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– what if I asked each of them to hire

me as a consultant instead of as an

employee? I made the calls and had

my first three customers by the end of

the week. That was the start of my

business.

It took another year and a dozen

more customers before I really figured

out what this business was all about.

In the sales productivity consulting,

sales training, sales effectiveness

assessment and leadership

development work we did, we were

building organizational strength by

putting people first. That includes

sales people and leaders at every

level. It means we help companies

focus on people first in order to drive

productivity, profits, processes,

programs and so on. So that is why I

named the business People First

Productivity Solutions. 

We work hard to honor this promise

of putting people first. We provide a lot

of resources to sales professionals at

no cost as a way to give something

back. I remember some lonely times in

sales when it wasn’t “safe” to ask for

help. That’s why I started CONNECT!

Online Radio for Selling Professionals

and provide free on-air and e-mail sales

coaching support to anyone who asks. 

You’ve been called the “Queen of
Questions.” Where did this
nickname originate? 
I’ve always been curious. I was the

annoying kid who incessantly

questioned the teacher. I became the

high school debater no one wanted to

face in the cross-examination round.

Questions served me well in sales and

as a manager and trainer, too. 

In the late 90’s, I started formally

tracking questions I asked or heard on

sales calls. I’d been deconstructing

questions and conversations since

high school debate competitions, the

way a football player might play back

the tapes after a game. But when I

read “S.P.I.N. Selling” and began

thinking about assigning types to

questions, I became more diligent with

this work. I just wanted to know if there

were more than four types of

questions that could be useful in

selling.

I concluded there are eight types.

More accurately, eight purposes for

asking questions. The eight purposes

form the acronym DISCOVER. I’ve

been teaching and testing this for

seven years now, and salespeople

from a training class in Washington

D.C. bestowed me with the “Queen of

Questions” title. I rather like it.     

And now you’ve written a book
about questions based on that
research…   

Yes. My book, DISCOVER

Questions™ Get You Connected, is

based on that research. But it’s also

based on my approach to sales

backed by actual sales calls, buyer

reactions and the work of many

thought leaders in sales. Nearly half

the book is about why and how to ask

quality questions and create value for

buyers. That foundation is important.

Sellers who don’t enter the

buyer/seller relationship with this

mindset will not get the full benefit of

DISCOVER Questions™. That’s why

I’ve devoted so much space to the

preliminaries. 

What’s next for you as an author? 
This is the first in a five-book series

about DISCOVER Questions™.

Knowing the eight purposes for

asking questions and constructing

purposeful questions helps in other

professions, too. Books for leaders,

managers, coaches and trainers are

in the works.  

In the meantime, we’re still

focusing on making the sales training

programs on using DISCOVER

Questions™ available to a wider

audience. Sellers who use this

become sellers who truly connect with

their buyers. There’s nothing more

gratifying to me than hearing how

successful sellers have transformed

the way they do business and how

they differentiate themselves using

DISCOVER Questions™.                   �Enter Deb Calvert author of the

superb “DISCOVER QUESTIONS

Get You Connected”

Here is my interview with her….

Tell us a bit about your background
in selling.
My background is such a cliché! I’m

one of those people who never

thought I’d be a salesperson…

But, in truth, I’ve always been a

salesperson. I won sales awards even

as a child – for many years running I

was the top candy seller in Camp Fire

Girls because I was highly motivated.

For every 400 boxes of candy sold, we

earned a “campership” for a free week

at Camp Shawnee. That goal

compelled me to figure out how to be

more effective at selling. 

When it came time to choose a

career, I didn’t consider selling. I

earned a journalism degree and took

the first job I found with a newspaper.

That job was selling classified

advertising in a phone room. My plan

was to meet the right people and move

to the news side. But I loved selling, so

I abandoned journalism and

committed myself to a sales career. 

I was fortunate in that first job to

find incredible mentors and teachers. I

learned the craft of selling and

embraced the nobility of our

profession. I genuinely enjoyed

helping people find solutions to their

problems. Over time, I moved through

seven sales and three management

roles with progressive levels of

responsibility. Then I became a sales

and leadership trainer, an operations

director and, eventually, a sales

training and productivity director for a

Fortune 500 company.

During that time, I also indulged in

a variety of interesting career

stretches. For example, I had the

opportunity to serve as a charter

member of the Sales Force Advisory

Board, conducting field research on

sales productivity drivers across all

industries and sectors.    

How did you end up starting your
own business?
It was dumb luck more than anything

else! 

