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This month’s highlight is undoubtedly Linda Richardson’s interview
with genuine thought leader, Neil Rackham – See page 6.

In his new monthly column – JF Uncut – Jonathan Farrington takes a
tongue-in-cheek look at the reasons why any imminent marriage
between sales and marketing is unlikely, and we also have superb
articles from Colleen Stanley, Tibor Shanto and John Doerr.

Dave Kurlan needs your help: You have the chance to win a signed
copy of his bestselling “Baseline Selling” as a reward for completing
a simple survey – see page 20.

Finally, we announce all the categories for this year’s Top Sales &
Marketing Awards.

P.S. Could we please ask you to remember these people who need
our help?

Welcome

Our Thanks to the following Sponsors:
The 2011 Top Sales Awards
by Jonathan Farrington

18

Important Survey – Please Help!
by Dave Kurlan 20

The Timeline ...
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November 8th
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www.objectivemanagement.com
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www.iforceonline.com/
https://www.wfp.org/donate/hoa_banners?icn=rubicon-appeal&ici=horn-of-africa


Latest Top Sales 
White Paper

Top Sales Hardtalk
Interviews
Every Monday/
Wednesday/Friday.

Top Sales Tips
Every single day.  HERE ��

Top 10 Sales Articles
Vote for This Month’s Top
Sales Article.  HERE ��

And so much 
more …. 
Top Sales World HERE ��
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The Busy
Person’s Pages
Here is what you will find in this month’s edition.

The Emotionally Intelligent 
Sales Manager
by Colleen Stanley

Integrating emotional intelligence skills into the sales profession is a fairly
new concept for most sales organizations. Progressive sales organizations
such as American Express and Motorola are adopting the knowledge and
skills as they know it is an edge in a competitive market. So what is emotional
intelligence and how can it help sales leaders be more? ... Read More�

KPI's: Check list vs. Commitment
to Success
by Tibor Shanto

Key Performance Indicator or KPI's, have become common in sales and
sales performance management, but the question is are they effective and
have they delivered on their promise. A Key Performance Indicator or
Performance Indicator is a kind of Measure of Performance. Conventionally
they measure things such as number of new orders, cash ... Read More�

I Won’t Buy from You If I 
Can’t Trust You
by John Doerr

Some of my most pleasant memories as a child are of playing with wood
building blocks. Once I mastered the basics of stacking one block on
another, my goal was always to build as high as I possibly could. Being the
quick learner that I am, I soon discovered that the stronger the foundation,
the higher each stage of my skyscraper could be. ... Read More�

An Interview with Neil Rackham
by Linda Richardson

Neil Rackham, industry leader and breakthrough thinker, continues to
illuminate all of us in sales. Fresh back from a month’s retreat and brimming
with ideas, Neil discussed the transformation that  has taken place in  sales
over the past  few years and how today’s customers  have access to  twenty
times as much information and twice as many ... Read More�

Marketing is from Venus and
Sales is from Mars!
by Jonathan Farrington

Will sales and marketing ever get married? Of course not, no chance, ever. It
is as likely as the considerably overweight girl with terminal acne and
occasional bouts of uncontrollable flatulence being asked to dance by the
local stud at the village hop. Why? For virtually the same reason that sales will
never marry the “pointy-heads” from the technical ... Read More�
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I hope you'll participate in
a project I am working on
called the “Trust Project.”

In appreciation of you
taking part in this survey,
Dave will be picking six
respondents at random to
receive a signed copy of
his book. 

Find out more Here ��

Can Most
Salespeople
be Trusted?
Important
Survey –
Please Help!

http://www.rainsalestraining.com/WSTFpartner/
http://www.topsalesworld.com/
http://topsalesworld.com/top10SalesArticles/
http://www.topsalesworld.com/


Clearly sales has changed. Neil
described the “death of the

talking brochure” and how
unprecedented access to knowledge
has altered the boundaries that have
existed for decades between the
customer and the salesperson. In the
new sales environment the  internet
has taken away the communication
function from the salesperson. It
has altered the nature of what
customers value.

