 

Choosing the specific audience
you want to target and positioning
yourself in line with its needs are
critical actions to take if you want
your business to succeed. When
you’re in the mindset of meeting
your segment’s needs, your
business is moving as a cohesive
machine toward a specific and clear
vision. Use the tools you’ve learned
today to choose the most viable
segment for you, match its needs,
and you’ll soon discover that your
business is unstoppable.                 �
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A key part of having a successful sales organization starts with linking sales

coaching with the sales process. And developing a good sales process

starts with the customer in mind and identifying critical success factors.

So how do you orchestrate a successful, quota-hitting sales
organization?

Watch our recorded webinar with world-renowned authors and industry

sales experts Linda Richardson, Tamara Schenk, and Jonathan Farrington

who will discuss ways you can transform your organization with proven

principles. They’ll discuss:

� An alternative approach to coaching

� How to link sales coaching with sales process

� How to orchestrate your internal operations the way you want to get served

as a customer

� Do’s and don’ts of building success criteria

Watch Replay Here

http://livehive.com/gain-a-competitive-edge-in-2015-webinar/


I know you are extremely busy trying to hit your sales targets and improving the performance of
your team, but stop for just a moment and take a look at who we’re flying in to speak at this year’s
Sales Innovation Expo on 13th 14th May at Excel, London.

Among the 80 strong expert speaker line up, I am delighted to announce that we have confirmed
huge coup to fly in Tiffani Bova for a rare UK speaking appearance. She is one of Gartner’s most
distinguished Analysts who has received their thought leadership award for her work on the
Future of IT Sales. 

On top of that we have secured Tamara Schenk one of the world’s top 10 sales influencers, and
our very own Jonathan Farrington, CEO of Top Sales World and probably the most connected
man within the sales industry. It’s going to be unmissable so why don’t you register for your free
ticket here.

The event will also showcase some of the most innovative new sales technology and tools for
2015, we have also negotiated terms with world leading experts in numerous sales fields for you
to utilise their knowledge for free and as an added bonus we have also sourced 50+ of the best
sales service providers in the UK & Europe to help solve the dilemmas you have.

This is still the only Sales Expo in the UK which is completely free to attend. Register for your
ticket and to find more info visit www.salesinnovationexpo.co.uk

http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
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Today’s buyers demand well-
trained, expert sales reps. The

additional pressure on sales
leaders to ensure that they cut
internal costs and have consistent
rep coverage invariably leads to
evaluating the efficacy of virtual
instructor-led training as an
alternative to traditional classroom
training for selling skills.

A long-time client that has relied
on us to deliver face-to-face sales
training for many years asked me
what the benefit would be of
changing to a virtual training
delivery to get his new hires
fundamental skills and also to
refresh the rest of the team. 

“It seems like virtual training is a
good idea, but I’ve also heard it can
be a risky investment...What’s your
advice?” He asked.

Travel cost savings are one of
the easiest efficiencies to identify,
but my client wanted to know what
the skill payoff would be, as well as
the pitfalls to avoid. 

A team of experts helped us
design, test and deliver our virtual
training solutions and I met with a
couple of those team members to
equip me with the right perspective. 

A synopsis of my interviews with
Margaret Cooke and Michelle
Benning, virtual training experts
and Independent Sales Consultants
with Huthwaite, now part of MHI
Global, is below.

Question #1 - In your experience
what are some of the reasons that
sales organizations want virtual
training vs. on-site training? 
Some reasons are the same

whether you’re running a sales
team or any other type of team. The
most obvious is the ability to
engage targeted learning at a lower
total cost. Reducing travel,
classroom, catering and lodging
costs can save the company
thousands of dollars. It also gives
organizations the ability to select
learners based on skill, knowledge
and acumen rather than only
location and convenience.

Specific to sales, leadership is
constantly in need of increasing the
business development skills of their
sales talent. The sales engine
needs to be finely tuned with good
skills from the manager to the most
junior reps in the organization, but
the sales team also needs to
develop business as the number
one priority. Maximizing learning

Jennifer Cerda, Client Executive with Huthwaite interviews Maggie Cooke and Michelle
Benning, virtual training experts and Independent Sales Consultants

Virtual Instructor-Led Sales Training:
6 Things Sales Leaders need to consider



Jennifer Cerda

and limiting time away from
customers and prospects is critical.
Virtual training is a way to decrease
time out of the field.

Another reason is sales
professionals tend to see less value
in formal in-person classroom
training and want access to learning
when it’s convenient for them.
Virtual delivery allows for sales
training to be delivered in small
chunks and incorporated into their
day-to-day activities more readily.

Question #2 – Are there “pitfalls”
associated with VILT for the
sales team?
Expectations need to be clear and
set in advance of the training.
Defining what those expectations
should be is a critical step in any
sales training implementation and
is accomplished through an
organization alignment session with
leadership. 

