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It’s time to reflect on Q1 – how was it for you? – And then surge into Q2, with enthusiasm,
confidence, and self-belief.

As with all of our Top Sales initiatives, our primary objective with this monthly magazine is to
provide you with fresh pearls of wisdom, inspiration, and the opportunity to expand your
commercial bandwidth. No- brainer? You bet.

This month we have an absolute feast of resources for you to gorge yourself on: 

As an aperitif, we are delighted to offer you exclusive comments and pearls of wisdom from
the most significant sales blogger and author Geoffrey James, in conversation with Linda
Richardson

For starters, we have articles from “The King” Jeffrey Gitomer, Dave Kurlan, Tamara Schenk,
and Samara Pope. Then for our main course, we are serving you up the much anticipated
“Top 50 Sales & Marketing Influencers for 2012” – carefully selected from an original long-list
of one hundred and fifty potential candidates – let’s see if you agree with our choices?

We thought you might like to choose your own pudding, so you can have either “Top Sales
Article of the Month” complete with an accompaniment of ten new nominees for April, or
you can catch up on all of the past month’s highlights over at Top Sales World and Top Sales
Management

Still hungry? Need something extra? Ok, then catch Dan McDade in the spotlight, or allow
Jonathan Farrington to persuade you to be in London on June 7th.

Salivating? What are you waiting for? Get stuck in!
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In case you missed them
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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 ��

May 2012

I overheard sales dialog on the airplane this morning. “He (the customer) has
never responded to one of my emails, and never calls me back. The ONLY
time he calls me is when he needs something.” Then back ... 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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What’s the Reason Beyond BLAME? 
Maybe it’s YOU! 
by Jeffrey Gitomer 

Geoffrey James has interviewed me many times over the years and it was my
pleasure to turn the tables by interviewing him. Geoffrey is a journalist in
love with the field of sales. From my experience that is rare. Read More�

A Conversation with Geoffrey James
by Linda Richardson

A few weeks ago, there was an interesting LinkedIn question regarding sales
enablement platforms. It was called “So you’ve got a platform for Sales
Enablement! What is the feature that really benefits or ... Read More�

How to leverage the full potential of your sales
enablement platform! 
by Tamara Schenk 

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 April

When I was much younger, I was a pretty good trumpet player, playing
professionally for nearly 10 years. I took weekly lessons from the age of 9,
played in multiple bands and orchestras, and when I ... Read More�

How Important is it for Your Salespeople
to Practice? 
by Dave Kurlan

Dan McDade founded PointClear in 1997 with the mission to be the first and
best company providing prospect development services to business-to-
business companies with complex sales processes. He has ... Read More�

Focus On
Dan McDade

It was only a matter of time before the highly successful Sales 2.0
Conferences made it across the “Pond” and the organizers have finally
announced that June 7th is the date, and London is the ... Read More�

The Sales 2.0 Conference Bandwagon is heading 
for London
by Jonathan Farrington 

There are two ways in which you can use psychology to increase your sales.
The first is to gain knowledge of the psychological aspects of sales and buyer
/ seller interaction. The second is to leave behind the ... Read More�

Using Psychology to increase your Sales
by Samara Pope 

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
Who really are the sales and marketing experts, gurus, commentators, authors
and spokespeople that are genuinely influencing the way we think, sell and
market our companies/ products/solutions in 2012? ... Read More�

Top 50 Sales & Marketing Influencers for 2012
Announced

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/


� Why did they not respond to my
email?

� Why did they say, “Not
interested”?

� Why did they say, “We’re happy
with our present supplier”?

� Why can’t I set an appointment?
� Why can’t I get through to the

decision maker?
� Why are they meeting with other

vendors or suppliers?
� Why did they take the lowest bid?
� Why did they buy from the

competition?
� Why did they tell me that my

price is too high?

Why are you blaming others
(especially customers) for your
inability to attract, engage, connect,
and create value that leads to a sale?

One of the weakest and least
exposed shortcomings of
salespeople is how they use time. If
you’re allocating too much time to
watching TV, or other nonsense
activities, you’re wasting valuable
career-building opportunities.

Whatever you’re doing with your
non-business, non-family time, ask
yourself these reality questions:

� Will this help me double my
sales?

� Will this help me build better
relationships?

� Will this help me become better

known?
� Will this make me be perceived

as a person of value?
� Will this help me build my

reputation?
� Will this help me build my sales

and personal development skills?

Work on these elements of your
sales and business life:

� Message leaving. Are your
messages in any way impacting
your standing and status with the
customer? Is there an ounce of
value or creativity, or are you just
begging for some news about the
proposal you sent (and calling
that a follow-up)?

