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In this, our penultimate issue of the year, we are
delighted to feature Linda Richardson’s interview with
Dave Stein of ES Research Group – a man that knows
anybody and everybody in the “sales space”

We also have some great articles from Keith Rosen,
Michael Griego and … Dave Stein

In Focus is Jill Konrath, and in his regular column - JF
Uncut - Jonathan Farrington berates us all for not
taking good enough care of our most important asset,
our customers.

Finally, there is news on this year’s Top Sales &
Marketing Awards, which are approaching rapidly.
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Learn to Let It Go Or Lose 
The Sale
by Keith Rosen

Denise and I were getting ready to wrap up our weekly coaching call. She’s
been a salesperson for about 18 years and recently took a new position in
media sales. I sensed there was something going on with Denise that was
getting in her way; some limiting or dangerous thinking that was sabotaging
her selling efforts without her even knowing it ... Read More�

Rethinking Solution Selling
by Michael Griego

Do you need a revamping of your "solution selling" methodology? With all
due respect to Michael Bosworth, author of Solution Selling, it's time to
rethink "solution selling." Both the selling world and customer interactions
have changed and require adjustments to common selling motions. Besides,
after all the books and training over 15 years, try to find ... Read More�

Objectivity: 
A Critical Capability in
Professional Selling
by Dave Stein

Winning requires both outward-focused objectivity — a realistic picture of
our true position in a sales campaign — and inward-focused objectivity, a
clear-eyed assessment of our own skills and capabilities. Experience is the
best teacher of objectivity. Novice salespeople are often optimists; they have
to be, to face all that rejection and keep coming back for ... Read More�

An Interview with Dave Stein 
by Linda Richardson

It’s clear to those of us in sales that many of the tried and true sales
methodologies that served well for decades are no longer are working. In the
past many sales leaders have been adverse to research in favor of hard earned
experience and gut feel. Today, however, many are now turning to sales
research firms to gain new perspectives and get to ... Read More�

Isn’t it Time We Re-Focused on
the Customer?
by Jonathan Farrington

You may think the following statement is a “no brainer” but if that is the
case, how come 80% of organizations around the world haven’t woken up to
it yet? “The most successful; the most profitable; the “best to work for”
companies on the planet, have an excellent customer care/service program in
place” You see, I told you it was obvious! The problem is ... Read More�
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Here is what you will find in this month’s edition.
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result the client reconstituted its
sales methodology and sales training
and revise its hiring profile and  over
time  transformed its salesforce to
meet the new demands of its
customer base.

Dave shared two  dimensions he
sees as essential to  transforming a
salesforce and closing the gap from
solution sellers to business problem
solvers:

● Salespeople must be able to
engage in a different kind of
sales conversation at the strategic
business level -- for example  be
adept at executive level
conversations and equipped to
negotiate with procurement  as a
part of the sales  negotiation
process.

● Because customers are doing so
much research and are fairly
close to making a decision by the
time the salesperson is in the
picture, timing has become very
important. Salespeople must not
only understand what their
customers buy but how they buy
and align their process
accordingly -- for example with

more diligent preparation in
industry, understanding the
customer’s purchasing process,
reading the company president’s
statement …  Dave emphasized
“The how (the customer buys) is
more important than the what.”

While some sales organizations are
re-tooling their sale forces to keep
up with customers, Dave finds  that
many sales organizations and sales
training companies are “lagging and
have been caught off guard” by the
dramatic change in the selling
environment. He  predicted that
“Companies that don’t re-tool will
be left in the dust”. Re-tooling
involves clarifying the sales process,
reassessing competencies and hiring
profiles, re-evaluating  training, and
raising the skill and knowledge level
of sales professionals.

As for the impetus behind the
focus on research today in the field
of sales performance, Dave
acknowledged that in the past the
sales function was often skeptical
about research. But he said, “Today
professionals who normally could
smart their way out of a problem
are facing unprecedented change
and are turning to research for an
independent perspective and  fresh
ideas  that they can weigh as they
decide what to do next.”

Dave understands and is
passionate about sales and
salespeople. He sees the difficulties

set before sales organizations and
believes that business and financial
knowledge is the one big area not
yet touched or explored by most
sales organizations. He is confident
sales organizations and salespeople
can make the transition but also
feels salespeople too often
underestimate  what they can add
beyond the product solution.
Armed with impressive data Dave
is both humble and  highly
confident in his message  to sales
organizations -“Transform your
salespeople into  business people.”

