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February is going to be a very significant month over at Top Sales World and you will
find all the details on Page 9. However, we particularly want to draw your attention to
the imminent launch of Top Sales Radio which goes live on February 14th – “Love is
on the air?” We think you will enjoy this weekly show which will feature the leading
sales experts on the planet, plus news, gossip, product reviews etc. all delivered in
Jonathan Farrington’s unique style.

But before then, we offer you this month’s excellent articles from Jim Cathcart, Linda
Richardson, Nancy Nardin and Dan McDade. Plus JF’s regular “Uncut” column. 

We interview globe-trotting David Yesford of Wilson Learning - "Enabling Sales
Effectiveness in a Global Organization" – you will most definitely enjoy David’s words
of wisdom if you are casting your eyes beyond your immediate commercial horizon.

We also announce the January Top Sales Article of the Month, and we offer you the
opportunity to catch up with an absolute plethora of articles, tips, guides and
interviews from January.

Finally, you can learn more about Greg Alexander of Sales Benchmark Index, who is our
guest “In Focus”

Enjoy ...

PS: Do follow us on Twitter and join us over on our 
LinkedIn group
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Empathy in Selling has nothing to do
with being “Nice”  
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Undead, Out Bound, Bloated Data and
Dashing Dashboards
By Dan McDade

24

Come and Discover Us �

contents

Editors: Jonathan Farrington & Linda Richardson
JF@jfcorporation.com
Design: Bill Jeckells
bill.jeckells@topgraphicsguy.com
Published by: The JF Corporation 
Communications House
26 York Street London W1U 6PZ

3Top Sales World Magazine February 2013

Focus On 
Greg Alexander 26

2013 Timetable

February:
We launch

Top Sales Radio

March:
Top 50 Sales &

Marketing Influencers
for 2013 announced

April/May:
Top Sales Academy –
Sales Management

Level

June:
The 2013 Top Sales

Survey launches.

July/August:
Top Sales Academy –

Inside Sales Level

September
2013 Top 50 Sales
Blogs announced.

October/November:
Top Sales Academy –

Consultative Sales
Level

December:
Annual Top Sales &
Marketing Awards. 

http://www.topsalesworld.com/
http://twitter.com/topsalesworld
http://www.linkedin.com/groups/Top-Sales-World-1857130?gid=1857130
http://www.topsalesworld.com/
http://www.topsalesworld.com/


Daily:

Brand new ..
★ Sales tips
★ Articles
★ Blog posts
★ Top Sales Radio

Weekly:

Brand new ...
★ How to guides
★ Management self-

development
advice

★ Sales team
development
sessions

★ Top Sales Hardtalk
interviews

★ Sales Management
Issues interviews

★ Top 10 Sales
Articles

★ eBooks/White
Papers

★ Recommended
book

★ Upcoming events

Monthly:

★ Top Sales
Magazine

★ Top Sales Article

Coming Soon ...

★ Top Sales Academy
★ Top Sales Survey

1. Prepare Yourself To Excel. Use a checklist to prepare your attitude,
appearance, customer information, company and product information
and the selling environment, so you can be at your best ...    Read More�

Our Partners

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

21 Ways to Increase Sales This Year
By Jim Cathcart

Top 10 Blog Posts: In the same way we select the Top 10 Sales Articles
every month, we will be choosing the ten best posts from the best sales
and marketing blogs, and then selecting a weekly winner ... Read More�

Coming Next on Top Sales World

Each week we select the very best sales articles from the major article
sites, written by top sales gurus from around the world. Below are the
four weekly winners from January and this month’s ....           Read More�

Top Sales Articles - January 2013

In the past, the expression “Global Traveller” may have conjured up an
image of a person leading a somewhat nomadic existence, crossing
borders at will, and never really establishing roots, but       ... Read More�

A Conversation with David Yesford

Feedback can be hard to give and hard to get. Almost everyone tenses up
when the words “I have some feedback for you” are spoken. But in
organizations where feedback is a part of the culture ...         Read More�

Feedback with Feeling
By Linda Richardson

“If you would win a man to your cause, first convince him you are his
sincere friend.” Abraham Lincoln. I have a real problem with that quote,
when used in a “sales situation” as it often is: It ...                    Read More�

Empathy in Selling has nothing to do with
being “Nice” 
By Jonathan Farrington

It is time to make some predictions for 2013. Over the past couple of
months I have been asked by several publications to predict what will
happen in marketing and sales in 2013. I started by ...             Read More�

Undead, Out Bound, Bloated Data and Dashing
Dashboards
By Dan McDade

Greg Alexander serves as CEO of Sales Benchmark Index (SBI), a
professional services firm focused exclusively on sales force
effectiveness. Greg’s recent client list includes: Adobe ...      Read More�

Focus On
Greg Alexander

One enticing benefit (or incentive) of the sales profession is the freedom
and independence it offers. The rewards, of course, are reliant on how
hard one works to be deserving of them. Reps that ...              Read More�

Sales 3.0: The End of The Road for The
Autonomous Sales Rep
By Nancy Nardin
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10. Ask For Specific Referrals
Tell people what your ideal customer

or prospect looks like. Ask them who

they know who fits this description.

