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What a bumper edition we have for you this month: As well as
original articles from top sales experts, Dr. Tony Alessandra, Kelley
Robertson, Steven Rosen, and Mark Hunter, there is a full feature
length piece from a young and upcoming author called Jonathan
Farrington! 

Joanne Black is in “Focus” and she is also providing three signed
copies of her mega- selling “No More Cold Calling” as prizes for this
month’s Top Sales Treasure Hunt.

Finally, we have introduced a brand new section “Top of Mind”
and this is where every month Linda Richardson interviews the
leading thought leaders within the sales space. For September,
Linda chose Gerhard Gschwandtner, founder and publisher of
Selling Power, and he offers, as ever,  some highly illuminating
thoughts on the current “state of play”

Enjoy!”
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Our Thanks to the following Sponsors:
Free is Expensive
by Mark Hunter “The Sales Hunter” 20

Treasure Hunt
Win a signed copy of No More Cold Calling
by Joanne Black

22

http://www.richardson.com/
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http://www.vanillasoft.com/
www.simplysalesjobs.co.uk/
www.netprospex.com
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http://www.topsalesworld.com/coaching.php


Latest Top Sales 
White Paper

Top Sales Hardtalk
Interviews

Every Monday/ Wednesday/
Friday,

Live Online Coaching
Sessions

New schedule commences
Wednesday September 7th.

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

And so much more …. 
Top Sales World HERE ��

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

Why Decision Makers Hate
Salespeople
by Kelley Robertson

Unfortunately, there is truth to this observation; many executives do dislike
sales people. Here are six reason why decision makers hate sales people (there 
They pitch too soon. The vast majority of sales people .... Read More�

An Interview with Gerhard
Gschwandtner
by Linda Richardson

I’ll admit a bias. I have been a fan of Selling Power and its founder since the
first edition of the magazine. Gerhard has a way of looking at the past and
present to extrapolate the future. He has his finger on .... Read More�

Following Up After Your
Prospect Says “NO”
by Scott Zimmerman & 
Dr. Tony Alessandra

First, the prospect deserves to be sincerely thanked for giving you an
opportunity to exchange information. A hand-written note is always
appreciated and sets you apart from a vast majority of .... Read More�

Do You “Get It?”– 
I Mean Really “Get It?”
by Jonathan Farrington

Up until that point I had been used to working to “win-win” principles – it is
something my mother taught me from an early age, but she called it the “give
and take” mindset, and later on in life, this essential philosophy was further
confirmed by Steven Covey in his defining work “Seven Habits of Highly
Successful People” which I have since summarized ... Read More�

How to Win the Sales Battle
Overcoming “Failure to Impact” Syndrome
by Steven Rosen

The typical response goes like this: You devise several homemade remedies
to ensure you do better next year. You develop a plan to do one or more of
the following: 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 …

Joanne Blacks No
More Cold Calling.

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

Free is Expensive
by Mark Hunter “The Sales Hunter”

Does that line of thinking sound familiar?  It’s a conversation that happens
too many times within sales and marketing departments. The idea is simple.
Offer something initially for free, get the customer .... Read More�

http://www.topsalesworld.com/downloads/papers/TSW_Aug11_VSWP_2.pdf
http://topsalesworld.com/top10SalesArticles/
http://www.topsalesworld.com/


Up until that point I had been
used to working to “win-win”

principles – it is something my
mother taught me from an early age,
but she called it the “give and take”
mindset, and later on in life, this
essential philosophy was further
confirmed by Steven Covey in his
defining work “Seven Habits of Highly
Successful People” which I have since
summarized in a free downloadable
Ebook Here �.

Developing a conscious
understanding of this giving and
sharing strategy can take some time
and some practice.

In her book ‘How to Master
Networking’, Robyn Henderson calls
this process earning the right to ask
a favor of another person, or giving
without hooks. Both of these
statements imply two processes that
operate pretty much at the same
time (and neither of them
necessarily our first reaction).

