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We were very hopeful that our first edition - published last month –
would be well received, but even we were surprised at just how
popular it was. So our challenge this month – as it will be every
month – is to continually improve, and we will do that!

For example, in this month’s publication, we have an exclusive
additional full feature article written by Paul McCord, plus four other
superb and original pieces from Joanne Black, Nancy Bleeke, Ken
Thoreson and Dan Waldschmidt. 

Finally, another new regular feature is our Treasure Hunt, which
gives three lucky people the opportunity to win signed copies of
some of the best-selling books ever written.

So, in summary, there is something for everybody, and we do hope
you continue to enjoy ….

Welcome

Our Thanks to the following Sponsors:
Treasure Hunt
Win a signed copy of Perfect Selling
by LInda Richardson

20

http://www.topsalesworld.com/coaching.php
http://www.richardson.com/
http://www.xobni.com/
http://www.vanillasoft.com/
www.simplysalesjobs.co.uk/
www.netprospex.com
www.objectivemanagement.com
www.dkatraining.com/
www.iforceonline.com/


Top Sales Hardtalk
Interviews

Mon 8th Colleen Francis
Wed 10th Wendy Weiss
Fri 12th Dave Kurlan
Mon 15th Jonathan London
Wed 17th Kelley Robertson
Fri 19th Mark Hunter
Mon 22nd Dr Tony Alessandra
Wed 24th Christian Maurer
Fri 26th Joanne Black
Mon 29th Keith Rosen
Wed 31st Nancy Bleeke

Live Online Coaching
Sessions

New schedule commences
Wednesday September 7th.

Daily Sales Tips 

From the World’s Leading Sales
Experts - 
visit: www.topsalesworld.com/

Top 10 Sales Articles
Vote for This Month’s Top Sales
Article. And so much more …
HERE.

August 2011
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The Busy
Person’s Pages
Here is what you will find in this month’s edition.

Why Your Clients Won’t
Automatically Refer You
Joanne S. Black

Think how powerful it could be to mine this valuable resource for more
business. Clients are thrilled to refer us—if only we’d ask. Why? They really
want to help those they appreciate, like, and trust. We just need to ask. If we
don’t ask, we don’t get. Would you pick up the phone to refer your database
software to a colleague if you weren’t asked for this. ...... Read More�

The 7 Lies Sales Gurus Tell You 
(Part 2)
Dan Waldschmidt

So is the fine art of buying groceries. All of life could be considered a
numbers game in some way. We have this strange obsession with counting
successes and failures. And let’s not confuse fact with fiction. Learning from
the results of your actions is always a good thing. It is. It’s something that
more of us need to do more often. But a “shrug your  is ...... Read More�

Shut Up to Be Heard
Nancy Bleeke

In sales calls, many sales pros work hard and practice what they are going to
say. This is great, and I would never discourage anyone from preparing. But
before we focus on what we are going to SAY, we should prepare what we are
going to ASK and how we will keep the attention on them. In sales situations,
it is easy to talk too much throughout the conversation. ...... Read More�

Ancestory.Sales -Do You Know
Where You Came From?
Paul McCord

I always believed my father’s family came from Ireland—part of the potato
famine exodus. Wrong. We came almost directly from Scotland with a very
brief, less than one generation, stopover in Belfast. I discovered that in 1689
my great-grandfather 9 generations ago, who was the chieftain of a clan on
the Isle Skye, was killed at the Battle of Killiecarnie Pass...... Read More�

Leverage Partnerships to
Improve Sales
Ken Thoreson

At Acumen Management, we've found that today's most successful
salespeople tend to excel in six critical areas of sales management:
1. Understanding their clients' business needs 
2. Maintaining selectivity and effective account segmentation and

penetrationa ...... Read More�
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Every month we
offer you the
opportunity to win
signed copies of the
best sales related
books ever written.

This month, we have
three copies of …

Linda Richardson’s
New York Times
Best-Seller, Perfect
Selling.

