


In
 th

is
 m

on
th

’s
 is

su
e

7 Ways to build rapport in sales
and connect with people 
by Mike Schultz & John Doerr 

6

The Busy Person’s Pages 4

A conversation with Linda Richardson 8

Top Sales Article of the Month announced
– Plus the ten nominees for July 12

Detach from the outcome
by Keith Rosen 10

2 Top Sales Associates Magazine August 2012

It’s August, and on the world stage that can mean only one thing – London 2012.

There are so many similarities between sports and sales, which probably explains why so many
successful sales professionals are also sports fanatics: The competitive drive, hunger for victory,
dedication, persistence and a high work ethic are all traits that “Top 5% Achievers” possess in
abundance.

Rather than becoming a distraction over the next two weeks, we hope that like us, you will be
inspired by all those sportsmen and women who are seeking to go higher, faster and further than
their competitors – and then use that inspiration to help you over-achieve your own targets and
quotas.

As usual, we have a superb collection of articles from some of the best sales thought-leaders in
the business – Keith Rosen, John Doerr, Mike Schultz, Colleen Stanley and Dan Waldschmidt. Oh,
and Keith is also in the spotlight this month.

In her regular section, Linda Richardson interviews the “doyenne” of referral selling, Joanne Black,
and we also announce the latest “Top Sales Article of the Month” – together with this month’s ten
new nominees.

Jonathan Farrington paints a picture of what it really is like to be one of those “Top 5% Achievers”
that we mentioned earlier – what they do, how they behave, who they sell to etc. It is a
fascinating insight into the working practices of the “only me territory” inhabitants.

Finally, we give you the opportunity to catch up with all the latest news, interviews and gossip
from Top Sales World, Top Sales Awards and Top Sales Management.

Enjoy!
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★ Top Sales Blogs
HERE ��

★ Latest Top Sales 
Book 
HERE ��

★ Top Sales 
Hardtalk
Interview
Every 
Wednesday.
HERE ��

★ Top Sales Tips
Every single day.
HERE ��

★ Top 10 Sales 
Articles
HERE ��

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

August 2012

The following is expanded content from our new book Rainmaking
Conversations: Influence, Persuade, and Sell in Any Situation. In this piece,
co-authors Mike Schultz and John Doerr explain how to ... Read More�

Our
Partners
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The Busy
Person’s Pages
The Busy
Person’s Pages
Here is what you will find in this month’s edition.
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7 Ways to build rapport in sales and connect
with people 
by Mike Schultz & John Doerr

Joanne Black’s mantra is “never cold call, not by phone or email”. Never is a
big word but Joanne is convincing. She has been coaching sales leaders and
salespeople on referral selling for two decades. We all ... Read More�

A conversation with Joanne Black
by Linda Richardson

Where do the articles come from? Each month we select the very best sales
articles from the major article sites, which have been written by top sales
gurus from around the world. We cull through till we find ... Read More�

Top Sales Article of the Month announced – 
Plus the ten nominees for July

Reality TV shows are quickly becoming the new source of entertainment.
(Why, I have no idea.) Perhaps it’s time to introduce a new show and contest:
Sales Survivor. The concept would be centered on making ... Read More�

Should your salesperson be allowed to stay on the
island? 
by Colleen Stanley

Keith Rosen is the Executive Sales Coach™ that top salespeople and
managers call first to attract more prospects, close more sales and develop a
team of top performing sales champions. Read More�

Focus On
Keith Rosen

The very best consultative sales professionals operate exclusively in “me
only territory” and that demands an explanation, so let’s begin by examining
the traditional sales environment ….. Read More�

Welcome to “Me Only Territory” 
by Jonathan Farrington

The harsh reality is that sales is a dying career. The job of professional selling
is going away. It’s dead. It’s over. If you are a professional sales executive you
need to find something else to do. It’s been a great journey ...Read More�

“Sellers, please die”...
Insights from a frustrated buyer
by Dan Waldschmidt

Enjoy the latest Top Sales Hardtalk Interviews and recent blogs from Top
Sales World plus Recent “How To” Guides, Sales Team Development
Sessions and Sales Management Issues Interviews ... Read More�

Top Sales Highlights
from the past four weeks ... 
in case you missed them

TSH
If you were ever in a situation where you've walked away from a conversation
feeling drained or exhausted, chances are there was something you were
attached to in the conversation. An attachment is: ... Read More�

Detach from the outcome
by Keith Rosen

www.changingminds.org
www.eyesonsales.com
http://odcblog.com/
www.raintoday.com
www.salesopedia.com
www.sellingpower.com
www.smartsellingtools.com
http://www.topsalesworld.com/rss/rssBlogs.php?XMLFILE=http://www.topsalesworld.com/rss/sql2rss.php&MAXITEMS=9
http://www.topsalesworld.com/
http://www.topsalesworld.com/salesHardTalk.php
http://www.topsalesworld.com/
http://topsalesworld.com/top10SalesArticles/
http://www.topsalesworld.com/


genuinely interested you appear
the more relaxed and willing to
share they’re likely to be.