� Be available. Your prospect will
call you when they are free. This
may be before or after business
hours.

� Be easy to do business with.
Customers want everything
NOW!

� Leave value messages.
Something short and sweet that
they can use.

� Study creativity. Your
competitive advantage is to be
perceived as different. Read a
book on creativity as a starting
point.

� Be more friendly than
professional. Sales is a
profession, but salespeople (you)
must be perceived as friendly.

� Build your business social
media presence. Are you
tweeting value messages?
Interacting with customers one-
on-one on your business
Facebook page? Looking to
make new connections on
LinkedIn? Creating a YouTube

channel with customer
testimonial videos? Or are you
watching the 6-o’clock news?

� Use meals to build
relationships. You’ll be amazed
how much more available
customers become once you get
to know them personally.
Breakfast or lunch prospects and
customers at least three times a
week.

SIMPLE SELF-EVIDENT FACT:
If you want customer response, you
have to EARN it. �

Jeffrey Gitomer is the
author of The Sales Bible,
Customer Satisfaction is
Worthless Customer
Loyalty is Priceless, The
Little Red Book of Selling,
The Little Red Book of
Sales Answers, The Little
Black Book of
Connections, The Little
Gold Book of YES!
Attitude, The Little Green
Book of Getting Your Way,
The Little Platinum Book of
Cha-Ching, The Little Teal
Book of Trust, The Little
Book of Leadership, and
Social BOOM! His website,
www.gitomer.com, will
lead you to more
information about training
and seminars, or you can
email him personally at
salesman@gitomer.com

I’ll tell you why:
It’s easier to blame

others for your
shortcomings

thanit is to take
responsibility for them.
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Why do salespeople blame other
people and/or other things

for their own ineptitude? Why didn’t
this salesperson say, “I gotta work
on my voicemails and emails.
They’re not getting any traction, and
they’re costing me major money. I’m
going on an all-out effort to
improve my writing skills, my
voicemail skills, and my creativity to
generate better response!”

I’ll tell you why: It’s easier to
blame others for your shortcomings
than it is to take responsibility for

them. It’s easier to blame than admit
you’re not that good. It’s easier to
blame than it is to improve. It’s
easier to blame than face your own
reality.

And I’m certain this message
applies to you.

You blame the customer when
something goes wrong, something
didn’t happen as planned, someone
didn’t respond, or you lost a sale to a
competitor – especially at a lower
price. Wrong. Very wrong.

I have been helping salespeople

sell more and sell better since 1976,
and during the time no one has ever
come to me and said, “Jeffrey, I
didn’t make the sale, and it was all
my fault!” Interesting statistic.

Rather than blame, I have some
answers that will help you. Actually,
I have some questions. Questions
you MUST ask yourself BEFORE
you blame. These questions will give
you a brand new perspective, and
they automatically shift blame to
responsibility. They will bring you a
new sense of reality. And they will
make you a better salesperson.

Ask yourself “WHY” to get to
the truth.

� Why was my call not returned?
� Why did they cancel my

appointment?
� Why did they delete my email?
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I overheard sales dialog on the airplane this
morning. “He (the customer) has never responded
to one of my emails, and never calls me back. The
ONLY time he calls me is when he needs
something.” Then back to devouring this week’s
edition of US Weekly magazine. Sound familiar?

What’s the Reason Beyond
BLAME? Maybe it’s YOU! 



industry will turn to your blog as a
main interchange and central source
for information. And even if you
are not building huge traffic on your
blog, you can point your prospects
and customers to your audit stream
and create the perception you are
really plugged into the industry and
can solve their business challenges.

In addition to this, a blog is a
powerful prospecting tool because
you can use it to build credibility
prior to making your call to your
prospect and differentiate yourself.
It is only after traffic builds up on
your blog and subscribers
recommend it to others that your
blog will help you attract new
prospects. The main purpose of
your blog is to establish you as
someone who has the pulse of the
industry and to differentiate you
from the other salespeople who sell
to your group of customers.

