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May we wish you a very belated “Happy New Year” and we
very much hope that 2012 will bring you good health, lots of
happiness, and exceptional sales results - we will certainly do
all we can to help you achieve that last one!

This year, we have amalgamated Top Sales World, Top Sales
Management, and Top Sales & Marketing Awards – all under
the Top Sales Associates banner. As a consequence, you will
be enjoying the latest news from all three sites.

In this edition, Linda Richardson’s guest is the ebullient Anthony
Iannarino, and we also have guest posts from Colleen Stanley,
Ken Thoreson, Jill Konrath, and Dave Kurlan. In his regular “JF
Uncut” column, Jonathan Farrington surveys the new sales
landscape, and makes some very bold predictions.

Enjoy!

Welcome

In Sales? Best Get inside before it
Really Starts Raining!
by Jonathan Farrington

16
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Latest Top Sales 
White Paper

Top Sales Hardtalk
Interview
Every Wednesday.

Top Sales Tips
Every single day. HERE ��

Top 10 Sales Articles
HERE ��

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

January 2012

Sales 2012: What Will You
Choose?
by Colleen Stanley

It’s that time of the year when people set New Year’s resolutions and goals.
Setting goals really boils down to making new and better choices. It’s as much
about what you are going to start doing as it is about what ... Read More�

Finding Some Sales Sanity in
2012
by Ken Thoreson

Last year may have been a depressing one for sales teams, but every difficult
situation has a lesson in it. After layoffs, reduced pay, postponed
opportunities and more difficult sales conditions, sales ... Read More�

Are You Impressive or
Impactful?
by Jill Konrath

Finding the right words to describe your product or service offering can be
an agonizing task. As you well know, in today's crazy business environment
it's tough to stand out from the crowd and impress ... Read More�

Bringing a Sales Opportunity
Back From the Dead
by Dave Kurlan

I've provided examples before of bringing seemingly lost opportunities back
from the dead. That may be the reason a client asked me to help bring one of
his company's deals back from what might be a near death ... Read More�

In Sales? Best Get inside before
it Really Starts Raining!
by Jonathan Farrington

I fully appreciate that there will always be those that are wedded – if not
chained – to the status quo, fearful of change, because it is nice and cozy as it
is thank you very much. But change is constant, and it is ... Read More�

An Interview with Anthony
Iannarino 
by Linda Richardson

Anthony Iannarino describes himself as “a relationship guy” and my
interview with him proved that to be true. His view of relationships is built
on two giant pillars: trust and the ability to create value.... Read More�
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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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created value, i.e. helped customers
achieve results. And that clearly is
the challenging part.

To nurture relationships
salespeople must look into their
clients’ businesses to get a full view
of the business challenges the
clients are dealing with so they can
bring ideas. Fortunately the
resources and tools available to
salespeople to generate ideas have
never been greater. For example,
with larger public companies
salespeople can look at the
company’s position, its
opportunities and threats, and use
that to determine how best to help
navigate and develop solutions that
create value.

A salesperson today must come

with ideas, thoughts, articles etc. that
clients can immediately use to
improve their business. Internet
resources such as Google Alert or
Yahoo Financial are tremendous
tools to use to generate ideas. Idea
generation demands resourcefulness,
creativity, and the supported of a
team. Another source for generating
ideas are the ideas and solutions
salespeople have used with other
clients. This is a vastly underutilized
source. Solutions and ideas that have
worked for a client can be applied to
other clients in the same and other
industries.

Another important way to
generate ideas is in the dialogue with
clients to learn about their
challenges. Of course many clients
know what their problems are and
have definite ideas about the
solutions they want. Other clients
know what they need but not how
to get it. Some are not even aware
they have a problem or that they
should be dissatisfied with their
current situation. And some clients
have tried what is out there and need
real innovation. For all of these
scenarios it is the job of the
salespeople must to help the client
see the gaps and then create the
picture of a better state with their
solution -- that requires knowledge,
resourcefulness, creativity, and
innovation.

Knowing their client’s business
and establishing a level of trust is a

prerequisite before salespeople can
come in with ideas and be listened
to. For salespeople to be credible
today they must have industry
knowledge, experience, and the
relationship that warrants the
client’s attention and time. Anthony
feels more attention should be paid
to opening the relationship. For
him, “Opening the relationship is
the hard part. Closing is the easy
part.” In his definition of
relationships there is much truth to
that. The relationship is needed to
initiate change, break through the
status quo, and reduce resistance to
change especially in complex
organizations.

