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It’s November – but you knew that already! – and that means a US Presidential election
and Thanksgiving, amongst the distractions this month. But we are staying focused on
sales activity and quota achievement, as we hurtle towards year end.

In this edition, Linda Richardson interviews Howard Stevens of H.R.Chally, who shares his
vision and predictions for the sales space.

This month’s articles are from Jonathan London, Steven Rosen and John Doerr, plus we
have features from three of our TSA Partners, iMeet, SalesPod, and PipelineDeals.

Jill Konrath needs your help with a survey she is conducting to better understand how
we are all using LinkedIn, and what we can do to improve our experience over there. In
the spotlight is Jim Keenan and in his regular JF Uncut column, Jonathan Farrington has
some timely advice for anyone considering buying sales training.

As usual, we announce the “Top Sales Article of the Month” together with ten new
nominations for October– and we can tell you that the standard is particularly high this
month.

We review this year’s Top Sales Awards, and provide you with an opportunity to start
nominating your favorites in eleven categories, and finally, we urge you to catch up
with all the latest news, interviews and gossip from Top Sales World and Top Sales
Management

PS: Do follow us on Twitter and join us over on our LinkedIn group
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Then think very carefully
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19
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Top Sales Article of the month announced
– Plus the ten nominees for October 22
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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 ��

November 2012

Competition is fierce, things are changing more frequently than ever, profit
and market share are hard to come by or maintain and many companies are in
a constant react mode. They don’t feel they have the time ... 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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Technology and its impact on selling
by Jonathan London

Salespeople know what they sell, and they sell what they know. When it
comes to salesperson knowledge, people know too little about their particular
industry, their customers’ needs, and their company’s ... Read More�

How to build fluent product knowledge 
and improve sales success
by Mike Schultz

It is almost time for the Top Sales & Marketing Awards once more, and this
year’s categories, in no particular order are: Read More�

Top Sales & Marketing Awards 2012
by Jonathan Farrington

Over the past few weeks I have been sharing my thoughts on the significant
changes taking place within the “sales space” – specifically, the way that we
sellers sell. These thoughts have been based not only on ... Read More�

Thinking of buying sales training? 
Then think very carefully
by Jonathan Farrington

Front line sales managers are facing unprecedented change. Managers are
dealing with increased demands to do more with less and are still expected to
drive sales performance. With little support from the ... Read More�

Taking your game to the next level
by Steven Rosen

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 October

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

Jim Keenan has over 15 years’ experience in sales leadership and leading sales
teams, but he’ll tell you that isn’t really much of an accomplishment. As he
says, “Staying above ground and not doing anything ... Read More�

Focus On
Jim Keenan

Howard Stevens is the Founder and Chairman of Chally Group Worldwide, a
leading global sales improvement and talent management firm. His first
competency assessment research project was for the ... Read More�

A conversation with Howard Stevens
by Linda Richardson

http://www.bloomfire.com/
http://www.bridgegroupinc.com/
http://www.fileboard.com/
https://imeet.com/
http://www.membrain.com/
http://www.objectivemanagement.com/
http://www.onesource.com/
http://www.pipelinedeals.com/
http://www.pointclear.com/
http://www.richardson.com/
http://www.salespod.net/home/
http://www.sorc360.com/
http://22touch.com/
http://www.yesware.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/


quickly, without losing your core
focus and differentiation. So many
companies and salespeople can lose
their focus on what their real value
and advantage is, and always be
chasing the next shiny thing. Sales
leaders and salespeople can be
distracted by the constant change,
the apparent advantages competitors
have and lose confidence in their
offerings. This can lead to
salespeople losing more business, or
moving more often than in the past
to their competition who has the
latest and greatest offer, which can
hurt a company’s sales even more.
As an outside agent who is not
feeling the pressures of the daily
number I constantly remind my
clients to stay the course while
making appropriate adjustments.

Because of the pressure, I also
find too many organizations are
managing, inspecting, pressuring
people to make a daily number,
which can create some horrendous
selling behaviors and leave a lot of
money on the table.

Salespeople have always been
dependent on what their product or
service does and how well it is
marketed. It is glaringly apparent
that more organizations are focusing
on the marketing aspects vs. creating
a finely honed sales organization that

can compete with what whatever
product or service they have.

What anyone can do fantastically
well no matter their capability being
the best or not, is personalize how
they communicate, empower their
salesforce with knowledge, process
and technology. The more you use
technology in the correct way the
more you can create a personalized
customer experience and
differentiate yourself, which may be
all that you have. This should be
paramount in any organization,
however this is not so. If you make
some simple adjustments then you
will be in a winning position for your
initial sale and repeat business from
the same.

For example, a critical stage in the
sales process is getting to the right
people. It is becoming increasingly
difficult to connect with people.
Prospects are overwhelmed with the
things they have to do, and they are
bombarded with salespeople trying
to sell them. Plus, they don't think
they need salespeople since they can
just look things u. The end result is
people are filtering incoming efforts
with email filters and voicemail.
Salespeople have to be more exact in
their messaging when they do get to
somebody, or more creative in how
they message in voice or emails.
They need to start using video, social
networks, Google Alerts and more
to reach out at the right time with
the right message.

On the prospect’s side,
technology is allowing them to have
much more information about you,
your company, your offer and your
competition than they ever had
before. Therefore, your initial
meeting should be less about telling
and more about advising and
consulting, about giving insights to
how your offer can help their
particular requirement.

In order to do this, you need to
know your product, the industries
you are selling to and be able to apply
this knowledge in a way that others
cannot. This is your differentiator
and why people will buy more and
spend more with you                         �.

They don’t feel they have the time to
establish themselves in their market

and are constantly changing their sales
approach, or worse not even knowing
what is in the first place.

Because of the plethora of
information online from so many
different sources, commoditization
of products and services is running
rampant. In addition, it is becoming
more difficult to maintain your
differentiation because companies
are using the same terms to define
things. For example, using similar
terms to describe a car to present the
illusion that a Chevy is as good a car
as a Mercedes of Lexus has become
prevalent. The ability to create
similar images or appealing brands
online, tends to minimize, or blur
the differences in a company’s
offering since everything can appear
to be the same. And the abundance

of products and services that a
person has to choose from is much
greater than ever before. Type the
words “sales training” into Google
and  you will get about 13,900,000
results in .034 seconds.