On how to make this transition
on an individual salesperson level,
he advises salespeople to take small
steps every day such as spending
one hour each week looking at how
their customers’ businesses run,
how their customers measure
success or failure of a department
or the company, understanding a
P&L, finding out how customers
make  investment decisions,
reading a book on finance,
leveraging social media,
developing business questions.

His words of wisdom: “Re-
tool yourself by adding business
and financial knowledge. You will
get further, call higher, increase
your credibility, and reach your
goals.” ■

Linda Richardson is the Founder and
Chairwoman of Richardson, the global sales
performance company and is responsible
for product and sales strategy.
www.richardson.com
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As for the impetus
behind the focus on

research today in the
field of sales

performance, Dave
acknowledged that
in the past the sales
function was often

skeptical about
research.

ESR Research Group is one such
firm and Dave Stein its Founder

and CEO is one of the most
respected leaders in the field. In my
conversation with Dave he
discussed the pressing need for sales
organizations to change how they
sell. He sited recent research in
which the average customer does
not contact a salesperson until he or
she is about 75% through the
buying cycle. We all knew that
customers were doing more
research and were much better
prepared for sales calls but 75%
makes it a real game changer that
impacts  the role, function, and
approach of the salespeople.

Dave described the gap he
consistently finds between how
most sales organizations sell and
how their customers  buy. The gap
at times is so significant that  “It can
be core to the backbone of the
selling process”. As a part of its
work ESR talks to the customers of
its customers. One of its customers
learned that the profile it was using
to recruit salespeople and
depending on to drive revenue was
wrong. Its customers needed
business advisors, not only
professionals who could sell. As a
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Sales Research -
changing the way we sell
Interview with Dave Stein by Linda Richardson

Top of Mind

You can find out more about ES
Research Group at
www.esresearch.com

It’s clear to those of us in sales that many of the tried
and true sales methodologies that served well for
decades are no longer are working. In the past
many sales leaders have been adverse to research
in favor of hard earned experience and gut feel.
Today, however, many are now turning to sales
research firms to gain new perspectives and get
answers and an edge needed to compete and win.



we create for ourselves,’ illustrates
one of the many paradoxes in life.
While we may strive to maintain
control over our lives, our careers,
even over other people in order to
produce certain outcomes, this
desire to control creates rigidity or
resistance to change. We feel if we
control certain things it limits risk
and error.

This lack of flexibility creates
friction in our lives, especially in the
face of adversity.

The result? As we continue to
put our energy into preventing
change, or staying within what we
know what is safe and comfortable,
control becomes the very thing that
limits the progression, inhibiting the
ability to create or recognize even
better opportunities. As we let go of
the need to control, greater
possibilities unfold naturally.

You can determine if you are
attempting to control something
that you can’t by asking yourself the
following questions.

1. Are my efforts and actions
enhancing my life or consuming
my life?

2. Do I want to continue doing
things the way I am doing them
now for the next thirty years?

3. Is this my agenda or someone
else’s agenda? Do I have an
attachment to the outcome?

4. What am I afraid of? (What's the
fear?) What am I trying to avoid?

5. What am I trying to do or create
perfectly? What result am I
hooked on achieving?

Paradoxes such as this illustrate how
the very actions we take to generate
desired results, often slow us down
and diminish the quality of the
outcome we want to achieve.
(Another paradox!) 

In other words, consider what
would be possible if you responded
to the events in your life, both in
action and opinion, in the exact
opposite manner in which you would
normally respond to them? (If you're
a Seinfeld fan, you may remember
the episode where George made
better, successful decisions by doing
the exact opposite thing he would
normally do.)

Once explored, these
contradictions open up new
possibilities by challenging certain
beliefs that we may have initially
thought of as true.

This exploration into contradiction
is evolutionary, since it immediately

creates alternative opportunities and
paths to travel upon.

The Only Three Things You
Can Ever Control

In life there are many things we try
to control. Ironically, there are only
three things that we truly have the
ability to control and have any real
control over. They are:

1. Your actions
2.Your responses to situations and

your experiences
3. Your thoughts, beliefs or attitude.