To find out how you
can win a copy of
Linda’s book, read
more Here ��

http://bit.ly/raR6al
http://topsalesworld.com/top10SalesArticles/


The family eventually moved to
Tennessee and then on to southern
Illinois for several generations. Ah,
McCord wanderlust from Scotland
to Ireland to Pennsylvania to
Tennessee to Illinois—now that’s a
family trait I recognize since we then
migrated to Ohio to Kansas back to
Ohio for a bit and then on to Texas.

I discovered we have a family
coat of arms (and from the looks of
it, it appears my ancestors who
designed it were as artistically
challenged as are the current
generation of McCord’s). We have a
family motto: “One Way, One
Heart” (certainly the implied unity
of the family didn’t transfer down to
the 20th and 21st centuries). We
even have a tartan design of our
own—you could be wearing my
family’s plaid right this minute.

On my mother’s side I
discovered the Dunn’s were really
from England--like they were
supposed to be. But again to my
surprise, I discovered that my great-
grandfather 8 generations ago,
Hugh Dunn, was one of the four
founders of Piscataway, New Jersey
in 1666. Later one was the mayor of
Lockland, Ohio during part of the
Civil War.

Wow, original founders of Derry
Township, PA on one side and
Piscataway, New Jersey on the other.
Real honest to goodness American
pioneers. We must have lost that
spirit since it doesn’t look like any of
us has helped found another town
in the last 350 years.

I found direct ancestors who had
been killed by Indians when their
settlement was raided, at least two
who had fought in the
Revolutionary War, another had

been killed in the French and Indian
War, and others who had been
farmers, foremen for the Baltimore
and Ohio Railroad, wagon makers,
lawyers, and weavers.

I felt like Steve Martin’s character
in The Jerk when while at work one
day he opened the just delivered
phonebook and there on page 73 he
found his name. With great pride he
proclaimed, “I'm somebody now!
Millions of people look at this book
everyday!  This is the kind of
spontaneous publicity - your name
in print - that makes people. I'm in
print!!” I felt like I had ancestors;
that I came from someplace—
finally, I’m somebody now.

All of this warm and fuzzy
discovery got me to thinking about
all the salespeople that I’d met over
the years that felt that they weren’t
really anybody—that there wasn’t
anything that grounded them in an
honorable and noble profession.
These were men and women who
simply woke up one morning and
found themselves in the unfortunate
position of selling for a living while
wishing they had a “real” job, one
that demanded respect and honor

like Marketing and HR and
Finance—positions that business
schools recognize and educators
write real thick textbooks that cost
lots of money and are as boring as
hell about but that give the jobs a
sense of dignity and a respected
place within the business hierarchy.

The more I thought about this
assumed lack of a family history, the
more I realized that we sellers have
an incredible history filled with
some of the greatest minds and
most important people that ever
walked the land.

I suspect that there’s been a good
share of scoundrels in both the
McCord and Dunn families over the
centuries. And we all know there’s
been more than a fair share of them
selling all kinds of stuff over the last
thousands of years. I’m sure the
first flimflam man appeared about
the same time the first real
transaction between humans took
place. For all I know the first
transaction would have made a
modern day scammer proud.

But we sellers do come from a
long, long line of great sales men
and women. We can’t review
thousands of years of sales history,
but let me point out just a couple of
my favorite sellers:

Moses

Moses may have invented the
concept of identifying prospect
pain points and then helping to
resolve that pain—very effectively
bringing to Pharaoh’s attention the
intensity of the pain that Pharaoh
didn’t realize he and his country
were feeling prior to Moses pointing
it out through a series of attention
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Ialways believed my father’s family
came from Ireland—part of the

potato famine exodus. Wrong. We
came almost directly from Scotland
with a very brief, less than one
generation, stopover in Belfast. I
discovered that in 1689 my great-
grandfather 9 generations ago, who
was the chieftain of a clan on the
Isle Skye, was killed at the Battle of
Killiecarnie Pass in Scotland while

fighting for Charles II even though
he and the clan were strict Scot
Presbyterians. Who could have
guessed that?  