A communication plan to the
sales team should also be
developed, so that they know why
they are investing their time, the
purpose of the training and the
reasons that the organization chose
this format of delivery. 

There is a technology requisite.
Virtual classrooms are designed to
be easy to navigate, but the
organization and training partner
need to work together ahead of
training to make sure that learners
have the necessary technology to
participate effectively.

The design of a ViLT program is
different from onsite training.
Special attention has to be given to
facilitating learning in an
environment where you can’t
necessarily see how engaged the

team is. The level of interaction and
participation in the virtual
environment has to be “amped up
in order to be effective.” 

Question #3 - What should the
sales organization expect as a
result of building selling skills
via VILT?
Sales leadership should expect
immediate application of skills
learned in the classroom. 

The most successful virtual
sales training programs include
assignments between each virtual
session which results in near real-
time reinforcement and application
of the skills learned in the virtual
classroom. 

Question #4 - What in your
experience is the #1 reason that
virtual sales training is
unsuccessful? 
Not investing in the instructional
integrity of the virtual class or the
instructor and expecting similar
outcomes to that of in-person
training. 

If the course is designed
effectively and delivered by a
trained virtual facilitator, the results
should be equivalent, if not better
than formal classroom training. 

Question #5 - How does content
need to be different in the virtual
classroom?
The training should be designed to
be shorter than traditional on-site
training. Engaging graphics versus
slides filled with words are

impactful. 
Participant materials also need

to be designed so that they don’t
require the learner to take attention
away from the virtual session. 

Content should also include
actionable tools to refer to during
training that are ready for
immediate use on the job after
training, or between sessions. 

Question #6 - What has to be in
place in the organization to
support virtual sales training?
Although most sales training
companies have their preferred
virtual classroom delivery platform,
it’s important to understand that
there is a difference between
webinar platforms used for
meetings and demos vs. a virtual
classroom environment. 

A true virtual classroom enables
trainers to create rich and interactive
experiences for their learners.

Targeted instructor-led virtual
training, reinforcement and
coaching sessions have proven
to be highly effective. Virtual
learning, like many other
technology-based tools leveraged
by sales teams today, is a viable
solution when and if it is executed
effectively.

To find out about Huthwaite’s
SPIN® Selling and Coaching
SPIN® virtual training programs,
please contact us at
info@huthwaite.com.                     �
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You can find out more about Huthwaite
by visiting here.

mailto:info@huthwaite.com
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Some companies think that hiring
as many sales people as

possible, having them hit the
phones and “dialing for dollars” will
be the answer. At times they end up
hiring "telemarketing" people or
sales people who only work on a
commission basis to play the
numbers game.

But honestly, in today’s ever
more competitive environment, do
you want your sales efforts to be all
about quantity? If you’re looking to
stand out and embrace a
consultative approach, you’ll agree
with me that it’s really all about
quality. Once you know who to
target and what your unique

positioning is, then you can ramp
up the call/e-mail volume. But first
you need to know how you can
serve your prospects best and who
your target is.

Be Consultative, Mindful and
Relevant
A consultative sales approach
starts with understanding what you
want to say to your prospects. Did
you develop a message that will
resonate with your audiences?
Remember, in order for people to
buy, your solution has to help them
make money, save money or time,
maximize their potential and

In a consultative sales environment, companies that target
Fortune 1000 prospects all struggle to stand out from the
crowd. How will my sales people get the attention from
these prospects? That’s really the big question that keeps
all sales managers awake at night. 

5 Basics for Prospecting Fortune
1000 Companies 
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Monika D’Agostino 

achieve their goals or elevate their
company’s or their own reputation.

Focus on Value, not Features
and Benefits

Therefore a message focusing
on the greatness of your product or
service will most likely not be as
effective. Put yourself in your
prospect’s shoes and try to find out
why you would buy your service.
Your message needs to focus on
the value to your decision maker.
Most sales people lead with
features or benefits and forget that
their counterparts do the same. For
example, good customer service is
essential but hardly unique and
certainly not a differentiator. Good
customer service is also something
that people take for granted. Every
company with a service offering will
claim to have good customer
service, they certainly wouldn't
mention it if it sucked, would they?

A global presence on the other
hand can be a differentiator, as long
as it is important to your prospects. 

In the End - People Buy from
People
The next step is to develop a
message or script that you as the
sales person can own. If sales

people don't believe in the message
they are communicating, they will
come across as inauthentic.
Prospects will feel that they being
“sold to” rather than advised. As
soon as a sales person sounds
scripted, people will most likely lose
interest. Even when you prospect
Fortune 1000 companies you
shouldn't forget that it is people who
are making decisions. People don't
like to be sold to, but they
appreciate help. If you can offer
something of value to them, it will
help you build rapport and trust.
Trust is essential in building
relationships, on a personal and on
a business level. Remember the old
adage? Know – Like – Trust. Never
forget that it is people you are
targeting.