Then ask them to take a specific

action to help you meet the prospect;

a telephone introduction, a

testimonial letter, arrange a luncheon

or coffee shop meeting, etc.

11. Manage Your Sales Reputation
Determine today how you want to be

thought of tomorrow. Specify the

reputation you want within each

group of which you are a part, and

then work a plan to earn it piece by

piece.

12. Grow Your Brand Identity
Get yourself and your company

known within your market area. Write

articles, letters to editors, offer expert

input for reporters and publishers,

conduct surveys, provide free

services to key people, donate your

time to worthy causes, put your photo

on your business card, share valuable

ideas via email. Create a broad

awareness of yourself as an authority

on what you do.

13. Build A Fortress Of Great
Relationships
It is not only who you know that

determines the value of your

relationships; it is whether they know

you as a valuable business resource.

Define who you need to know today

and five years from today. Start now to

cultivate the relationships and the

reputation, which will expand your

possibilities.

14. Learn To Manage Points Of
View
Half your job is keeping yourself and

others in the right frame of mind.

Cultivate your ability to keep the focus

on the things that matter most.

Become a person who can put

everything in perspective for others.

15. Manage Tension Throughout
The Sales Process
As tension rises, trust falls. Be aware

of the ebb and flow of tension as the

sale unfolds. Learn to reduce it when

it gets in the way and to momentarily

increase it to add urgency to the

decision process.

16. Look Like Good News To Your
Customer
The way you are perceived by your

customer determines how much

resistance you will encounter as you

sell. Learn to project a positive feeling

among those you communicate with.

Become a partner in problem solving,

not a sales persuader.

17. Cultivate A Selling Style That
Uses Your Sales Strengths
Use the combination of online

communication, in person calls,

telephone contacts, trade show

attendance, and public speaking,

which allows you to shine. Build a mix

of activities to diminish your sales

weaknesses and amplify your

strengths.

18. Give Samples Of The
Experience You Represent
A movie ticket doesn’t just buy you a

seat in the theater; it buys you the

experience of enjoying the movie.

What experience does your product or

service bring to people? Give them a

way to sample that experience

through your presentation.

19. Stay Conscious Of The
Meaning In What You Do
When a person doesn’t find much

meaning in what they do, they don’t

bring much value to what they do.

Write down specifically how your

product or service makes life better for

those who buy it. Read this

description every day briefly, to keep

in mind the reason behind the

purchase. It’s not about buying; it’s

about benefiting from buying.

20. Know When And How To Ask
For The Order
Learn to recognize buying signals,

how to ask differently with different

people, when to let the customer sell

himself, how to negotiate details and

when to walk away. If you don’t ask

you don’t get. But how you ask often

determines success or failure.

21. Deserve To Have Loyal
Customers
Know how to cultivate dedicated

clients. Become competition-proof by

delivering more than people expect.

Overfill your client’s needs and be

their business friend, even when they

are not buying from you. Be the kind

of person people rave about.              �

1. Prepare Yourself To Excel
Use a checklist to prepare your

attitude, appearance, customer

information, company and product

information and the selling

environment, so you can be at your

best on every call.

2. Notice What Is Working
Study yourself, your product or

service and your company to know

what is working now. Reinforce

the actions and tools, which are

generating results. Learn from

your successes as well as your

failures.

3. Know Your Competitive
Advantage
Study your company and your

products and services in relation to

what your competitors offer. Know

where and how you stand out, and

where you don’t. Be prepared to

discuss these comparisons at any

moment.

4. Improve Your Sales Skill, Not
Just Your Product Knowledge
Don’t rely on product knowledge to

make you more persuasive. Sharpen

your skills in reading people,

describing your offer in compelling

ways and in asking for the order at the

right time.

5. Target The People Who Are Your
Best Prospects
Best customers have patterns. Most will

fit the same pattern, so prospect among

those who fit the pattern. Calling on

people with similar needs,

circumstances, and interests makes

you more likely to create another best

customer.

6. Know What To Be Curious About
Know in advance what questions to ask

by knowing what answers you need.

Cultivate a strategic curiosity. Learn to

be curious about the things that will

advance your chance of making a sale.

7. Realize Who Is In Your Market
Create a profile of the ideal market for

what you offer. Define who they are,

where they can be reached, what they

care about, what they fear, what they

read, whom they admire and more.

Know them well.

8. Understand The Person And
Their Situation
Create an awareness of the

psychological needs of your prospect

as well as knowing what their technical

needs are. Sometimes the way

someone wants to feel has more

influence on their decision to buy than

what they actually need.

9. Find The Diamonds In Your Own
Backyard
More business exists around you than

you know. Look among your friends,

neighbors, existing customers, past

customers, colleagues, competitors

and coworkers for the opportunities that

others overlook.

This article was written by
Jim Cathcart

To find out more about jim, visit:
www.cathcart.com

7Top Sales World Magazine February 20136 Top Sales World Magazine February 2013

21 Ways to
Increase Sales
This Year 



9Top Sales World Magazine February 2013

Coming Next on Top Sales World

Top 10 Blog Posts: In the same

way we select the Top 10 Sales
Articles every month, we will be

choosing the ten best posts from

the best sales and marketing

blogs, and then selecting a weekly

winner. The four weekly winners

will compete for Top Sales Blog
Post of the Month.