Neil cited his study with 11,000
customers to understand  what it is
that customers actually value. Not
one single customer identified a
salesperson who helped him or her
learn about a product or understand
how one product is better than a
competitor’s. The number one
complaint from customers was the
“pitch.” The research did however
show that customers greatly value
things such as problem solving,
gaining industry information,
learning what their competitors are
doing, getting new insights, and
looking at a problem in a new way.

So how can salespeople succeed
in the new sales landscape?  How can
they adapt to the new boundaries
between them and their customers?

Salespeople must approach
customers in a new way. Neil saw
value in the Sales Executive Council’s
research which underscored the need
for salespeople to be more
aggressive and come up with ideas
for customers. But rather than
“challenge” customers as the
Council’s research suggests, Neil sees
salespeople entering an “era of
business quality” in which they come
to the table as business equals on
equal footing with the customer.

At the new sales table salespeople
must be prepared to share a point of
view and demonstrate creative
thinking. Clearly this kind of point
of view selling takes a very high level
salesperson. The idea is not for
salespeople to “challenge”
customers but for them to
collaborate and approach customers
feeling they have the right to an
opinion. They must be able to probe
and not be satisfied with easy
answers even if the answers are the
ones they want to hear.

Neil made it clear, “We have
reached the end of the road of a
better mousetrap theory of selling.
Now there are 340 plus ways to kill
mice and the customer knows them
all.” Successful salespeople will be
those who can add something
beyond the mousetrap.

In the new era, the product is the
tool. The real value is in how the
salesperson uses the product to help
the customer think differently. As he

said this I was reminded of Apple’s
marketing slogan of years back and
the success Apple has enjoyed for
doing just that.

Neil sees salespeople and
customers working together to
create value and feels in the process
both will change significantly. In the
best client interactions he said,
“Both the customer and the
salesperson will come to think
differently.” The relationship is the
reward for this.

I asked Neil for advice to help
salespeople win in the new sales
landscape. His answer was simple
but profound, easy but difficult,
seemingly familiar but with an
important twist: “Ask questions not
to learn about customer needs but to
get an education. Ask twenty smart
questions and go away smarter
understanding the wrinkles not
understood before. Build your
expertise.”

Neil concluded with words to live
and win by: “Develop your expertise
call by call. Every call is a chance to
learn. Understanding the customer
is more important than persuading
the customer. If you use every call
that way you will educate yourself
and take an equal place at the table.”

Neil Rackham
Writer and researcher, Visiting
Professor Cranfield School of
Management and Portsmouth
University, UK. ■

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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Neil made it clear,
“We have reached
the end of the road

of a better
mousetrap theory of
selling.  Now there

are 340 plus ways to
kill mice and the
customer knows

them all.” 
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Taking an Equal
Place at the Table
Interview with Neil Rackham by Linda Richardson

Top of Mind

Neil Rackham, 
industry leader and
breakthrough thinker,
continues to illuminate
all of us in sales.  Fresh
back from a month’s
retreat and brimming
with ideas, Neil
discussed the
transformation that 
has taken place in 
sales over the past 
few years and how
today’s customers 
have access to 
twenty times as much
information and twice
as many competitors
than ever before. 



or inactions affect others. They
understand that when they signed
up for a leadership role, they signed
up for a starring role in the
spotlight. Your sales team is
watching to see if you are
consistent, fair and respectful.
Consistent and fair behavior builds
trust and trust is at the foundation
of all relationships.

At the end of the day, self aware
individuals take time to reflect and
ask questions. How did I show up
today?  Did I control my emotions
or did my emotions control me?
Was I fair?  Was I consistent?  If
not, what do I need to change or
do?  

Self awareness can only happen
with downtime. In our desire to be
connected, many of us are
becoming disconnected. Turn off
all stimuli and play the ‘ quiet game.’
You will be rewarded with clarity of
thought and purpose.

Empathy:    

Empathy is the ability to get into
someone else’s shoes and see the
world from their perspective.