He sees the trend to consensus
decision making as a major change
impacting why relationships remain
critically important. Today rather
than one power sponsor, there are
power sponsors who salespeople
have to reach to “stack the deck” in
their favor. This demands that trust
and value creation be built with all
power sponsors and stakeholders.

Anthony summed up his
message when he said, “I think
without relationships our job in
sales is made much more difficult.”
Most experienced and successful
salespeople would agree
wholeheartedly. ■

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

He sees the trend to
consensus decision
making as a major
change impacting
why relationships
remain critically
important. Today
rather than one

power sponsor, there
are power sponsors

who salespeople
have to reach to

“stack the deck” in
their favor. This

demands that trust
and value creation

be built with all
power sponsors and

stakeholders.

Especially with clients today who
are smarter, who have countless

options, and who are under
incredible stress and pressure to
produce, he sees trust as the
foundation of the relationship. But
unlike “old school relationships”
trust is earned by the salesperson’s
ability to create value for the client’s
business. To gain a “dream client’s”
time salespeople must bring advice
the client can trust and that is
delivered as promised. To bring
value ideas and solve business
problems salespeople must think
like a business manager.

Anthony believes that
salespeople must create value for
clients before they can claim value.
This means to create a relationship a
salesperson must have already
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Value Creation Is
Half the Story 
Interview with Anthony Iannarino by Linda Richardson

Top of Mind

To find out more about
Anthony, visit:
www.b2bsalescoach.com

Anthony Iannarino
describes himself as “a
relationship guy” and my
interview with him
proved that to be true.
His view of relationships is
built on two giant pillars:
trust and the ability to
create value.
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are clear on their why and willing to
do the work necessary to achieve
their goals. “I want to grow my business”
sounds like the right battle cry for a
business owner. Are you willing to
take the risk, put in the hours, hire
the team, grow the team and invest
in new resources? Making more
money is the politically correct
answer for any salesperson. Are you
willing do the work, invest in
yourself to get smarter and
experience the discomfort that
happens anytime you change in
order to take your skills to a new
level?  (Or would you rather watch
another episode of reality TV.) Get
clear on your why. It is the first step
in executing what needs to happen.

#2: Choose to slow down. Most
salespeople are card carrying
members of the busy club. They are
busy networking, busy prospecting,
busy selling …they are busy. Sounds
good except too many busy
salespeople are not hitting quota.
The problem is most salespeople are
so busy that they don’t take the time
to analyze their business – current
and future.

At the end of each year, take
time to track and figure out the
source of your best leads. Is social

media working for your industry?
Or are you spending hours on
Facebook to avoid picking up the
phone? Have you updated your
LinkedIn profile 20 times without
making contact with a human
being? How about that association
lunch you attend each month? Has
that event yielded any sales results?
Evaluate your referral partners. Are
they referring quality prospects or
are they just nice people that should
be reallocated to the friendship
category? Look at your clients.
Which clients are your raving fans
and refer you to their colleagues.
Are you giving them “frequent
flyer” treatment or are they being
serviced just like your “C” accounts?
If you lost business to a competitor,
what is the reason? If it’s price, work
on the selling skill of quantifying the
pain or problem. If it’s talking to a
non-decision maker, work on
assertiveness skills, pre-call planning
and managing expectations.

Steven Prentice, president of
Bristall Morgan, Inc., has a great
presentation titled, “Cool Down:
Getting Further by Going Slower.”
His research shows that
organizations are more productive
when they slow down. It allows
creative thinking which can only
happen when the brain is given a
chance to catch its breath. Creative
thinking leads to innovation which
keeps you ahead of the
competition.

#3: Choose generosity. If you
want to earn more in 2012, establish
a give goal. It’s the old saying, “if
you want to get more, you need to
give more.” Dr. Robert Cialdini,
author of, Influence: The Psychology of
Persuasion, shows research
supporting this concept. One of the
principles discussed in his book is
the principle of reciprocity. When
you help others, they want to return
the favor, they want to reciprocate.