From there, the twelve monthly

winners will battle it out in

December for the coveted Top

Sales Blog Post of the Year, as

part of the annual Top Sales &
Marketing Awards

Top Sales Radio launches on

February 14th: It will be a weekly

recorded show, which will air

every Monday. Easy to download

and listen to wherever you wish.

Expect a guest list including all of

the very best experts in the sales

space right now, plus news,

gossip and special offers!

Top Sales Academy:

Mark your calendar – February 26th – when we announce the most

comprehensive; the most advanced and the most eagerly awaited sales skills

program ever launched. The Faculty has now been formed, and includes …

http://www.wilsonlearning.eu/index.php/news_events/go_global/
http://www.wilsonlearning.eu/index.php/news_events/new_rules/
http://topsalesworld.com/topsalesarticles/
http://topsalesworld.com/topsalesawards/
http://wilsonlearning.eu/index.php/news_events/event_registration/wembley/


The end of the road for the
autonomous sales rep

New applications that forward-

thinking, evolution-driven vendors are

bringing to the market, aimed

squarely at the remote rep, make it

possible (and reasonable) for

managers to demand more frequent,

and dare I say virtual, updates and

time-critical details on account and

activity status. With these new

applications, and new platforms like

the smartphone and tablets, we can

and should question whether

traditional apps, like CRM, are still the

right tools for mobile reps.

Indeed, it is fair to wonder whether

they were ever the right tools. For the

most part, vendors have

masqueraded “desktop applications”

as mobile tools by reason that they

are cloud-based, i.e. they are

accessed remotely via the web. The

logic has been that applications which

are no longer tied to the desktop can

be considered “mobile.” The logic

works only if all that you require of a

mobile app is for it to be “accessible

remotely.” And that is setting the bar

extremely low. If the fundamental

tools, and their functionality, have not

adapted to the new paradigm, they

are doomed to, well, extinction.

New apps, on the other hand,

tailored to mobile reps from the start,

impart much greater management

visibility and obliterate the validity of

any objection a rep might have to

management “interference.” The new

paradigm has created a template of

stunning proportions and possibilities.

Here are a few examples of what is

possible using a smartphone or a

tablet, and new Sales 3.0 applications

like Salespod (no “computer” needed):

� Track work-day start and end times

and tie it to geo-tracking for greater

visibility into how diligently reps use

their selling time. If a rep is falling

behind on quota, it won’t be difficult

to learn whether a lack of

dedication or initiative is the

problem. On the other-hand, if one

rep is in the field less often than

others, and yet they out-perform

the others in quota achievement,

you might investigate the causes of

such efficiency.

� Monitor your team’s field activities

from the cloud. How many reps are

out in the field at any particular

moment, and where are they? This

can provide great insight into the

adequacy of territory and account

coverage.

� Collect crucial information needed

to uncover trends in customer

requirements, market perception,

or competition and re-calibrate

your sales efforts and resources

accordingly. Photo documentation

and easy-entry forms are powerful

research methods.

� Use text messaging and message

“billboards” so salespeople have

no justifiable reasons for not

communicating with regularity.

Stimulate and encourage the

exchange of ideas and ‘out-of-the-

box’ initiatives. Actively support the

development of teamwork and

solidarity to elevate the level of a

‘shared’ spirit of success across the

board. 

� Give reps the ability to quickly enter

client visit details at the conclusion

of each call. I’m referring to easy

and fast entry methods, not the

laborious, efficiency-busting

process of CRM entry.

Along with those capabilities come

faster pricing and product configuration,

quicker order placements, accelerated

response from the home-office, and

easier presentation of catalog and

product information, and all using a

mobile device. Reps that strive for

excellence should not view these

changes with apprehension. In reality,

being held to the highest standards of

accountability can help them achieve

the highest level of quota performance. 

Reps will have to get used to the

idea that it is not autonomy they

should seek. They will have to

recognize that in the end it will be

collaboration, accountability, and

communication that accelerates and

ensures the highest level of success.

Sales 3.0 tools may signify a loss of

autonomy, but the loss is in service of

a higher goal—generating the most

revenue for both the company and the

rep. It comes down to a ‘perception’ of

the new reality and reps embrace the

inevitability of change.                         �

Reps will have to get
used to the idea that it
is not autonomy they

should seek. 

This article was written by
Nancy Nardin

To find out more about Nancy, visit:
www.smartsellingtools.com/
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Great performance invariably

leads to corresponding degrees

of support and enthusiasm. I can’t tell

you how many times in my sales

career I heard, “just keep hitting your

numbers and no one will bug you.”

Thankfully, I did, and they didn’t. Being

left alone is one of the many perks that

top performing reps have come to

expect and indeed, demand. 

The personality traits that make for

a successful sales rep also play into

and reinforce the need and desire for

autonomy. Companies seek sales

reps that can think and act on their

own, epitomizing self-motivation and

self-reliance. Reps need to be able to

manage a large number of resources,

activities, and accounts. Companies,

for the most part, look for reps that

don’t need a lot of babysitting or hand-

holding. They want capable, creative,

self-contained, revenue-generating

dynamos. The need for autonomy has

only strengthened in the recent

decade as more and more reps work

out of their homes, in the field, or in

remote offices far away from prying

eyes, and “meddlesome” managers. 