Who Are the Decision-Makers?
And then comes the really, really
hard part. Who within the
organization should you call on? In
using a consultative sales
approach, it is essential to be clear
about and establish who the final
decision-maker is or, more likely,
who the decision-makers are.

In prospecting Fortune 1000
companies you will need to
approach and build relationships
with multiple decision-makers, or
perhaps a committee making the
decisions together. There will be
different levels of decision-makers
or buyer influencers. And if you
want to stand out from the crowd,
you’ll work to understand what is of
value and relevance to each of

these different influencers. Will they
actually be using your solution? Will
they be passing on
recommendations to use your
solution? Or, will they be making
the final decision? – In other words,
can they say “no”, when all others
say yes?

Do Your Research & Be
Relevant
A CFO will most likely respond to a
message that will help him save
money. A COO will be interested in
optimizing workflow and a CTO will
want to hear about the latest and
best technology solutions. A CMO
on the other hand will want to hear
about the benefits that a technology
solution will bring to optimizing
marketing efforts and not the
benefits of the technology itself. 

Knowing who your decision
maker is will help you customize
your message and it will enable you
to speak directly to their needs and
the industry challenges. That is why
research is essential when it comes
to good prospecting. 

We have documented time and
again when applying a consultative
sales approach, how important it is
to be relevant (mention industry
challenges) mindful (remember, it's
people we are targeting) and to do
your research so you come across
as a knowledgeable and
professional advisor - not as some
unqualified sales person trying to
sell something.                                  �

Top Sales Magazine  March 31st Edition 2015 17

To find out more about Monika D’Agostino,
please visit here.

Put yourself in your
prospect’s shoes and

try to find out why you
would buy your

service. Your message
needs to focus on the

value to your
decision maker. 
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Ticket Information Here
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2015 Top Sales Academy
Next Session Released on April 3rd

This session will focus on why aligning strategy and
sales is crucial; data about the current misalignment
between strategic goals and sales efforts in many
companies and the financial consequence; the factors
which cause that misalignment; and how to fix it. 

Frank Cespedes is Senior Lecturer in the
Entrepreneurial Management Unit at Harvard
Business School. He received his B.A. from the City
College of New York, M.S. from M.I.T. and Ph.D. from
Cornell University.

At Harvard, he has developed and taught a variety of
MBA and executive courses, led the Strategic
Marketing Management program for senior
executives, and was co-lead of the Sustainable
Market Leadership program for CEOs and their
leadership teams. He currently teaches the required
TEM course and the elective Business Marketing and
Sales course in the MBA program as well as modules
in the Owner President Management (OPM) executive
program and he heads the executive program on
“Aligning Strategy and Sales.”

FREE Registration for Academy Here

Linking Strategy and Sales
Frank Cespedes

http://topsalesworld.com/topsalesacademy/registration/
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Innovative companies are realizing
the benefits of having a customer

reach back to them, and the
resulting opportunity it provides to
present an outstanding customer
experience, as well as a chance to
entrench the customer more deeply

to the company. 
But there’s a fine line between

being concerned that a customer
might be missing something that
sincerely helps them and trying to
push products and services. People
are quick to pick up on being, “sold

to” vs sincerely helped. What
separates the two? The answer is
true compassion and concern for
the customer’s best interests. 

What does this look like?
I recently had an expert present

a perfect example of this to me at

Customer service is currently experiencing a renaissance period in many regards—
ground-breaking companies are starting to realize that the customer service rep’s (CSR)
role has become far more than simple issue resolution; they have now morphed into a
sales role. CSRs are on the front line are a direct face of the company—critical brand
ambassadors, vital to creating a positive customer experience. 

Compassionate Upselling: How to
Transform Your Customer Service
Center into a Profit Center



Errol Greene 

my bank. I called in to close—not
open— an account, and wound up
having the best support call of my
life. My banker made sure and first
completed the task I asked her to
do, closing an account that I no
longer needed. However, while she
was doing this, she also mentioned
that my home equity line of credit
seemed to be at a high interest rate.
“You should consider re-financing
your home—it would likely save you
a lot of money in interest every
month.” 

I was listening. 
In other words, keep two-

thousand four-hundred dollars a
year that I was currently spending
needlessly? That’s an extra
vacation every year, or that much
more towards retirement. 

Of course I would consider it—
any intelligent person would. She
made the value proposition of doing
business so rational that to say ‘no’
would have been counter-
productive and frankly, dumb.

It was clear to me that all of her
suggestions were sincerely helping
me. And while she may have also

been trying to upsell, she was at the
same time only presenting options
that would genuinely benefit me. I
wound up going to the bank,
meeting with her and another
banker and saving far more than
$200 a month—it ended up closer
to $500. I was ecstatic. 