Clients I work with in the
collaboration, digital marketing and
managed hosting business all try to
use the same terms to differentiate
themselves, sometimes without
being aware they are doing so. This
confuses prospects and hurts any
real differentiation further. How
many times have you seen
guarantees of 24/7 support without
really knowing what is behind the
statement? 

Because technology allows for
greater productivity and coverage,
companies may no longer need as
many salespeople to sell, or they
need them to sell differently. For

example they may need to sell more
on the phone or web collaboration
to cover a larger territory and do
much less face to face selling.

Whether you are a sales
individual, entrepreneur or a large
company, selling at higher margins
or building a sales force in a more
traditional manner needs to be
analyzed. For example, you can go to
a company’s or individual’s website,
be asked (via chat) to answer a few
questions and then your questions
will be handed off to a salesperson
who will also chat with you,
electronically, and send you a quote
with a contract, all within a span of
minutes. This can be seen as
1)extremely efficient and impressive,
2)very superficial and not really
selling at all or 3) a hybrid depending
how deeply a salesperson uses good
selling techniques, processes and
defines the opportunity. In other
words, doesn't rely on the
technology alone.

Companies have always needed
to define what will differentiate
them, how much will it cost and
what will customers pay for it. But it
is becoming more difficult and
important to stay on top of it, since
so many changes are happening so
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Salespeople have to
be more exact in
their messaging

when they do get to
somebody, or more
creative in how they

message in voice
or emails. 

This article was written by Jonathan London.

To find out more about Jonathan, visit:
www.ipgtraining.com

Competition is fierce, things are changing more frequently than ever, profit
and market share are hard to come by or maintain and many companies are
in a constant react mode. 

Technology and its
impact on selling 
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You can go to my website HERE
or you can just go to amazon.com
and search for “Using Technology
to Sell”

http://www.ipgtraining.com/preview-chapter-one-from-jonathan-londons-book--using-technology-to-sell/
http://www.ipgtraining.com/


BOST Benefits works with
individuals, families, small

businesses, nonprofits, and Fortune
500 companies across the United
States. With each and every one,
they strive to deliver what matters
most to them. Since 1980, the
priority has been delivering
consumer centered benefits and
impeccable service.

Problem

BOST needed an affordable way to
coordinate their leadership teams,
support independent specialists in
their daily activities, and ensure clear
communication. The BOST
support staff was spending a lot of
time maintaining spreadsheets and
struggling to keep everyone on the
same page. BOST explored a host
of CRM solutions, most of which
involved high monthly fees that
specialists weren’t willing to pay.

Solution

BOST researched ten different sales
CRM solutions. “PipelineDeals was
the one that stuck out,” says
Support Specialist Trish Anderson.

“They were the ones we could
customize. They were the most
helpful for the price, the capabilities,
and the reporting functions. And
the customer service has been
exceptional all along. It fit with us. I
think it could fit for any company.”

Results

PipelineDeals has helped BOST
achieve the following results:

Streamlined team structures.

BOST was able to easily customize
PipelineDeals to suit their
organizational structure, including
partners, support staff, two levels of
directors who manage particular
states and regions, and specialists
who only have access to their own
accounts. Everybody sees exactly
what they need to see.

Enthusiastic adoption.

After BOST introduced
PipelineDeals at their annual
“Elevation Event,” their
independent specialists were happy
to invest in the low monthly fee.

“They can all attest to how much it’s
helped them and their business,”
says Trish. “If they’re out on an
account, they can look on their
phone and see notes we’ve put in
there. The reporting capabilities are
huge too.”

Accelerated sales growth.

BOST has been able to see their
teams and specialists become more
profitable and build their business
faster with PipelineDeals. They’ve
increased their sales volume by 35%,
grown their customer base by over
20%, and expanded into six new
states since they started?using it.

Improved communications.

PipelineDeals has made the process
of supporting specialists and
keeping them up-to-date on carriers
and benefits much more efficient.
The new MailChimp integration will
be a “huge timesaver” as well. “We
have a wonderful partnership with
PipelineDeals,” says Trish. “They’re
constantly looking for ways to make
things better, and they love hearing
from customers. They really try to
make the best product possible, and
I believe it’s one of the best CRMs
out there."                                         �

Advertorial

"PipelineDeals has changed the way we manage
our business and helped us pay attention to
relevant data. Since we started using PipelineDeals
in January 2011, our sales volume has increased by
35% and we’ve been able to expand into six
additional states." Brad Kauffman - Vice President

Pipeline Deals

To download this case study,
click here.
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Like it or not, your technology
often makes your first impression

on your prospects. It sends a clear
message about you and your
company.

Great sales managers understand
that selling is all about
communicating. But how well are
you communicating with your team?

And how well are you empowering
your team to communicate
effectively with today’s buyer? 

I doubt technology comes to
your mind when you think about
answering those questions. But it
should.

Think about the typical online
meeting. You can’t find the call-in
number. You punch in the wrong
20-digit access code. Someone has
connection issues, and you start 5
minutes late. Then, you spend the
next 5 minutes apologizing. By that
point, only 20 minutes are left, and
you’d counted on 30.

This is a far bigger issue than
many realize. Did you know that
half of all meetings start late—or
not at all—because of technology
related issues? (Source: Wainhouse
Research)

That may sound like only a
matter of 5 minutes here, 5 minutes
there. But if a sales rep has 10

meetings a week, that means he
wastes one week every year.

Or, say you have 10 field-based
reps aiming for 10 appointments per
week, generating deals that average
$10,000. That means you’re putting
$500,000.00 dollars of revenue at
risk each week. Here’s the math:
(10 Reps) (10 Appts) ($10k Avg
Deal) (50% Issues) = $500k / Week

For many of our customers,
these numbers were in the millions
before they started using iMeet.

And then, there’s the meetings
that don’t ever start at all. For
example, consider the woman I
spoke with to a few months ago,
who had scheduled a demo with 150
prospects—and then couldn’t give
the demo because of technology
problems. Oops.

Today’s customer is used to
getting the best of what’s available,
any time, anywhere. You do
business with this buyer, you need
to deliver a consistent customer
experience from any device at all
hours of the day—and get to value
as quickly as you can.

At its core, communication
hinges on one person hearing what
another wants to communicate.
How well do you think you’re able
to do that on the phone, when
you’re unable to see body language
and facial expressions?