You can write a blog that
creates a buzz by following
Geoffrey’s Six Rules:

1) Focus on the content your
readers will be interested in, not on
search engine optimization/ranking
on Google. If your content is strong,

your customers, prospects, and
competitors will check you out and
turn to you as the established expert.
Learn as you go. For example,
Geoffrey  learned that salespeople
aren’t interested in blogs on CRMs
or 2.0 but become very involved with
topics like bad sales managers or
which includes seemingly unrelated
topics such as Yoda from Star Wars,
or relevant lists. Figure out what
would excite customers or help them
think about something in a new way.
2) Write with somebody in mind.
Visualize your target market and ask
yourself of all the things that have
come across your desk what will this
customer be interested in. Include
your opinion. Have a point of view
and back it up.
3) Make it easy for subscribers to
register quickly to build up your
mailing list. Keep your request for
subscription information short and
simple: only name, email, and
company. Use the mailing list to send
your blog posts. Constantly remind
them about your RSS.
4) Keep your blog short so it is very
convenient for people to check in
with you to see what is important
over the other sources. Twitter is so
popular because it is short. After 100
or so words you will start to lose
interest. Add a link for readers to
learn more.
5) Write as you talk. Don’t write as
you write. Eliminate bizblab and
meaningless jargon.

6) Spend no more than 30 to 45
minutes a day on your blog. Every
few days check what is reported by
the industry association, what
competitors are doing or post things
like job openings, etc.

To get started blogging you can
use a blog site such as Blogger.com
or even Facebook but Geoffrey
recommends you buy a domain
name based on your name or a
variation of your name (if the
obvious name is not available).
There are many sites that offer both
domain name purchasing and
hosting, and most of them support
blogging with popular and
reasonably easy-to-use blogging
tools like WordPress.

As a wrap-up I asked Geoffrey
why he blogs. His first answer was
honest and straightforward: he’s a
journalist paid by Inc.com. But it
left me silent for a few seconds and I
asked why he chose to write about
sales. He continued, “Sales is the
heart and soul of business. It is
more important than anything
else in the company. Every
organization, including top
management, exists in order to
provide a service to the sales
function because if sales don’t
take place a company does not
exist. So why would I want to
write about anything else? I
would rather hang out with
salespeople than anyone.” ■

You’ll find Geoffrey HERE

In addition to this, a
blog is a powerful
prospecting tool

because you can
use it to build

credibility prior to
making your call to
your prospect and

differentiate yourself. 

The most frequently asked question
he’s asked is, “Why isn’t this

prospecting email working?”
Geoffrey attributes the problem with
the emails that are sent to him in
large part to the sales training many
sale organizations provide to their
sale teams. The growth in sales jobs,
and therefore one would think, in
sales training is in inside sales.
Although there is a migration to

inside selling, most sales training is
based on the assumption that sales
calls will be face to face. Based on all
the questions he gets he knows most
sales training has not caught up with
this trend. Face to face selling is
happening, of course, and will
continue, but it is decreasing in
frequency while phone and email
contact is increasing even for
complex sales. Salespeople need
training in non face-to-face
customer contact whether on-line or
phone, in how to use the tools
available to them including blogs.

Having written over 2000 blogs
first for CBS and now for Inc.com.
Geoffrey is an expert. For starters he
feels salespeople are ideally cut out
for blogging because they are strong
communicators who know how to
explain ideas simply. The one
concern he expressed, based on the
majority of examples of emails

salespeople send to him for
feedback, is that most salespeople
don’t write the way they talk. Instead
they abandon the simple, clear
English they are so good at and
default to bizblab. But with some
encouragement and guidance
salespeople have what it takes to
become popular bloggers.

If you are not already blogging
and your organization does not
prohibit it, why should you blog?
Geoffrey sees it first and foremost as
a way “to turn yourself into the
center of the discussion and
establish you as an expert.” For
example, if you are selling into the
commercial air conditioning market
and blogging on that subject,
regularly updating it, pointing
readers to articles, giving comments
about what works or does not work,
talking about industry trends etc.,
customers who buy from that
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Good Blogging Is Good Selling:
Five Myth Breaking Rules for Blogging
A Conversation with Geoffrey James by Linda Richardson

Top of Mind

Geoffrey James has interviewed me many times over the years and it was my
pleasure to turn the tables by interviewing him.  Geoffrey is a journalist in love
with the field of sales.  From my experience that is rare.  He has focused on
sales issues for a decade and currently writes a column for Inc.com where he
hosts the world’s most visited blog, with and impressive 2.9 million visitors in
March.  He communicates with hundreds and hundreds of salespeople and
sales managers and is passionate in his views as to what’s hot and what’s not.
He is also the author of How to Say It:  Business to Business Selling (Prentice Hall,
December, 2011).

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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www.geoffreyjames.com
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Top 50 Sales & Marketing
Influencers for 2012

Over the past few weeks, a small
team of professional

researchers rigorously examined the
credentials of one hundred and fifty
possible “candidates” to arrive at
the top fifty, and we also asked the
editors of the most popular sales
resource venues to give us their
opinion.