� Don’t seem too needy. Most of
us know someone who wanted
to be liked, so he “tried hard,”
but it didn’t work. In trying to be
liked, he appeared needy and
conspicuous. You cannot force
rapport. Show interest, but don’t
act subservient, overly friendly,
or too pushy or you will only turn
the other person off. Don’t come
on like gangbusters.

� Give genuine compliments.
Sycophants get nowhere, but
genuine compliments are
endearing. If you like the office,
someone’s web site, or are
impressed with their book, say
so. If your prospect had a recent
accomplishment, relay your
authentic congratulations.
They’ll appreciate it.

� Calibrate the rapport to “just
right.” New salespeople are often
overly sensitive to the time of a
potential buyer. They often
think, “I have an hour for this
meeting and she’s a CEO of a
mid-size company. I need to use
the whole time to get my points
across. No time for chitchat.” So

he dives right in with no ice
breaking conversation and it
doesn’t go well.

Others can spend too much time
chatting, and the prospect might
get antsy to get down to business.
Do your best to read the other
person and find the right amount
of rapport-focused conversation.

� Read the culture. Always be
yourself but, at the same time,
you can adjust your approach to
the other person and company.
Don’t change who you are to fit
the culture, but be aware of how
the culture works and how it best
responds.

For example, if they’re a suit and
tie joint, showing up with your
Grateful Dead ’95 tour tie-dyed
shirt won’t fly so well. (Unless
you’re meeting with me, then I’d
be impressed.) And if there’s a
jeans and sneakers place with a
“Never Lose Your Whimsy!’ sign
on the wall…you get the idea.

If you’re curious to know where to
start with rapport building, the
following questions will help.

Questions that Build Rapport
in Sales

� How was your weekend?
Anything interesting?

� It was good to hear the short
version of your background at
the meeting, but since we’re out
for lunch, I’d love to get the long
version. What’s your story?

� I have to say, I really like your
(insert something about
them…their lobby, the artwork
on their walls, how friendly their
staff is, or anything else you
actually liked, then ask an open-
ended question about that
particular thing).

� Are you from this area? Oh,
interesting. I know people
in…do you know (this person)?
Oh, I’ve never been there, but I
heard it’s got…the most amazing
restaurants…the most amazing
scenery…the most amazing fly
fishing.

� Welcome to the town. Have you
been to Scottsdale before?
Where are you staying? What’s
that like? A lot different from
Vancouver, wouldn’t you say? 

If you think these questions are
pretty basic and straightforward,
you’re right. Rapport building is
an area that doesn’t need over
complication. Do what you can
to create positive feelings and
positive emotional reactions
with people, and you’ll be well
on your way. �

Of course, there’s a
lot more to building
trust than making a

good initial
connection with
someone, but it’s
sure a good start.

Consider this: a CBS News /
New York Times poll asked,

“What percent of people in general
are trustworthy?”

The answer: 30%. Pretty
skeptical we all are, right? 

Not necessarily. At the same
time, the CBS News / New York
Times poll asked a similar group the
same question, but with a slight
difference. “What percent of people
that you know are trustworthy?”

The answer: 70%.

That’s a huge difference. Goes to
show you: when people get to know
you and people get to like you,
people begin to trust you.

Of course, there’s a lot more to
building trust than making a good
initial connection with someone,
but it’s sure a good start. And
making a connection with
someone makes them more
comfortable sharing with you their
aspirations and their afflictions,
two things you need to know if

you want to succeed in sales.
When you build rapport in sales,

keep in mind you want to make a
sincere connection. All too often
chit-chat before a sales call seems
contrived…because it is. Assuming
you want to build solid and real
relationships with people, consider
the following:

� Be genuine. Before the first day
of school, first jobs, camp, and
any family get-together, Dad
always said, “Just be yourself and
everything will be fine.” This
lesson applies to generating
rapport with prospects and
customers.

Be genuine. Be yourself. Don’t
try to be anything you are not,
create a new persona, or adopt a
“sales-like” tone. Relax, smile,
and go in with a positive attitude.
Good things will follow. As
Oscar Wilde said, “Be yourself;
everyone else is already taken.”

� Be warm and friendly. Chilly
people get chilly reactions from
other people. Approach rapport
building with the intent to be
warm and friendly. Smile, give a
firm handshake, make eye
contact, and engage.

� Show interest. No surprise to
anyone, people are self-focused.
This is quite helpful to those of
us in selling because we need to
learn about our prospects before
we can provide the best solutions.
People want to feel like they have
an opening to share what they’re
thinking, including their desires,
fears, and problems. The more

The following is expanded content from our new
book Rainmaking Conversations: Influence,
Persuade, and Sell in Any Situation. In this piece,
co-authors Mike Schultz and John Doerr explain
how to make sincere connections with prospects to
help close more deals. 