The two processes in earning the
right to ask a favor are:

● Giving away information (to be
helpful)

● Being open for any help you may
need

Let’s look at these two processes in
turn.

Giving Away Information

Whether it is accidental or planned,
formal or informal, random or
structured, while discussing with
other people, the effective “win-
winner” offers his or her
knowledge, skills, ideas, resources,
guidance or data freely – without
any ‘hooks’ or expectations that
repayment is due in any form. In
fact, the only immediate benefit may
be the pleasure to be derived from
assisting someone with information
that was of value to them.

Whilst the giver expects nothing
in return, the receiver has a very
positive experience and memory of
you upon which they can act (if they
so choose) in the future. If they do,
either directly or indirectly, at some

indeterminate time, you may receive
some reciprocal benefit.

Along with openly offering any
possible help and support, the
effective “win-winner” does not
operate as a one-way helper or super
person/white knight/angel coming
to the rescue of everyone else, but
never personally in need of
assistance. He or she also talks
realistically about personal goals,
tasks, challenges, problems and
general issues and acknowledges
feeling vulnerable in not being able
to do everything single-handedly.
Being open means being receptive
to help when it is offered and, on
occasions, asking networking
contacts if they can suggest ideas,
strategies or approaches that could
assist you.

Two-Way Process

These two processes operate at the
same time and together to create a
cycle through which ‘favors’ are
continually offered to all who
participate. These favors are both
offered and taken in order to keep
the relationship strong.

This process is also called
‘reciprocity’ - it simply means that
an effective relationship is a coin
with two sides, rather than just one.
You can’t have one without the
other.

Successful relationships are
therefore about:

● Giving and receiving
● Contributing and accepting

support
● Offering and requesting
● Promoting other’s needs and

promoting your own needs
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The first time I heard the
expression “getting it”
was in conversation with
learned colleague Jill
Konrath about six years
ago: We were
discussing the selection
criteria for the Top Sales
Experts team and we
both agreed that
“getting it” should be a
pre-requisite for anyone
wishing to join us.

Do You “Get It?”
– I Mean Really
“Get It?”
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Along with openly
offering any possible
help and support, the

effective “win-
winner” does not

operate as a one-
way helper or super

person/white
knight/angel coming

to the rescue of
everyone else, but
never personally in
need of assistance.

http://www.jonathanfarrington.com/downloads/ebooks/JFC_TSHOHSPAS_EBook_6.pdf


Builder, one factor connects the
other three types in preventing
them from truly “getting it” This is
the issue of self-esteem.

The Loner believes in himself
or herself, but not necessarily in
others (especially relative
strangers).

The Socializer likes people, but
also very much wants to be liked by
others (and therefore does not
want to ask for favors).

Finally, the User takes a
relatively selfish view of “If I
benefit or gain, I might reciprocate,
otherwise I won’t.”

Of course, all of these types
fear rejection, obligation, being too
pushy or even looking weak. All of
these fears or concerns about
relationship building need to be
lessened or overcome.

In a short article such as this, a
topic as largely and potentially
complicated as a person’s relative
self-esteem cannot be covered at
any level of detail. However, it is
important to appreciate how low
self-esteem can have a major
impact on your relationship
building efforts if it is not at least
basically understood and
addressed.

An individual with high self-
esteem is likely to build their own
confidence to want to “get it” by
having a positive, open and ‘can do’
attitude.

Conversely, an individual with
low self-esteem is likely to lack
confidence to start with. They will
convince themselves (and others)
that they have little that would be of
interest to others in any relationship.

Make no mistake; the winners in
life all “get it” Do you?                    ■

● Trust and persistence

All of this is the essence of “getting
it”

In practice, you can divide
people who attempt to build
relationships into four distinct
types:

● The Loner 
● The Socializer
● The User
● The Genuine Relationship

Builder

Although our aim is to consider the
fourth of these in some detail as
the role to which we can all aspire
(if we are not already there) let’s
briefly look at each of these types
in turn.