The criteria we used to
benchmark each individual’s impact
within the sales space was:
� Social media presence –

Twitter/ Facebook/ Klout
score/LinkedIn authority.

� Quality, regularity and
popularity of written work –

books, blog posts, articles,
EBooks etc.

� Active engagement with
recognized resource sites.

� And not least, a commitment to
continually advance selling and
marketing practices.

Congratulations to everyone who
made the list, and thank you for
adding so much value to the way we
sell, and to the way we market
ourselves. �

Who really are the sales
and marketing experts,
gurus, commentators,
authors and spokespeople
that are genuinely
influencing the way we
think, sell and market
our companies/
products/solutions in
2012? We decided to
find out - not subjectively,
or for that matter, purely
objectively.
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Why were these 50
individuals chosen?

Find out Here ��

http://www.topsalesworld.com/topInfluencers.php
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This powerful event is limited to the first 
50 people that register.

http://www.dkatraining.com/sales-leadership-event/
http://lifehacker.com/5885139/the-best-address-book-app-for-iphone
http://www.148apps.com/tag/xobni-corp/
http://thenextweb.com/apps/2012/01/24/smartr-for-iphone-is-like-having-a-second-brain-for-all-your-contacts/


full potential of technology? It’s all
about “content management
homework”.

Let’s start with the end in mind
to get the big picture: You live in a
wonderful, effective and efficient
sales content world, without any
random acts of content creation. All
the attributes you mapped to your
content are completely covered by
the newly implemented sales
enablement platform and you create
great value in terms of reduced
search time, reduced ramp-up time
for new hires, dynamic content
generation and increased
collaboration between content
contributors and content
consumers based on a variety of
social collaborative features – and
you receive great analytics to
improve continuously.

What does that mean and how to
get there? Content types are
categorized and defined, the internal
and external target groups including
their altitude level are mapped, each
content type is also mapped to
customer oriented milestones along
the sales process – that's why each
content's purpose is so important.

You might get a first impression.

It’s a lot of work and I strongly
recommend to start with a content
assessment – what is really relevant,
what’s not required and not used -
from a sales perspective. Be brave,
throw away everything that’s no
longer relevant for your
organization, available on different
portals in different stages, outdated
and so on...

Quality before quantity – that
should be your mission!

Then, each content type has a
clearly defined RACI matrix
regarding content creation,
publishing and localization
including relevant budgets –
covering all relevant roles that are
working on sales content. This is by
definition a cross-functional
endeavor. Not only marketing, but
also solution sales, presales,
portfolio and process managers,
solution designers, sales enablement
and commercial roles are content
contributors!

Now you can launch your shiny
new platform! Next, make your road
map and prepare the next level and
create dynamic content – and that’s
where technology can be really very
valuable. An example could be to
create standardized and
modularized content elements
focused on specific selling
situations. If a sales person is
searching for challenge x, industry y,
audience z, first meeting to get
access – and technology creates the

tailored content in a 80/20 manner.
The sales reps get much more
selling time and are better prepared!
The same principle helps you to
design dynamic playbooks, ideally
connected to your CRM system –
cherry on the cake!

Additional benefits are mobile
services, social features like
commenting, rating; also contact
information on the specific product
or marketing manager, just one click
away for a chat - all that is very,
valuable!

Sales people will use what’s quick
and easy and what creates value for
their daily business. And, be
aware…. sales people will never
distinguish between platform and
content – it’s one system for them,
and it should also be one for us.

Finally: Really smart sales
enablement vendors are aware of all
these issues, they know pretty well
how big the change effort in your
organization might be to leverage
the full potential of their
technology. They don’t sell a
product, they sell tailored services,
e.g. consulting services that help
customers to master all the content
issues together combined with their
technology, based on a professional
analysis of the current state
including professional change
management services.

Really smart providers love to
solve your problem instead of
selling you a product only …          �

It’s a lot of work and I
strongly recommend

to start with a
content assessment –

what is really
relevant, what’s not

required and not
used - from a sales

perspective.

This article was written by Tamara Schenk.
To find out more about Tamara, visit:
http://blog.tamaraschenk.com/
http://de.linkedin.com/in/tamaraschenk
http://twitter.com/tamaraschenk 
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Iwrote a response which was rather
a blog post than a short LinkedIn

response. That’s why I’m writing
this article on one of my favorite
topics – for YOU, the whole sales
enablement tribe!

First of all, there are platform
providers and platform providers.
Some of them just sell a software
product, and some of them sell a
variety of sales enablement services,

for instance consulting services to
identify the customer’s current state
and specific business challenges,
different implementation services,
change management consulting
services and additional content
services. I think, we don’t need to
debate that the tool providers won’t
be the winners in that business.