This article was written by
Mike Schultz & John Doerr

To find out more about 
Mike & John, visit:
www.raintoday.com
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7 Ways to build
rapport in sales
and connect with
people 

7 Ways to build
rapport in sales
and connect with
people 



� Start by doing research on your
top 10 names in your territory
using social media and sales
intelligence such InsideView and
then LinkedIn 

� Have a conversation with your
referral source. Call or email him
or her to request a conversation.
This conversation is critical
because referrals are personal.
The conversation helps you
understand the level of
connection, it gives you the
opportunity to connect or
reconnect, and it allows you to
give your business reason for
wanting the referral so your
contact knows his or her
colleague will benefit from the
connection.

� Always ask your referral source
for an introduction so the person
knows you will be calling. This
process in itself will make you
more credible, change the entire
tone of the conversation, and
help you improve your
conversion rate.

� Reach out to people in your own
company. Don’t rely only on
Linked-in.

� Seek off line referrals. Expand
connections in person by
attending events, going where
you clients and prospects go

� Ask for referrals from your
current clients when you have
done good work for them. Start
with them and help them know
the kind of referral you are
looking for

� Make it reciprocal – ask “How
can we get together and help
each other?”

Certainly an introduction makes for
more successful prospecting. I asked
Joanne what ideas she could share
for reversed introductions which we
are seeing in which more and more
clients are finding and narrowing
down the providers they will talk vs.
salespeople identifying and
contacting them. Joanne’s stake in
the ground is that it is the role of
the salespeople to generate their
own leads. Does that mean
marketing does not have a role? Not
at all. Joanne recognizes the role of
marketing. Her view can seem to fly
in the face of some current thinking
but in fact it supports it.

Generating leads means
qualifying and therefore, while
clients may find salespeople, it is the
salesperson’s job to make sure the
prospects are qualified. She views
the salesperson as the best one to
qualify. While clients are better
informed they are not always
correctly informed. There isn’t a

salesperson that hasn’t had the
experience of getting a lead for x
and after asking a few questions
learns the need is Z. But marketing
is an effective first pass if there is
full alignment between marketing
and sales... Marketing is most
valuable when its professionals
work closely with sales, join them on
calls, and really have the knowledge
to ask the right questions and learn
what the issues are so they can save
time for sales.

Based on Joanne’s extensive
anecdotal research with CEOs and
heads of sales, busy clients will
almost always talk to someone
referred by a person they know and
trust. The number one reason an
executive will meet with a
salesperson is because the person
has been referred by someone
within his or her own company and
close behind that is someone who
has been referred by a trusted
source outside the company. It is
having the introduction that is the
formula for success.

Joanne’s message -- “Don’t ever
cold call or cold email. You have a
choice in how you spend your time.
Find out how you can connect to
the people you want to meet. Find
out how you can help them. And
have a great time in the process
talking to people that want to talk
to you!                                            ■

Her view can seem
to fly in the face of

some current
thinking but in fact it

supports it.

We all know technology has
given us incredible access to

information about clients, their
backgrounds, even their interests
before we ever talk to them through
social media and sales intelligence.
But Joanne didn’t focus on the
pluses. Instead she addressed the
big downside: what she sees as the
dependence of salespeople,
frequently inside salespeople, on
technology. Her concern is
salespeople who stay on-line don’t
talk to anyone. She feels there is a
sense of entitlement in which
salespeople wait for leads to come
to them yet complain that the leads
aren’t good.

Joanne is on the frontline every
day and feels that many new
salespeople are hiding behind the
curtain of technology. She did
acknowledge that experienced
salespeople are having
conversations. She focused on the
shift to inside sales and the practice
of organizations to recruit people
right out of college or with little
sales experience. Because they lack
the skills and experience to have in-
depth conversations they turn to
technology. In doing so they miss
out on connecting with their
prospects and customers. They
overlook how to leverage their
connections.

For example, many salespeople
are doing research and data
gathering on their prospects, using
tools such as LinkedIn (clearly an
essential tool for selling), Twitter,
InsideView and marketing tools, but
then send cold emails based on
what often is relevant data. On the
surface this may sound fine but

Joanne points out that for solution
and more complex sales, conversion
rates with this strategy are dismal.
Too many salespeople spend their
days doing research and sending
streams of cold emails often
followed by cold voice-mails. It’s
pretty clear this is not the best way
to spend a day. What is the smarter
way?

The smarter way is to execute a
referral strategy. To successfully
prospect, Joanne advocates Referral
Selling, the process of leveraging
connections to get an introduction.
The key is that the person you are
calling expects your call. Referral
Selling is not getting a name and a
number. But the thaw is removed by
the referral, so that the conversation
starts at a different place with greater
credibility. Sales cycles are shorter
and the conversion rate, when the
introduction is to a qualified
prospect, is conservatively 50%.

To begin to experience the
benefits of Referral Selling:
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Hiding behind the
technology curtain   
A Conversation with Joanne Black by Linda Richardson 

Top of Mind

Joanne Black’s mantra is “never cold call, not by
phone or email”. Never is a big word but Joanne is
convincing. She has been coaching sales leaders
and salespeople on referral selling for two decades.