That’s why it’s critical that sales
organizations invest in video
technology that can get them face-
to-face with buyers virtually. When
you turn on a webcam, people snap
to attention and engage with online
meetings at much higher levels. It’s
the key to accelerating revenue while
deepening customer loyalty. �

By Andy Shefsky, Sales
Manager at PGi

Advertorial

To find out how much revenue
you’re putting at risk, check out
this Revenue Calculator here.
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Eliminate your at-risk
sales revenue
Eliminate your at-risk
sales revenue

http://go.imeet.com/sst-revenue-impact-calculator/?utm_campaign=%5BTop-Sales-Mag%5D-Revenue-Impact-Calculator&utm_source=Email
http://www.topsalesworld.com/downloads/papers/BOST-Benefits-PipelineDeals-Case-Study.pdf


know drives what you sell.
According to Aberdeen Group’s

research report, Optimizing Lead-
to-Win, best-in-class sales
organizations are markedly better
in these success areas:

1. Overall product and service
knowledge

2. Understanding clients’ and
prospects’ business challenges

3. Ability to map solutions to
challenges

In other words, best-in-class
companies have fluent salespeople.
If you can build this kind of sales
knowledge within your team, you
too can experience best-in-class
sales results. The more you know,
the more you sell.

How to Train on Product
Knowledge

The problem is most sales training
focuses on building sales skills.
While sales skills are essential, they
are only one side of a very
important coin: capability. The
other side of the coin is sales
knowledge. You need to build sales
knowledge so your team can speak
fluently about:

� The customer needs you solve

� Your products and services as
solutions to those needs

� The current regulations in the
industry

� The marketplace
� Your company and your value

proposition
� The competition and how you

win

And more.
Building the expertise of your

team can have a huge effect on your
team’s overall sales performance,
ability to cross sell and grow
customer accounts, and the success
of new product and service
launches.

How can you build this type of
product knowledge in your sales
reps? Start by following these 3
steps:

1. Embrace the concept of sales
knowledge fluency. If your people
cannot speak fluently about your
product and service offerings and
ask the right questions to uncover
specific needs that your solutions
fulfill, then they are leaving money
on the table and losing you deals.
The first step to building product
knowledge is to acknowledge the
need for it.

2. Build and manage a top-notch
sales knowledge base. From the
day a salesperson walks into your
company to the day they retire, they

are flooded with information –
endless streams of PowerPoints,
spec sheets, emails, brochures, and
more. Typically, only about 20% of
this information is essential for
them to know to be able to sell.

And most of it is presented
through the lens of your product or
service – outlining the features, not
through the lens of the customer –
outlining the customer needs it
solves and how to uncover these
needs.

You’ve got to give your
salespeople the information they
need to be able to sell.

3. Train to sales knowledge
fluency, and get there quickly.
The faster you can train to fluency,
the faster your salespeople can take
off the training wheels and step on
the gas.

You’ve got to go beyond
accuracy and train to fluency.

To this last point, many say,
“Fluency happens over time. You
can’t expect someone to become an
expert right away.” Right away, true.
But it can and should happen a lot
faster than it does at most
companies.

Build knowledge experts, and
train to fluency. Otherwise,
salespeople won’t be capable of
leading masterful sales
conversations, and capturing all
the opportunities they can and
should. �

If you can build this
kind of sales

knowledge within
your team, you too

can experience
best-in-class sales

results

This article was written by Mike Schultz.

To find out more about Mike, visit:
www.raintoday.com
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When it comes to salesperson
knowledge, people know too

little about their particular industry,
their customers’ needs, and their
company’s products and services to
be able to sell the full suite of
solutions. Without this knowledge
they can’t:

� Ask the right questions to
uncover the complete set of
customer needs

� Match the right products and

services to those needs
� Position the value of their

company as superior to other
options available to the customer

Indeed, they can’t and don’t hold
masterful sales conversations with
customers.

The result: Lost sales and missed
cross-selling opportunities.

Some of you may be saying to
yourself, “Wait. We provide
knowledge training. We even hold a

retreat each year and classes focused
on knowledge topics.”

Perhaps you’re the exception, but
most often even if product
knowledge training happens, it
doesn’t get the job done. If there is
some kind of test for knowledge
gained, it’s usually only for accuracy.

I got As in Spanish all through
high school and college. I passed a
lot of tests, but I still couldn’t hold a
conversation in the language.

The problem is I wasn’t fluent.
And that’s the same problem with
sales knowledge. Salespeople must
be fluent in order to be able to use
knowledge appropriately in their
sales conversations.

The More You Know the
More You Sell

Ask 10 different salespeople at
your company to describe the
value your products and services
deliver and you’ll likely hear ten
very different answers. Some will
be compelling, leaving you wanting
more. Others will leave you
disappointed and scratching your
head.

When you’re selling complex
products and services what you

Salespeople know what they sell, and they sell what they know.

How to build fluent
product knowledge and
improve sales success
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moment’, and at the same time
provide visibility to sales
management.

The latest generation of mobile
sales tools delivers these capabilities.

Ubiquitous Mobile Access

The explosion of capabilities
delivered by mobile technology has
put massive power in the hands of
field sales organizations. The current
baseline Smartphones have as much
processing power as desktop and
laptop computers of a few years ago,
setting a solid foundation for the
features that the most efficient and
agile sales organizations demand.

Location Reporting

SmartPhones all include GPS
receivers, which can be accessed by
the applications running on the
phone. The user doesn’t have to
interact with the; the application can
do it on their behalf, reporting the
exact time and location of every
activity throughout the day.

This kind of data gives managers
exactly what they need to make sure
that territories are being covered
appropriately, and that reps are being
as efficient as possible as they work
in the field.

Forms on the Fly

Every organization is interested in
collecting data that is unique to their
business. Best in class mobile
workforce management solutions
provide customizable forms that can
be defined and managed by field
managers ‘on the fly’.

Mobile forms enable
organizations to quickly gain insights
about customer satisfaction,
competitive activities, complaints
(which become instantly actionable
by management), and customer
demographic data.

Communication Channels

Ubiquitous wireless connectivity for
reps in the field creates the
opportunity for communication in
many forms, from conversations
attached to specific activities, to
announcements broadcast to the
entire team. The current state of the
art in mobile workforce
management enables managers to
review incoming data in real time,
and comment on the activities ‘in the
moment’. Managers can both coach
their team, and develop a more
complete picture of what is
happening in the field through these
enhanced communications channels.