Anyhow, some platform
providers still believe – and that’s

how they are selling – that
technology itself would deliver
significant business value to their
clients.

I don’t agree.
In fact, I strongly believe, that

technology is a great enabler for
additional value and that we need to
leverage this potential with a smart
implementation strategy. Then, we
will realize a significant return on
our investment – regarding growth
and efficiency!

But one without the other won’t
deliver the expected results, because
there is a critical dependency – and
that’s sales content and the related
content management processes! So,
what has to be done to leverage the

A few weeks ago, there was an interesting LinkedIn
question regarding sales enablement platforms. It
was called “So you’ve got a platform for Sales
Enablement! What is the feature that really benefits
or differentiates, that enables you more than
yesterday?“

How to leverage
the full potential
of your sales
enablement
platform! 

How to leverage
the full potential
of your sales
enablement
platform! 



Stop Selling & Start Succeeding 
When asked “What do you sell?” my answer is
“I don’t sell, I develop relationships, many of
which happen to turn into business.”…  

By Gary Hart on EyesonSales �

3 Reasons Why Branding is Critical for
Even the Smallest of Businesses 
You might think that branding is for the big
guys. Sure, it’s fine for P&G and Microsoft … 

By Mark Reed-Edwards  on EyesonSales �

Are You Ready to Shift Your Sales
Beliefs? 
A belief is an assumed truth. Thus, everything
is a belief—including this statement ...

By Rochelle Togo-Figa on Salesopedia �

Can Too Many Opportunities be a
Negative for Salespeople? 
Very few people have a surplus of important
things. Imagine these …

By Dave Kurlan on Top Sales Management �

Selling as a Profession 
Like many of you, I have many roles that I
must fill. I am a sales trainer and coach; I am a
sales management consultant; I am a writer ...

By by Paul McCord on Top Sales Management �

12 Lame Sales Excuses Salespeople Use
and How To Respond 
It is easy to allow your attitude to lapse into
self-fulfilling negativity when you are a …

By Todd Hockenberry on EyesonSales �

Don't Know Your Differentiators? 
Why Not Ask Your Customers 
You hear it every day: “If you don’t know how
you’re different from your competitors ...

By Kathy Maixner on Salesopedia �

Are You a Quitter but Don’t Know It? 
Nobody likes to think of themselves as a
quitter but statistics would seem to indicate the
many sales reps tend ...

By Jim Domanski on Salesopedia �

Rome Wasn't Built in a Day - Neither are
Sales Skills 
I love the movie Groundhog Day. If you
haven't seen it, please do. If you have, then ...

By John Doerr on Top Sales Management �

"Yes, No, Maybe.. What's Worth the
Most?" 
If you're hoping for temporary relief from
those irritatingly persistent salespeople from ...

By Colleen Francis on Top Sales Management �

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 April 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  March Winner
Your Attitude is Showing
- Is It Killing Your Sales?

by:Paul McCord 
on: Eyes on Sales ��

http://www.eyesonsales.com/content/article/your_attitude_is_showing_-_is_it_killing_your_sales/
http://www.eyesonsales.com/content/article/stop_selling_start_succeeding/
http://www.eyesonsales.com/content/article/12_lame_sales_excuses_salespeople_use_and_how_to_respond/
http://www.eyesonsales.com/content/article/3_reasons_why_branding_is_critical/
http://www.salesopedia.com/relationships-relationships/2838-dont-know-your-differentiators
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not very different from the sales
profession. Salespeople are very
much like me, the golfer. The typical
salesperson receives, on average, 3
days of sales training -- in their
entire career. I've interviewed
thousands of salespeople and most
have never had a single day of
professional sales training. And
practice? There has not been a
single client whose salespeople had
been practicing the art and science
of selling before I required them to
begin practicing.

Why aren't salespeople getting
enough professional training? In
most companies, ego, fear and
money are the three biggest reasons.
Sales leadership, although
completely lacking in the skills
required, believe it’s their job to train
their salespeople. Upper
management is frequently afraid of
change, even when it will bring
about a change in results. And many
companies simply won’t invest
money to develop their salespeople.

Why aren't they coached the
way they need to be? Although
coaching is the number 1 job of
sales managers today, most have
never learned the proper way to
coach, instead using a home
grown approach and applying it

on an as needed basis.
Why aren't they practicing?

Believe it or not, most sales
managers are afraid of upsetting the
apple cart. They believe that if they
required their veteran salespeople to
practice they will have a rebellion on
their hands.