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

9Top Sales Associates Magazine August 2012

To find out more about Joanne, visit: www.nomorecoldcalling.com



Focus On The Present

The three points in time; the past,
present and the future. Sure we live
in the present, but is that where we
are truly living and responding to
moment to moment? Consider that
almost 80% of our time is spent
either living in the past or in the
future. (Ex: Reacting from a past
experience or an expectation of the
future.) Where is the focus of your
energy and thoughts? 

Living In/Reacting To The
Past: "If only I, (woulda, coulda,
shoulda). "I should have done that
because….. "I remember the last
time something like this occurred.
I'm sure it will happen again."

In other words, we are
responding to and "living in the
past." 

Living In/Reacting To The
Future: Trying to get
somewhere/focused on an end
result in the future. Examples:
� When I, once I, etc.
� We often live, listen and react

from the past or are pushing for
something to happen in the
future.

Highly effective leaders respond
to and are fully living in the
present.

To be fully present means you are
able to focus on a single person, idea
or topic. It means not having any

preoccupations with the past or
future. The past is gone, and we
have NO control over the future.

Being fully present takes practice,
effort, focus and a willingness to
exclude all that is not directly
relevant to what you are currently
engaged in, especially while
speaking with someone. Living in,
responding to and thinking in the
present, is both healthy and more
productive. If you can practice this,
the quality of your communication,
as well as your life will greatly
increase.

Tip From The Coach: What
was and what will be never takes
precedent over what is.

Any attachment is based either
on the future or the past, with the
focus on a result we are looking to
create or avoid that has not even
happened yet. An attachment is
never about what is happening in
the present.

Ask Yourself: Am I responding
to/living in the present? (Am I
focused on an anticipated future
outcome in the conversation or
stuck in the past with
regrets/beliefs/events that are really
not relevant to creating something
new in the present?)

Once you open up your thinking
and detach yourself from the
outcome during a conversation with
a customer:
1. You'll notice your energy level

will naturally increase.

2. You will experience less stress.
3. You will uncover new and greater

possibilities/solutions naturally
that you would otherwise miss
out on without having to push
for them.

Create Possibilities Rather
Than Expectations

Possibility: Something that may
exist or happen, where an
expectation is a hope or as we have
discussed, an attachment. Look at
a possibility as a choice where an
expectation is a need.

When one is open to possibility,
they are inspired to innovate,
create and develop while being
present in the moment. You feel a
sense of choice in the pursuit of
your goal. People who have
expectations may not be okay with
the present and need something
more than what they have. In other
words, you can either be gripped
with a certain expectation about
something; whether it's having to
sell, make your point or get
someone to agree with you, or you
can simply enjoy the possibility of
creating a partnership with that
person and providing value to
them, without being attached to
the outcome.

You know it is a possibility
when it is fun and you can't lose; it
is an expectation when you are
hurt if it doesn't work out.. ■

An attachment is:
� How a person relates with a

behavior or another person that
gives them some sense of self
worth or purpose.
� A way of trying to control the

outcome of a conversation/
situation.

The attachments to specific
outcomes during a conversation
consist of:
1. The need to be right/look good.

(The avoidance of being
wrong/looking bad/hearing no.)

2. The need to be understood or
prove your point.

3. The need to have people agree
with you.

� My Turn - Your Turn
Communication: When the
communication process
becomes a struggle for power
and control.

If you find that you are repeating
yourself, pushing to get someone to
see it your way or creating evidence
to strengthen your side, you're
caught up in the ego of the
situation.

Being attached to your own
agenda inside a
conversation

� Limits the ability for a new or
better
possibility/solution/outcome to
surface.

� Creates a filter in your listening
that prevents others from
contributing to you.

� Invalidates the other person by
not respecting their point of
view.

To Let Go Of Attachments
During The Communication
Process

Demonstrate Trust And
Respect. Instead of listening
through a filter, allow yourself the
ability to explore a new and
possibly better way of creating your
desired outcome by unlatching
yourself from your own
premeditated agenda. Consider that
the other person's solution may be
better than your own. Accepting

that you don't always need to have
all the answers will eliminate
resistance and prevent you from
feeling drained after a conversation.

Tip From The Coach: To
detach from the outcome and tap
into the wisdom of others, ask
yourself:
� What is the value that the other

person is trying to share with
me? 

� What better solution/possibility
can we create together?

� How can I receive this message
instead of resist it? 

� How can I change the way I
see/feel about things in a way
that better serves me to
eliminate feeling stuck, stressed
or upset? (What beliefs do I
need to let go of and replace
with more empowering beliefs?) 

� Am I resisting the lessons or
receiving the lessons in front of
me? (What is needed to
overcome/let go of the
threat/fear that is keeping me
stuck?)

Shift The Focus From I to You.
Attachments are our agenda. Shift
the focus away from you and onto
the other person.

Ask Yourself:
� What value can I give? (It all

comes right back to us!) 
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This article was written by Keith Rosen.

To find out more about Keith, visit:
www.profitbuilders.com
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Sure we live in the
present, but is that
where we are truly

living and
responding to

moment to moment?

If you were ever in a situation where you've
walked away from a conversation feeling drained
or exhausted, chances are there was something
you were attached to in the conversation. 