This principle is the foundation
of strong strategic alliance
partnerships. Good partners are
consistently looking for ways to help
grow their partners business.
Generosity starts at home base. Be
generous with your fellow team
members. Take time to help the
newbie salesperson with advice or
mentoring. Give a hand up to a
veteran salesperson that is in a
slump by taking him to lunch. Give
to charities. Dover Management
runs a mutual fund that invests in
companies known for charitable
giving. Dover’s research shows that
companies with a good relationship
between philanthropy and operating
earnings have outperformed the
broader index by 3.5 percentage
point a year over a five-year period.
That’s reason enough to write a
check.

It’s a new year for you to grow as
a sales professional. What will you
choose? Examine your why, slow
down and be generous. ■

Article written by Colleen Stanley.

To find out more about Colleen, visit:
www.salesleadershipdevelopment.com

This tradition has been going on
for years and most of the time it

is just rhetoric and hope which
eventually leads back to old
comfortable behaviors and
attitudes. Here’s three things to
consider choosing if you are
serious about making 2012 your
best year in sales.

#1: Choose your “why.” Many
people get caught up in setting goals
that are based on other people’s
expectations, not their own. The
conversation around the new goal is
one of excitement and motivation,
however, often lacks the real reason
for changing or improving. Business
owners say they want to grow their

businesses. Why? Salespeople claim
they want to make more money.
Why?  

Here’s a quick reality check. If
your why isn’t big enough, you will
not do the work necessary to change
and improve. You will talk a good
game and talk will be the only
concrete action taken. Take some
time to reflect and figure out your
why. Once you figure out your why,
ask the second most important
question: What are you willing to do
to achieve it? 

The most successful people in
the world aren’t the smartest or
most talented. They are people who
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Generosity starts at
home base. Be

generous with your
fellow team

members. Take time
to help the newbie

salesperson with
advice or mentoring. 

It’s that time of the year when people set New
Year’s resolutions and goals. Setting goals really
boils down to making new and better choices. It’s
as much about what you are going to start doing
as it is about what you are going to stop doing. 

Sales 2012: What
Will You Choose?  
Sales 2012: What
Will You Choose?  
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appointments and were the
appointments you set worthwhile?
Did you maximize your time? Did
you find any account names you had
forgotten about? As a result of
reviewing your 2011 calendar, what
changes in scheduling will you make
in 2012? 

2. Look at your wardrobe. Do you
look the part of the professional
salesperson or leader? Your
personal attitude and how you carry
yourself is affected by what you
wear and your own self perception.
Shined shoes, fresh shirts and
blouses, pressed slacks and color are
key. As a sales leader, you might
consider running a contest where
the winner gets a clothing
allowance.

3. Honestly review each sales
opportunity you lost in 2011. Were
you creative or did you simply work
as if you were on autopilot? Were
you ever really in the opportunity or
simply comparison fodder? What
could you have done differently, if
anything, to have won each of those
opportunities? 

4. Did you grow professionally
in 2011? Did you move forward in
your sales, organizational,
technology or industry skill level?
How many books or seminars did

you read or attend this past year?
Write out a plan for 2012 in which
you will do something personally to
improve your level of
professionalism each quarter.

5. In 2011, how many new people
did you meet who can help you
network? Building leverage in your
local market by actively building
relationships is critical. Each
salesperson should have a
minimum of five relationships with
other non-competitive contacts
that sell into the same types of
accounts. They may refer you into
accounts you are not aware of or
even provide you information that
can help you win once an
opportunity opens up.

6. Did you expand your social
media and sales technology
exposure in 2011? How active are
you in using LinkedIn, Jigsaw,
Microsoft CRM or other tools to
expand your sales reach? Were you
using LinkedIn to develop your
relationships or prospects? In
LinkedIn, how many knowledge
groups have you joined? 

7. How well did you take care of
yourself last year? Are you
happy? Especially in challenging
times everyone needs time to
recharge. What did you do to keep
yourself exciting or physically in
shape? Did it work? Did you

expand your hobby? Make it a
point to work at relaxation or fun.
In 2012, plan to keep yourself
fresh.

8. What was your hourly
earnings rate in 2011? More
importantly, how many selling
hours -- time spent in face-to-face
mode -- did you work in 2011? In
reality, there are only 10.5 months
in a year to make a 12-month
quota. Did you track your time in
2011? In 2012, what do you want
your hourly earnings rate to be?
How will you be more efficient? 

9. Did your sales formula work
in 2011? Take time to determine the
basics. (How many face-to-face
meetings did you make with a pre-
sales technical rep? How many
demonstrations, proposals or
executive presentations did you
make?) You should know these by
month and then compare your
results. Did you exceed your quota
in 2011? If not, what will you do in
2012 to ensure that you do? What
activities need to be increased to
achieve your sales budgets? 