I discovered that my great-
grandfather 7 generations ago was an
original founder of Derry Township
Pennsylvania (Hershey, PA today—
Mmm, chocolate!). Lancaster
County Pennsylvania?  Really?
Would never have thought that.
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I really haven’t been
too into researching my
family tree, but recently
I decided to do a bit of
research and made
some interesting
discoveries about both
my father’s and my
mother’s families.

Ancestory.Sales-
Do You Know Where You Came From?

But we sellers do
come from a long,
long line of great

sales men and
women.  We can’t

review thousands of
years of sales history,
but let me point out
just a couple of my

favorite sellers



need it or didn’t even know what to
do with it after you bought it. When
he read the news you didn’t question
if it really happened the way he said
it did—you knew it did or if it
didn’t, it damn well should have. I
have a Bose radio because of him. I
know I bought other things because
of Harvey, I just don’t remember
what they were—but they were good,
because after all, Paul Harvey
endorsed them and said they were
good. He was just a voice on the radio,
but one that could make your
company overnight if he believed in it.

George Washington  

Washington was, of course, a
surveyor, planter, statesman,
General, President, and brewer. But
his most important job was that of
salesman. If he hadn’t been as great
a salesman as he was, there probably
wouldn’t be a United States of
America today. He sold his men on
sticking around and fulfilling their
obligations during the
Revolutionary War. Sure, he lost
lots of men who just walked off and
went back home. He had to
institute some pretty tough penalties
for any caught deserting. But it was
his ability to sell his men on staying
and fighting, for sacrificing for a
dream of freedom and
independence that really won the
freedom of America. And we all
know it was a tough sale—and not
just because of no money, no food,
no shoes. Yes, he had to overcome
the effects of the great physical
sacrifice his men had to endure, but
he also had to overcome the
incredible mental and emotional
impact losing almost every

engagement his army entered had
on both him and his men. The
Continental Army didn’t win many
battles—it just won some key ones.
No shoes, no money, no food, not
many winning battles—and he still
sold his men on sticking around and
fighting. I’m proud to be a salesman
with him as an example.

In fact, I’m proud to be a
salesman who can look on these
great sellers—and many, many more
like them—as examples and
mentors. Just like my McCord and
Dunn lineage, I have a professional
family tree that anchors me in time
and space that fills me with pride
and a sense of honor. I don’t need
some stuffy university to tell me that
selling is important (although at
long last many schools now have
sales and sales management as a

recognized course of study leading
to a degree) or a slick business
magazine dedicating a section to
sales just as it does to other business
disciplines (don’t hold your breath
waiting for that to happen anytime
soon).

I can look back at my sales family
tree and recognize the massive
changes in society and history that
my sales ancestors have brought
about. And I can strive to carry on
that tradition.

Don’t ever think that sales is the
red-headed stepchild of business
even if many supposed experts,
gurus and educators choose to
stroke their egos by acting as though
it is. It isn’t. As a matter of fact, it is
the foundation of business—and
society--that all the other disciplines
owe their existence to. ■

getting demonstrations. Although it
took a bit of time, Moses was quite
successful in getting Pharaoh to buy
the idea that if he let the Israelites
go the pain would stop. Shortly after
Pharaoh’s wise decision, Moses had
to successfully deal with Pharaoh’s
unfortunate case of buyer’s
remorse.

Winston Churchill

The world today might be a very
different place if Winston Churchill
hadn’t sold his countrymen—and
the rest of the free world—on the
idea that they could defeat Nazi
Germany. Shortly after
Chamberlin’s massively disastrous
trip to meet Hitler, Germany
attacked Poland with the
consequent chain reaction that
turned into World War II. In
relatively short order Britain was on
the verge of falling to the Germans,
having been pushed by them back to
the home island--and they weren’t
doing much better in Africa.
Despite what appeared to be certain
defeat, Churchill’s defiance and
determination helped inspire the
English people to hold on against
overwhelming odds. He sold his
countrymen on the idea that they
could win when few thought it even
remotely possible that they could
survive for much longer—and by
doing so changed the course of
history (with a bit of help from a
few other countries).