That’s it. Everything else that we
think we can control, the things we
complain and worry about; is an
elusion. The irony is, most of us
spend our time trying to control the
things we can’t rather than focusing
on mastering the things we can;
these three areas that we truly do
have control over.”

“That is so true,” Denise
declared. “Hmm. I can’t help but
think of the countless hours, days
even years I’ve wasted trying to
control the things I can’t! Well,
today is certainly the start of a new
day for me and a new approach to
selling. Any other jewels you want to
share today?”

“Is that one not enough?” I said,
jokingly.

“Oh, absolutely It is! Talk to you
next week, coach!” ■

Article written by Keith Rosen.

To find out more about Keith, visit:
www.ProfitBuilders.com
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“It’s addicting if that’s what you
mean. You can bet that I’ll

continue to keep pushing to get
more sales. I’ll just have to do a
better job at controlling the process
and each sales call I go out on.”

“That’s interesting. Do you
believe that a sales call or your sales

process is something you feel you
can actually control?”

“Well, I’ll certainly try harder to
do so!”

“Really?” I paused for a moment,
reflecting back to the beginning of
our conversation. “You said earlier
that confidence equates to control.

May I ask, what’s the relationship
you have with control?”

“If you mean I’m a control freak,
then the answer is a resound yes and
proud of it.”

“Are you familiar with the
paradox of control?”

“No, please share.”
“To give you some background,

the word paradox is Latin for
‘beyond opinion.’ A paradox is a
seemingly contradictory statement
that may be true. They are a way to
test and challenge reality or the
limiting or general assumptions we
have made that stall our evolution.

‘The more we try to maintain
control in our lives, the less freedom
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“That is so true,”
Denise declared.

“Hmm. I can’t help
but think of the

countless hours, days
even years I’ve
wasted trying to

control the things I
can’t! Well, today is
certainly the start of
a new day for me

and a new approach
to selling.

Denise and I were getting ready to wrap up our
weekly coaching call. She’s been a salesperson for
about 18 years and recently took a new position in
media sales. I sensed there was something going
on with Denise that was getting in her way; some
limiting or dangerous thinking that was sabotaging
her selling efforts without her even knowing it. We
continued our conversation. Here’s how it went.

Learn to Let It Go
Or Lose The Sale
Learn to Let It Go
Or Lose The Sale



even in very brief conversations.
Can your reps manage customers

with short attention spans?

Blended Sales
Conversations 

Some sales calls are cold, some are
warm, some are quasi-qualified,
some are all teed up ready for the
senior rep, and some are follow-up
exploratory calls. All calls need a
crisp beginning and end and a
purposeful middle.

The key is context and clear
distinction between general
Introductions and deliberate
Qualification and Discovery
purposes. I see many reps misapply
solution selling precepts and blur
these lines resulting in random
meandering and/or missed
information.

When there's no mindful,
purposeful objective and logical call
flow of Qualification questions
(around budget or time-frame, etc.)
and Discovery questions
(need/solution/vision
development), then even the most
senior reps may come away with
incomplete information and delay
cycles.

Are you providing clear sales call
guidance for your reps or letting
them figure it out on their own?

Convoluted Sales
Questioning

Most teams don't have the time or
bandwidth to go through 4 days of
training to get the Solution Selling
questioning process ingrained into
their brains. Doesn't mean they
don't need help and a method, but
there's got to be a better (and
cheaper) and more effective way.
There is!

The answer is in coherent Talk
& Question Tracks designed for
specific target audiences that adhere
to a classic 4-Step Conversation
Process. These are rich in substance,
simple to learn and powerful in their
tailored application for all sales
levels: Inside, Outside, Channel and
Support. Intelligent questioning -
what a concept.

Multiple general, open, closed,
confirming, qualifying, discovery
and closing questions listed out on
paper (spreadsheet or PowerPoint)
for a sales rep doesn't cut it. The key
is keeping it simple, flexible, logical,
and real. The results when clarified
and instructed are profound.

Do your sales reps have a clear
sales questioning process?

Mistargeted Discovery

Sometimes sales reps are just happy
to get a live person on the phone.
They therefore give short shrift to
full discovery and may even assume

qualification status. Not a good
thing. Many deals go awry or get
delayed due to missteps here.