Productivity Enabled
Integration

As smartphones, and now tablets,
have evolved over the years they
have transformed from clunky
devices used only for making phone
calls, to Personal Information
Managers that also tracked contacts,
to communication hubs capable of
managing email and text
communication on top of voice, to
powerful and elegant handheld
computers.

All of these advances have made
the ‘mobile phone’ and evermore
important tool for field reps. The
explosion of utility that these

devices carry is being multiplied by
tighter and tighter integration
between capabilities. Instead of
switching between a text messenger,
a contact manager, an email system,
a calendar and a phone to conduct
business transactions, new and
powerful tools incorporate all of
these capabilities in a single
application. Reps can dial the phone
from within the application, read
text messages attached to activity
reports and update their calendar
from a call report.

The integration of productivity
tools that have evolved on mobile
platforms into the new generation of
sales and merchandising automation
solutions is a key driver of efficiency
for well managed field organizations.

The new paradigm in field
management has arrived. Reps expect
to have access to extreme productivity
tools, managers hold their reps
accountable, and expect to be able to
have real time, actionable knowledge
about activity in the field.
Organizations can understand and
react instantly to new information as it
is being developed. Managers can
remotely coach their reps by keeping
their fingers on the pulse of field
activities, and leveraging in-app
communication channels.

This level of agile field
management and responsiveness is
now a reality due to the explosive
growth in mobile capabilities;
capabilities being leveraged by only the
most innovative field sales automation
and retail merchandising management
solution providers. �

Field sales reps have a reputation
for being early adopters of

technology that will make them
more productive. They know that
the more efficient they can be in
communicating with prospects, the
more productive they will be at
advancing the sales cycle. This desire
to be connected, and the availability
of powerful Smartphones
connected over fast wireless
networks has laid the groundwork
for a rapidly emerging trend in sales
management; a fundamental shift to
in the moment management of agile
field forces powered by real-time,
location based activity streams.

Sales and merchandising
professionals want to be efficient,
productive and connected. Today’s
Smartphones and Tablets make it
easy for them meet these goals,
and by their nature enable
extremely efficient two-way
communication with field
management. The expectation and
desire is there for these field reps
to conduct their day to day
business using modern mobile
technologies. There is a new breed
of sales tools emerging that
leverages massive advances in
mobile technologies to convert

these expectations and desires into
hyper-efficient sales.

The Psyche of the Great
Sales Rep

Great Sales Reps are, by definition
self-directed, independent decision
makers with strong personalities.
They can assimilate a situation,
determine a course of action, and
act. They are able to move quickly
from one opportunity to the next,
and strive to make their work
process as efficient as possible.
Great sales reps never short change
their customers when it comes to
personal interactions, and keep the
administration of the sales process
‘behind the curtain’.

All of these characteristics are
balanced by the great sales reps’
aversion to being managed. Their
independent spirits, and self-
motivation are in direct conflict with
managements desire to harness their
energy and both direct and duplicate
their success.

These factors all contribute to the
need to provide sales reps with light-
weight, non-intrusive tools that
allow them to capture and report
details of their sales activities ‘in the

Sales force automation, mobile CRM and mobile workforce management tools
have become standard issue for the mobile workforce in recent years; now,
tools that give management instant access to the details of these field
activities in a way that is meaningful and actionable in the moment are
emerging, and enabling field organizations to become hyper-efficient.
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Agile Sales – converting managers
from bureaucrats to coaches

AdvertorialAdvertorial

This article was written
by Matthew Brogie,
General manager,
Salespod.

To find out more about Salespod,
visit www.salespod.net
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hour day and can earn well into the
six figure range. Moreover, their
reduced travel costs, which
otherwise would be about $20,000+
per year per salesperson, add
significantly to their companies’
profitability.

The second factor contributing
to the change in the sales landscape
is the demand for specialization and
expertise. Salespeople must have
competence in delivering value
themselves. On the new sales map
selling skills are becoming an entry level
requirement to providing those technical,
consultative, and specialized service skills
that provide the added value customers
demand. Just being a trusted advisor
is “table stakes” because products
and services can be delivered by
many alternative providers that
customers view as equal. It is the
salesperson him or herself who has
become the distinguishing difference in the
sale of solutions that don’t have the
advantage of being unique.

The third factor is the demise of
product differentiation as a
sufficient competitive distinguishing
factor. Reverse engineering solves or
un-solves almost any companies’
proprietary product capability and
intellectual property laws are so

weakly enforced globally that it is
increasingly hard to protect services
based intellectual property.

What can you do in a world in
which selling as we knew it is gone?
Howard’s advice is first and
foremost decide what added value
you can bring to a segment of the
market that is better than what your
customers are able to produce
internally. Make your choice and
decide what it is you are going to be
very good at. He sees service as a way
for you to differentiate from your
competitors to supplement your
expertise. Data shows that sales
organizations lose about 15% to
20% of business each year (which is
huge) and that if a new business
development star or “hunter” keeps
responsibility for a customer, his
motivation (and often his or her
incentives), focus on closing the
next deal versus continuing to
follow an “already done” deal. The
sales organization can expect to
keep his customers for less than
three years.

With that in mind it behooves
most sales companies to get a lot
better at servicing customers to
keep the business they have won.
Customers are more interested in
who is going to continue to service
their business than who won their
business. Ask yourself: How
frequently should you make
contact? How much responsibility
do you have to make sure the

solution is installed right, used right,
maintained right? How can you
follow-up to provide the data that
shows proof of value? In fact, few
sales organizations focus on the
service in the sales training they
provide. When you realize the churn
rate of companies that choose to
change providers is 27 months and
the only worse business churn rate is
among CEOs, there is a strong
argument for paying greater
attention to service.

Whether for clients or the sales
students in the 70 colleges and
universities (and growing nearly
20% a year) The Sales Education
Foundation supports, Howard is
dedicated to improving sales
performance and helping people
succeed. Every day Chally Group
Worldwide examines what the best
and the worst salespeople are doing.
In closing I asked for a tip every
salesperson could use that strives
toward the success of the magical
top 20% of sales superstars. His
answer at first stunned me but then
I realized he was right. His advice is
to learn how to manage, manipulate,
and work within your own company.
Of course, he supported that with
data: A substantial sales research
project conducted by Dr. Arum
Sharma (University of Miami,
Florida) Discovered that the top
20% of sales performers actually
consume 50%+ of their companies’
resources. �

A chain reaction
is taking place

with the low end
telemarketing person

as well as the road
warrior being

replaced by the new
high end telesales

professional.