Successful sales managers don’t
“mass manage.” They know their
sales team is made of individuals
with unique drivers and motivators.
For example, one salesperson needs
more public recognition. The next
salesperson likes to showcase her
talents by teaching others during a
sales meeting. Or another
salesperson wants to be recognized
for being a great team player.

When you were a salesperson,
your job was to read the prospect.
As a sales manager, your job is to
read your people.

In order to be empathetic, you
must be focused. Top sales
managers know that paying
attention is one of the biggest ways
to show a person that he is
important and appreciated. The
empathetic sales manager doesn’t
buy into the modern myth of multi-
tasking. She puts away her smart
phone so she can give a salesperson
her full attention. Actions always
speak louder than words. How
many of you have been guilty of
checking email or taking a phone
call while meeting with a member of
your sales team?  

Make a decision to be with your
smart phone or your salesperson.
It’s called being present and
respectful. These behaviors make
people motivated work for you.
Remember, people work for people,
not companies.

Life Long Learning:

The most effective leaders we know
are lifelong learners. They are not
graduates of ‘Know It All U.’
Instead, they are trying to earn their
graduate degree ‘Teach Me More.’
In the emotional intelligence world,
it is often referred to as self
actualization.

How many of you can say that
you are smarter than you were two
weeks ago?  One month ago?  One
year ago?  The pace of the leader is
the pace of the pack. When you
model lifelong learning, your sales
team will follow your lead. (How
many people on your sales team are
smarter than they were six months
ago?)    

Start a book club and have your
team discuss one chapter each week.
Encourage veterans to mentor
newcomers. Teaching always makes
you better so it will be a win-win for
everyone. Conduct on-going sales
training. What doesn’t get repeated
goes away. It’s like working out.
You can work out and be in great
shape one year. However, if you
start missing workouts, the six pack
abs soon are replaced by six pound
abs.

Make it a goal to improve your
emotional intelligence skills. People
buy from people they like and
emotionally intelligent leaders are
likeable. Is your sales team buying
your ideas and goals?                       ■

Article written by Colleen Stanley.

To find out more about Colleen, visit:
www.salesleadershipdevelopment.com
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So what is emotional intelligence
and how can it help sales leaders

be more effective?  Daniel
Goleman, author of several books

on the topic, defines it as, “The
capacity for recognizing our own
feelings and those of others, for
motivating ourselves, and for

managing emotions well in
ourselves and in our relationships.”
This definition sounds like it was
written specifically for sales
managers!  Let’s take a look closer
look at a few EI skills that yield hard
sales results.

Emotional Self-Awareness: 

Effective sales managers are self-
aware and know how their actions
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In order to be
empathetic, you
must be focused.

Top sales managers
know that paying
attention is one of

the biggest ways to
show a person that
he is important and

appreciated.

The Emotionally
Intelligent Sales
Manager
Integrating emotional intelligence skills into the sales
profession is a fairly new concept for most sales
organizations.  Progressive sales organizations such
as American Express and Motorola are adopting
the knowledge and skills as they know it is an edge
in a competitive market.  



AKey Performance Indicator or
Performance Indicator is a

kind of Measure of Performance.
Conventionally they measure
things such as number of new
orders, cash collection efficiency,
and return on investment, return
on assets, and more. KPIs show
the progress (or absence of it) in
realizing an organization's goals or
strategic plans by monitoring
activities. In short, these focus on
leading indicators that determine
the lagging indicators, results.

In sales, KPI's are specific to
sales activities, anything from
number of customer visits, number
of demos, or any number of
conversion ratios based on the
organization's process. While
management can use these
measures for planning, territory
alignment, headcount, resource
planning, they most often used to
guide performance usually based
on activities or specific tasks.
There are plenty of good article
out there on how to plan, create
and use KPI's in a sales
environment; our question here is

are they having the desired effect.
I work with many organizations

that have KPI's, yet they fail to
deliver quota. The most common
reason for this is how well the
managers leverage KPI's both in
coaching which leads to sustainable
change, and driving improved
results.