Lamar Hunt 

What, you don’t think of Lamar
Hunt as a salesperson?  Well, he was
such an accomplished salesperson

that he changed the whole nature of
professional sports—almost
singlehandedly. He didn’t set out to
change it all. All he wanted was an
NFL franchise for Dallas. But the
NFL wouldn’t give him one. So
what did he do?  He sold a few other
men on a new organization he
envisioned—the American Football
League which began play in 1960.
Hunt wasn’t willing to take ‘no’ for
an answer. Instead of just accepting
no, he decided to find a way to turn
no into yes. And he certainly did—
and eventually made the guys who
had said no wish they’d said yes
because he ended up costing them a
fortune (and then later making them
an even bigger fortune). Hunt not
only sold the franchises, he
convinced the owners of those
franchises that they could compete
with the NFL—which they did by
quickly drafting and signing Billy
Cannon, the 1959 Heisman Trophy
winner. Within short order they had
signed half of the top college crop
of 1959 to play for them instead of
the NFL. Then they had the
audacity to steal NFL stars too.
Then wonder of wonders they
signed a TV contract to televise
games which guaranteed the league’s
success. Finally, after years of
costing the NFL a ton of money,
robbing them of great talent, and
simply outplaying them in
salesmanship and marketing, Hunt
turned his new league into a merger
with the NFL, creating unimagined
fortunes for the owners and the
players. If you’re a fan of
professional football as it is today,
you owe it to Lamar Hunt’s ability to
sell dreams.

Mary Kay Ash

Mary Kay was a lady that didn’t
know how to quit—and she helped
give tens of thousands of other
women a sense of freedom and
honor when they represented the
Mary Kay Cosmetics line at parties
and one-on-one with their friends
and neighbors. Mary Kay had a
unique view of business. Although
her company was incredibly
successful and profitable, she always
measured the company’s
performance based on her own
P&L formula—People and Love.
Millions of women grew to love
Mary Kay because of the freedom
and dignity she helped them
achieve, the great products she sold,
and the emphasis she placed on
people rather than on profits. Not
surprisingly, by working so hard to
help others succeed, her own
success was far beyond anything she
could have dreamt. Mary Kay was a
humble lady from humble
beginnings who changed the lives of
millions. And she was one of us.

Paul Harvey

It is said that Paul Harvey was the
most listened to voice in radio
history—and one of the most
trusted. Harvey was also one of the
most successful at selling—if he
sold your product on his show, you
were virtually guaranteed record
sales. I knew of Paul Harvey since I
can remember—even as a little kid I
remember hearing him on the radio
in the car—who could forget his
voice?  Everything he sold he made
sound so doggone good that you
wanted to buy it even if you didn’t

Article written by Paul McCord.

To find out more about Paul, visit:
http://salesandmanagementblog.com
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preoccupied with the hundred
action items on their desks, in their
email inboxes, and on their
voicemail.

We also assume that if we’ve
received terrific reviews and
delivered measurable results for our
clients, that they will refer us. If they
need us, they call us, but we’re not
top of mind for them.. Some clients
may even fear that if they refer us,
we will have less time to dedicate to
their projects. It’s as though we’re
that great little restaurant that they
don’t want to become too popular.

Welcome Opportunity

We might also appear to be too busy
for new business. Some people
assume that appearing to be
incredibly busy with client work
sends the message that they are
successful, which will in turn attract
new business. But if we appear
overwhelmed, who would feel as if
they’re going to get our best work? A
better message is “I’m busy with
some great projects, but I’m always
looking for a few terrific new clients.”

Dramatic and Surprising
Survey Results

In a survey of its best clients, a
major brokerage firm asked:
“Would you be willing to refer your
stock broker?” The survey was
returned with a whopping 84

percent “yes.”
The firm asked brokers: “What

percent of the time are you asking
your clients for referrals?” Ready for
the answer? Only 15 percent.