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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Howard loves the business of
sales and besides chairing a

global business he is committed to
elevating the sales profession
through university education. As
Co-founder and chair of the Sales
Education Foundation (SEF)
http://salesfoundation.org/ , he is
helping inject sales education into
the curriculum of colleges and
universities in the US – which surely
is an uphill battle. The goals of the
Foundation are to combat the
negative image of selling that
persists and is reinforced in movies
and books, to get the profession of
sales recognized as a legitimate
academic subject, and to prepare the
50% of all college graduates whose
first jobs regardless of major will be
in sales. Unfortunately, at present,
nearly one third of college
graduates not participating in these
sales programs but who still go into

sales will fail within their first two
years.

Chally has its finger on the pulse
of 400,000 salespeople and assesses
100,000 salespeople per year. They
developed the most sophisticated
talent analytics data gathering and
analysis tools to identify actuarially
predictive sales force competencies
to compete in specific markets
versus traditional and often
misguided opinion. These processes
typically increase revenue streams by
up to 15-20%. Howard sees
technology, specialization, and
globalization as the factors that have
changed the face of selling.

Technology has changed the
role of salespeople. If you think
about the spectrum of selling at one
extreme there is a high level sales
force often involving a team of sales
specialists involved in the complex
sale. On the other end are the now

increasingly very sophisticated
telesales people engaging customers,
including face to face
communication through today’s
digitally based media systems
replacing those traveling salespeople
traditionally referred to as the “road
warriors” who made up about 60%
of salespeople in territories.

A chain reaction is taking place
with the low end telemarketing
person as well as the road warrior
being replaced by the new high end telesales
professional. For example, nearly all
the members of one major tele-
selling group have college degrees in
an appropriate major; some even
have master’s degrees in specialized
subjects. These professionals serve
as dedicated account managers
equipped with video conferencing
equipment to sell to, support, train,
and work through the product with
their clients. They work an eight

The end of sales as
we know it 
A Conversation with Howard Stevens by Linda Richardson 

Top of Mind
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Howard Stevens is the Founder and Chairman of
Chally Group Worldwide, a leading global sales
improvement and talent management firm. His first
competency assessment research project was for
the Justice Department for the selection of law
enforcement officers at all levels. He then switched
his focus to sales.



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

As you will see if you glance over to the right-hand column, the next
significant date is Tuesday November 27th, when nominations close. We will
then announce the finalists in each category on Tuesday December 4th.

Public voting will only be open in the Top Sales Thought Leader category this
year – the poll opens on December 4th – the remaining categories will be
judged by our panel which will be announced on November 28th.

This year, the awards ceremony takes place on Tuesday December
18th more details shortly.

This annual ceremony has been created to hail “the heroes” of the sales and
marketing space; to laud those companies and individuals who have gone that
extra mile; who have been unafraid to challenge paradigms; who have had the
courage to pioneer, when others remained wedded to the status quo.
I am confident that all of our nominees will have demonstrated that they won
through not solely because of the excellence of their product offerings, but
also because they wanted success badly enough … they wanted to win. We
hope you will all want to support us.

Please make your nominations now over at Top Sales Awards Here.
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It is almost time for the Top Sales & Marketing
Awards once more, and this year’s categories, in
no particular order are:

You can keep up to
date over at

www.topsalesawards.com 

Understandably, we are
very excited, and so

looking forward to this
year’s event, which is going

to be bigger and better
than ever!

The Timeline

January 2nd

Categories

Announced

January 9th

Nominations

Invited

November 27th

Last Date

For Nominations

December 4th

Finalists

Announced

& Polls Open

December 17th

Polls Close

December 18th

Online Awards

Ceremony Live

� TS&M Thought Leader 
� TS&M Book
� TS&M Article
� TS&M Resource Venue
� TS&M Productivity Tool
� TS&M Data Providers

� TS&M Social Media Site
� TS&M CRM Solution
� TS&M Blog Post
� TS&M EBook
� TS&M Blog
� TS&M Assessment Tool
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Top Sales &
Marketing
Awards
2012

Top Sales &
Marketing
Awards
2012

http://www.topsalesawards.com/


These thoughts have been based
not only on my own assumptions,

which have been formulated over
the past couple of years, but also on
conversations and discussions with
other commentators, thought
leaders, and sales experts.

Recently, I have outlined my
vision of what the sales
landscape will look like in three
to five years, and it seems most of
my closest colleagues and friends
agree with me. In summary, I am
forecasting that …

In B2B, 20% of “outside” sales
jobs will have disappeared by the
end of 2012. 10% of these have
converted to inside sales positions
and the other 10% will have been
lost for good.

Within three years – certainly
five at the outside – 80% of current
external sales jobs will no longer
exist. They will have either
morphed into internal sales roles,
or become extinct.

The most significant casualties
will be the “order takers and the
marketers” whose role will be taken
by the new breed of inside
salesperson that I discussed in a
recent blog post – “Coming Next
– The Almost Indecent  Haste to
Get Inside”

This isn’t radical thinking, it is
common sense.

We should also anticipate that of
the remaining 20% of external sales
professionals, a further 15% of
those will also be replaced by 2020.

So you see the canvas is going to
look very different, very soon,
which is also a significant factor for
any company looking to buy sales
training this year, next year or the
year after.

Why would you want to invest in
developing your external sales team
if they will not, in all probability, be
in existence in three years’ time? But
you would want to invest heavily in
the recruitment and training of your
internal sales teams, and this is
precisely what forward thinking
organizations are doing right now.

All of this will also hugely impact
the way training providers think –
well at any rate, it should. Those
companies who remain wedded to
on-site, classroom training are going
to also become extinct.

These are exciting times to be
working in the sales space. Yes, there
are going to be a huge amount of
casualties, but what we will be left
with is going to be far superior to
what we have now. I predicted this
in a recording five years ago, and
now it is beginning to happen. Do
listen in to my most recent
recording with Sales Thinker
Radio. �

Recently, I have
outlined my vision
of what the sales

landscape will look
like in three to five
years, and it seems
most of my closest

colleagues and
friends agree with me. 