The Loner

● Likes to do most things by
themselves (because they do it
faster or better)

● Doesn’t want to bother or worry
other people

● Feels that their knowledge and
skills are often superior to most
people

● Only asks for help as a last
resort (and when it may be too
late)

The Loner is an easily recognizable
type, because there are times when
we all believe that we will do better
ourselves than if we ask others for
help.

The Loner will not usually want
to bother anyone else, or
necessarily see much point in doing
so, believing that others will be
slower and will set lower standards.

Unfortunately, the loner attitude
is a major obstacle to effective
relationship building. We need to
shift our thinking greatly in this
area. We should be more willing to
let others assist and we should even
ask for help more often.

The Socializer

● Tries to make a friend of
everyone they meet

● Tends to know people’s names
and faces, but not what they do

● Is not usually systematic or
ordered about follow-up –
contact is random

● May not listen too deeply and is
quick to move on

Although the Socializer may have a
wide circle of friends and contacts,
he or she knows little of substance
about personal skills and resources.
As a result, Socializers do not often
share their skills.

The Socializer is also a random
relationship builder, following little
or no formal contact system.

The User

● Is likely to collect business cards
without really connecting with
people

● Tries to make ‘sales’ or ‘pitches’
on the first encounter

● Talks and focuses on own
agenda, rather than ‘together’
information

● Has superficial interactions
● Keeps the score when giving

favors

Unfortunately, people of this type
do build relationships, but in a way
that creates little benefit for
themselves or others.

The Relationship Builder

● Has a ‘giving’ disposition or
abundance mentally

● Is generally happy to ask others
for help or guidance

● Listens and learns about people
carefully

● Is regularly on the look-out for
useful information from which
others can also benefit

● Is well-ordered and organized 

This type of person is what this
article is all about – an individual
who takes a long-term perspective
on relationships with others and
thinks more about what he or she
can give or offer, than about the
return.

This type is out there for others,
or on call to offer help whenever it
is needed.

If they cannot help in person,
they usually know someone else
who can.

Apart from the Relationship

8 Top Sales World Magazine September 2011

This type of person is
what this article is all
about – an individual

who takes a long-
term perspective on

relationships with
others and thinks

more about what he
or she can give or
offer, than about

the return.whenever
it is needed.

Article written by Jonathan Farrington.

To find out more about Jonathan, visit:
www.jfcorporation.com
www.jonathanfarrington.com
www.thejfblogit.co.uk
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decision maker is to carefully listen
to what they tell you.

They don’t understand key
business issues. This is an extension
of the first two reasons customers
dislike salespeople. When a sales rep
talks too much and listens too little,
they don’t get a full understanding
of their prospect’s situation. I have
worked and interacted with
thousands of sales people over the
years, both as a trainer and a buyer
and I can state without hesitation,
that a small percentage of them
actually take the time to understand
their customer’s needs, situation,
concerns, etc.

They talk too much. It still
amazes me how many salespeople
think that telling is selling. I see this
in virtually every type of sales
environment from B2B to B2C to
Retail. Your prospect or customer
should do most of the talking in a
sales conversation. Sales people

react to this idea by saying, “But if
they’re doing all the talking how can
I sell my product?” The key is to let
your customer do enough talking so
that you can present the most
appropriate solution to their
problem or situation.

They deliver a generic
presentation. The objective of a
sales presentation is to demonstrate
why your prospect should buy your
product, service, solution or
offering. Too many sales people fail
to create a presentation that is
tailored to each prospect. They use
the same slides, the same
information and the same approach
with every prospect.

They don’t follow through. Many
sales people say they will do
something and fail to follow
through. This ranges from
promising to get information to
taking care of a problem or
concern. Many people use this as a
barometer before they make a final
buying decision. Here’s how.

A prospect asks for a particular
piece of information and the sales
person promises to deliver it by a
certain date. The deadline passes
and the prospect has to call and
remind the salesperson. Because the
sale has not been finalized, warning
signals sound in the customer’s
mind. After all, if the sales person is
this slow to respond BEFORE the
sale is made (the courting stage),
how long will it take him to respond

AFTER the sale? 
Sales is an honorable profession.