You've heard Albert Einstein's
famous definition of insanity: doing
the same thing over and over again
and expecting different results.
Here's my corollary: Focus on new
ideas and actions and expect better
results. Let's all focus on making
2012 a sane and prosperous year. ■Focus on new ideas

and actions and
expect better results.

Let's all focus on
making 2012 a sane
and prosperous year.

Article written by Ken Thoreson.

To find out more about Ken, visit:
www.AcumenManagement.com
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After layoffs, reduced pay,
postponed opportunities and

more difficult sales conditions, sales
teams and their leaders ended 2011
strained, depressed and tired.
Nailing up a new calendar generates
its own optimism, but many sales
teams would do well to look

carefully at their 2011 performance
for opportunities to do better even
if 2012 isn't a much more business-
friendly year.

1. Review your entire 2011
calendar. Look for patterns and
empty spaces. Did you have enough

Last year may have
been a depressing one
for sales teams, but
every difficult situation
has a lesson in it. 

Finding Some Sales
Sanity in 2012 
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that, according to many marketing
gurus, will differentiate your
offering from all your competitors.
In fact, I'm amazed both companies
were able to get so many
differentiators in just a single
sentence. Clearly they're not only
superior to their competitors, but
also quite "unique" – or so they said.

Unfortunately these
"differentiated" messages have been
heard a thousand times before by
jaded corporate decision makers
who have no interest in learning
more. They're not impressed by
your exciting, leading-edge products
or full range of services.

From their perspective, it's a
disingenuous self-serving pitch.
Without even thinking, they
immediately erect insurmountable
barriers that are impossible for you
to overcome. If you've heard
comments like these before, it's
highly likely that you tried to
impress your prospects:

● We're already working with...
● It's not in the budget.
● We're not interested at this time.

Simply put, being impressive doesn't
work. So what's the solution? Here
are some ideas on how you change
the game so that it plays to your
strengths.

Cut out the Crap

Throw out all those impressive
words and phrases that are utterly
meaningless. They've got to go.
Now! They're literally hurting your
sales efforts. Unless you're
incredibly diligent, you'll find them
sneaking into your voicemails,
popping up when you're
networking or showing up during
conversations with prospective
customers.

Look at your written material
too. While you may not be able to
influence the collateral done by
your corporate office, you certainly
can control what's in your own
emails, letters, PowerPoint
presentations or proposals.

Be ruthless in this endeavor.
Take out a big red marker and
highlight any time it sounds like
you're trying to impress the
decision maker.

Focus on the Impact

After you've cut out all the crap, you
may not have too much to say about
your product or services. That's
good! No one cares about it anyway.
All they care about is the difference
you can make for their organization
– which is your value proposition.

It's time to get to the heart of the
matter. So get out there, talking to
customers and determine what it is.

● What outcomes have they
achieved because of your
business relationship? 

● What effect has your offering
had on critical business metrics? 

● What were the ramifications on
their business unit, division, or
department?

Listen to the words they use. You'll
quickly discover that they don't
speak "sales talk" at all. You'll never
hear them rave about your unique
methodology, passion for excellence
or one-stop shopping. Instead,
they'll talk about shortening time to
market, increasing productivity,
reducing error rates and driving
sales in new markets.

That's their language. It's time to
start using it. Don't get fancy and
try to "Wow" your prospects with
high-falluting language. Get down
and dirty. Talk like they do. Discuss
the problems they face, the
challenges ahead, and the business
objectives they must reach.
Emphasize how you can help by
focusing on them – not your "stuff."

When you focus on the impact
instead of trying to be impressive,
you'll notice an immediate change in
their reactions to you. Instead of
erecting barriers, they'll actually
invite you into their company.
Instead of hurling objections at
you, they'll ask for your ideas &
insights.

Isn't that what you want?           ■

But is it really? Before you answer,
consider this meticulously

crafted statement found on a
technology company's website:

"We deliver an innovative,
enterprise-class business integration

platform that incorporates proven
integration technology with next
generation capabilities into one
interoperable set of tools that
delivers a unique combination of
efficiency, agility and control."

Or how about this statement
used by a business services firm
trying to crack into corporate
accounts:

"We facilitate corporate strategic
achievement, high-speed knowledge
transfer and employee engagement
by utilizing a proprietary process
which incorporates world class
intellectual capital, proven
management principles, an in-depth
understanding of the human psyche
as well as unique tools."