Think of having a football team
score consistently if deliberate plays
were not spelled out and practiced
repeatedly. Wouldn't happen,
certainly not consistently. Likewise
in the sales arena, specific sales plays
and audibles for various targets and
situations can be thought through,
mapped out for optimized impact,
and executed to perfection with
practice and discipline.

Sales teams need clear early-
stage discovery plays or templates
that are simple, targeted, well-
planned, practical and useful.
Managers and reps should be able to
anticipate results and track their
effectiveness. A well trained,
disciplined sales team executing
effective sales discovery plays is a
beautiful thing.

Are your sales plays well
designed?

Indeed we are in the midst of a
new sales era where the prudent
sales leader needs to honestly
reassess their existing selling
methodology and consider
adjustments. While paying homage
to the past, it is a new day with new
forces driving a change of behavior
and practices. It’s time to rethink
and rebuild dynamic sales
organizations molded for the
changing salesperson and customer
buyer. ■Are you providing

clear sales call
guidance for your

reps or letting them
figure it out on their

own?

Article written by Michael Griego.

To find out more about Michael, visit:
www.mxlpartners.com

11Top Sales World Magazine November 201110 Top Sales World Magazine November 2011

Besides, after all the books and
training over 15 years, try to find

one VP of Sales or Account
Executive who can tell you what the
9-Block Vision Processing Model is
or even what exactly are  "the 9
Boxes." While brilliant in theory and
profound for a past generation, the
practical application is often lost in
the reality of today's dynamic sales
arena. There's certainly a new
generation selling in a different era.

While my sales, management and
consulting career grew up with

Rackham and Bosworth over the
past 30 years, today I'm seeing 4
challenges facing salespeople
relative to selling methodologies:

1. Shorter Conversations -
customer conversations are often
brief and on the phone. Reps
need to be agile and skilled in the
managing of short selling
conversations.

2. Blended Conversations - lead
generation improvements
require clear distinctions

between call introduction,
qualification and discovery. Reps
need clarity of process and
conversation flow.

3. Convoluted Questioning -
sales call  questioning process
fundamentals have been lost,
forgotten or confused. Reps
need talk tracks grounded in
simplified questioning
fundamentals.

4. Mistargeted Discovery -
discovery conversations are
often given short-shrift,
prolonging or derailing sale
cycles. Reps need clear discovery
plays or templates that are
simple, planned, manageable and
trackable.

Shorter Sales Conversations

"How can I get my salespeople to
'create and reengineer vision' when
their customer conversations are
less than 2-minutes long?" So said
the Sales Manager to me as he
expressed frustration at his reps'
brief sales calls.

While today's customer buyers
are more technology savvy and
knowledgeable and seem not eager
to engage with salespeople, the truth
is that they will engage with an
engaging salesperson who brings
value to the conversation quickly
and deftly.

Knowing when, what and how
to ask open and closed initial and
subsequent questions should not be
generic theory but actually spelled
out for various prospect/
customer/title situations. This
combined with a clear and logical
next-step objective will arm
salespeople with tools for success,

Rethinking
Solution
Selling

Rethinking
Solution
Selling

Do you need a revamping of your "solution selling"
methodology? With all due respect to Michael
Bosworth, author of Solution Selling, it's time to
rethink "solution selling." Both the selling world and
customer interactions have changed and require
adjustments to common selling motions. 



She’s the author of two bestselling
sales books and is a popular

speaker who helps sellers crack into
new accounts, speed up sales cycles
and win more business. She likes to
work on:

Tough Challenges

When Jill recognized that the crazy-
busy work environment was
wreaking havoc with sellers, she
immersed herself in the issue till she
discovered new strategies that
worked.

The result? SNAP Selling, her
highly acclaimed new book that
jumped to #1 on Amazon within
hours of its release — and
continues to be a top seller.

Big Issues

Jill’s initial book, Selling to Big
Companies, addressed a major sales
problem that continues today-how
to set up meetings with prospects
who’d rather avoid salespeople all
together.

Fortune named it one of eight
“must reads” for sellers, along with
How to Win Friends & Influence People,
The New Strategic Selling and Getting to
Yes. It’s also been an Amazon Top
25 sales book since 2006.