Stand out from your competition
and gain your prospect’s trust and
respect by avoiding these
behaviours. ■

A prospect asks for a
particular piece of
information and the

sales person
promises to deliver it

by a certain date.
The deadline passes
and the prospect has

to call and remind
the salesperson.

Because the sale has
not been finalized,

warning signals
sound in the

customer’s mind.

Article written by Kelley Robertson.

To find out more about Kelley, visit:
www.Fearless-Selling.ca
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Unfortunately, there is truth to
this observation; many

executives do dislike sales people.
Here are six reason why decision
makers hate sales people (there are
more but these are the critical
reasons).
They pitch too soon. The vast
majority of sales people pitch their
product or service too soon.

As a result, they end up pitching
the wrong solution. This not only

wastes the prospect’s time, it limits
the sales person’s ability to reach
their sales quota.

They don’t listen. Too many
salespeople don’t listen to their
customers or prospects and that
means they fail to address the key
issues that their customer has stated
as being important. It sounds simple
but it is a common occurrence in
the business world. One of the
easiest ways to connect with a
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Selling to busy decision
makers is more
challenging than ever. 
It is more difficult to
connect with these
individuals and when
we are granted a
meeting, it often
appears that they 
don’t like us. 

Why Decision Makers
Hate Salespeople



study customers’ behavior through
digital footprints, determine their
interests, further qualify through  a
demand generation function (not
field salespeople), and only then give
salespeople truly qualified leads of
customers that want to hear to
them.”

2) Best-in-class companies have
found a way to get marketing and
sales to cooperate. In the past,
marketing’s job was to target
markets, create the brand, provide
leads to the salesforce, and produce
brochures — all of this somewhat
or greatly removed from the actual
sales function. With that model, it
was common for salespeople to
complain that the indiscriminate
marketing generated leads were
useless as were the brochures
produced. In the new world,
marketing and sales agree on what a
qualified lead is and speak with one
voice to the customer in a language
the customer responds to. He
described how “Smart companies
are trying to duplicate Amazon’s
BtoC model for BtoB complex
sales” by leveraging the internet.

(Amazon is selling billions of
dollars of sales without a
salesperson.).

Does that mean Gerhard sees a
bleak future for salespeople as a
profession?  Not in the least. He
“whole heartily recommends
professionals going into sales.” But,
he made it clear that for salespeople
to succeed they must have a larger
bandwidth, sharper skills,
immediate access to information so
they can react and adapt real-time.
The new salesperson is one who
helps customers create value and
make good decisions.

To describe what salespeople
today and in the future must bring
to the table, Gerhard used a perfect
metaphor that put the picture clearly
in perspective — a camera. Think
about the resolution of a
photograph of a flower taken with a
one or five mega pixel camera. The
edges would be blurry, the colors
flat. But as the number of mega
pixels increases so does the
resolution. A camera with 20 or 40
mega pixels creates pictures that are
sharp and vivid. Today salespeople
are selling in a world where
customers are demanding the clarity
of 40 mega pixels. They demand
real clarity of value where and when
they need it. Customers have so
many data points available to them.
A salesperson who cannot function
at the 20 or 40 level will not appear
crisp or convincing. Without that

kind of “resolution”/clarity
salespeople will not be able to assess
their customer’s knowledge gap and,
therefore, will talk to their
customers at cross purposes.

When asked what salespeople
can do to increase the clarity to
succeed in the new world of selling,
Gerhard was specific: interactive
training with real-life simulations,
coaching, and possible certification.
He emphasized salespeople must
have the drive to proactively
develop themselves using the
internet resources and other
avenues available to them. He
recommends:

● Signing up for Google alerts for
areas they want to know about.