Are your salespeople
practicing each day? 

Objective Management Group has
assessed more than 550,000
salespeople and according to their
data 74% of all salespeople are
completely ineffective and many of
them shouldn't even be in sales.
They get by for a variety of reasons,
among them:

� Low expectations from
management

� They are no worse than the other
ineffective salespeople at their
company

� Some are order takers and they
take enough orders

� Some are major account
managers and the accounts were
previously established

� Some possess intangibles and
have simply developed strong
relationships over decades of
work

� Many work for industry leading
companies - lowest price, best
reputation, highest quality
product, lowest risk - and they
don't have to sell, as much as
show up and quote

� Some bounce from company to
company never staying long
enough to actually fail

Are your underperforming
salespeople getting by? Can any of
them become performers? You can
find out with a sales force
evaluation. Even better, why not
join me for my annual Sales
Leadership Summit?                         �

Why aren't
salespeople getting
enough professional

training? In most
companies, ego,

fear and money are
the three biggest

reasons. 

This article was written by Dave Kurlan.

To find out more about Dave, visit:
www.dkatraining.com
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Although baseball was my
favorite, I spent most summers

on the tennis courts, playing with
anyone and everyone, until I entered
college as the #2 on the school’s
tennis team. It wasn't good enough
though, and I felt like I should have

practiced more; a lot more.
I was not going to be a star in

music or tennis. But what if I was?
Would I have been finished with all
of that practicing? No way. The
greatest athletes and musicians still
hire the best coaches in the world

and practice harder and even more
frequently! I would have done the
same because that’s exactly what I
did when I started my sales
development business 27 years ago.

By contrast, I am a terrible
golfer. Why? I never practice. It’s

When I was much younger, I was a pretty good trumpet player, playing
professionally for nearly 10 years. I took weekly lessons from the age of 9,
played in multiple bands and orchestras, and when I wasn’t taking lessons or
performing, I practiced. And I felt I should have practiced more; a lot more. I
could have been so much better...

How Important is it
for Your Salespeople
to Practice? 

How Important is it
for Your Salespeople
to Practice? 
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Focus On

Dan McDade

In addition to serving as president
and CEO of PointClear, Dan is

the author of The Truth About
Leads, an insightful book that sheds
light on the little-known secrets that
help focus B2B lead-generation
efforts, align sales and marketing
organizations and drive revenue.
The book was published in January
2011.

Prior to starting PointClear, Dan
served as president of UST, The
Business Marketing Group, a high-
tech B2B marketing services firm.
The company, serving leading
technology companies including

Sun Microsystems, Texas
Instruments, Oracle and SAP, grew
over 500% during his tenure. From
1989 to 1991, Dan was an

independent consultant providing
direct marketing, telemarketing and
new business development
consulting services. Clients included
Sears, Exxon, Rodale Press, R.J.
Reynolds, and The Ritz-Carlton.
Dan also served as vice president of
marketing with Jackson & Perkins in
Medford, Ore.

Dan is chairman of the board of
the Technology Association of
Georgia (TAG) Education
Collaborative, an organization
promoting STEM (science,
technology, engineering and math)
education in Georgia’s middle and
high schools. He is a member of
TAG, and also serves on the boards
of TechAmerica Southeast
(formerly AEA); the Business &
Technology Alliance, a TAG
society; and TAG Marketing. The
Sales Lead Management Association
named Dan one of the 50 most
influential people in sales lead
management in 2009, 2010 and
2011. Dan is also the author of
ViewPoint. �

Dan McDade founded PointClear in 1997 with the mission to be
the first and best company providing prospect development
services to business-to-business companies with complex sales
processes. He has been instrumental in developing the innovative
strategies that drive revenue for PointClear clients nationwide.
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To find out more about Dan, visit: www.pointclear.com/

http://www.pointclear.com/ttal-vip-top-sales/
http://www.richardson.com/forms/verifiable_outcomes_download_pc.html


“My customer changed
priorities after three months.

What can I do?”
“My prospect has gone silent.

Any advice?”
There are sales stoppers at every turn and you

want to keep going, but how?

Your SalesRescue team is no further than your
smartphone ready to answer your questions

24/7 - and Save Your Sale!