Sales 2.0 didn’t address or affect

this aspect of selling. If anything, it

only placed additional and more

individualized responsibilities on reps

through the use of smarter or more

versatile technology (without requiring

management participation or

interference). Autonomy simply

became more prevalent, flexible, and

even appropriate within an ever-

globalizing market environment.

Although there doesn’t tend to be

agreement on what Sales2.0 actually

means, the most basic definition is, “to

use technologies like the ‘social web’

to discover and engage with prospects

in a new way.”   

This ‘Darwinian’ modification in the

way reps sell was brought on by the

transformation in not only how people

buy, but when. Studies now reveal

startling findings: that “buyers conduct

75% of their research before talking to

a vendor” and that “the majority of

buyers claim they were the ones who

found the vendor, not the other way

around.” Sales2.0 is about using

technologies and processes that

adapt to this new selling paradigm—a

paradigm brought on by the transfer of

power from the rep to the buyer due to

the vast amounts of information

available on the Web. This new

normal created smarter buyers

demanding more control and power. 

So what will Sales 3.0 bring? I

propose it will bring about a change in

the very nature of what is expected

from (even the highest-performing)

sales reps. The map of sales

objectives is about to be re-drawn

(again). It will be nothing short of… 

One enticing benefit (or
incentive) of the sales
profession is the freedom
and independence it
offers. The rewards, of
course, are reliant on how
hard one works to be
deserving of them. Reps
that perform at or above
the expected level are
often left alone by their
managers. 

Sales 3.0: The End of The Road
for The Autonomous Sales Rep
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Whilst I wouldn’t contemplate

moving away from Gmail after

almost nine years together, two things

in particular have frustrated me:

Firstly, the inability to see if my

messages have been read by the

recipient, and secondly, the apparent

inability to add an image in the

signature box.

But there is now light at the end of

one of the tunnels – enter

ContactMonkey ….

While there is plenty of work

happening to make the inbox smarter

and less time-consuming, there is still

a big problem with email: people have

no clue what happens to their

messages after clicking the “send”

button.

There is an information void

because you don’t know if someone

has read your email or, more

important, has any interest in it. For

salespeople, this creates “prospect

paralysis” because they don’t know

whether to follow up and, if so, when

and how.

So how can email deliver more

insight?

The answer is ContactMonkey, a

new smart email tracking service for

Outlook and Gmail that tells you in

real-time if, when, how many times

and where a message is opened, as

well as what device or browser was

used.

Armed with this knowledge, a

salesperson has valuable and

actionable insight to make better and

more informed selling decisions so

they can focus on the most promising

prospects and opportunities.

The idea for ContactMonkey

emerged when Scott Pielsticker, a

serial entrepreneur, was frustrated

with not knowing if his sales pitches

were getting read or were resonating.

To solve this problem,

ContactMonkey’s developers created

the software, which was recently

launched.

To illustrate how ContactMonkey

works, let’s use the example of a

salesperson sending a proposal to a

potential customer.

After the email has been sent, the

salesperson will be able tell if and

when the email has been opened,

which is a great starting point. The

more the message is opened, the

more interest someone likely has in

the proposal.

But there’s even more insight that

can be gleaned. 

Another feature within

ContactMonkey is knowing if a

message was opened on a mobile

device, within the Chrome browser or

Outlook. If an email is originally

opened on an iPhone, and then

opened on Chrome or Outlook, it

could mean the proposal generated

solid interest.

The same approach works for

location. An email opened by

recipients in Toronto, Boston and

London is another indication of good

interest.

For salespeople, this information

makes it easier to focus on better

prospects interested in their email,

while they can quickly ignore

prospects who paid little or no

attention to their email.

For “warm leads”, the salesperson

can figure out the best time to follow

up. If there’s a lot of interest in a

message in a short period of time, the

salesperson can strike while the iron

is hot — knowing that they will likely

get a good reception.

ContactMonkey wants to add a

new layer of intelligence to email so

salespeople — and other people who

want to know if their email attracts any

interest — can work better, more

productively and close more deals.

ContactMonkey costs $4.99/month

or $49.99/year. It currently works with

Gmail for Chrome and Outlook 2007

and Outlook 2010. 

In the near future, the company

plans to add a dashboard to let people

take a holistic view of their email

activity to extract key trends and best

practices. 

For people who want to get more

out of their email, ContactMonkey

offers an attractive return on

investment. Hey, if you close one deal,

it would more than pay for an annual

subscription.                                          �

To find out more about
ContactMonkey, please click HERE.
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Gmail was launched as an invitation-only beta release on April 1, 2004, and I note
from my records that I became an early-adopter in June 2004.

Use Email to Discover Your Best Prospects

Advertorial

8 Business Lessons Your Mom Taught You
Better than Business School
by: Dan Waldschmidt on: Eyes on Sales

Understand How Your Business Measures Up to
Customer Service
by: Richard F. Libin on: Sales Gravy

Paradoxical Sales Principles
by: Jill Konrath on: Eyes on Sales

Eliminating Costly Assumptions to Create Better Sales
by: Keith Rosen on: Sales Gravy

Each week we select the very best sales
articles from the major article sites, written
by top sales gurus from around the world.
Below are the four weekly winners from
January and this month’s overall winner is
Dan Waldschmidt.