When we look at the managers,
we really need to include
management, everybody upstream
from the front line manager,
ultimately sales KPI's are everyone's
responsibility not just the front line.
Often KPI's are set by senior
executive who feel that they can
change by declaring an edict from
on high, "thou shalt do....". For a
KPI to be effective it needs to be
based and focused on something
pertinent when executed, be
measurable, and contribute to
moving towards "success", for both
the organization and the sales rep.

I have seen to many KPI's based
on the simple notion from an
executive who declared "that's what
we used to do at ACME, and it
worked."  Like a CRM, having one is
not the end goal, it is a means of
assisting in getting there. And that's
where the front line manager comes
in, they should be using KPI's as a
basis for coaching and ensuring
their people develop the skills and
discipline required to achieve the
KPI.

Too often, KPI's are used as

reporting tools, "beat up the sales
person tool", or CYA tools.
Managers need to be taught to use
KPI's as a coaching not
management tool. In many cases
front line sales managers have not
been made aware of the difference
between managing and coaching, as
a result instead of leveraging and
gaining from KPI's, it becomes
another report trudged out in those
"we gotta talk" meetings.

The failure by senior
management to help the front line
managers be more effective coaches,
make KPI's a barrier to success
rather than a driver of success.
When reps feel measured rather
than led, they turn to rationalizing
their performance and use KPI's to
do that. I often hear reps say "well
what do you want me to do, get sales
or complete the KPI's you gave
me?" or "how am I suppose to sell
when you want me to do these other
things?"  In some ways, they have
been conditioned by too many
flavours or initiatives of the week.

So what starts out as means of
committing to success, the
organization providing guidance for
best practices, a guide for consistent
execution and success, often and
quickly devolves into a CYA
exercise. Where the rep can say
"hey you asked for 10 calls, I gave
you 10 calls", everyone checks the
item on the list and moves on but
not forward. ■

So what starts out as
means of committing

to success, the
organization

providing guidance
for best practices, a
guide for consistent

execution and
success, often and

quickly devolves into
a CYA exercise.

Article written by Tibor Shanto.

To find out more about Tibor, visit:
www.sellbetter.ca
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KPI's: Check list
vs. Commitment
to Success
Key Performance Indicator or KPI's, have become common in sales and sales
performance management, but the question is are they effective and have
they delivered on their promise.
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you can get back on schedule would
that help?” The managing partner
replied, “If you can get done in 30
minutes, I will buy you all lunch!”

After 25 minutes, our client
noted that he was five minutes from
the end of the 30-minute time
frame, and asked if his prospect had
anything they needed to hear that
we hadn’t covered. The response:
“Thank you for your sensitivity to
our time. This is good stuff, let’s
keep going.”

We ended up going through
lunch. The meeting ended. We left.

Our client had established both
rapport and trust by simply
promising and delivering on a timely
presentation, and showing concern
for the client. Ultimately, the
prospect agreed to buy their
products.

If I asked most sales people to
estimate how long it takes to build
trust, I might hear. “Longer than I
have.” But true sales professionals
realize that without trust, they will
sell very little. With trust, their
ability to influence and sell is greatly
enhanced. These people approach
selling with the patience necessary
to build trust. However, you can
start to build trust in each sales
conversation by attending to a few
basics.

● Tell the truth, the whole truth,
and nothing but the truth. Few
plan on lying intentionally, but do
you ever leave out crucial facts?
Do you hedge your answers
when it comes to those tough
questions? Do you embellish a
little too much? If you don’t start
with complete honesty in mind,
and complete honesty in

communication, the prospect
will sense it, and if you do win
the deal, you might find yourself
getting ‘found out’ later.

● Don’t be afraid to say “I don’t
know.” Sometimes you might
not know the answer to a
question, the right path to take,
or how something might work.
By admitting you do not know,
but communicating your
willingness to get the answer, you
establish credibility and honesty.