● Research the internet to identify
the BEST THREE:
- Books
- Videos
- Bloggers
- White Papers
- Consultants
- Magazines  

Always the humanist, always
inspirational, Gerhard closed with
this thought, “Many salespeople are
diamonds in the rough. There are
polishing tools readily available to
them. Salespeople must ask
themselves what they want for
themselves. Is it to be average?  Or is
it to be the best in the field?  If the
answer is the best, study the best.” ■

I’ll admit a bias. I have been a fan
of Selling Power and its founder

since the first edition of the
magazine. Gerhard has a way of
looking at the past and present to
extrapolate the future. He has his
finger on the pulse of what is
happening in sales. The focus of
our interview was on the impact that

the “transformational” and
“revolutionary” buying patterns of
customers have had on sales today.

Gerhard described how many
sales organizations have simply not
been able to keep up with the
significant changes in how today’s
customers are buying. He attributed
the impetus for the change in

customer buying patterns to the
internet so much so that the internet
has become a  “competitional
platform” for all business processes
including the sales process. The big
change in how customers buy began
when customers could educate
themselves online (Aberdeen says
that by the time a prospect is ready
to talk to a salesperson the prospect
has gone through 60% to 70% of
the steps needed to make a decision)
and only accelerated as buyers used
the internet to talk to each other to
rate providers and products. Not
ignoring the impact of the economy,
Gerhard feels that many sales
organizations because they have not
been able to re-tool fast enough are
falling far behind their customers
and therefore not meeting their
goals. He shared how best-in-class
organizations have taken two steps
to meet the challenge.

1) Best-in-class companies realize
their prospects are online. Gerhard
described how top performing
companies have flipped the model
of marketing around so that rather
than sending out mass emails and
“yelling at people who don’t want to
hear from them,” their marketing
teams have created websites with
content on micro-sites that catch
customers, allows marketing to

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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I was asked to identify a luminary in our industry for
the first Top of Mind interview for the Top Sales
World magazine.  I chose Gerhard Gschwandtner,
Founder and Publisher of Selling Power.  

When asked what
salespeople can do

to increase the
clarity to succeed in

the new world of
selling, Gerhard was
specific: interactive
training with real-life

simulations,
coaching, and

possible certification.
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An Interview with 

Gerhard Gschwandtner
Founder and Publisher of Selling Power

Top of Mind



Here’s some questions you
should ask yourself when debriefing
each “no sale” call:

● Did they decline because I
proposed a solution before fully
exploring their needs?

● Did I do my best possible job of
asking questions; encouraging
them to share their ideas, or did I
do too much “pitching” of my
ideas and solutions?

● Did I adjust to their pace (faster
vs. slower) and to their priority
(task vs. relationship)?

● Am I confident that I helped
them make the best possible
decision in their best interest?

● By behaving professionally, have
I left the door open for doing
business if their situation
changes in the future?

After objective analysis, you’re now
prepared to follow up with this
prospect. In many cases, you can
turn a “no” into a “yes” if you
execute customized, long-term follow up
campaigns.

It’s common for salespeople to
be in the right place (a qualified
prospect), but at the wrong time.
Many prospects, if empowered to
educate themselves over time, can
change their minds.

There are two different types of
follow ups you can execute; each
serving a specific function.

The first is a standard follow up.
Salespeople send literature, case
studies, testimonials and other
“value proposition” information
designed to further educate the
prospect about the value their
product/service delivers.
Sometimes this does work, but no

matter how cleverly disguised, it
might convey a message similar to:
“You didn’t say ‘yes’ during our
discussion, so here’s evidence that
may help you change your mind.”
Although educating prospects is
never a bad idea, “attention
erosion” is making it harder to get
your messages received, read and
digested. Businesspeople today are
stretched thin and have little time to
spare reading your literature and
newsletters.

However, the second type of
follow up makes the first type much
more effective…by following up
with everyone in a customized,
effective manner that ensures

marketing messages are received
with open arms and open minds!

GGooaall--ssppeecciiffiicc  CCoommmmuunniiccaattiioonn is
the act of sending people
(prospects, customers, clients,
colleagues, referral partners, etc…)
information that helps each of them
achieve specific goals. If you take
the time to ask interesting questions
and pay careful attention to answers,
you can leverage technology to
automate follow ups that send
articles, tips and ideas to each of
your contacts that match their goals,
challenges, interests and
preferences.