Detach from
the outcome 



Keeping the Focus on Selling
Salespeople face all sorts of distractions.
Factors ranging from internal corporate
demands to ramification from a reeling ...

By Jeanne Buchanan on salesopedia �

Don’t Leave Good Business on the Table:
The Five Strategies to Negotiate
Win-Win Deal
“Your price is too high.” “Can you match ...

By Michael Leimbach on salesopedia �

Driving Lessons for Sales Prospectors
Have you noticed while driving lately how
many people don’t look both ways before
pulling out of a parking spot, into the street ...

By Kendra Lee on eyesonsales �

Help! I Can't Close Sales: 5 Ideas to
Increase Your Close Ratio
Recently I got an email from Ahmed that said,
"Do you have anything on how to close ...

By Jill Konrath on eyesonsales �

Sales Training Is Not As Important As
the Insights It Brings
I was recently hired by a company that is
growing, doing well and wants to develop ...

By Jonathan London on topsalesmanagement �

hy Most Inside Sales Reps Fail – and
What to Do About It
If you’re in charge of hiring, training and
developing inside sales reps, then what ...

By Mike Brooks on salesopedia �

Motivating Your Sales Team: It’s (Not)
All About the Money
When sales managers think about keeping their
sales teams motivated, they often make a ...

By Colleen Francis on eyesonsales �

Can You Ever Be Too Expensive?
I recently noticed a fellow professional speaker
post on his Facebook page that a potential
client had told him that the fee he wanted ...

By Andy Preston on eyesonsales �

Creating a Culture of Selling with
Rainmakers: A Window into Sales
Performance
There's a hole in the bucket, dear Liza ...

By John Doerr on topsalesmanagement �

Why Do You Need New Clients, Really?
Every sales organization wants to increase their
revenue and profit, but they normally only
choose one method to achieve that goal.

By Anthony Iannarino on topsalesmanagement �

We want to thank the following sites for supporting Top 10 Sales Articles:
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● Salesopedia   ●  Eyes on Sales   ●  Sales Gravy   ●  Ezine Articles   ●  ChangingMinds   ●  RainToday

Authors: To be considered for Top 10 Sales Articles, please submit your articles to the above sites, which are the
only ones we select from. We do not accept any articles directly.

The July Nominations

Where do the articles come from? Each month we select the very best sales
articles from the major article sites, which have been written by top sales gurus
from around the world. We cull through till we find the 10 best pieces of sales
advice – which we then share with you. The monthly winners compete for the
Top Sales Article of the Year Award in December.
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Top Sales Article
of the Month
Announced

Top Sales Article
of the Month
Announced

The  June Winner
What is the value? Where is

the value? Who perceives
the value?

By Jeffrey Gitomer 
on: eyesonsales ��

http://www.eyesonsales.com/content/article/what_is_the_value_where_is_the_value_who_perceives_the_value/
http://www.salesopedia.com/sales-leadership-developing-your-team/2895-keeping-the-focus-on-selling-
http://www.salesopedia.com/productivity-inside-sales/2894-why-most-inside-sales-reps-fail--and-what-to-do-about-it
http://www.salesopedia.com/productivity-sales-methodology/2890-dont-leave-good-business-on-the-table-the-five-strategies-to-negotiate-win-win-deals
http://www.eyesonsales.com/content/article/motivating_your_sales_team_its_not_all_about_the_money/
http://www.eyesonsales.com/content/article/driving_lessons_for_sales_prospectors/
http://www.eyesonsales.com/content/article/can_you_ever_be_too_expensive/
http://www.eyesonsales.com/content/article/help_i_cant_close_sales_5_ideas_to_increase_your_close_ratio/
http://www.topsalesmanagement.com/article.php?written_id=875
http://www.topsalesmanagement.com/article.php?written_id=982
http://www.topsalesmanagement.com/article.php?written_id=976
http://www.salesopedia.com/
http://www.eyesonsales.com/
http://www.salesgravy.com/
http://ezinearticles.com/
http://www.changingminds.org/
http://www.raintoday.com/


You may also like to join our

Group

or even follow us on

Sign up and have it delivered
to your inbox every month.
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Farrington’s revised 2012 version of

“How to Create an
Achievable Business
Development Strategy”
for FREE when you sign up to receive

the JF Journal. (You will then receive a
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for the next 12 months).
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invested in the right place with
the right prospects? 

� Are they asking you for coaching
or settling for good enough
results? 

� Are they working on improving
their skills by reading, listening to
CD’s or audio programs focused
on sales? 

� Are they showing up to the office
early to take full advantage of
revenue producing time? 

� When they arrive at the office,
are they ready to execute or does
it take them an hour or two to get
organized? 

� Are they taking time to deliver
extra good care and service to
current clients? 

Watch and you will see the answer to
whether or not this salesperson
should remain on the island.