Are you duly impressed? They're
loaded with all those power words

Be ruthless in this
endeavor. Take out a
big red marker and
highlight any time it
sounds like you're

trying to impress the
decision maker.

Finding the right words to describe your product or
service offering can be an agonizing task. As you
well know, in today's crazy business environment it's
tough to stand out from the crowd and impress
corporate decision makers. That's why all the time,
effort and resources invested in this valiant effort
are so worthwhile.

Are You Impressive
or Impactful? 

Article written by Jill Konrath.

To find out more about Jill, visit:
www.jillkonrath.com
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I'm not going to reveal the details
of this opportunity (yet) but

opportunities like this usually have
some common themes.

● it wasn't sold the right way 
● incumbent involved 
● much competition 
● purchasing driving the process 
● not the leading choice 
● may have failed to reach the

decision maker 
● compelling reasons not

uncovered 
● process based on price 
● higher priced product

If the deal was a man, he would
have already coded out and the team
of specialists would be on the way
to the hospital room right now in an
attempt to resuscitate the patient.
They would try everything,

including paddles, to bring him
back. The patient, half-way to the
other side, might just like it over
there, where heaven is just a stone's
throw away. The doctors experience
a whole lot of resistance from dying
patients who lack the desire to
return to earth. On the other hand,
if the patient is a fighter and wants
to come back, the doctors have a
chance of creating a miracle,
courtesy of the array of tools they
have at their disposal.

Get the picture? The deal is a
dying patient with no will to live.
Unless you approach it that way,
you'll fall in love with your
strategy, use the wrong tactics and
waste your time trying to save a
deal with a do not resuscitate
order. Instead, acknowledge the
odds, find out whether the deal can
even be resuscitated, and if there's
any chance at all of bringing it
back, have every possible tool

available at your disposal.
The doctors have a litany of

things that can go wrong and they
know, without hesitation, what to do
if any of those things actually occur.
You must anticipate every possible
objection and have every possible
question ready to lure those
objections out so they can be
questioned, addressed, challenged
and overcome.

Let's play doctor. ■The patient, half-way
to the other side,

might just like it over
there, where heaven

is just a stone's
throw away.

I've provided examples before of bringing
seemingly lost opportunities back from the dead.
That may be the reason a client asked me to help
bring one of his company's deals back from what
might be a near death experience.

Bringing a Sales Opportunity
Back From the Dead 

Article written by Dave Kurlan.

To find out more about Dave, visit:
www.davekurlan.com

He is a frequent presenter at
professional conferences and a

sought after keynote speaker. He
currently serves on two Boards of
Directors in order to contribute,
hone his leadership skills and add
an additional dimension to his
experiences.

He is the author of the
bestselling books Remarkable
Leadership and Vantagepoints on
Learning and Life,
#LEADERSHIPTweet, and a
contributing author to over 20
other books. He publishes three
electronic newsletters and a popular
blog
www.kevineikenberry.com/blogs/i
ndex.asp, collectively read by over
40,000 people worldwide.

Since 1993, Kevin and his team

have been helping organizations
and individuals worldwide reach
their potential. Emphasizing the
power of learning, Kevin's
specialties include: leadership,
teams and teamwork, creativity,
facilitation, training trainers,
consulting and the consulting
process, and more.

He has worked with Fortune 500
companies, smaller firms,
universities, government agencies
and more. His client list includes
the American Red Cross, Chevron
Phillips Chemical Company, John
Deere, Purdue University, Sears

Canada, Shell, Southwest Airlines,
the U.S. Marine Corp, the U.S. Mint,
and many more.

Kevin's goal is to reach
organizations and individuals who
believe in the power of action –
organizations and individuals who
are passionate about succeeding at
their highest level. As a speaker,
Kevin gives keynotes for
organizations and non-profit
groups on life-long learning,
developing human potential, teams
and teamwork, creativity and more.

Kevin is the developer of the
Remarkable Leadership Learning
System, a virtually delivered
leadership development process,
and the Million Dollar Skills
Learning System, a top flight
learning system on valuable life
skills delivered in bite-sized pieces
that create powerful and productive
habits. ■

Kevin Eikenberry is an expert on team and
leadership development and the Chief Potential
Officer of The Kevin Eikenberry Group. He has spent
the last 20 years helping organizations all across
North America on leadership, learning, teams and
teamwork, creativity, and more.