Top Sales Articles
January 2013
Top Sales Articles
January 2013

http://topsalesworld.com/topsalesarticles/week-winner/8-business-lessons-your-mom-taught-you-better-than-business-school-by-dan-waldschmidt-2/
http://topsalesworld.com/topsalesarticles/week-winner/understand-how-your-business-measures-up-to-customer-service-2/
http://topsalesworld.com/topsalesarticles/week-winner/7-paradoxical-sales-principles-2/
http://topsalesworld.com/topsalesarticles/week-winner/eliminating-costly-assumptions-to-create-better-sales-by-keith-rosen-2/
https://contactmonkey.com/


“Go Global? Go Prepared” – you will

find full details on Page 8 And I do

urge you to register early – and so I

asked David to describe the “model”

that he has created and successfully

implemented on numerous occasions.

To begin with, David was very keen

to stress that this is not a single global

project implemented globally...but

rather several local projects aligned

towards a specific Global objective.

He highlights four elements, and of

course, culture plays a very crucial

role.Here is David’s description of his

model:  

Alignment - setting a clear

direction. A guiding coalition needs to

have visibility, awareness,

responsibility and accountability to

enable the organization to implement.

In defining the direction, important to

be aware that contestant does not

mean that everything has to be the

same. 

Inclusion - where alignment is

about direction, inclusion is about

greater level of involvement. It is

necessary that the messages

delivered throughout the organization

demonstrate that the project, locally, is

of importance at the local level. This is

about ensuring that people throughout

the organization choose to use their

energy towards enabling success.

Sustainability - really focuses on

adjustment. Being able to critically

and realistically evaluate where you

currently are, and then adjust to the

direction is the main activity. It is

important that you have systems and

processes that allow you to

understand this gap and then take

action to always adjust. If the mind-set

is that you are mostly off course, you

can embrace the act of adjusting to

the intended direction.

Integration is not about integrating

into the other 3 elements. Yes, this is

important, but integration is taking a

focus towards performance. The

learning is not really of value if there is

not a change in performance. The

emphasis is on transferring the

learning into performance, what we

call “Learning Transfer.”

As a “seasoned traveller” myself,

and having consulted on every

continent, I was able to easily identify

with all of this – it really is an

extremely insightful perspective, and

so original.

I thanked David for managing to fit

me into his exhausting schedule: It is

impossible not to be impressed with

his vitality and his enthusiasm for

what I can only describe as his

“mission” When he shared his itinery

for the next few weeks with me, I

immediately thought of the Bard.

Shakespeare had something to

say about weary travellers – as about

most things actually:

"Weary with toil, I haste me to my
bed,
The dear repose for limbs with travel
tired; 
But then begins a journey in my head 
To work my mind, when body's work's
expired:"

And it is very easy to imagine

David reaching the day’s end, with

nothing on his mind except the next

day’s “global challenges!                    �

David has a solid 27 years of

experience developing and

implementing human performance

solutions around the world, he brings

valuable experience, strategic

direction and global perspective. Over

the years, David has had strategic

roles in Wilson Learning core content

areas of Sales and Leadership, as

well as eLearning and Strategic

Consulting. With Wilson Learning,

David has held Sr Leadership roles in

the US, Europe, China, India and Asia

Pacific. He is a current and active

member of the Wilson Learning

Global Executive Board, with current

responsibility at a global level. 

So, when I wanted to find

someone to discuss the hot topic of

“global expansion” I couldn’t think of

anyone better qualified.

From very humble beginnings in

1965 - a one-room office over Larry

Wilson’s garage in Minneapolis – the

empire that is now Wilson Learning

Worldwide has presence in 50

countries, serving clients in 30

languages. 

However, as David is quick to point

out, having representation in 50

countries does not make Wilson

Learning global. What does make

them global is their understanding and

willingness to be part of the cultures in

which they work. Their people live in

the countries in which they work - they

speak the language, they live the

customs, they are part of the culture,

and they know what it takes to run a

successful business in their part of the

world. This means that Wilson

Learning’s local resources offer

cultural empathy and provide their

clients around the world with local

versatility that makes doing business

with them far easier and much more

cost-effective.

Global reach, global versatility, and

global empathy: That’s what makes

Wilson Learning global and that’s

what makes them unique.

On March 5th, David and the

Wilson Learning team are coming to

London to present a seminar called
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So, when I wanted to
find someone to

discuss the hot topic
of “global expansion”

I couldn’t think of
anyone better

qualified.

David Yesford is also the contributing author
of several books including Win-Win Selling,
Versatile Selling, The Social Styles
Handbook, and The Sales Training Book 2. He
is published in numerous business
publications in the United States, Europe,
Latin America, China and Asia Pacific. As part of his
consulting work, he has conducted more than 400 Strategic
Planning/ Alignment sessions for Global 2000 companies. A
frequent international speaker, David has been invited to
both industry (ASTD International Conference, Chief Learning
Officer, Training Magazine, Marcus Evans, etc.), Client and
Wilson Learning sponsored events on Sales and Leadership.
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Top of Mind

In the past, the expression “Global Traveller” may have
conjured up an image of a person leading a somewhat
nomadic existence, crossing borders at will, and never
really establishing roots, but not this global traveller:
Meet David Yesford, Senior Vice President, Global
Marketing and Support for Wilson Learning Worldwide.