In 2006, the company I worked for

was sold. I narrowed it down to four

decent job offers, but each required

relocation and a narrower

specialization than I preferred. Then I

woke up one morning with a new idea

I have to confess that I read books far less often than I should do, and mine isn’t just
that timeworn excuse – too little time. Wasn’t it Melissa Marr who said, “Life is too
short to read books that I'm not enjoying?” And that more accurately describes my
lack of enthusiasm for the mundane. However, once in a while – and we have had a
few “once in a whiles” this year, with a couple more still to come - somebody sends me
a message that really resonates with my own thinking, and I want to learn more.

How to Become the One
Seller Buyers Want to Talk to
A Conversation with Deb Calvert by Jonathan Farrington
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Top of Mind

We work hard to
honor this promise of
putting people first.
We provide a lot of
resources to sales

professionals at no
cost as a way to give

something back.

Deb Calvert is the President and Founder of
People First Productivity Solutions.
To find out more about Deb or to order your
copy of “DISCOVER QUESTIONS Get You
Connected” go here: http://peoplefirstps.com/
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GoToCustomer means to work

consequently from the outside to

the inside. Outside-in thinking is the

most important prerequisite, before

you even start to design any kind of

framework. 

A GoToCustomer framework is your

foundation, especially in a complex

sales environment. The customer’s

journey is your design point for all

enablement and coaching services. All

seller/buyer related interactions are

mapped to the customer’s journey with

clear milestones. All internal decisions,

every sales organizations has to make

(e.g. opportunity assessments,

resource allocation, delivery checks

etc.) are also mapped to the

customer’s journey - not the other way

around.

It sounds simple. And at the end, it

is. But to get there is hard work. It

requires consequent, thoughtful

execution and change management. 

Executing a GoToCustomer

strategy based on such a framework

can become a challenging endeavor,

depending on your organization’s

culture.

“We need specific content for

specific sales roles”, “content for

trainings is completely different”. “I

have to create this content, it’s on my

check list” and the list goes on and on. 

I cannot remember how often I got

those requests, from many different

groups. They have all one element in

common: They refer to internal design

points, such as sales roles, check lists

and products. They don’t refer to the

customer. For me, it seems to be an

“inside-out muscle memory”. You can

start to work immediately on those

requests, which will put you in a

reactive enablement role, reinforcing

the current state, but not really

executing your strategy. 

The second way is more

challenging, but it will lead you toward

your goal: executing your

GoToCustomer strategy. Discuss

these requests with the relevant

stakeholders in your organization and

develop a deep understanding on the

underlying, real problems. Change

people’s perspective in these

conversations from inside-out to

outside-in: What’s the sales outcome,

people want to achieve, at which stage

of the customer’s journey with which

set of stakeholders? Over time, you

will develop a structured questionnaire

how to deal with those requests, and

how to inspire people to change their

perspective to outside-in. 

Additionally you will identify the root

causes of these requests: Maybe, the

sales roles are not properly mapped to

the customer’s journey. Maybe, you

have marketing teams that have to

follow a “one size fits all” checklist.

Maybe, the trainings and content

teams don’t work closely enough

together, to be able to adjust their

efforts to the customer’s journey, etc.

The bottom line is: People have

functional missions. You need their

functional expertise – but during

execution, not for the design. 

� The design perspective has to be

the same for all teams: The customer’s

journey.

� The execution perspective is based

on the design perspective

� GoToCustomer drives efficiency

and effectiveness at the same time:

You will get rid of unnecessary

enablement services and sales people

will be more focused on the services

that really matter, to make them

successful at the customer.

GoToCustomer means simplicity.

Achieving simplicity is hard, but at the

end, it’s beautiful.                                    �

This article was written by Tamara Schenk.
To find out more about Tamara, visit:
http://blog.tamaraschenk.com/
http://de.linkedin.com/in/tamaraschenk
http://twitter.com/tamaraschenk
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Tamara Schenk

Why GoToCustomer Makes a Huge Difference
or Why GoToCustomer Means Simplicity
I have written a lot about the GoToCustomer idea.
GoToCustomer is first and foremost a consequent way
of thinking and designing your sales system backwards
from the customer’s journey. 

mailto:jim.brodo@richarson.com
mailto:gethelp@salesgravy.com


Scenario 1. In selling to technical

decision makers, you over-use

marketing communications materials

as a crutch for your selling insecurity.

You think the marcom stuff makes you

sound knowledgeable. To a skeptical

technical decision maker, these

materials are fodder to be scrutinized

and second-guessed - incessantly.