Focus On

Jill Konrath
Unsolvable Problems 

When the economy tanked in 2008,
Jill realized that most job seekers
had no idea how to “sell”
themselves. Instead, they were
commoditized by their look-alike
resumes and using reactionary job-
hunting skills. So she wrote Get Back
to Work Faster, a game-changing
career book at the same time she
launched a free monthly webinar
series.

Thought Leadership

As a business-to-business sales
expert, Jill’s ideas and insights
are ubiquitous in multiple
forums, both on and offline.

● Widely read. Jill’s newsletters
are read by 70,000+ readers
worldwide. In addition, she
writes a popular blog that’s been
syndicated on numerous
business and sales websites.

● Frequently quoted. Jill
expertise is frequently
published in top business media
such as ABC News, Success, Inc.,
WSJ Start-Up Journal,
Entrepreneur, New York Times,
Business Journal, Selling Power,
Sales & Marketing Management as
well as countless online
publications and radio shows.

● Sales guru status. Jill’s
expertise has been cited in
numerous books: SMART Calls,
Masters of Sales, The Contrarian
Effect,  Smart Selling on the Phone
& Online, Top Dog Sales Secrets,
Get Clients Now,  Lead Generation
for the Complex Sale and many
more.

Professional Background

Jill’s passion for sales was ignited at
Xerox Corporation where she was
frequently recognized for superior
performance as both an account
executive and regional sales
manager. She then moved into
computer sales and immediately
became the International Rookie of
the Year and a consistent top
performer.

Her joy in selling, combined
with an innate ability to teach, led
her to present countless training
programs for colleagues, create a
myriad of sales tools, coach dozens
of trainees and to work on new
product launches – in addition to
her sales job! This was the impetus
for starting her own business.

In 1987, she launched
Leapfrog Strategies, Inc., a sales
effectiveness consultancy, that
focused on helping companies
shorten time to revenue on new
product introductions. Using her
unique strategies that closed the gap

between Sales & Marketing, her
clients were able to launch faster,
capture their window of
opportunity and gain significant
market share.

Everything was going great
till 2000, when her two biggest
clients came under pressure from
Wall Street to deliver better results.
All consulting contracts were
stopped mid-stream, effectively
putting her out of business. This
trigger event caused her to rethink
how she wanted to use her talent
and passion to make a significant
impact in the next decade.

Ten years ago, Jill was a quiet,
unknown consultant who did great
work for her clients. Today, she is an
internationally recognized expert
who is known for her fresh sales
strategies and game-changing
approaches. ■

To find out more 
about Jill, visit:
www.jillkonrath.com/
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Jill Konrath’s career is defined by her relentless
search for fresh sales strategies that actually work in
today’s business environment.



other instances, salespeople
deliberately avoid learning the truth.
Like ostriches with their heads in
the sand, they feel that if they don’t
ask the question, they can’t get the
bad news. These are defense
mechanisms salespeople use, often
unconsciously, out of fear of some
real or perceived threat. I love the
quote attributed to Mark Twain,
“Denial ain’t just a river in Egypt.”
Doesn’t that get precisely to the
point here?

Inward-Focused Objectivity 

Winners have the ability to
accurately assess their own strengths
and weaknesses, and the will to
acknowledge them. To winners,
everything is open to examination:
the skills they have or have not
developed over their years of
selling, the personal traits they were
born with, the behaviors they
exhibit every day.

These sales professionals are
constantly reassessing themselves
— determining where they stand
versus the current business

environment and their competition,
where they need to be to sustain
their success, and how they are
going to get there. They work
constantly on areas needing
improvement and, in the meantime,
seek help from others to
compensate for weaknesses in these
skills, traits, and behaviors. They
understand that, especially in our
world of constant change, what may
have contributed to their success
then doesn’t necessarily get the job
done now.

Outward-Focused
Objectivity

Winners seek the truth. They
understand that it is a vital
element of their success. Top sales
professionals are consistently
objective about the world around
them, especially the true state of
their sales campaigns and the
motivations, intentions, and
capabilities of the people they’re
selling to.

Unfortunately, getting to the
truth of what is really happening
in a sales campaign has become
considerably more difficult during
the past few years. Whether to
spare your feelings, or to get a
better negotiating position with
another supplier, or simply
because they don’t have the power
to decide, people you sell to will
string you along, making you think

you may be selected when, in fact,
you’ve already lost.