Don’t Leave Money on the
Table

Their clients were absolutely willing
to refer them, but the brokers were
not asking. You can easily see what a
fabulous opportunity had been
overlooked. Those referrals could
easily have generated millions of
dollars in revenue for the firm, if
they’d been maximized. Think
about how much money they were
leaving on the table.

Never overlook your current
clients, and don’t expect that they
will refer you on their own. Go back
to them often to ensure that your
solution for them is still working.
Find out what more you can do for
them. Gather successes and uncover
opportunities to do better. Make
them your champions.

Your current clients are your best
source of referrals. They're just
waiting for you to ask. ■

We also assume that
if we’ve received

terrific reviews and
delivered

measurable results
for our clients, that
they will refer us.

If they need us, they
call us, but we’re
not top of mind

for them..

Your Current Clients Pack
Punch

Think how powerful it could be to
mine this valuable resource for

more business. Clients are thrilled to
refer us—if only we’d ask. Why?
They really want to help those they
appreciate, like, and trust. We just
need to ask. If we don’t ask, we
don’t get.

Would you pick up the phone to
refer your database software to a
colleague if you weren’t asked for

this specific help? Maybe, maybe
not. It’s pure chance. In business and
in life, I don’t rely on chance. I only
count on what I can bring about.

Make Referrals Happen: Ask 

Most of us think that our clients will
automatically refer us. But our
clients don’t spend their days
worrying about how to grow our
businesses. They are focused on
their own businesses, challenges,
and families. Like us, they are
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When I ask salespeople
if they consistently ask
their current clients for
referrals, uniformly, the
answer is either “no” or
“sometimes.” Practically
every one of us
neglects to leverage
our most valuable
asset—our current
clients. 

Article written by Joanne S. Black.

To find out more about Joanne, visit:
www.NoMoreColdCalling.com
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Why Your Clients Won’t
Automatically Refer You



5. Building rapport and trust
is key.

The experts tell us that people need
to trust you enough to give you their
money. But even that isn’t exactly
true. People will give their money to
sales people they dislike as long as
they trust the company behind the
deal. (Think about your last car
purchase…)

The problem with experts trying
to convince you to get good at
building rapport and trust is that
there are other parts of the sales
craft that need as much or more
attention. And isn’t it as least a little
gimmicky to rehearse “trust
building”?  That seems shady all by
itself and manipulative.

Rapport is just a ticket to get to
the game. It’s not a strategy or a
plan or even a process. It’s about
you being the type of person that
people want to do business with.
You pretending to be someone that
people want to do business with just
“icks up” what you are trying to do.

Trust and rapport isn’t that key.
You being amazing is.

6. Work smarter not harder

Of course you need to use your
head. Running around doing
random actions is just silly. If that’s
the stage of your sales game, you
have bigger problems than thinking
about “working smarter”.

But herein is one of the biggest
lies in all of selling – that selling can
be distilled down into a nice 7-step
program.

Selling successfully requires
mind-blowing amounts of raw
effort. It’s not sexy, fun, or cute. It’s

sweaty, gut-busting, manual labor.
And anything else you plan for is

bound to blow up in your face.
Most of us need to work harder – a
lot harder. Are we really working to
our full potential?  Really?

Until you master the working
harder part, you have no business
even thinking about working
smarter. It’s a lie that continues to
cripple millions of sales people
every day.

Easier usually means less
effective. Remember that.

7. It’s all about putting more
prospects in the top of the
funnel.

Prospecting is always important.
But all this “top of the funnel” chit-
chat is another emotionally
unintelligent way to dehumanize the

selling process.
And, frankly, it’s not all that

important. The bottom of the
funnel is where you need to focus.
You need to focus on delivering
more value to your existing
customers.

There is something simply
magical about having your
expectations blown away.

It’s the chocolate mint on your
hotel room pillow. It’s getting your
Amazon.com package a day earlier
than you expected.