Your technical decision maker(s) poke

holes in your data as fast as you are

spieling it at them.  

Sound familiar? Change to a

strategy that builds your confidence.

Why reinforce your insecurities about

your lack of a left side to your sales

brain? Otherwise you avoid selling to

technical decision makers – and leave

potential business, and commission,

on the table for your competitors.

You and I know your left, analytical

side of your brain is in there,

champing at the bit to be let loose. Put

away your company’s data. Your

customers want dialogue. Do your

homework on their technology,

service or platform. Write down the

stuff you find intriguing. Write down

questions about the stuff you don’t

understand. 

Be assumptive, inquisitive, and

engaging. You may not be their

technical peer, but you bring real-

world business experience and sales

acumen to their table. Lead from your

strong suit. Engage your technical

decision makers in talking about

themselves. DON’T interrupt them to

solve and sell. DO ask those

questions about what you don’t

understand. They will love to teach

you all about them.

Scenario 2. You are an engineer

or technical professional, assuming a

sales role in addition to your left-brain

responsibilities. You “sell” by calling

up peers and asking for RFQs. Or you

spiel features and benefits at

decision-makers, showcasing your

company’s technical acumen and

your own brain-power. The more

techno-jargon you speak at folks, the

more you create barriers to

communication among the other

disciplines sitting around the business

table. You begin to dread these

conversations; your insecurities start

to add up.

Sound familiar? In your mind, you

have all the right answers. Perhaps

you haven’t asked all the right

questions. You are hands-down the

smartest person in the room.

However, the decision maker wants a

dialogue instead of a raving braniac. 

Engage these decision makers in

talking about themselves. DON’T

interrupt them to solve a tactical

problem; the root cause can have a

huge strategic context. DO confidently

ask questions to expand that context

beyond your tactical solution. Lead

strategically, growing the right side

capability of your analytical brain.

When you collaborate, and sell,

across the sales-engineering

interface® you become more

confident. The potential and value of

business outcomes are endless. How

will you change up your habits this

month?                                                   �

This article was written by
Babette Ten Haken.

To find out more about Babette, visit:
http://salesaerobicsforengineers.com/

Selling to decision makers can be a daunting task. Are
you selling from a position of confidence or insecurity? 

Why reinforce your
insecurities about

your lack of a left side
to your sales brain?
Otherwise you avoid
selling to technical
decision makers –

and leave potential
business, and

commission, on the
table for your
competitors.

Babette Ten Haken

Insecurity Doesn’t Sell
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Asalesperson’s job is to slow

things down, seek to understand

what buying criteria have been

considered, what factors have been

overlooked by the customer, and what

may be weak points in their decision

making process. Then, the

salesperson must ask the customer

questions that are laser-focused on

these weak points. 

So how does this work? Case in

point, Pam, a sales manager for a

leading office technology solutions

provider, used this questioning

strategy to help her customer make a

better buying decision. One of Pam’s

salespeople had received an RFP

from a healthcare company with 20

locations seeking to buy 600

monitors. It was clear from the RFP

that the customer was shopping price,

and the sales rep originally working

the opportunity had prepared a

response that included a miniscule

3% mark-up for Pam’s company. 

Pam realized that the customer

was overlooking some important

buying criteria. When replacing

monitors, there are many questions

around who does the installation,

what happens to the old monitors,

who provides training on the new

monitors, and so on. None of these

considerations were reflected in the

RFP. So rather than have her

company submit a bid, Pam called up

the prospect and managed to

schedule a meeting with the primary

decision-maker. During that meeting,

Pam asked the following:

� How much time will it take your

engineering staff to install these

monitors, and how much will you pay

them in salary and overtime to get this

job done?

� What tasks will these valuable

personnel not be able to do while

they’re installing the monitors?

� What is your plan to dispose of the

old monitors, and is that disposal plan

eco-friendly?

� Who will be accountable for

ensuring all of these monitors are

installed properly?

� Where will you store your new

monitors before you install them, and

how much must you pay for storage,

picking, packing and shipping?

The customer quickly realized that

they had not considered many of the

issues Pam raised. Here they were,

awaiting the arrival of bids from seven

different vendors, looking only at who

could provide them with the lowest

purchase price on what they thought

of as a commodity product – a

monitor. When Pam came in, she got

them to completely re-think and re-

evaluate their needs.