You may well find that your
prospect is including you —
letting you think you’re at least in
contention — merely to satisfy a
three-bid requirement, having
decided long before to do
business with another bidder.
Other prospects will hide from
you the fact that they’ve lost
funding for the project or that it
has been postponed. If you’ve
learned to assess the sales
opportunity with staunch
objectivity, you will see through a
prospect’s friendly façade, seek the
truth about the competition, and
ascertain whether a deal is
possible.

Being objective isn’t easy. It
requires courage.

I always think about the movie
“A Few Good Men.” Jack
Nicholson, portraying Colonel
Jessup is being questioned on the
witness stand by lawyer Lieutenant
Kaffee, played by Tom Cruise.
Jessup: “You want answers?”
Kaffee: “I want the truth.”
Jessup: “You can’t handle the truth.”

Can you handle the truth about
your sales opportunities and your
own capabilities?  If you can, you
can put a check in the box next to
two of the most critical
requirements for selling success:
objectivity and courage.
Congratulations!                              ■

Winning requires both outward-
focused objectivity — a

realistic picture of our true position
in a sales campaign — and inward-
focused objectivity, a clear-eyed
assessment of our own skills and
capabilities.

Experience is the best teacher of
objectivity. Novice salespeople are
often optimists; they have to be, to

face all that rejection and keep
coming back for more. They look
for any nuance, any signal upon
which they can build the belief that
somewhere, somehow, there is
business for them to win. Not only
can’t they assess a situation
objectively, they generally don’t see
their own weaknesses. They are
“unconscious incompetents,”

unaware of their own deficiencies.
Even as they mature and gain

experience, some salespeople
continue to be wishful thinkers with
"happy ears." They cannot — or will
not — face the facts as they are;
instead, they put a positive spin on
anything they tell their bosses, their
customers, and ultimately (or
perhaps primarily) themselves. In
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Article written by Dave Stein.

To find out more about Dave, visit:
www.esresearch.com
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Winning requires
both outward-

focused objectivity
— a realistic picture
of our true position in
a sales campaign —
and inward-focused
objectivity, a clear-
eyed assessment of
our own skills and

capabilities. 

Based on the ongoing research performed by my firm, we know that one of the
most important capabilities sales winners have in common is the ability to see
things objectively. Objectivity is critical for sales success. It gives us the ability to
determine the truth and to handle any situation appropriately. 

Objectivity:
A Critical Capability in
Professional Selling

Objectivity:
A Critical Capability in
Professional Selling



You may think the following
statement is a “no brainer” but if

that is the case, how come 80% of
organizations around the world
haven’t woken up to it yet?

“The most successful; the most
profitable; the “best to work for” companies
on the planet, have an excellent customer
care/service program in place”

You see, I told you it was obvious!
The problem is that typically,

Directors and management often see
“Customer Relations” as the affair of
a ‘Complaints Department’, whilst
they get on and run the business –
which is a form of warfare carried
out against the irritating habits of
customers seeking fair treatment, a
fair deal or equality of relationship.

Salespeople often see customers
as an unruly, disobliging and
dishonest source of commission.

Support staff accept that they are
paid to (try to) cope (on a good day)

with unreasonable, whining, stupid,
ungrateful customers who just won’t
be told.

Administrators see customers as
dunces who must be forced to
follow the rigid procedures
developed for the convenience of
the supplier (an endless nuisance to
the customer).

Technical people often see
customers as stick-in-the-mud know
nothings to be loftily put in their
place by the use of elitist techno-
jargon.

Production people ignore
customers entirely, because
otherwise they would get in the way
of how they want to run the place.

Finance people treat customers
not as people, but as reference
numbers with obligations required to
fit processes.

Unkind comments? Not at your
place? Great! But anti-attitudes like
this abound all over the commercial
spectrum. You do business with your
customers – not despite them!
Customers pay the wages for
everyone, not just the sales force.

Customer service is no longer just

a question of interpersonal skills.
The difference between you and

your competitors is achieved when
expectations are exceeded. Doing
the unexpected, going the extra mile,
moves us from meeting expectations
to exceeding expectations.

Let’s be clear, customers are not
disposable; you cannot just use them
and toss them away, they are your
lifeblood, and without them you and
your company will die.