Right?
It’s hard to describe the delight at

getting more than you paid for.
Most of us are so focused on

prospecting, profit and loss ,and
“what is fair” that we neglect the
opportunity to create raving fans.
And these raving fans are the
evangelists who will get other
people excited about what you do.

And that excitement and loyalty
isn’t something that you can buy or
market.

It can only happen when you
over-deliver on the value you
promise.

Stop believing the lies.
The conventional wisdom sales

experts feed you can seem attractive.
But it’s likely to cost you the

success you really want for you.
And you have to ask yourself, “Is

it worth it?”
Maybe thinking differently is the

best strategy after all. ■

4. It's all just a numbers
game.

So is the fine art of buying
groceries. All of life could be

considered a numbers game in some
way. We have this strange obsession
with counting successes and failures.

And let’s not confuse fact with
fiction. Learning from the results of
your actions is always a good thing.
It is. It’s something that more of us
need to do more often.

But a “shrug your shoulders”
explanation for volume selling is just
nonsensical and completely
impractical. And by the way, that
deal isn’t a number after all. It’s a
company and a person and set of
problems that you are trying to
solve.

Reducing it all down to an “ahhh
shucks” number might show how
little intimacy you are really creating
in your transactions.

Article written by Dan Waldschmidt.

To find out more about Dan, visit:
http://danwaldschmidt.com/ideas/
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Of course you need
to use your head.
Running around
doing random

actions is just silly.
If that’s the stage of

your sales game,
you have bigger
problems than
thinking about

“working smarter”.

In Part 2 of his article,
Dan Waldschmidt
continues the debate …
“Are the sales experts
you are listening to
really right? Is it time to
examine all the selling
advice that we are
getting from the pros?”
If you missed Part 1 in
the July edition, you
can download it 
Here �

The 7 Lies Sales
Gurus Tell You
The 7 Lies Sales
Gurus Tell You
(Part 2)
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http://bit.ly/nmj42r


In sales calls, many sales pros work
hard and practice what they are

going to say. This is great, and I
would never discourage anyone
from preparing. But before we focus
on what we are going to SAY, we
should prepare what we are going to
ASK and how we will keep the
attention on them.

In sales situations, it is easy to
talk too much throughout the
conversation. Do any of these
sound familiar?

● You secure an appointment with
someone you really wanted to
reach and then start the ‘pitch’,
watch their eyes roll back in their
head and realize you blew it.

● You are in a sales call and they
ask ‘What do you have today?’
(Yes, this still happens.) And you
launch into the features of your
product or service and why
everyone should have it.

● You are in a networking function
and make the rounds telling
everyone who you are and what

you do and collect a LOT of
business cards.

● You are at a trade show and you
repeat the same script over and
over to anyone who might stop
to listen.

In each of these situations your
ability to present your solution is
important. Yet to really be heard and
have the prospect (or networker)
WANT to hear what you have to say,
ask them for information first. Ask
relevant open-ended questions that
get them talking about their
problems, opportunities, wants or
needs. Then when you have earned
the right to be heard, explain how
your solution will help THEM
specifically! 

Years ago I had an appointment
with a lead. I was prepared and
focused, and I asked questions,
paraphrased, took notes. He wanted
to TALK and when our time was up,
he said we should talk again so he
could learn more about what I do.

I thought it went well but was a
bit disappointed that I didn’t get to
explain how I could help him or
establish any credibility before we
hung up. Well, imagine my surprise
the next day when the referrer shared
that the lead thought I was brilliant
and couldn’t wait to talk again.

Because I listened and focused
on him, he found me brilliant and
was now ready to hear what I had to
say. This situation is a timely
reminder for us - that to be heard we
must first shut up. ■

Ask relevant open-
ended questions that

get them talking
about their problems,
opportunities, wants
or needs. Then when
you have earned the

right to be heard,
explain how your
solution will help

THEM specifically! 

Article written by Nancy Bleeke.