I was then asked to rate her
performance following the call. I not
only gave her the highest scores I
could, I also added a comment;
“She’s a credit to the bank, and I
just wish you had more people
there like her” in the review. And
she kept her word and saved me
over $500 a month. I’m now no
longer a customer-- I’m an
advocate of this bank and my
new favorite banker. I’ve since
spoken with other people about this
particular branch and all are
absolute advocates as well. They
wouldn’t even consider changing
their allegiance. 

What did she do right? 
1. She started with a sincere
customer service review, looking for
ways to authentically improve my life
and make it better. It came across
with all of her recommendations and
her tone of voice—she wasn’t
reading from a script, she was
engaging in a dialogue with me. By
solving my initial issue
successfully and showing she
first cared about me, she earned
the right to ask more questions.

2. She established an empathetic
connection first. You’ve heard it

before, but it remains true; No one
cares what you know until they
know that you care. Critical to
establishing trust and building a
line of open dialogue is
establishing empathy and trust
early in the call. By demonstrating
empathy, anger is diffused, and the
call can transition from antagonism
and complaints, to negotiation and
resolution. Until this is done, and the
caller feels that he or she is being
heard and understood, there’s zero
potential for upselling and cross-
selling. But once a trust-based
relationship is established, the
customer is now receptive to your
suggestions and the ability to
generate additional profits becomes
a reality. �
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Errol Greene is Solution Development Manager at
Clear Harbor, LLC. Find out more by visiting here.

To uncover additional tips and
techniques to help upsell and
cross-sell even angry customers,
download the report, Five
Innovative Strategies Companies
Are Using to Turn Customer
Support into a Powerful Profit
Center... While Increasing
Customer Satisfaction. In it, you’ll
learn techniques companies are
using to successfully turn
customer contact calls into
opportunities to increase revenues
and build customer advocates,
including insight from one of the
top call center sales trainers, Bob
Davis, of Bob Davis Associates.
Click here for the full paper.

I’m now no longer a
customer-- I’m an

advocate of this bank
and my new favorite

banker. I’ve since
spoken with other
people about this

particular branch and
all are absolute

advocates as well. 

https://clearharbor.leadpages.net/leaderspge/
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2015 Top Sales Academy

April 3rd - Frank Cespedes
“Linking Strategy and Sales” 

April 10th - Dan McDade
“SMART Nurturing: Triple Return 
on Marketing Investments”  

April 17th - Jim Cathcart
“Increasing your Success Velocity™” 

April 24th - Dave Kurlan
“How to Coach Salespeople Like a Pro” 

Phase Two is running from March
to October 2015. Each week a new
session will become available on
site for registered members to
view. Registration is free - Go here!

March/April Timetable

http://topsalesworld.com/topsalesacademy/registration/


Top Sales Article & Blog Posts

Does your sales team need
someone to:

� Monitor every minute activity in
the sales office?
� Be every salesperson’s best
friend?
� Close the deal for every team
member?
� Set sales goals designed to
simply make them and their team
look good?

Over my three decades in sales I’ve
seen lots and lots of sales
managers. The vast majority fall
into one of these four types:

The Hall Monitor
The Hall Monitor sees their job as
one of chronicling activity, taking
names, dispensing discipline,
focusing on procedures, thinking
those are the keys to generating
results—or at least to keeping their
job.

Hall monitors tend to be oriented
to process, are organized, and
have a strong sense of discipline.
All admirable characteristics—but
they’re misguided. The Hall Monitor
makes a great bureaucrat, a lousy
sales manager. He’ll make sure
everyone knows their place and ...

You’ve heard it over and over again
as CEO—delegate, delegate,
delegate! Learning how to delegate
is crucial for every CEO, yet
research shows that one of the top
areas board directors say CEOs
still need to work on is “sharing
leadership/delegation skills.”

With all of this focus on
delegation, is there such a thing as
over-delegation? You are, after all,
CEO—NOT Chief Delegation
Officer. So while it is important to
delegate some things, not
everything should be delegated.

Below are 5 areas of your

business that are your
responsibility to always monitor
closely:

1) Quality Standards
As CEO of your company, as soon
as you stop paying attention to the
quality of your products and
services, so will the rest of your
employees. While you can delegate
quality control to employees, you
cannot delegate setting the quality
standard. That comes from the top
and should be protected by the top.
The quality of your product ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Your Sales Manager is Why Your Sales Team is
Failing by Paul McCord

This Week’s Top Sales Blog Post
What NOT to delegate in Life After the Death of
Selling by Tom Searcy
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

Click on our Sponsors to find out what they can do for you.

Our Principal Sponsor is

Our 2015 Partners...
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