Pam was successful in something

rarely accomplished: getting the

customer to move backwards in their

buying process! People and

companies making major purchasing

decisions have a predictable set of

steps they go through. This customer

thought they were near the end of

their buying process, right on the

verge of deciding which vendor and

what product to use. But then they

realized they had more analysis to do

before making their decision.

So they had to backtrack to an

early step in their process — and re-

examine their needs analysis. And

this time around they were looking at

many more factors than simply the

technical specifications of the

monitors. Because of the questions

that Pam asked, they were now

looking at factors where her company

had unique capabilities, such as a

local storage location, knowledgeable

staff to install, transportation services,

and an eco-friendly recycling

program.

What’s critical about Pam’s

strategy is that she didn’t simply blurt

out a spiel about her company’s

unique capabilities in that first meeting

with the prospect. Instead, because

she understood the buying process

and was truly focused on helping the

customer make the best possible

buying decision, she was able to get

the customer to willingly walk back to

an earlier phase in their buying

process. She helped her customer to

clarify and expand their criteria for a

solution — while subtly shaping their

vision of a customer-focused solution

that included her company’s

technology products and services.

In the end, Pam won the sale at an

8% margin, almost 3X what her sales

rep was prepared to offer. And the

customer made a better decision.

The next time you receive an RFP

or a call from a customer who just

wants a price-quote, avoid the

kneejerk reaction to simply submit a

bid. Instead, think about how you can

slow down the customer’s buying

process. 

What do you know about what it

takes to use your products and

services most effectively that the

customer doesn’t know? How can you

get them to realize there are buying

criteria they are overlooking without

simply subjecting them to a sales

pitch? What are the few key questions

that might get them to rethink their

“price-means-everything” mentality?

Admittedly, not all customers will be

willing to go backwards in their buying

process. But as long as you can talk to

the prospective decision-maker, you

have a chance to plant some seeds of

doubt about whether they’ve thought

through all the critical questions

associated with the purchase. If those

seeds germinate right away, as they

did for Pam, that’s great. But even if

they don’t, they will still be planted in

the customer’s mind and you may gain

an opportunity down the road when

the customer realizes that you were

the salesperson who knew the most

about all of their needs. 

And next time around, they may be

willing to slow down their buying

process so they can make a better

purchasing decision. And place the

appropriate value on important factors

– other than price.                                  �

This article was written by
Kevin Davis.

To find out more about Kevin, visit:
http://www.toplineleadership.com/

And next time
around, they may be
willing to slow down
their buying process
so they can make a
better purchasing

decision. And place
the appropriate value
on important factors

– other than price. 

Kevin Davis
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Given all the information available to buyers on the web,
many customers think that by the time they first talk
with a salesperson they already know what they need.
But in many cases they don’t! So, the challenge for the
salesperson is how to educate decision-makers who
think they already know-it-all. 

How to Make Money on
a Price-focused Buyer
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The annual Top Sales & Marketing Awards contest 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.
You will find the 2013 timeline over in the right-hand column, but should you require
any additional information, or have an interest in becoming a 2013 sponsor, please
email Jonathan Farrington – jf@topsalesworld.com

The 2013 Top Sales

& Marketing

Awards

The Timeline ...

May 14th

Categories Announced

May 21st

Nominations Invited

November 5th 

Last Date For

Nominations

November 12th 

Judging Panels

Announced

November 17th

Finalists Announced

November 24th

Polls Open

December 13th

Polls Close

December 17th

Live Online

Awards Ceremony

2013 Awards

Categories

� Top Sales & Marketing 
Thought Leader

� Top Sales & Marketing Article
� Top Sales & Marketing

Assessment Tool
� Top Sales & Marketing Blog
� Top Sales & Marketing 

Blog Post
� Top Sales & Marketing Book
� Top Sales & Marketing 

CRM Solution
� Top Sales & Marketing 

Data Provider
� Top Sales & Marketing

eBook/White Paper
� Top Sales & Marketing

Productivity Tool
� Top Sales & Marketing 

Resource Site
� Top Sales & Marketing 

Social Media Site
� Top Sales & Marketing 

Linkedin Group
� Top Sales & Marketing Video
� Top Sales & Marketing 

Marketing Video

You can nominate here �

2013 Top Sales & Marketing Awards
Categories Announced and Now Open for Nominations
2013 Top Sales & Marketing Awards
Categories Announced and Now Open for Nominations
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issues and arrive at a conclusion in

the way THEY process information?

Coaching Tip: Respecting each

person’s individuality also means

respecting their thought process.

3. Are you focused on their agenda or

yours?