To find out more about Nancy, visit:
http://www.salesproinsider.com
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Want your customers and prospects to listen to what you have to say? It may
seem backwards, but what you need to do is to shut up to be heard.

Shut Up to Be
Heard



to introduce you to important
contacts, purchasing patterns and
corporate strategies. Their sales and
technical teams may be able to help
yours make joint presentations and
proposals, better serve mutual
territories and accounts or create
true business solutions for
customers. Ultimately, joining forces
can help both parties improve their
market positioning and achieve
higher sales goals.

You can choose among several
types of partnerships. While space
limitations prevent us from
exploring them in depth here, some
of your options are:

Business partnerships designed to
increase asset bases, expand the
numbers and types of products or
services offered and improve
competitive advantage for both
parties (possibly involving a formal
merger or acquisition).

Business ecosystem partnerships
that let non-competing parties sell
related products and services in
certain shared markets. This is the
key kind of partner each
organization should develop 3 to 5
business ecosystem partners. If

executed properly, this relationship
can bring you the equivalent of one
salesperson’s quota per year.

Market alliance partnerships that
allow two companies to share leads,
establish salesperson-to-salesperson
relationships and pay each other for
referrals.

Strategic alliance partnerships
with vendors that can provide your
business with leads and support.

Alliance/consulting
relationships in which companies
exchange mutually beneficial
services, such as serving on each
other's advisory boards.

Before opening talks with any
business ecosystem potential
partners, it's smart to seek answers
to a few important questions:

● How many users does the other
company have in your market?
Knowing this number will help
you gauge how well the other
party knows your customer base.

● What domain knowledge does
the other party offer that your
team lacks? What additional
value or expertise or benefits
does that company bring to your
solutions? 

● How well do you understand
your potential partner's culture

and value proposition? Is it in
alignment with yours? 

● Why does this company want to
partner with you? What can you
offer the other party? 

Finally, remember that business
ecosystem partnerships take time to
develop. Successful ones involve:

● Trust, which evolves from
commitment, communication,
strong performance and, most
important, both parties
consistently following through
on their promises.

● Innovation, which stems from
the new opportunities that the
relationship opens up for each
organization.

● A solid, mutually acceptable set
of metrics, which can measure
how well each company is
meeting the other's expectations
and how well they're both doing
at progressing toward their
shared goals.

Above all, successful partnerships
require each party to adopt a
broader mindset. As you consider
future major business decisions for
your company, it's good to ask
yourself not only “What's in this for
me?” but also “What's in it for my
partner?” ■

At Acumen Management, we've
found that today's most

successful salespeople tend to excel
in six critical areas of sales
management:

1. Understanding their clients'
business needs 

2. Maintaining selectivity and
effective account segmentation
and penetration 

3. Developing solid strategies for
handling their key accounts 

4. Improving how salespeople
manage their time, their accounts
and their territories 

5. Using all available resources as
effectively as possible 

6. Constantly strengthening their
efforts to win market share 

If your company isn't hitting home

runs in all those areas, you may want
to consider establishing your own
partnerships to help improve your
performance.

Working with partners can
provide you with the additional
knowledge that you may need, for
instance, to better understand a
particular client's needs or more
readily identify prospective
accounts. Your partners may be able
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Article written by Ken Thoreson.

To find out more about Ken, visit:
www.AcumenManagement.com
www.YourSalesManagementGuru.com
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How many users
does the other

company have in
your market?

Knowing this number
will help you gauge
how well the other
party knows your
customer base.

Partnering up with other salespeople can only help
you provide a better level of service to current and
potential customers. 

Leverage Partnerships
to Improve Sales 



Istarted blogging about sales and
marketing five years ago when I

launched The Funnelholic. Blogging
forced me to solidify my opinions; I
was about to throw my views out
there on the Internet, and I had to
be sure I could back them up.
Before writing a post, I explore the
Internet and find amazing works by
some of the brightest minds in
business. I consider all their inputs,
cross them with my own, and write a
blog post. Creating The Funnelholic
made me realize what an invaluable
resource the Internet is to me, both
professionally and personally.