To find out more about Jonathan, visit:

www.thejfblogit.co.uk
www.topsalesassociates.com
www.jonathanfarrington.com
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Thinking of buying sales training?
Then think very carefully
Over the past few weeks I have been sharing my thoughts
on the significant changes taking place within the “sales
space” – specifically, the way that we sellers sell.

All my clients want to know if they should spend more
time on LinkedIn – and if so, doing what. You probably
feel the same.

That’s why I’ve created a Sales & LinkedIn survey –
to find out how sellers use this tool – and what’s
working best. I need your help though to find this out.
It’ll only take 2 minutes.

Take the survey:
https://www.surveymonkey.com/s/Sales-LI-Survey

What do you get out of it? I’ll send you the survey
results as soon as they’re ready so you can find out
the best way to use LinkedIn to drive sales.

Sound good? Your input is really needed!

Survey: Find Out How Top Sellers Use LinkedIn

http://www.jillkonrath.com/
http://www.thejfblogit.co.uk/2012/10/26/coming-next-the-almost-indecent-haste-to-get-inside/
http://salesthinker.dreamlandinteractive.com/2012/10/jonathan-farrington-everything-the-sales-leader-needs-to-know-going-into-2013/


The Pen is Mightier than the
Sword 

Coaching is the most important skill
to effectively develop top sales
performers. What I have found is
that many sales managers have
never learned how to be effective
coaches. There is little or no training
on coaching and senior sales leaders
fail to role model and reinforce
effective coaching.

� How many times do you have an
agreement in a business review
to do a specific activity and
realise that a few months later
that it didn’t happen?

� How many times does your sales
rep agree to work on a specific
skill only to find out that there
has been little or no change in
that skill?

Time and time again we are
disappointed that important things
just don’t happen. The problem is
that your sales people are
overloaded. As much as they agree
to specific actions they get lost in
the day-to-day demands and forget
many of the commitments they
make. What steps need to be taken
to increase the likelihood of follow
through on a commitment?

Tip #6: The Power of the Pen

To increase the chance that you or
your sales reps will achieve a goal
they have set for themselves it is
critical to have them commit their
plan to paper, write it down! When
people put pen to paper it has two
key benefits. Firstly, they have
thought out what specific
activities/steps they need to do to
achieve their goal(s) and secondly
the process of writing crystallizes in
the brain what they intend to do.
This speaks to commitment. With a
written commitment the sales rep
takes ownership of the outcome.

Sales are down… What is
the boss going to say?
Nothing!

Sales managers have no shortage of
challenges. I always hated having to
explain why sales are down. I can
remember numerous times I faced
challenges when sales were off. One
year in February we were already
behind budget in sales. I knew I had
to do something. So I quickly
thought up a 3 point plan and
marched down to my boss’s office.

I stated that I was concerned
about sales and I decided that I was
going to do the following:

1. Cancel all training for the next 3
months

2. Have the trainers out in the field

supporting the sales force and
3. Launch a contest that focused on

sales reps making more calls

Not really a brilliant plan but I was
being proactive. The following day
when my boss looked at his sales
report, I didn’t get a phone call
asking what’s going on.

Tip #12: Proactively Manage
your Boss

Your boss is no different than you. All
bosses want to know two things: One
that you know what your issues are:
Two that you are doing something
about them. Put yourself in your
boss’s shoes. S/he has enough to
worry about. If your boss is spending
time wondering what you are doing
about your issues than they are really
questioning whether you are
effectively doing your job.

Before your boss figures out your
issues, communicate and demonstrate
that you have a plan to proactively
address your issues. Remember, the
best defence is an offence.

These are just two examples that
can positively impact your immediate
performance. For 50 more thought
provoking, inspiring and witty tips
check out 52 Sales Management Tips
– The Sales Manager’s Success Guide.
Available at Amazon as a Kindle
book.

Success is a choice. Make it your
choice. �

The role of the front line sales
manager is paramount to the

success of organizations. Front line
sales managers are the key to
unlocking the potential of the sales
force and driving sales performance.
Consider the following:

1. The #1 performance factor for
sales people is the quality of their
manager. A high quality manager
has far greater impact on
performance than skills training

or compensation.

2. The #1 manager activity
associated with rep success is
coaching. Coaching is the single
most impactful activity that front
lines sales managers perform.
Studies show that effectual coaching
can impact sales performance by as
much as 20%! 

3. The #1 reason why top
performing sales reps leave an

organization is their relationship
with their manager. Great front line
sales managers do a better job
retaining top performing sales
people than mediocre managers.

I fail to understand why senior
management remains reluctant to
embrace change. Most
organizations fail to support the
growth and development of their
front line sales managers. As a
result, corporations are not reaping
the true value from their
investments in sales forces and the
numbers continue to decline.

I have coached dozens of front
line sales managers and have seen
firsthand, the impact they can have
on performance if given proper
support and development.

Overworked and under-
supported front line sales managers
are desperately looking for
resources to improve their
performance. As a result I wrote 52
Sales Management Tips – The
Sales Manager’s Success Guide
for sales managers who understand
the need to develop themselves and
have taken the responsibility for
their own success.

How would you like to:

� Improve your coaching skills 
� Become more effective at

managing challenges 
� Achieve greater success 
� Hire sales super Stars and fire

your bad apples 
� Inspire your sales team 
� Drive more sales 

Here are some tips that you will find
in 52 Sales Management Tips

Time and time again
we are disappointed
that important things

just don’t happen.
The problem is that
your sales people
are overloaded. 

Taking your game
to the next level
Front line sales managers are facing unprecedented
change. Managers are dealing with increased
demands to do more with less and are still expected
to drive sales performance. With little support from
the next-line of sales management and a lack of
relevant courses and ongoing development, many
sales managers feel stretched to the limit.

This article was written by Steven Rosen.