● Deliver on your promises.
How many times do you hear
“Underpromise, and
overdeliver?” Great advice, but
not just for the delivery of your
product and services. Keep your
promises, starting with showing
up on time and prepared for the
first meeting. After meeting,
follow up as promised. Send the
proposal on time. All these
actions during the sales process
help the buyer to see that you are
someone on whom they can rely.

● Demonstrate (don’t just talk
about) your expertise. Actions
speak louder than words. When
prospects experience what you
have to offer, it speaks volumes.
Whatever you sell, the buyer has
to build trust in you and it. White
papers, demonstrations, case
studies, testimonials,
examples…all help the buyer to
trust in the outcome of what you
have promised.

● Leave self-interest at the door.
The more a buyer perceives you
to be self-interested, the less
inclined they are to trust you.
There is nothing wrong with
sales person self-interest. People
may find their sales careers
fulfilling, but they don’t come to
work for charity. They come to
make money and have success.
It’s OK for you to win, but it’s
not OK for you to put your win
ahead of the customer’s interest.
Play to win, but do so in the
context of a client win.

It’s no fun having a deal collapse
because everything was great except
the level of trust. As you work
through your sales conversations,
you’ll uncover need, craft solutions,
and communicate value. Never forget
that these must sit on a foundation of
trust if the prospect is going to buy
anything, ever from you. ■

Being the quick learner that I am,
I soon discovered that the

stronger the foundation, the higher
each stage of my skyscraper could
be. Sacrificing width for height (I

only had so many blocks) would
result in skyscraper collapse.

The same building-block rules
apply to selling: the stronger and
broader the foundation of the

relationship and trust, the higher
and sturdier your sales success. The
question then becomes, “How do
we build this foundation?”
Especially, how do we begin to build
trust with a prospect we meet for
the first time? 

Building Trust during the
Sales Process

In my work with clients at RAIN
Group, I often assist in their sales
conversations with their prospects.
Not too long ago, I participated in a
sales meeting for a technology
product provider (our client) with
the management team of a
buttoned-down investment banking
firm (their prospect). We were the
third of three companies presenting
that day (always good to be last) and
had arrived a little early for our
meeting. Through the glass window
into the conference room, we could
see one of competitors walking
through their dog and pony show
scheduled to end at noon. Noon
came and went, then
12:15…12:20…12:27…until finally
they walked out.

After a five minute break we
were ushered in. Following normal
introductions, our client asked the
managing partner, who was looking
a little tired and frustrated, “I know
we have an hour, but if we can get
through our presentation by 1:05 so

Never forget that
these must sit on a
foundation of trust if

the prospect is going
to buy anything, ever

from you. 

Article written by John Doerr.

To find out more about John, visit:
www.rainsalestraining.com
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I Won’t Buy from You
If I Can’t Trust You
Some of my most pleasant memories as a child are
of playing with wood building blocks. Once I
mastered the basics of stacking one block on
another, my goal was always to build as high as I
possibly could. 
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Wendy has been featured in the
New York Times, BusinessWeek,

Entrepreneur Magazine, Selling Power,
Sales & Marketing Management and
various other business and sales
publications. She is the author of,
Cold Calling for Women, 101 Cold
Calling Tips for Building New Customers

in a Down Economy and the recently
released, Sales Winner’s Handbook,
Essential Scripts and Strategies to
Skyrocket Sales Performance.

She specializes in working with
companies that want to increase
sales revenue by generating new
business and/or companies with

under-performing sales teams. She
has helped clients double and triple
the number of new business
appointments they can schedule
resulting in a matching increase in
sales.

Wendy is also a former ballet
dancer who believes that everything
she knows in life she learned in
ballet class.