Focus On

Kevin
Eikenberry 

If Kevin can help you in anyway, call him at 317.387.1424 /
888.LEARNER (toll free in the US) or via email at
Kevin@KevinEikenberry.com
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population working externally.
The reasons for this are obvious:

Advances in technology mean that
we can communicate just as easily
from our desks, using video
conferencing etc. Why do we need
an expensive outside sales force,
with all of the huge financial
investment that is required, when
the task can be handled far more
efficiently – and more profitably?

For years, an inside sales position
has been considered as the bottom
rung on the sales ladder – their
immediate ambition to gain
promotion to an outside sales job,
with a car and an expense account:
An obvious sign to their family and
friends that they were “making it” in
sales.

Not anymore. Today’s breed of
inside sales professional is bright,
qualified, and well rewarded. Inside
sales is now a career, not a mere
stepping stone. Their commercial
bandwidth is much, much wider,
and their skill-sets are at the very
least, the equivalent of their
“outdoor” colleagues.

How do they fit in with the new
overall selling landscape? Actually,
what will that landscape look like?
What impact is all of this going to
have on the 10% of external sales
positions that survive?

To begin with, I think it is
important we accept that virtually
anything that can be purchased
online with a credit card does not
require the input from a
salesman/saleswoman – these are
the new “commodity sales” I
appreciate that takes in so many
products that in the past have been
sold traditionally, for example, I.T.
equipment, software, financial
products, motor vehicles, clothes,
food, etc. And thinking about retail,
it is no coincidence that whilst
profits on the high street are falling
alarmingly, online retail figures are
soaring!

As an example, I cannot
remember the last time I encountered
a petrol pump attendant; I haven’t
been inside a bank for more than five
years; I dispensed with my financial
advisor more than three years ago; I
buy clothes and shoes quite regularly,
but I haven’t stepped into a clothes
shop for at least four years; all of my
I.T. solutions have been ordered
online for a very long time … you get
the picture?

I estimate that 80-90% of all B2B
transactions will be conducted
online within three years, including
high-end solutions that require some
level of consultation, which will be
provided via video conferencing.

The remaining 10-20% external
sales professionals that are left will

become far more sophisticated –
they will have to in order to survive.
Their basic skills-set will include very
high levels of commercial acumen,
industry/sector/market knowledge.
They will speak the language of the
buyer. They will be a rare and highly
valued commodity!

The knock-on effect of all of this
will be that training organizations are
going to have to re-think their
strategies too. Not only should they
accept that traditional classroom
training methods are being
consigned to the annals of history -
as clients look to reduce costs and
prefer short, sharp, dynamic online
coaching - but they need to start
concentrating on the “growth areas”
and that means inside sales.

Clients and customers will also
wake up to the fact that they are
wasting money training salespeople
to sell in a way that will be redundant
in less than three years. They too will
re-focus their efforts and their
investment.

We are rapidly approaching a
significant “inflection point” and I
find it very exciting. I have been
involved in sales for almost forty
years, and I thought I had witnessed
most things, but what is about to
come next is off the scale in terms
of the challenge that all of us in the
sales space will face.

Are you geared up and ready?    ■

But change is constant, and it is
one of the few things that we

really can rely on in life: If we accept
that premise, then we have two
choices – adapt and thrive, or resist
and risk perishing.

Good chum Dave Stein of ESR
said quite recently that the past three
years have witnessed more changes
in the sales environment than in the
previous fifty, and he is right. But
what is going to come in the next
three is going to be even more
disturbing or exciting – depending
on where you are positioned.

This year, I anticipate we will see
a reduction in external sales
positions of around 20%: 10% will
be lost for good, and the other 10%
will move inside. I believe that this
pattern will continue for the next
three years, until we are left with less
than 10% of the total sales

Article written by Jonathan Farrington.
To find out more about Jonathan, visit:
www.thejfblogit.co.uk
www.jfcorporation.com
www.jonathanfarrington.com

In Sales?
Best Get inside before it Really 
Starts Raining!
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I fully appreciate that
there will always be
those that are wedded
– if not chained – to the
status quo, fearful of
change, because it is
nice and cozy as it is
thank you very much.
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Not anymore.
Today’s breed
of inside sales

professional is bright,
qualified, and
well rewarded.
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