When I became a founder of
Focus.com, the floodgates truly
opened. I wasn’t just writing blog
posts, I was participating. I was
reading, listening to and joining
conversations with the smartest
people in sales and marketing.
Writing The Funnelholic and
working at Focus, I realize that two
amazing things are happening to me
that could never have happened
before the Internet: I am exposed to
a never-ending fire hose of
knowledge in areas I really care
about, and I am interacting with
some of the most influential experts

in their fields. Now, when people
ask me what the Internet has done
for me, I say, quite frankly: “Made
me better.” When people ask what
the Internet can do for them, I say:
“Make you better.” Sales and
marketing experts have been
pouring their hearts out on the
Internet and the winner is: us.
Getting better fast has never been
easier. ■

Focus on
Craig Rosenberg

To find out more 
about Craig, visit:
www.focus.com
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Craig is Vice President, Focus Expert
Network at Focus.com

18 Top Sales World Magazine August 2011

Our
Partners

www.simplysalesjobs.co.uk/
www.eyesonsales.com
www.smartsellingtools.com
www.sellingpower.com
http://odcblog.com/
www.salesopedia.com
www.soldlab.com
www.raintoday.com
www.changingminds.org


Every month we offer you the opportunity
to win signed copies of the best sales
related books ever written.

This month, 
we have three
copies of …

Linda
Richardson’s

New York Times 
Best-Seller, 
Perfect Selling.

Partner with Top
Sales World
Top Sales World has launched
its Strategic Partner Program,
and our objective is to partner
with just twelve forward
thinking and commercially
astute organizations who are
focused on continually raising
their profile and extending their
reach within the global sales
space. Full details HERE

Advertise with
Top Sales World
Top Sales World has a
comprehensive range of
advertising opportunities, both
on the main site, and also
within this monthly magazine –
to suit all budgets. If you are
seeking to broaden your
appeal, or looking to reach
hundreds of thousands of
frontline sales professionals and
their managers, you should
download the full prospectus
HERE

Testimonials
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You’re thinking 'What? Another book about selling?' Wrong! This book is about winning! These days,
when those of us who sell need every molecule of competitive edge we can muster, Linda cleverly
pulls it together for us. And she does it with a voice radiating experience, knowledge, and sincere
empathy for the challenging job we all have.”
--Dave Stein, CEO & Founder, ES Research Group, Inc., and author of How Winners Sell

“In five steps, Linda helps you master the process of the sales call to a tee, freeing your creativity to
focus on your customer and deal with the unexpected that will always occur.”
--Larry Wilson, sales leadership guru and bestselling author

Here are this month’s questions:
Remember that all the answers
can be found on the websites.

1) Simply Sales Jobs are based in which European
country?

2) Ken Murray, CEO of Vanilla Soft, is alum of which top
business school?

3) Who is the CEO of iForce online?
4) How many companies are currently using Objective

Management Group’s assessments?
5) Last month Kurlan & Associates released the second

edition of their Sales Manager’s Roadmap, what was
it called?

6) Who is NETPROSPEX’s “Director of Buzz?”
7) Xobni can be downloaded for free, but how much

does it cost per month to enjoy Xobni Pro?
8) Over at Richardson, how many people have already

subscribed to Linda Richardson’s “Sales Cyber Tips?”

Ready to play? 
Please go here to fill in your answers �

21Top Sales World Magazine August 2011

http://bit.ly/raR6al
http://www.topsalesworld.com/downloads/advertising/JF_SP2011_5.pdf
http://www.topsalesworld.com/downloads/advertising/PW_TSW_Option_3_6.pdf
www.simplysalesjobs.co.uk/
http://www.vanillasoft.com/
www.iforceonline.com/
www.objectivemanagement.com
www.objectivemanagement.com
www.dkatraining.com/
www.netprospex.com
http://www.xobni.com/
http://www.richardson.com/
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