#2: Resiliency and
resourcefulness 

The salesperson that lacks resiliency
also lacks tenacity. When the going
gets tough, the low resilient
salesperson gets easily discouraged
and starts bringing out the excuse
machine. They blame poor sales
results on lack of marketing
collateral, a bad territory or a tough

economy. This is much easier than
holding up a mirror, looking at
themselves and saying: I need to
change or improve my sales
approach.

The resourceful salesperson
figures out a way to make it happen.
When I started in sales many years
ago, I had the good fortune of
signing up with a small company
that eventually went public. In the
early years, the company didn’t have
the time or money to produce
sophisticated marketing material.
They also didn’t have a lot of time
for formal sales training.

It would have been easy to
complain about the lack of
marketing materials or training but
this company did a great job of
hiring resilient, no entitlement
salespeople. We created our own
marketing materials. No, the
materials didn’t look great, but they
got the job done. We invested in our
own training, reading books by Zig
Ziglar and Dale Carnegie. Instead of
sitting back and complaining, we
were busy executing. Resilient
salespeople manage results, not
excuses. They find a way to make
sales happen.

#3: Passion and
commitment 

A major problem in the sales
profession is that most people
choose this career by default, not

choice. As a result, you have many
salespeople working for companies
that are not passionate about their
product or service. They are not
passionate about helping and
serving people. In essence, they
have settled instead of pursuing a
career that they are passionate
about.

The passionate salesperson is
excited about learning and makes it
a goal to become a subject matter
expert in their industry. The
committed salesperson studies,
learns and practices key principles
of sales and influence. They are
lifelong learners.

Passion is what separates good
salespeople from great salespeople.
I see it every day in our business.
Five salespeople attend sales
training and all take away powerful
content and concepts. So what’s the
reason only three of five reviewed
the content, practice new skills and
asked for coaching and mentoring?
The reason is that the three
salespeople, the ones that will stay
on the island, are passionate and
committed to the profession of
sales. Simply put, good enough is
not good enough for them. They are
always looking to raise the bar and
raise results.

Why wait for a reality TV show?
We are half-way through 2012. Is it
time to kick a few people off your
company’s sales island? 

Good Selling, ■

This article was written by Colleen Stanley.

To find out more about Colleen, visit:
www.salesleadershipdevelopment.com
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Why wait for a reality
TV show?  We are
half-way through
2012.  Is it time to

kick a few people off
your company’s

sales island?    

Business owners and sales
managers would be the judges,

closely watching each participant in
order to cast their vote. So what
would these judges be looking for in
order to figure out who should stay
on the island? 

Here are a few areas to observe,
analyze and judge in order to
determine who should remain on
your sales island.

#1: Actions speak louder
than words 

This old saying is still true today.
Stop listening to what your
salesperson is saying and simply
observe his actions. For example, if
a salesperson isn’t hitting their sales
goals are they:

� Increasing their sales activity in
order to fill the pipeline? 

� Tracking and measuring their
results in order to course correct
and make sure time and energy is

Should your salesperson
be allowed to stay on the
island? 
Reality TV shows are quickly becoming the new source of entertainment. (Why,
I have no idea.) Perhaps it’s time to introduce a new show and contest: Sales
Survivor. The concept would be centered on making sure only the best
salespeople stay on the island because of their ability to sell and influence the
right prospects at the right profit margins.  
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Over the last twenty years, Keith
has successfully coached more

salespeople and managers than any
other coach on the planet to achieve
positive, measurable change. An
award winning columnist, speaker
and best selling author, Keith has

written several books including
Time Management for Sales
Professionals, The Complete Idiot's
Guide to Cold Calling, The
Complete Idiot's Guide to Closing
the Sale and the gold medal winner,
Coaching Salespeople into Sales

Champions, which was named the
2008 Sales Leadership Book of the
Year. This book also received the
Axiom Business Book Award and
was honored with the silver medal
for being recognized as one of the
World's Best Business Books of
2009.

Keith is the winner of the 2009
Stevie Award and was recognized as
The Sales Education Leader of the
Year. Inc. magazine and Fast
Company named Keith one of the
five most influential executive
coaches. He's been featured in
Entrepreneur, Inc., Fortune, The
New York Times, Selling Power,
CBSNews.com, The Wall Street
Journal, Sales and Marketing
Management and is a frequent guest
on Channel 12 News. In addition,
Keith sits on several editorial boards
and advisory boards and is the
expert sales advisor for Dun &
Bradstreet, Hoover's and
AllBusiness.com.

For sales training videos,
podcasts or to contact Keith, visit
www.ProfitBuilders.com. ■
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To find out more about Keith, visit: www.profitbuilders.com

Focus On

Keith
Rosen
Keith Rosen is the Executive Sales Coach™ that top
salespeople and managers call first to attract more
prospects, close more sales and develop a team of
top performing sales champions.

http://bit.ly/KC1R3c
http://www.richardson.com/forms/verifiable_outcomes_download_pc.html


products, but rather “application
solutions;” they are acutely aware of
the need to make a profit, and
usually they deal with
recommenders – so they have taken
a giant stride up the food-chain.

These salespeople understand
that reliability is more important to
customers than speed of response
(reactivity) and they are also
politically agile. Naturally they can
sell using ROI arguments, and
finally, their achievement levels are
consistent.