Enabling Sales Effectiveness
in a Global Organization
Jonathan Farrington in conversation with David Yesford

http://www.wilsonlearning.eu/index.php/news_events/go_global/
http://www.novavistapub.com/default.asp?mn=21&bk=1
http://www.novavistapub.com/default.asp?mn=21&bk=1
http://www.novavistapub.com/default.asp?mn=21&bk=34
http://www.novavistapub.com/default.asp?mn=21&bk=34
http://sellingpower.mybigcommerce.com/?Action=Item&pid=SP755046


How do you as a sales leader or

salesperson become the person

whose feedback is valued? How can

you help create a culture where

feedback is a core competency?

Where there is trust? Sure, it would be

great if executive leadership were the

role models, and in some organization

that is the case. But the big factor is

the role modeling — it starts with you

asking for feedback and listening and

incorporating what, after

consideration, makes sense to you.

When you ask for feedback, you lay

the groundwork for giving feedback.

And peer-to-peer feedback can be the

most powerful in improving

performance, but it is even less

prevalent than feedback from sales

managers to salespeople.

How you give feedback matters as

much, and I truly think more, than the

content of the feedback itself. How

you deliver it determines how it is

heard and felt. It is important to

remember that feedback evokes

emotions. The cognitive message is

shaped by feelings — how you feel

giving it and how the person feels

receiving it.

Let’s recap guidelines you can put

into practice immediately to make

yourself feel good about giving and

getting feedback and turning it into a

competitive edge:

Content

Balance feedback with strengths and

areas for improvement. No one is

100% and no one 0%; be specific;

Focus on two strengths and two areas

of improvement at most; don’t forget

praise; Increase positive feedback but

have the courage to say what has to

be said — be honest.

Feelings

Take you emotional temperature and

if you are angry delay, Check out your

intent — is it to help or “get him/her”;

be the model; Trust and be

trustworthy; Respect confidentiality

and privacy — close the door.

Process

Give feedback close to the event; Let

them talk first and listen; Start on time;

Avoid interruptions; End on an action

step; don’t be a go-between; Ask for

feedback on the feedback you give;

Ask for feedback for yourself.

Feedback with Feeling

Effective coaching is both cognitive

and emotional. If your intent is to help,

listen, and give balanced feedback,

you almost can’t go wrong. Giving

feedback is giving a gift. 

There is no question that feedback

can have a positive impact on

performance — but it can also have a

negative impact. The feelings you

have when you give feedback and

your skill make a big difference in the

impact your feedback has. 

Learn more about Richardson’s
Sales Coaching solutions, please
click Here.                                              �

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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It is important to
remember that

feedback evokes
emotions. The

cognitive message is
shaped by feelings —
how you feel giving it
and how the person

feels receiving it.

Feedback can be hard to give and hard to get. Almost everyone tenses up when the
words “I have some feedback for you” are spoken. But in organizations where
feedback is a part of the culture, people ask for feedback if it is not forthcoming. Its
people’s feelings about feedback that is the problem. We all give ourselves feedback
and instinctively know we would benefit from an outside view to make up for blind
spots. The question is feedback from whom?
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Feedback
with Feeling 
Feedback
with Feeling 

http://www.richardson.com/What-We-Do/Learning-Solutions/Manage-People/Coaching-for-Results/
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seller situation, the seller must be

responsible for shaping mutual

behavior.

What’s the difference between

human nature and human relations?

� Human nature is the instinctive

behavior that governs action

concerned with the self and with

self-interest

� Human relations are concerned

with how we think and act in terms

of others’ interests

Successful selling demands that

human relations be dominant over

human nature.

Selling is not something a

salesperson does to a prospect.

Selling is something you do with the

prospect, in a process of discovery

and interaction – human relations at

work.

The greatest barrier to success

in this process is the “Egocentric
Predicament.” This consists of

being overly and unnecessarily

concerned with self. Our ability to

be perceptive and concerned about

others is inversely proportionate to

our self-concern.

When self gets unnecessarily in

the way, the fruitful cycle of good

human relations stops producing.

The key to understanding and

accepting others is to first understand

and accept oneself – starting with the

realization that, rather than strive for

an unattainable “I should be” image,

we should settle for our real self as “I
am” – accepting shortcomings along

with strengths.

The following points provide a

practical answer to the “I am” versus “I
should be” conflict.

Recognize it – and recognize that

its source is rooted in the views of

others.

Either (a) accept your “I am” image

or (b) decide on attainable,

constructive steps to achieve “I should
be” in the future.

Our behavior is a reflection of our

attitudes – and our attitudes grow out

of our values.

Each is an integral part of the

other. Do your life values make it easy

for you to put the other person’s

interests first?

Sincerity is a much-used word in

relation to selling.

Integrity is a kindred word. Integrity

implies a consistent kind of honesty –

acting outwardly the way you truly feel

inwardly. That’s why sound values are

so important to your success with

others. Remember, “People buy our

product not so much because they
understand the product, but
because they feel that we
understand them.”

There are many effective ways of

doing this – the best way to create this

kind of buying climate is to “transmit

on their frequency.” This opens their

mind to you, makes them willing – and

eager – to listen.