Coaching Tip: Coaching isn’t about

you! Your people need to know that

when you schedule a true coaching

session, it’s 100% about them.

4. Are you coaching in your own

image?

Coaching Tip: Does your experience

actually get in the way of tapping into

each person’s wisdom, talents and

individuality? Do you find yourself

saying things like, “Well, when I was in

your position, here’s what I did when I

was in a similar situation….” If so,

you’re building robots or creating

clones.

5. Are you consistently coaching each

person on your team?

Coaching Tip: If you feel compelled

to jump in and solve a problem that’s

gotten out of control or close a deal at

the end of a quarter, you’ve already

missed the coaching opportunity! If

you were coaching consistently, you

would be able to recognize the

problem in its infancy, when your

people can do something about it.

6. Are you asking questions that you

don’t know the answer to?

Coaching Tip: If so, you’re coaching!

In many cases, while you may have

the answers to their challenges, you

want your directs to arrive at the

solution on their own. People resist

what they hear but believe what they

say.

7. Do you have a difficult time holding

back your opinion in a conversation?

Coaching Tip: First, seek to

understand the other person’s point of

view. So, don’t take the bait when you

ask them a question and they say, “I

don’t know, boss! Tell me!”

Remember, everyone has an opinion.

8. Do you act as the Chief Problem

Solver, providing the solutions for your

people every time they come to you?

Coaching Tip: Every manager wants

a team of independent, accountable

salespeople. When you do the work

for them, you create dependency on

you. Consequently, if your solution

doesn’t work, then it’s your fault and

they get to blame you! Now, you’re

accountable for the solution, not them.

9. Do you struggle to find topics to

discuss during a scheduled coaching

session or get your people to open

up?

Coaching Tip: If so, then you’re

either pushing your own agenda, not

observing them or there may be a

trust issue. So, do a gut check; how

do you know if your people trust you? 

10. Is every person on your team

open to your coaching and sharing the

value they receive from coaching?

Coaching Tip: Did you clarify your

intentions when coaching your team?

Did you take the time to set

expectations by asking them what

would make coaching valuable for

them? Even with noble intentions, if

they don’t know what you are doing,

why you are doing it and what’s in it for

them, like any human being, their

default file is fear. The result?

Resistance and pushback around

coaching.

11. Do you feel that your value as a

manager is being the subject matter

expert?

Coaching Tip: It’s certainly part of

your value but that’s only going to take

your team so far. Your real value and

primary objective is making your

people more valuable and building

future leaders who can think on their

own. The byproduct? You hit your

sales targets.                                         �

Until companies truly make

coaching as much of a priority as

hitting their sales targets, most

managers are left on their own to

figure out the secret formula for

effective coaching and how to lead a

team to achieve unprecedented

results. Ironically, in order to

consistently hit your sales targets and

have each salesperson on your team

hit their individual goals, managers

always need to be coaching!

So, how does a manager know

when they are truly coaching

effectively? While many managers

believe they are coaching their sales

team, the truth is, they’re not. They

are doing something else, such as

training, directing, counseling,

mentoring or advising. Just to be

clear, there is no such thing as

‘directive coaching.’

To assess how good a coach you

really are, one way is simple; just ask

your sales team! 

However, to self-assess your

coaching acumen, it’s essential for

every manager to look in a mirror,

instead of looking out a window and

be honest about where you stand in

your evolutionary journey to becoming

a world class coach.

If you’re following a proven

coaching framework and

methodology, then by default, the

coaching conversations will happen

automatically and you’ll be able to

naturally tap into each person’s

individuality so they can live their

fullest potential today. However, if you

and your direct reports are having a

different coaching experience, or you

find it difficult to coach, here are some

tips from your coach, along with 12

questions you can ask yourself to

uncover your growth opportunities so

that you can continually better your

best.

1. When coaching, are you facilitating

the conversation with open ended

questions or closed ended questions?

Coaching Tip: If you’re asking closed

ended questions, you’re closing your

people and directing them to the

outcome you want, not coaching

them. Don’t  be sneaky! Open ended,

loaded questions that contain your

opinion or advice don’t count!

(Example: “Don’t you think it would be

a good idea to…..” or “Have you

tried…”)

2. Are you patient? Do you give

people the space to think through

This article was written by
Keith Rosen.

To find out more about Keith, visit:
http://keithrosen.com/

I’ve certainly run across my share of amazing managers
that actually coach well and coach consistently.
Unfortunately they are still the minority. 