You might be forgiven for
thinking that must be as good as it
gets – after all, the two scenarios
that I have described account for
around 95% of the global sales
population. But actually, no, it gets
even better!

Now we are entering “only-me
territory” – the most hallowed turf
of the sales world. We are very
much right-field, and the population
is made up of the biggest hitters,
whose primary pre-occupation is
long-term outcomes, and their focus
is entirely on the customer’s
commercial objectives and how they

can assist the customer in achieving
them: The value they bring is
strategic direction, and they only see
long-term ROI. Their dealings are
exclusively with key decision
makers, and they penetrate formal
DMU’s as easily as a knife slicing
through butter.

These salespeople are always on
the front foot – deliberately pro-
active. They identify the business
they want, and they go after it. They
are not just politically agile, they are
politically astute, and they use politics
to win whenever they need or have
to; they always secure high ROI, and
they consistently exceed quotas.
They have complete account control.

And you, where do you spend
most of your selling time? In the
precarious left-field, where you are
totally at the mercy of your
prospects and customers, hoping
that they will call you?

Maybe you are center-field,
which does indeed feel much more
secure when compared to the
colleagues to the left of you, even
though you frequently cast envious
glances to those colleagues on your
right.

Or maybe - just maybe - you
really are a top 5% achiever?

If you are, congratulations, I
know precisely what it took for you
to get there                                       .■

To find out more about Jonathan, visit:

www.thejfblogit.co.uk
www.topsalesassociates.com
www.jonathanfarrington.com

Finally, if asked to
describe commercial
politics, they would

stare blankly at you –
that isn’t their fault,
it is simply that they

have never been
exposed to it –
and the same
goes for ROI.
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For the sake of this explanation,
let’s use a baseball park (not that

I know anything about baseball): So
traditional salesmen and women are
operating left-field, they are usually
totally focused on a single sales
event, and they sell products.

If asked to describe the value
they bring, they would simply offer
you product options, and they are
always willing to compete on price

to get the order. They typically sell
to “users” which requires them to
be consistently reactive, and of
course, their achievement levels are
as unpredictable as British weather.

Finally, if asked to describe
commercial politics, they would
stare blankly at you – that isn’t their
fault, it is simply that they have
never been exposed to it – and the
same goes for ROI.

These people are all operating
exclusively in “me-too territory”

When we move into center-field,
we find ourselves in “me-first
territory”: These salespeople bring
much more to the table and have a
much wider commercial bandwidth.

They are pre-occupied with
business process; they focus both
on the customer and their
competitors; they don’t simply sell

Welcome to “Me Only
Territory”
The very best consultative sales professionals operate exclusively in “me only
territory” and that demands an explanation, so let’s begin by examining the
traditional sales environment …..

In today’s tough and dynamic economy you need the best in class sales management techniques that
can drive your company’s growth. Now is the time when there is a clear difference between the good
and the great. 

The ‘Sales Excellence and Leadership Summit 2012’ has been keenly researched to offer an
innovative conference program which aims to give senior sales professionals access to new ideas,
solutions and innovations to help take their departments, sales teams and companies forward. 

The summit will focus on how leadership can drive growth in a tougher economy, how to align Key
Account Management with Sales goals and the interface between Sales and Marketing.

This year’s Keynote Speech will be delivered by Jonathan Farrington, Senior Partner at Jonathan
Farrington & Associates, Chairman of The JF Corporation and CEO of Top Sales Associates, based in
London & Paris.

Learn more: www.salesexcellencesummit.com



entertained sometimes.
3. Empathy matters. At least

pretend like you are listening to
what we need as buyers. If you
cared about me, we might care
more about what you are
selling..

4. No one likes being in a funnel.
We’re people too. Not just
numbers and stages in your
online sales technology
platform. Invest in our success.

5. Friends are better experts than
sellers. Trust is important. We
wish you believed that. We
trust our friends.

6.. We don’t want better features.
We don’t. We want better
solutions.

7. The hard sale is abusive. And
we don’t like being abused. Or
even the thought that we might
be abused.

8. Selfishness is self-limiting. Yes.
We can tell when you are acting
like a jerk. Stop it, please. Talk
about us. That’s a discussion
we like to have.

9. We can Google answers faster
than you can email us opinions.
Information is free. We have
high-speed internet. We want
insights, not data.

10. The trend to automation is
making the people role
irrelevant. Let’s face it, there
are technology solutions that

are easier to ignore that you are.
11. We want to choose on our own

terms. Your selling cycle is just
annoying and uncomfortable.

12. We really want fewer choices.
Did we say that out loud? It’s
true. Stop being so damn
confusing. Keep it simple.

13. Internet commodity pricing is
pretty persuasive. Yep.
Sometimes it’s better to buy
cheap and get it wrong better
than to be a part of your selling
pipline.

14. Kindness is a lost art. We wish
you would find it. And share it
with us. We have tough
personal lives too.

15. Our point-of-view matters.
That’s us, the buyer. We matter.
Even if we’re dead wrong.
Listen. We’ll tell you what you
need to know about what we
want.