The success of your organization
depends primarily on just one thing
– and it isn’t your expensive
accounting software package, or
your impressive offices, or your HR
policies – value your customers, and
they will play their part in
guaranteeing your success .

The acid test – Would you buy
from you? Would you buy from your
company? If you did, would you
return and buy again?

Be assured, there is always a
penalty for poor customer relations.
It plays its way out over the weeks
and months ahead when people –
and those they influence – simply
avoid your firm. ■

Article written by Jonathan Farrington.
To find out more about Jonathan, visit:
www.thejfblogit.co.uk
www.jfcorporation.com
www.jonathanfarrington.com
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Isn’t it Time We Re-Focused
on the Customer?

At last, a resource site dedicated solely to sales
leaders - including Sales Managers, Vice-Presidents
of Sales, Sales Coaches, Sales Directors and CEO’s –
ultimately any individual who is committed to
developing their sales people’s potential and results. 

We have assembled a team comprising of the very
best sales management coaches in the world - 

Dr. Tony Alessandra, Nancy Bleeke, Danita Bye,
John Doerr, Kevin Eikenberry, Jonathan Farrington,
Colleen Francis, Michael Griego, Dave Kurlan,

Jonathan London, Christian Maurer, Paul McCord,
Linda Richardson, Keith Rosen, Steven Rosen, Tibor
Shanto, Colleen Stanley and Ken Thoreson

They contribute daily to a number of essential
resource areas from sales team development
session formats to online profiling, sales articles and
process tools to fundamental sales management
skills …. This site is an absolute ‘must’ for forward
thinking sales leaders.

Come and take a look HERE ��
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It is almost time for the Top Sales & Marketing
Awards once more, and this year we have
fourteen categories:

★ TS&M Thought Leader (This replaces Personality)
★ TS&M Book
★ TS&M Article
★ TS&M Resource Venue
★ TS&M Productivity Tool
★ TS&M Social Selling Solution
★ TS&M Social Media Site
★ TS&M CRM Solution
★ TS&M Blog Post
★ TS&M EBook
★ TS&M Webinar
★ TS&M Blog
★ TS&M Marketing Campaign
★ TS&M Assessment Tool

Plus of course, we will be adding a further six names to the Top
Sales & Marketing Hall of Fame.

The closing date for nominations is Tuesday November 15th,
and then the judging panels will decide the finalists: The polls
will be open on Thursday November 17th, until Friday
December 9th.

This year, the awards ceremony takes place slightly earlier –
on Thursday December 15th. 

You will find all the details HERE �

You can keep up to
date over at

www.topsalesawards.com
and you can also follow us

on Twitter at
http://twitter.com/#!/

topsalesawards 
Understandably, we are

very excited, and so
looking forward to this

year’s event, which is going
to be bigger and better

than ever!

The Timeline ...

October 4th

Categories

Announced

October 25th

Nominations

Invited

November 15th

Last Date

For Nominations

November 17th

Finalists

Announced

& Polls Open

December 9th

Polls Close

December 15th

Awards

Ceremony Live

2011 Top Sales

& Marketing

Awards
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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 �
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● Auto-Dialing in Two Great Flavors
● Lead Scoring
● Web Leads
● Appointment-Setting
● Intelligent Call Recording
● Automatic Real-Time Lead Distribution

● Real-time Management Dashboard
● Team-based Selling
● Robust Web Reporting
● Do Not Call Compliance
● Social Selling with LinkedIn
● Emailing
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Next Month’s Edition
Our Christmas edition will be published on December
16th and will feature:

★ 2012 Predictions: What do the Top Sales Experts
predict for next year?

★ All the Winners: Details of all the medal winners from
this year’s Top Sales & Marketing Awards

★ The Richardson Interview: Linda Richardson
interviews Jonathan Farrington

★ In Focus: Keith Rosen

Plus articles from the Top Sales Experts team and ….
The Christmas Sales Quiz, with loads of great prizes to
be won.

You can register to receive your copy HERE �

http://www.vanillasoft.com/
http://www.vanillasoft.com/
http://www.topsalesworld.com/downloads/advertising/JF_SP2011_5.pdf
http://www.topsalesworld.com/downloads/advertising/PW_TSW_Option_3_6.pdf
http://eepurl.com/gRxAv
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