If you send people helpful
information—especially if it is
unrelated to what you sell—you will
position yourself as a helpful,
thoughtful professional, and not as a
pesky, pushy salesperson.

More importantly, this approach
dramatically increases the odds that
when the salesperson sends “value
proposition” information
(literature, case studies, etc…) that
the prospect will receive each
message with an open mind. By
matching messages to the goals,
preferences and interests of every
prospect, you eliminate “attention
erosion”.

As many thought leaders often
remind us: IIff  yyoouu  wwaanntt  ttoo  ggeett
eevveerryytthhiinngg  yyoouu  wwaanntt,,  ffiirrsstt  hheellpp
ootthheerrss  ggeett  wwhhaatt  tthheeyy  wwaanntt!!      ■

First, the prospect deserves to be
sincerely thanked for giving you

an opportunity to exchange
information. A hand-written note is
always appreciated and sets you
apart from a vast majority of
salespeople that take shortcuts.

Next, you need to objectively
reflect upon the circumstances that
caused the prospect to say, “No,
thank you.” Depending upon the
situation, you may have a high
likelihood of landing the account
sometime down the road.

Article written by 
Scott Zimmerman & 
Dr. Tony Alessandra.

To find out more about Scott, visit:
www.CyranoService.com and to find out more about
Tony, visit: www.PlatinumRule.com
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Next, you need to
objectively reflect

upon the
circumstances that

caused the prospect
to say, “No, thank
you.” Depending

upon the situation,
you may have a
high likelihood of

landing the account
sometime down

the road. 

Following Up
After Your Prospect Says “NO”

If your prospect
declines or delays
the decision to do
business with you, in
other words, no sale,
you have obligations
to that person, which
requires following up. 

14
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Audience
This is the event for savvy sales, marketing, and sales operations leaders to learn how to
deliver better results to customers, streamline sales and marketing processes, and
continuously meet and exceed management goals. Job titles represented will include CEOs,
VPs of Sales, VPs of Marketing, VPs of Sales Operations, Directors of Sales/Marketing/Sales
Operations/Demand Generation to name a few. Attendees will learn how to: 

● Strategically align sales and marketing
● Enhance sales rep productivity
● Collaborate and connect with customers
● Leverage social-media tools effectively
● Engage prospects in a more meaningful dialogue
● Track, measure and analyze sales performance

“Being a manager of sales technology, this is the number one
conference I look forward to!”

– Sam Sanderson, Manager, Sales Technology, Insperity, Inc. (formerly Administaff)

Never Make Another Cold Call.
Ever. I’m a firm believer: There’s
no such thing as a warm call, just hot
or cold. A cold call is one that’s
made to someone who doesn’t know
you and is not expecting your call:

● You call someone because you
got the name came from a
colleague or friend. Cold!

● You call someone and then
follow up with a letter. Cold!

● The person’s name came from a
specific list. Still cold!

These are all cold calls—the person
doesn’t know you and is not
expecting your call. Cold calling is a
numbers game with a less-than-

desirable turnout: Make 100 calls; talk
to 20 people; schedule 10
appointments; close one new deal (if
we’re lucky)—that’s a 1 percent return
on our time. There is a better way.

Do the Math

Referral selling, on the other hand,
delivers results!

● Ask 20 contacts for one or two
referral introductions each

● Receive 10 referral introductions
to your ideal clients

● Schedule 8 referral meetings

● Book 4 new clients
● Achieve $100K (USD) in

additional sales revenue

Change the Face of Sales
Forever

A call is hot when there’s an
introduction. The person knows
who the caller is and is expecting the
call. This is the kind of call that
shortens the sales cycle, increases a
salesperson’s credibility, results in
qualified prospects, and means a
new client more than 50 percent of
the time!