“Before I sell my prospect what my
prospect buys, I must first see my
prospect as they see themselves.”

In Summary

Empathy is the magical word in the

lexicon of human relations. It means

feeling as the other person feels, not

just with them. It means putting

yourself in their shoes and shaping

your attitudes accordingly.

Beyond getting the order, the plus

factor in selling is to make people look

good in their own eyes and in the eyes

of others. Rather than sell to them, we

help them buy.

We do this best by building their

self-image. This helps them grow. And

as we help others grow, we grow. To

do this, we must be open and honest

– this is the essence of good human

relations.

These concepts are applicable to

every facet of our lives and in selling,

they pave the way to the truest and

most fruitful success.                            �

To find out more about Jonathan, visit:

www.thejfblogit.co.uk
www.jonathanfarrington.com
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Ihave a real problem with that quote,

when used in a “sales situation” as it

often is: It suggests that we need to

make friends with the buyer; to

become liked; to be “nice” and that

simply is not true. If “nice” were a

color, it would be a very pale, insipid

grey wouldn’t it? Such a bland

adjective don’t you think?

However, I want to focus on

“empathy, which is absolutely vital for

sustained success within any sales

relationship, where you are trying to

persuade another – often a stranger –

to make a decision they may not even

have considered prior to your

meeting.

The buyer-seller situation, like any

human contact, is an exercise in

human relations – the interplay, cause

and effect of behavior by two or more

people on each other. In the buyer-

Empathy in Selling
has nothing to do
with being “Nice” 

“If you would win a man
to your cause, first
convince him you are his
sincere friend.” Abraham
Lincoln

Selling is not
something a

salesperson does to
a prospect. Selling is

something you do with
the prospect, in a

process of discovery
and interaction –
human relations

at work.

20 Top Sales World Magazine February 2013



23Top Sales World Magazine February 201322 Top Sales World Magazine February 2013

Sales Managers MUST
Become Sales Coaches

Training versus
Coaching

Does Example Trump
Reason?

Managing for Different
Outcomes

David Yesford �� Colleen Stanley �� Kevin Eikenberry  �� Anthony Iannarino  ��

Sales Management Issues Interviews

How to Spend Your
215 Wisely

How to Plan, Prepare and
Run a Successful Sales

Meeting

How to Convert Customer
Complaints into Customer

Referrals

How to Handle Price
Objections – Once and 

For All

Here �� Here �� Here �� Here ��

How to Guides

Wish I Had More Time –
Sound Familiar?

Are You Commercially
“Multi-Lingual?”

Activity Based Planning
Leads to More

Consistent Results

Closing with Ease

Here �� Here �� Here �� Here ��

Sales Team Development Sessions

With 2013 in Mind… Thinking of Buying Sales
Training? Then Think Very

Carefully

Successful Management 
is ALL about Influencing

Why Salespeople Fail

Here �� Here �� Here �� Here ��

Leadership Skills

Top Sales Management Highlights
January 2013
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give a half point for that one. 

Then, in the words of former Vice-

President Dan Quayle: “The future will

be better tomorrow.”

After much research and thought,

here are my top three predictions for

2013: 

1. Outbound Marketing is Undead!
Bloodsucking, vampire inbound

marketers would love for you to

believe otherwise, but if your plan is to

depend on inbound lead flow to satisfy

sales needs in 2013 you will more

than likely not last until 2014. New

tools such as marketing automation

are great – we use it. However, simply

sending out emails and waiting for

forms to be filled out or the telephone

to ring is a recipe for disaster. One of

the reasons this is the case is that not

every senior executive wants to be

treated like the human equivalent of a

pinball – capturing your attention only

after they have hit the right buttons

and scored enough points. If you are

not proactively in front of your market

someone else is. And, a dependence

on inbound marketing leads to

substantially smaller deals (up to 65%

smaller deals) with lower level-

decision makers. 

Further to this point: A member of

the Corporate Executive Board wrote:

“average performing reps tend to

gravitate more toward inbound,

marketing generated leads – because

they view them as easier to close.

High performing reps on the other

hand actually told us that they

progressively disqualify (and even

deprioritize) inbound leads. Instead,

high performers opt to hunt down

“emerging” demand in the market

place by getting out in front of a

customer’s buying process and

helping shape the customer’s

perception of their needs…” 

There is a growing demand for

proactive, smart outbound – and

hiring trends across the country prove

that. Don’t get caught up in the hype.

For more on this topic read “Why Your

Sales Force Needs Fewer Leads”

Here.

2. The Big Data buffet will lead to
bloated databases and inaction
rather than action! I have a friend

who likes to say “you should think

yourself into action, not act yourself

into thinking”. Big Data has the

potential to “complexify” rather than

simplify decision making and that

could lead you to acting yourself into

thinking and worse results rather than

better results. 

I have been a data guy for over

thirty years. I once had three PhD

statisticians working for me and all

they did was “big data” analysis. We

routinely analyzed data on

100,000,000 prospects before

deciding who to send 5,000, 10,000,

500,000 or even several million

catalog offers to. Our analytics

capabilities then (1985 – 89) were

more sophisticated than most B-to-B

companies are today. So, it is not

like I am naive about the potential for

big data. 