Visit www.wendyweiss.com to
download the free report: Getting in
the Door: How to Write an Effective Cold
Calling Script. ■

Focus On
Wendy Weiss
Wendy Weiss, The Queen of Cold Calling™, is an
author, speaker, sales trainer, and sales coach. 
She is recognized as one of the leading authorities
on lead generation, cold calling and new business
development and she helps clients speed up their
sales cycle, reach more prospects directly and
generate more sales revenue. Her clients include
Avon Products, ADP, Sprint and thousands of
entrepreneurs throughout the country.
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Our
Partners

Now they have unveiled a new
product line called Smartr and the
first 2 new products to be released
are Smartr™ Inbox for Gmail and
Smartr™ Contacts for Android, which
are both powered by a new platform
that will enable them to build new
products much faster.  You can see a
quick overview of the platform hheerree..

Smartr Inbox for Gmail is a sidebar
that sits in your Gmail or Google
Apps inbox and works automatically
as you read and compose email –
showing you everything you need to
know about the people and
organizations with whom you email,
with no effort from you. You can
manage thousands of relationships
and the new AutoSuggest feature
makes composing emails a breeze.
All you have to do is type in the first
letter or two of the person or
company you are emailing in the “to”
line, and they will appear with a
photo, name and title. As if that was
not great enough, once you select
the person you want, the next few
people you often email with that
person appear as suggestions to also
add.  You’ve got to love it!  To see
Smartr Inbox in action, check out this
vviiddeeoo:: hhttttpp::////vviimmeeoo..ccoomm//2299335511119944

Smartr Contacts for Android
seamlessly handles many times more
relationships than any other product
has ever attempted (10,000), does it
fully automatically, comprehensively,
and yet is still the fastest and most
simple contact manager you’ll ever
use. And while the interface should
feel familiar, the application is
remarkably powerful, offering more
and more smarts with each tap. If you
have an Android phone and use
Gmail, Google Apps and/or Outlook
you should give it a try. Check out this
quick video to learn more about
Smartr. 
CCoonnttaaccttss::
hhttttpp::////vviimmeeoo..ccoomm//2299335511111199

Xobni has built a reputation for building products that simplify address book and
inbox management with their Outlook and BlackBerry products.  For those of you who
are not familiar with Xobni, their platform discovers all the people you've ever
exchanged emails, calls or SMS messages with, and instantly provides a full view of
each contact, complete with their photo, job title, company details, email history as
well as updates from LinkedIn, Facebook, and Twitter.

All of this gets better
with Xobni Pro, which

connects all your Smartr and
Xobni contacts across Gmail,

Outlook, Android, BlackBerry and
iPhone is coming soon. 

Getting started is simple.
Just visit xxoobbnnii..ccoomm where
you can easily download

either product.
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www.eyesonsales.com
www.smartsellingtools.com
www.sellingpower.com
www.raintoday.com
www.changingminds.org
http://odcblog.com/
www.salesopedia.com
www.soldlab.com
http://vimeo.com/29351061


Will sales and marketing ever get
married? Of course not, no

chance, ever. It is as likely as the
considerably overweight girl with
terminal acne and occasional bouts
of uncontrollable flatulence being
asked to dance by the local stud at
the village hop.

Why? For virtually the same
reason that sales will never marry
the “pointy-heads” from the
technical department, or the “sales

prevention officers” in accounts.
Chalk and cheese; day and night;
black and white.

You see, whilst the unfortunate
fat girl may slim down and find a
pimple curing miracle cream, she
will always think of hereself as
unattractive – because she has
always been unattractive and second
best.

It is true that in the last two years
marketing has enjoyed a new lease
of life with the arrival of a
proliferation of lead generation
software – and then of course most
forward thinking companies on the
planet are creating “Social Media
Strategies” which gives the
marketing function something
meaningful to be getting on with.

Meanwhile, the engine room of
any company – it’s forward
line/offense is facing a daily battle
to win business against a backdrop
of shrinking markets, reduced
margins and typically, increased
quotas.

Marketing “personnel” do not

get fired for missing quota – they
don’t have quotas. They don’t
operate at the frontline where the
blood and guts are being spilled
daily – they are more akin to the
Catering Corps. Their job is to
provide support via a constant
stream of – qualified – leads and
opportunities.