Focus On
Joanne S. Black

To find out more about Joanne and how you can turn
cold to gold, visit: www.NoMoreColdCalling.com

Joanne is the founder of No More Cold
Calling and an expert in referral selling.
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Our
Partners

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://www.regonline.com/Register/Checkin.aspx?EventID=977853


The typical response goes like this:
You devise several homemade

remedies to ensure you do better
next year. You develop a plan to do
one or more of the following:

● Develop a new selling skills
program 

● Hire only top sales reps 
● Focus on growing key

customers
● Create a better incentive plan 

However, these “quick fixes” only
scratch the surface. The deeper
response is to ask yourself some
difficult questions. You need to
understand why your team is not
delivering. Here are a couple of
questions I would ask:

● Are your sales reps making a
difference? 

● Do your sales reps make impact
on each call? 

● Do they actually make a
difference in the sales in their
territory? 

● How often do your sales
managers go out in the field?

● Do your sales managers actually
make an impact on each sales
reps’ performance? 

If you have answered “no” to more
than one of the questions, your
team may be suffering from
“failure to impact syndrome”. It
is contagious and can spread
throughout a sales force. I have
seen it in many sales forces. I call it
the daily sales charade: Sales reps
make their calls and sales managers
do their field visits. That works as
long as the business grows.
Everyone gets high fives and there

is no need to dig any deeper. But
when sales are off, senior
management starts asking
questions. Sales managers struggle
to come up with the answers and
reps get nervous.

If your sales force suffers from
“failure to impact syndrome”,
homemade remedies are not going
to work. Unless….

Unless, you have strong front
line sales managers, you stand little
chance of making impact even with
all the tactics outlined above. The
front line sales manager is the
unsung hero, a person with
tremendous responsibility, but little
support or development.

In today’s corporate

environment, responsibilities are
outpacing the time needed to
perform the activities that drive
revenue. The key to reversing
“failure to impact syndrome” is
to have your front line sales
mangers physical presence in the
field coaching/developing and
inspiring reps. The question
remains, why is this not a standard
operation? 

The problem is two- fold, firstly
the activity that managers are least
adept at is coaching/developing
their reps. Secondly they spend less
time in the field because of reason
one and are too busy completing
non revenue generating activities.

What you need to do as the head
of sales is relentlessly develop a
team of great front line sales
managers. This is the building
block to cure “failure to impact
syndrome”. Top sales managers
will develop their teams to their
fullest potential. They reinforce
sales training and help companies
maximise their teaching efforts and
deliver more sales.

Conclusion:

The key to building a sales force
that can dramatically impact and
increase sales is directly related to
the strength of the sales
management team. Hire great sales
managers and they will hire and
develop sales superstars. ■

The problem is 
two- fold, firstly 
the activity that
managers are 
least adept at 
is coaching/

developing their
reps. Secondly they
spend less time in

the field because of
reason one and are
too busy completing

non revenue
generating activities.

Article written by Steven Rosen, MBA.

To find out more about Steven, visit:
www.starresults.com/
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How to Win
the Sales Battle
Overcoming “Failure to Impact” Syndrome
This year was tough; next
year’s sales prospects look
even tougher. Your boss
comes to you and says how
can you sustain the sales
force? What can you do?

18 Top Sales World Magazine September 2011



Free is
Expensive
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Does that line of thinking sound
familiar?  It’s a conversation that

happens too many times within sales
and marketing departments.

The idea is simple. Offer
something initially for free, get the
customer hooked and then make a
fortune selling it to them at a later
date. Yes, there have been examples
of software companies that have
done this successfully, but for each
company that has made it work, I’ll
bet there are a hundred where it has
failed.

Bigger yet are the number of
salespeople who thought they could
apply the same strategy to their
customers regardless of what they’re
selling. Even if a salesperson doesn’t
offer something for free, then a
strategy they may follow is
discounting the product or service
so heavily that the customer just
can’t say no. Either way, the

salesperson fails to build the
business. Even worse, the bottom-
line profit is destroyed.