To find out more about Steven, visit:
www.starresults.com
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An opening statement makeover
By Art Sobczak on salesopedia ��

The six laws of effortless networking
By Keith Rosen on salesopedia ��

Tackling the impossible sales challenge
By Jill Konrath on eyesonsales ��

3 classic follow up mistakes most people make
with their sales calls…..
By Andy Preston on eyesonsales ��

Increase your win ratio: get to the 
executive sponsor
By Linda Richardson on topsalesmanagement ��

The value of a sales mistake
By Zig Ziglar on salesgravy ��

The top 10 cold call opening statement
blunders - are you guilty?
By Jim Domanski on salesopedia ��

Decisions, decisions – 
how good at them are you?
By Jeffrey Gitomer on eyesonsales ��

Getting sales decisions - 
why salespeople struggle
By Dave Kurlan on topsalesmanagement ��

Need a ‘quick’sales lift?
By Nancy Bleeke on topsalesmanagement ��

The October NominationsThe October Nominations
Our world, along with the entire
cosmos in which we reside, whether
by the vagaries of chance or
circumstance, or even if guided by a
divine notion of order and purpose,
are governed by what we
understand as the laws of physics.
These ever-changing dynamics of
our existence in turn are further
defined by what we more commonly
refer to as the laws of nature, the
grand symmetry and orchestration
of life. And whatever affect these
forces may have upon the course of
our day-to-day endeavors, they are
as unchangeable, and indeed as
unstoppable, as time itself. These
are truths that cannot be disputed or
ignored. All else is not only
dependent upon, but is made
constant and inevitable based on
these realities.

And just as there are laws
governing this vast enterprise called
the universe, there are also laws of
selling. The straightforward and
bold-faced revelation in the heading
of this article will stand as a
commandment in its own right. And
for anyone needing a quick glance at
a Webster’s or thesaurus, the term

‘immutable’ means unchallengeable,
undeniable, and certainly, absolute.
Need I say more?

The 5 Immutable Laws of
Selling

The pentagon is used to illustrate
the specific ‘rules of engagement’
that substantiate the laws of selling.
So too are these five decrees
dependent on a seller’s adherence to
their visual dynamic when it comes
down to the ultimate objective – the
sale. If a seller starts on the top, and
follows the ‘flow’ of these truths, he
or she will end up at the top, which,
I believe, is the point.

I. Impetus for Change:

It doesn’t matter how great your
product or service is, and the
presentation is just a means to serve
the end. What really matters is that it
will provide your prospect with a
substantial and tangible result of
either realizing a gain, or avoiding a
loss – the impetus for change. The
seller’s true purpose is to act as the
catalyst, the enabler, the mechanism

for the benefit of change to take
place.

II. Substantial Benefit:

To actually qualify as a substantial
benefit, it is the prospect who must
acknowledge they have a problem.
Then, they must determine that it
does in fact need solving, and
ascribe levels of priority and
urgency above and beyond all other
problems.

III. Outcome Confidence:

The prospect must have the highest
degree of confidence that the
predicted success can and will be
realized. The seller’s task is to assist
in the visualization and actualization
of the entire process, from
inception to fruition.

IV. Evidential Persuasion:

The prospect must be capable ...

September Top Sales
Article of the Month

The 5 Immutable Laws of Selling 
By Nancy Nardin 

To continue reading this article,
visit:salesopedia.com 
here ��

We want to thank the following sites for supporting Top 10 Sales Articles:

● 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.

23Top Sales Associates Magazine November 201222 Top Sales Associates Magazine November 2012

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.

http://salesopedia.com/sales-tips-sales-tips/2921-the-5-immutable-laws-of-selling
http://www.salesopedia.com/networking-networking/444-the-six-laws-of-effortless-networking
http://www.salesopedia.com/productivity-activity/2946-an-opening-statement-makeover
http://www.salesopedia.com/productivity-prospecting/2941-the-top-10-cold-call-opening-statement-blunders-are-you-guilty-
http://www.eyesonsales.com/content/article/tackling_the_impossible_sales_challenge/
http://www.eyesonsales.com/content/article/decisions_decisions_how_good_at_them_are_you/
http://www.eyesonsales.com/content/article/3_classic_follow_up_mistakes_most_people_make_with_their_sales_calls-2/
http://www.topsalesmanagement.com/article.php?written_id=869
http://www.topsalesmanagement.com/article.php?written_id=940
http://www.topsalesmanagement.com/article.php?written_id=1078
http://www.salesgravy.com/sales-articles/advice-for-sales-professionals/the-value-of-a-sales-mistake.html
http://www.salesopedia.com/
http://www.eyesonsales.com/
http://www.salesgravy.com/
http://ezinearticles.com/
http://www.changingminds.org/
http://www.raintoday.com/


Looking for ways to make your
sales pipeline come alive?

Having the same deals in your pipeline week after week without visible progress is rarely a
good sign. Even if the pipeline is big and supposedly valuable, the forecasts may be
inaccurate and the sales stalling. This is likely a symptom of something worse - a team that
does not let go of bad deals in time, or a flawed sales process.

But what if the very tools you use to track your pipeline helped qualify your deals, helped
move the right deals forward and helped coach your team? And what if we told you that this
approach has been shown to shorten the sales cycle by as much as 37%? 

If your sales are not moving as fast as you like, it could be just what you need to bring your
pipeline to life.

Have a look at Membrain. It helps you:

� Actively move your deals forward
� Perfect your sales process
� Qualify your prospects
� Coach your team

Visit Membrain.com today to learn more HERE.

Achieving Higher Levels of Sales Performance
Complimentary Executive Webinar

When it comes to growing top line revenue, are your sales professionals spending
their time and energy where it really counts?

Date: Wednesday, 14 November, 2012
Time: 2 PM GMT

Presenters: Mark Barrett, COO, Herrmann International
and Orin Salas, VP of Sales, Herrmann International

� Grow top line revenue
� Increase conversion rates and

deal size
� Shorten the sales cycle time
� Build stronger, lasting customer

relationships
� Strengthen your competitive

advantage

You'll learn:

� How thinking preferences impact
buying decisions and selling
approaches

� Critical gaps in performance that
can negatively impact sales
results

� A practical framework for
leveraging thinking to ensure
success at each stage of the
sales process

� Proven strategies you can
immediately apply to increase
results from your sales training
investments

Secure your seat today! Join us for an interactive webinar to find out how to align your sales performance
strategies with what lies at the root of the buying decision - thinking - to get better sales results in an
increasingly competitive environment.

Accelerate the development of your sales professionals to deliver what your customers and prospects really
care about. The strategies and practical sales toolsx discussed in this webinar will help you:

Secure your seat today HERE

http://www.membrain.com/active-pipeline?utm_campaign=JF-Banners&utm_source=Referral
https://www1.gotomeeting.com/register/391485585
http://www.membrain.com/active-pipeline?utm_campaign=JF-Banners&utm_source=Referral


Plus we publish a brand new sales article every day:
www.topsalesmanagement.com�
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How to Identify
Top 5% Achievers

How to Up-Sell
& Cross-Sell

How to Organize a
Successful Seminar

How to Recruit Great
Sales People 

Recent “How To” Guides

�� �� �� ��

Losing with Dignity The Value of Choices What Does Your
Business Card Say

About You?