I don’t think this new lease of life
is temporary. I do think that the
marketing function will continue to
grow in importance, and I am
pleased about that. It was the same
when psychometric testing became
widely popular, and all of a sudden
HR departments were created all
over the place –  someone in the
company needed to be authorised to
use the tests and as no-one else was
remotely interested, it became an
HR function.

So, in summary, forget any
formal legitimisation of the
relationship beween sales and
marketing – co-operative co-
exsitence is as much as we can hope
for I believe. ■

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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Marketing is from Venus
and Sales is from Mars!
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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, including (in alphabetical order) Dr.
Tony Alessandra, Nancy Bleeke, Danita Bye, Kevin Eikenberry, Jonathan
Farrington, Colleen Francis, Michael Griego, Mark Hunter, Dave Kurlan,
Christian Maurer, Linda Richardson, Keith Rosen, Steven Rosen, Tibor
Shanto, Colleen Stanley and Ken Thoreson, who will be contributing daily to
a number of essential resource areas from sales development session
formats to online profiling, sales articles and process tools to fundamental
sales management skills …. This site is an absolutely ‘must’ for forward
thinking sales leaders.

Topsalesmanagement.com … 
Leading From the Front
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2011
Top Sales &

Marketing

Awards

2011
Top Sales &

Marketing

Awards

It is almost time for the Top Sales & Marketing
Awards once more, and for the past four weeks
the team over at Top Sales Associates has been
busy finalizing this year’s categories, which we
can now share with you. So in no particular order,
they are:

★ 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

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

As you will see if you glance over to the right-hand column,
the next significant date is Tuesday October 18th, when we
open for nominations on the main site, and we will of course
be providing guidelines. In fact, we are producing a
comprehensive PDF, with advice for all companies and
individuals who receive nominations, and also for those
wishing to nominate.

The closing date for nominations is Tuesday November 8th,
and then the judging panels will decide the finalists: The polls
will be open on Thursday November 10th, until Friday
December 9th.

This year, the awards ceremony takes place slightly
earlier – on Tuesday December 13th.

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 18th

Nominations

Invited

November 8th

Last Date

For Nominations

November 10th

Finalists

Announced

& Polls Open

December 9th

Polls Close

December 13th

Awards

Ceremony Live
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I hope you'll participate in a project I am working on called
the “Trust Project.”

Believe it or not, salespeople get a bad rap.  All it takes is one bad
experience with a sleazy, lying, manipulative, high-pressure
salesperson.  All it takes is to be scammed one time.  All it takes is to be
pestered by an amateur.  One bad experience and an individual's
concept of salespeople is forever damaged.

But why?  If you have a bad experience with another professional - a doctor, lawyer,
accountant, architect, engineer, scientist, teacher, chimney sweep, carpenter, arborist,
plumber, electrician, mason, consultant - you simply find yourself another professional rather
than assuming that everyone in that particular field is unethical.  Why do salespeople so often
become the collective equivalent of the worst experience someone has ever had?

My hope is that the results of this project will change the way we evaluate and train
salespeople in the future.  I would like to collect enough data to produce the definitive report
on why salespeople are trusted - or not - and by industry.  In this way, perhaps we can identify -
with the data to back it up - specifically which salespeople are least and most trusted and
change the way those people are trained in an effort to overcome the reputations they have
developed.

In order to do this, I'll need your help with just two things:

● 1. Take this short survey yourself.

● 2. Share it with anyone and everyone who has ever been sold anything.

We'll need thousands of completed surveys for the results to have teeth so I'm counting on your
help.

Thanks so much,

Dave

Dave Kurlan is a top-rated speaker, best-selling author, sales thought leader and highly
regarded sales development expert.

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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Can Most Salespeople be Trusted?
Important Survey – Please Help!

In appreciation of you taking part in this survey, 
Dave will be picking six respondents at random to receive

a signed copy of his book.

http://www.surveymonkey.com/s/MLBRLNX
http://www.topsalesworld.com/downloads/advertising/JF_SP2011_5.pdf
http://www.topsalesworld.com/downloads/advertising/PW_TSW_Option_3_6.pdf
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