Free is expensive for one simple
reason – because it is!  Let’s realize
“free” for what it is. The only thing it
does is attract a lot of interest and
customers who may wind up trying
the product or service. The problem
is the customers who are attracted to
it have nothing invested in it;
therefore, they don’t have any reason
to see value in it. If a customer
doesn’t see value, there is no way
they can assign a price to it.

For those customers who are
interested in the product or service
because they see “free,” they
immediately begin to shift their
sense of what the value truly is for
the product or service. What can be
particularly devastating is when a
customer who originally saw value in
what was being offered now sees less
value because it is free!  What has
happened is the customer base has
now been challenged in their
thinking. The only way their
price/value image can be restored is
with a heavy investment of time by
the salesperson or a combination of
time from the salesperson and an
impactful campaign from marketing.

Study after study has shown that
the cost of restoring the price/value
relationship is far more than any
level incremental profit gained from
a “free” or highly-discounted
program.

Another key reason why “free”
winds up costing so much is what it
does to the salesperson’s ability to
sell. Anyone can sell something for
free. Let’s not kid ourselves. Selling
something for free is not selling – it’s
giving something away. If a
salesperson spends any amount of
time giving away free stuff or even
highly-discounted stuff, then it can’t
help but damage the salesperson’s
perception of value. Obviously, this
is not good for sales motivation.

Anytime somebody sells
something at one price, it is going to
be a shock for him or her to
suddenly shift and sell at a much
higher price. In my consulting
work, I’ve been able to see many
situations where a sales force that is
engaged in deep discounting – and
then tries to implement price
increases – ends up with far more
pricing issues than a sales force that
never discounted in the first place.

I’m a strong believer that
salespeople should never be allowed
to sell anything less than a pre-set
price point or margin. Asking them
to offer deep discounts one month
and demand full pricing the next
month is setting them up for failure.

The next time you think about
selling something at a deep discount
or giving it away for free, ask yourself
the following question: What will my
profit margin look like one year from now if
I’m not able to restore pricing to its original
pre-discount price level? ■

What has happened
is the customer base

has now been
challenged in their
thinking.  The only

way their price/value
image can be

restored is with a
heavy investment of

time by the
salesperson or a

combination of time
from the salesperson

and an impactful
campaign from

marketing.

Article written by Mark Hunter.

To find out more about Mark, visit:
www.TheSalesHunter.com
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I have an idea. Let’s
offer the product or
service to the customer
for free, and then we’ll
have a lot of people
trying it – and finally
realizing how good it is.
Once they know how
good it is, we’ll be able
to sell a lot more.



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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“Joanne commanded a very tough audience of high-level, C-level executives with great style and finesse.
She took the time to learn about our goals and objectives and created a presentation to meet those
objectives. We benefited greatly from Joanne's presentation and took away some very important lessons.”
Christina Bui, Associate Managing Partner, Tatum, LLC

“Joanne's presentation to my sales team was both motivational and full of valuable tips. Recent customer
surveys indicated that 90% of our customers would refer new customers to us if asked. With No More Cold
Calling, we have begun to capitalize on our opportunities and develop new client relationships.”
Peter A. Goetze, Senior Vice President & Regional Manager, First Bank

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 …

Joanne Black’s 
No More Cold
Calling

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

1) In which city is the next Sales 2.0 conference
being held?

2) Which leading CRM company sponsors
EyesOnSales?

3) What is the title of John Doerr/Mike Schultz’s
latest book?

4) Who is the bright and quirky founder of
SmartSellingTools.com?

5) At One DEGREE Connected, you can “Search,
Refer and ….” what?

Ready to play? 
Please go here to fill in your answers �
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http://www.sales20conf.com/SM2011/
http://www.eyesonsales.com/
http://www.raintoday.com/
http://www.smartsellingtools.com/
http://www.onedegreeconnected.com/Default.aspx?i=JF&n=229563
http://www.topsalesworld.com/downloads/advertising/JF_SP2011_5.pdf
http://www.topsalesworld.com/downloads/advertising/PW_TSW_Option_3_6.pdf
http://www.topsalesworld.com/competitions/treasureHunt_Sep_11.php
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