16. You seem to want a 7-step
process over really caring about
us. We want you to be
vulnerable enough to try to
help us. Even if it hurts.

17. Sidenote: Email
communication is overused
(and abused). Just call. It’s
faster. Or text.

18. There isn’t enough
differentiation between you
and everyone else we can buy
from. You all look the same.
That’s confusing.

19. We expect better service. We

do. And we’re too busy to keep
telling you.

20. When we do remind you of
your bad service, you juts keep
trying to explain it away. We’re
tired of it. Just apologize.

Don’t go away angry. Just go away.
For your own good. Find something
else to do. A different craft. A new
skillset.

Or maybe you just need to
change how you do what you’re
doing. From our perspective as
buyers it seems as if selling, like any
other commodity task of the past,
will still be a valuable skill for
craftsmen.

Why? Craftsmen aren’t
superficial. They aren’t swept up in
the social demands and pressures
that strangle progress and generate
distracting hysteria. They are
masters at what they do. And that
mastery is always in demand.

By the way, we like working with
craftsmen. We love experts who are
kind and patient and passionate.

So you have a decision to make.
Change what you do. Or change
how you do what you’re doing.

As buyers, we are frustrated. We
are out to kill your craft.

You can do something else. Or
you can master kindness and
practice outrageous acts of
empathy.

That’s a craft that will never die.
We guarantee it. ■Don’t go away

angry. Just go away.
For your own good.
Find something else

to do. A different
craft. A new skillset.

This article was written by Dan Waldschmidt.

To find out more about Dan, visit:
www.danwaldschmidt.com
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It’s dead. It’s over. If you are a
professional sales executive you

need to find something else to do.
It’s been a great journey thus far.

Like the candle-maker, the gas
station attendant, and the soda
fountain mixer — they all had their
Golden Days. But eventually, time
and technology made the job

irrelevant. In every case, invention,
social awareness, and cultural
expectations pushed us collectively
in a different direction.

That time is fast approaching for
professional sales people. Your craft
is dead. As buyers, we are doing
everything we can do to help make
that happen a little faster. We don’t

like how it works right now. Here’s
some thoughts from our side of the
table:

1. We hate con men. When the
sales pitch is a weapon to
manipulate instead of a way to
heal a wound we don’t like you.
Can you blame us? 

2. Advertising is sexier than
pitching. Frankly, your sales
pitch is way too boring and
predictable. We want to be

The harsh reality is that sales is a dying career. The
job of professional selling is going away.
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“Sellers, please die”...
Insights from a frustrated buyer



Plus we publish a brand new sales article every day:
www.topsalesmanagement.com�
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How to Create a
Network Map

How to Deliver a
Professional Presentation

How to Recruit &
Select Successfully

How to Objectively
Re-Assess Your Current

Opportunities

Recent “How To” Guides

�� �� �� ��

The Account Review
Process - For Existing

Clients - Why Review?

The Sales Cabinet So, Which Type of
Networker Are You –

Really?

The Five Words Which
Really Excite C-Lounge

Residents

Sales Team Development Sessions

�� �� �� ��

How To Differeniate
Yourself

No Goals -
Less Success

Training Versus
Coaching

Coaching, Managing,
Training – What’s the

Outcome?

Sales Management Issues Interviews

Colleen Francis �� Kevin Eikenberry �� Colleen Stanley �� Anthony Iannarino ��

Top Sales Highlights
from the past four weeks ... in case you missed them

Plus don’t forget, we publish a brand new sales tip from the Top Sales Experts team every day!
www.topsalesworld.com�
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Take Your Clients as
You Find Them

What’s the Value of
Cold Calling?

How do Top Sales
Professionals Differentiate

Themselves?

Bringing Your Traditional
Sales Efforts Online

Anthony Iannarino �� Mark Hunter �� Michael Griego �� Elinor Stutz ��

Enjoy the latest Top Sales Hardtalk Interviews

Are There Too Many
Salespeople in the World

Revenue
Prevention?”

Your Need for Revenue
Doesn’t Trump the

Buying Cycle

See What Happens
When Sales & Marketing

Get Married 
Jonathan Farrington �� Colleen Francis �� Anthony Iannarino �� Jonathan Farrington ��

and recent blogs ...

http://topsalesworld.com/salesHardTalk.php
http://www.thejfblogit.co.uk/2012/06/28/are-there-too-many-salespeople-in-the-world/
http://www.engageselling.com/blog/?p=3431&utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+EngagingIdeasByColleenFrancis+%28Engaging+Ideas+by+Colleen+Francis%29
http://thesalesblog.com/blog/2012/07/12/your-need-for-revenue-doesnt-trump-the-buying-cycle/?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+typepad%2Fiannarino%2Fthesalesblog+%28TheSalesBlog%29
http://www.thejfblogit.co.uk/2012/07/19/see-what-happens-when-sales-marketing-get-married/
http://www.topsalesmanagement.com/howToGuide.php?written_id=181
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