My concern is that companies all

but ignore “little data”, yet climb on the

“big data” bandwagon with reckless

abandon… without necessity AND

without the skills or tools to really take

advantage of it. One example of a

“little data” approach you can take is

the power of list segmentation covered

in this article: “ How Relational

Segmentation Techniques Help

Achieve Higher Sales at Lower Cost”

Here.
This article provides a simple

framework for segmenting your

prospect lists in order to achieve

140% of your current results – without

additional cost. Yet I find that most

executives have no patience for

segmentation and testing. Damn the

torpedoes one says. Testing is for

losers, says another. My

recommendation is that you take

advantage of “little data” in 2013 – and

then go for the bigger stuff in 2014. 

3. Dashboards more often dim
than illuminate! The more dashing

the data, the more I worry. A good

example of this is covered in detail

starting on page four of this

whitepaper: “Point C: From Chaos to

Kickass” Here.
There you have it. My top three

predictions for 2013… now, don’t get

me started on Mayan calendar.          �

Istarted by asking myself two

questions: 

1. Was there anyone in the sales

and/or marketing world that a year

ago that accurately predicted what

would happen in 2012?

2. Was there a particularly accurate

psychic who nailed it a year ago

(simply because I thought it would be

interesting to report on what this

fortune teller expected in 2013 outside

of sales and marketing)?

Answers:

1. Not so much

2. Not so much

I did come across one great quote:

“The best way to predict the future is

to invent it.” (Alan Kay)

Most of the sales and marketing

predictions (from analysts,

publications and consultants) were

repeated (and re-tweeted) over and

over and went something like this: 

“2012 will finally be the year of
mobile”

“2012 will be the year that
outbound marketing dies”

“In 2012, 70% of the sales process
will be complete before a sales rep
needs to get involved…”

“Blah, blah, blah…”
On the psychic side of the equation

the predictions were more interesting: 

“2012 will be a year of spiritual
fulfilment for most countries and
people that want positive changes for
their lives and futures. Many empires
and ruling families that have created
hardships for millions of people will
fold and crumble during this historic
year including Russia, China,
Thailand, and North Korea. (Monte
Hamilton is an ordained minister,
healing practitioner, registered
hypnotherapist and holds multiple
degrees in business, psychology, and
education).

Well, there are still a few days left

in the year, but I doubt there is enough

time to see Russia, China, Thailand

and North Korea fold and crumble. 

Here are a couple more

predictions from another psychic for

2012: 

“Angels will actually be seen
walking among us by some with
extraordinary powers of perception.”

“A baby boy for Kate Middleton
and Prince William.” (Judy Hevenly is
a teacher, astrologer and writer. Her
clientele includes royalty, former
presidents, Hollywood movie stars,
and heads of state. Judy was also
called in to work at the O.J. Simpson
trial. She is featured in the book, The
100 Top Psychics in America.”)

She did get another one of her

predictions right. Obama won. And, in

fairness, the royal couple just

announced they are pregnant – we’ll

The Big Data buffet 
will lead to bloated

databases and
inaction rather than

action! 

This article was written by
Dan McDade.

To find out more about Dan, visit:
www.pointclear.com/

Undead, Out Bound, Bloated
Data and Dashing Dashboards
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It is time to make some predictions for 2013. Over the
past couple of months I have been asked by several
publications to predict what will happen in marketing
and sales in 2013. 

http://www.pointclear.com/resources/white-papers/qualified-leads.php
http://www.pointclear.com/resources/white-papers/segmentation.php
http://www.pointclear.com/resources/white-papers/sales-and-marketing-optimization.php


In 2012, Alexander was named as

one of the top 25 sales minds online

by OpenView Partners.

Sales and Marketing Management

Magazine named Alexander “Sales

Manager of the Year”.  Alexander’s

work has been profiled in The Wall

Street Journal, MSNBC, Fortune

Magazine, Inc. Magazine, Investor’s

Business Daily, etc..

Greg Alexander is also the author

of three critically acclaimed books:

� The CEO's Guide to Getting More

Out of the Sales Force (2010)

� Making the Number: How to Use

Sales Benchmarking to Drive

Performance (2008)

� Topgrading for Sales: World-Class

Methods to Interview, Hire, and

Coach Top Sales Representatives

(2008)

Prior to SBI, Alexander served as

Vice President of Sales and

Marketing at Recall Corporation. In

addition, Alexander spent 10 years in

sales management at EMC

Corporation, known as the “gladiator

academy for sales people”.

He earned an MBA from Georgia

Tech and an undergraduate degree

from the University of Massachusetts.�

Focus On

Greg
Alexander
Greg Alexander serves as CEO of Sales Benchmark Index (SBI), a
professional services firm focused exclusively on sales force effectiveness.
Greg’s recent client list includes: Adobe, Eloqua, Reed Elsevier, Emerson
Electric, Fairchild Semiconductor, Forrester Research, Integrated Device
Technologies, Terremark, Ryder, Phase Forward, Safety-Kleen, Genzyme
Biomedical, ConocoPhillips, Dow Jones, Kronos, and others.

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
TSW sponsor and our existing Partner Program, please email us:

sponsorship@www.topsalesworld.com
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To find out more about Greg, visit: www.salesbenchmarkindex.com
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