Launches May 1st on Top Sales World �

During the last 2 years we have
seen an increasing interest and

demand from business executives in
Europe to understand and leverage
technology within their sales
organizations to improve overall
sales effectiveness. From our 2012
survey done in conjunction with
Frost & Sullivan of global sales
leaders, we discovered their top 5
challenges are:

1. Implementing lead generation
strategies 
2. Aligning the sales process with
customers’ decision-making
behavior
3. Enhancing sales reps’
productivity (focusing on the
highest-value activities) 
4. Integrating win/loss analysis into
sales strategies 
5. Responding to pricing pressures
from competitors, the market, and
customers 

The June 7th event will aim to
provide strategies to overcome
those and other key challenges. We

saw the highest demand for the
event in the UK so we chose
London as the location for the first
event.” And here are the full details.

Accelerate Sales Growth
through Strategic Leadership 

The Sales & Marketing 2.0
Conference, London, is produced
by Selling Power magazine – the
leading global publication for sales
management executives.

Topics will focus on sharing ways
business executives can:

� Strategically align sales and
marketing departments.

� Enhance sales force effectiveness
by leveraging key technology
solutions.

� Adapt to shifts in buying cycles

and customer behaviors.
� Incorporate social communication

tools into your current sales
methodology.

� Track, measure, and analyze sales
performance to increase sales
force effectiveness.

� Review the Agenda�

Attendees will include senior-level
executives in sales, marketing, or
sales operations. (CSOs, VPs of
Sales, VPs of Marketing, VPs of
Sales Operations, Directors of
Sales/Marketing/Sales Operations/
Demand Generation, or other
executive-level leaders in sales and
marketing).

Use this code, s2cuk12topsales,
to book your place and you will
receive a £50 discount.

See registration packages�

I have absolutely no doubt that it
will be an unqualified success, and I
am disappointed that I will not be
able to attend personally – I will be
in Poland and the Ukraine for you
know what!   JF                                �

The Sales 2.0 Conference
Bandwagon is heading for London
It was only a matter of time before the highly
successful Sales 2.0 Conferences made it across the
“Pond” and the organizers have finally announced
that June 7th is the date, and London is the venue.
Why London, and why this year? Larissa
Gschwandtner provides the answers …

To find out more about Jonathan, visit:

www.thejfblogit.co.uk
www.topsalesassociates.com
www.jonathanfarrington.com
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lacking in and don’t have. So
everyone in this world has a need,
something that they feel that they
don’t have, and this realisation
creates psychological stress and
emotional pain which triggers them
into action to work towards the
acquirements of whatever they feel
they don’t have.

Now here is where you come in.
What are you selling and what needs
can it fulfil ? Don’t think generically.
Think psychologically. What
psychological needs does your
product or service fulfil ? What
psychological stress and emotional
pain can you and your service or
product address ? And most
importantly, where are the people
who are experiencing this pain ?
Those are the people who will
willingly buy from you.

Let’s turn this around and look at
your prospects first. What are their
psychological needs ? What are their
stresses and sources of emotional
pain ? How can you relieve their
pain, their stress and fulfil their
needs with your products and
services ? If you can’t, move on.
There are people out there in pain
who need you. Find someone who
needs you. Go help make someone’s

life better. That is what your job as a
sales professional. To make people’s
lives better. The sale comes naturally
as a consequence of your good
intentions.

This is the second step towards
your sales success. Your ethics,
principles and your intentions. If
you merely acquire the knowledge
of human needs, triggers and
weaknesses and use this to make
people buy from you, it is most
likely that you would be perceived as
dishonest and salesy. On the other
hand, if you use your knowledge of
human behaviour and motivation to
help people, you will be
tremendously successful.

It is not possible to elaborate in
full in this short article on how to
adopt the working principles and
ethics of a sales psychologist, but
we can start with one important
point. Every morning, take a look at
your list of prospects, whether it is
your diary, card holder, or CRM
system and instead of thinking to
yourself, ‘who can I target today,
who can I sell to today, who is going
to sign up’ which is the typical sales
mentality, try something different.
Ask yourself, ‘Who can I help today
? Who needs me, where are they and
how can I reach them and make
their life better today ?’

In this manner, try and examine
all your thoughts and perceptions
on sales, your job, your prospects
and see how you can change them

like in the above example. This is the
first step to transforming yourself
from sales executive to thinking like
a sales psychologist. I did this in
2003 while working on a selling
assignment for something perceived
as unsellable. Not only was I
surprised by the inherent thought
processes that we sales professionals
have, but also by the results I was
able to achieve by changing my
intentions and perception towards
my job, my prospects and the sales
profession.

I have highlighted some of these
important discoveries in my book,
The Sales Psychologist – The
Greatest Secrets of Ethical
Psychological Persuasion applied to
Sales – which is still a work in
progress I must say as my readers
continue to pour in their comments
and questions. The kindle version is
available through amazon, while
other reader formats as well as pdf
versions are downloadable from
smashwords through the following
links.