The Confidence/
Competence Loop

Sales Team Development Sessions

�� �� �� ��

Food for
Thought

New Manager?
Look Out for These
Early Challenges

Who Coaches the
Coach?

Are Your Salespeople
Still Cold Calling?

The Ugly Truth

Sales Management Issues Interviews

Ann Herrmann �� Michael Griego �� Steven Rosen  �� Dave Kurlan  ��

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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How to Conduct a
Professional Face-Face

Meeting

Consultative Selling Dead
– Are You Joking?

Pipeline Management –
Your Achilles Heel?

Sales & Marketing –
A Management
Responsibility? 

Kelley Robertson �� Dr. Tony Alessandra �� Colleen Francis �� Tibor Shanto ��

Enjoy the latest Top Sales Hardtalk Interviews

Do You Drop Your
Pants Too Early?

The Arrogance of
Big Dreams

Hello, My Name is
Jonathan, and I am

a Salesman

Sales Advice from a
Hot Dog Vendor 

Jonathan Farrington �� Dan Waldschmidt �� Jonathan Farrington �� Kelley Robertson ��

and recent blogs ...

http://www.topsalesworld.com/downloads/audio/Kelley_Robertson_Mar_2012.mp3
http://www.topsalesworld.com/downloads/audio/Tony_Alessandra_Mar_2012.mp3
http://www.topsalesworld.com/downloads/audio/Colleen Francis_July_2011.mp3
http://www.topsalesmanagement.com/downloads/audio/Tibor_Shanto_TSM_Mar_2012.mp3
http://www.thejfblogit.co.uk/2012/09/24/do-you-drop-your-pants-too-early/
http://danwaldschmidt.com/2012/10/attitude/the-arrogance-of-dreaming-big-dreams
http://www.thejfblogit.co.uk/2012/10/11/hello-my-name-is-jonathan-and-i-am-a-salesman/
http://fearless-selling.ca/sell-hot-dogs-mike-rudd/?utm_source=rss&utm_medium=rss&utm_campaign=sell-hot-dogs-mike-rudd
http://www.topsalesmanagement.com/readGuide.php?written_id=198
http://www.topsalesmanagement.com/readGuide.php?written_id=1064
http://www.topsalesmanagement.com/readGuide.php?written_id=118
http://www.topsalesmanagement.com/readGuide.php?written_id=1081
http://www.topsalesmanagement.com/readDevelopmentSession.php?written_id=1060
http://www.topsalesmanagement.com/readDevelopmentSession.php?written_id=1065
http://www.topsalesmanagement.com/readDevelopmentSession.php?written_id=1074
http://www.topsalesmanagement.com/readDevelopmentSession.php?written_id=1082
http://www.topsalesmanagement.com/downloads/audio/Ann_Herrmann_TSM_Sep_2012.mp3
http://www.topsalesmanagement.com/downloads/audio/Michael_Griego_TSM_Mar_2012.mp3
C)	http://www.topsalesmanagement.com/downloads/audio/Steven_Rosen_TSM_Mar_2012.mp3
http://www.topsalesmanagement.com/downloads/audio/Dave_Kurlan_Jan_2012.mp3


He has been deliberate in taking
his own advice and has been

absorbing the critical elements of
sales team development for all of
those 15 years: He’s learned what it
takes to build killer, highly
productive sales teams. He’s learned
how to develop sales strategies that
increase the probability of success.
He’s learned that you have to
confront reality by calling out the
elephant in the room or you are
screwed. Keenan says, “Hiding from
problems only let’s them persist and that
does no one any good.”

He’s also learned sales
organizations with accountability
that permeates all the way down to
the individual performer level will
outperform organizations where
micromanagement and command
and control are the rule of thumb –
in fact he has learned that micro-
management will destroy a sales
culture.

Keenan’s figured out how to

develop and execute processes that
increase revenue and accelerate the
selling process, not slow it down.
He’s figured out that it takes more
than coaching to get the most out of
a sales team; it takes the right
coaching and that’s not an automatic
in sales leaders. He now knows that
establishing a fully integrated,
synchronized sales team is the key to
consistently exceeding revenue
goals and delivering unmatched
products and services to clients.

He was recently named one of
the Top 50 Sales and Marketing
Influencers in 2012; he’s been cited
in Harvard Business Review, SoldLab
Magazine, and Great Business
Project Magazine. His blog was
named one of the top 50 blogs by
Top Sales World and Sales Crunch as
well as listed in Guy Kawasaki’s
AllTop Blogs. A Twitter fan,
Keenan was named by enterprise
resource planning company SAP
as one of the top 30 sales experts

to follow on Twitter.
Keenan is a teacher and coach by

nature. Besides helping companies
achieve their revenue goals, Keenan
is a mentor for TechStars Boulder and
a PSIA Level 2 certified ski
instructor at Vail Resorts. He loves
the bumps or hucking cliffs. �

Jim Keenan is:

� Sr. Partner and Founder of A
Sales Guy Consulting

� Author of A Sales Guy blog
� @Keenan on Twitter                      

Focus On

Jim Keenan
Jim Keenan has over 15 years’ experience in sales leadership
and leading sales teams, but he’ll tell you that isn’t really
much of an accomplishment. As he says, “Staying above
ground and not doing anything stupid enough that would
prevent companies from wanting you to run their organization
isn’t much to brag about.” Keenan claims, “Staying power
isn’t impressive. What is impressive is what one absorbs from
their years of experience.”

PS: Jim would like your help with
a survey he is conducting, which
investigates the adoption of
social media by sales people. The
early data is fascinating showing a
clear benefit in quota attainment
by those who use social media vs.
those who don't.
Please take part HERE

A very special thank you to
our Top Sales Sponsors

for their continuing support
and loyalty

If you would like to learn more about the benefits of
becoming a TSA sponsor and our existing Partner Program,

please email us: sponsorship@topsalesassociates.com
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http://asalesguy.topsalesworld.sgizmo.com/s3/
http://www.bloomfire.com/
http://www.bridgegroupinc.com/
http://www.fileboard.com/
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http://www.membrain.com/
http://www.objectivemanagement.com/
http://www.onesource.com/
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