� http://www.amazon.com/dp/
B007RN9PO0

� https://www.smashwords.com/
books/view/149332

Thanking Jonathan Farrington for
giving me the opportunity to write
for this magazine and I look forward
to providing readers with further
insights in the next edition. �

Let’s turn this around
and look at your

prospects first.
What are their
psychological

needs? What are
their stresses and

sources of
emotional pain? 

This article was written by Samara Pope.

To find out more about Samara, visit:
www.samarapope.co.uk/

If you are able to do so, not only
would your sales results shoot up,

but you would also be respected,
revered and sought after. People
would love you and love to do
business with you. But that is only if
you are able to do both. To gain
insight of the knowledge of sales

psychology and to commit yourself
to the responsible use of your new
found knowlege by adopting the
working ethics and principles of
psychologists. Otherwise, you will
be seen as nothing more than a
manipulator to others and people
will detest you.

Coming back to the first step,
which is to gain knowledge of sales
psychology and how you can apply
this to your sales job. The most
important aspects to remember and
further your knowledge in, are the
factors of human needs, weaknesses
and triggers. Everyone has a need,
something that they do not have and
assume that they must have in order
to be happy, successful or whatever
their goal is in life. Such things that
we see as lacking in our lives or in
ourselves become our self-created
weaknesses. As human beings, there
is very little that we basically need to
survive as a species. But we always
want more, we always want and
strive for that which we feel we are

There are two ways in which you can use
psychology to increase your sales. The first is to gain
knowledge of the psychological aspects of sales
and buyer / seller interaction. The second is to
leave behind the persona of sales, of being salesy
and to learn and adopt the working ethics of
psychologists and counsellors. To essentially
transform yourself from a sales executive to thinking
and being like a sales psychologist.  
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Using Psychology to
increase your Sales 
Using Psychology to
increase your Sales 



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�

Plus we publish a brand new sales article every day:
www.topsalesmanagement.com�
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Preparation,
Preparation,

Preparation …

Before You Make That
Call …Prepare

Intelligently!  

How to Conduct a
Professional Face to

Face Meeting

Why We Need a
Balanced Approach to

Business Generation
Eric Taylor �� Art Sobczak �� Kelley Robertson �� Tibor Shanto ��

Enjoy the latest Top Sales Hardtalk Interviews

5 Ways Strategic
Account Management
and Selling Are Different

Managing Your Most
Important Accounts is
an Art not a Formula!

Selling is Like Dating
(and No One Trusts

a Player)

Turn Around and
Walk Away

Mike Schultz �� Jonathan Farrington �� Nancy Nardin �� Kelley Robertson ��

and recent blogs ...

How to Excite
C-Lounge Residents

How to Construct
Winning Proposals

How to Develop
Assertiveness

How to Conduct a
Successful Interview

Recent “How To” Guides

�� �� �� ��

YOU Are the CEO of
Your Own Universe!

The Three Minute
Elevator Pitch

Personal Goal-Setting -
The Essentials

The Coaching
Call

Sales Team Development Sessions

�� �� �� ��

Doing What You
Should Do 

Training Versus
Coaching

Who Coaches
the Coach?

It’s Not All About
the Numbers 

Sales Management Issues Interviews

Jonathan London �� Colleen Stanley �� Steven Rosen �� Christian Maurer ��

http://topsalesworld.com/salesHardTalk.php
http://www.rainsalestraining.com/blog/strategic-account-management-and-selling-are-different/
http://www.thejfblogit.co.uk/2012/04/02/managing-your-most-important-accounts-is-an-art-not-a-formula/
http://www.smartsellingtools.com/blog/2012/03/selling-is-like-dating-and-no-one-trusts-a-player/
http://fearless-selling.ca/turn-around-and-walk-away/?utm_source=rss&utm_medium=rss&utm_campaign=turn-around-and-walk-away
http://www.topsalesmanagement.com/readGuide.php?written_id=902
http://www.topsalesmanagement.com/howToGuide.php?written_id=196
http://www.topsalesmanagement.com/howToGuide.php?written_id=329
http://www.topsalesmanagement.com/howToGuide.php?written_id=222
http://www.topsalesmanagement.com/readDevelopmentSession.php?written_id=907
http://www.topsalesmanagement.com/developmentSession.php?written_id=207
http://www.topsalesmanagement.com/readSales.php?written_id=313
http://www.topsalesmanagement.com/readSales.php?written_id=283
http://www.topsalesmanagement.com/downloads/audio/Jonathan_London_TSM_Apr_2012.mp3
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