11 Questions to Assess Your
Coaching Effectiveness

Ironically, in order to
consistently hit your

sales targets and
have each

salesperson on your
team hit their

individual goals,
managers always

need to be coaching!

Keith Rosen
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“Glider gives us a level of visibility into the contract process 
that we never knew was possible.”

Close the Quarter with Confidence

TRUSTED BY THESE GREAT COMPANIES

info@glider.com 1-800-285-5783          www.glider.com

How long does it take, on average, for a contract to get 
approved internally? Reviewed by Legal? Drafted? Glider 
gives objective answers to these questions, so that you can 
stop putting out fires, and focus on your process. 

Objective KPIs For Sales, Finance, & Legal

Glider integrates with Salesforce to automate, simplify, and 
improve your proposal and customer order process. Think 
of Glider as your automated deal desk.

Shorter Sales Cycles
Know in advance of the quarter-end crunch how your teams 
will perform. Glider helps you automate the last mile of the 
sales process so your team can close with confidence. 

Predictable & Repeatable Quarter-End

When it comes to quarterly and year-end closing, Glider 
provides the objective answers needed to e�ectively track, 
organize, and monitor contracts, PO's, and agreements.

Better Tracking For Finance

Time Spent

NAVIGATING
THE SALES CLOSE

So you have the verbal, now what?

Waiting   on   Legal

Internal   Approval Customer   Negotiations  

Final   Signatures

MSA    Requested    (Legal)Deal    Kickoff

Manager    Review

Legal    Drafts    MSA v1

CFO    Approval

MSA    to    Customer

The magical 90%. Where so many of your 
deals go to live, or die. You’ve spent top 
dollar and time picking out the perfect 
CRM, but what have you done to ensure
a speedy and consistent close? 

STAGES OF THE

CLOSE

300 TOUCH POINTS,
48 HOURS PER TOUCH POINT,

1
 
440 HOURS 

MSA    Rejected:    v2    Kickoff

Contracts go through several drafts, 
approvals, and redlines on their path 
to being signed. The process routinely 
gets drawn out and, when multiplied 
across multiple deals and reps,
becomes a leading cause of 
unproductivity in the organization.

Sample size:
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CLOSE  DEALS  FASTER: 
HOW  TO  STREAMLINE 
THE  CONTRACT  PROCESS

FREE EBook:

DOWNLOAD  NOW

Glider streamlines the contract process, identifies bottlenecks,and 
brings visibility into the "last mile" of your sales funnel.

Request A Demo
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John, who is the last guy on Earth

to think of himself as a “social

seller” tried LinkedIn’s InMail to

target his same C-level contact and

got almost an instant response, a

subsequent meeting, and a multi-

million dollar deal. 

It’s a true story. Every week,

sellers are learning how to mix it up a

bit – through creativity and some of

the new tools within our reach and

realm to gain visibility with our more

probable prospective buyers as they

are looking (and sometimes not

looking) for solutions to nagging

issues. 

If your sales team is not as

socially evolved as those you read

about - all connected online with so

many social tools it’s hard to keep up

– don’t worry. There is a simple way

to dabble socially and grow your

company’s visibility to the point that it

is you they think of when they need

the type of services your company

provides. Here are three ideas. 

First: Identify one or two thought

leaders within your organization who

have opinions and who are

passionate about solving customer

issues. Find ways to reward them for

speaking at events. When they

speak live, capture some video and

post it. When they speak live, post a

transcript of what they say. You don’t

need to take them away from in-

person events to get them interacting

online. 

Second: Start some brainstorm

sessions around the company on

what challenges the buyers of your

products and services have. Write

about these challenges as well as

how to solve some of them – with

your services and with others’

products and services. You are not

writing ad copy, you are writing about

your market niche. The things that

you can’t solve should be apparent,

and other strategic partners, tools,

and ideas mentioned and

recommended. 

Third: Get a contest going within

your customer-facing team to see

who can create 3-5 short blog posts

about any of the following: your

customer segment, market niche,

industries served, challenges faced,

and problems solved. Create a

deadline and offer enough incentives

that someone will take great effort to

add a lot to this project. Start by

showing customer-facing team

members what others in your

industry are writing. Discuss how

companies are now publishers of

industry content. Use interns to help

support the effort, or hire writers to

work with the team. 

During the time to put these steps

in place, begin looking online more

formally to gain more insight about

prospective buyers and share that

with your team. For example, twice a

week do a Twitter search using

industry jargon and buzzwords. See

who is talking about the problems

your products and services solve.

Share that insight weekly at a

specific time. Find new strategic

partners and potential customers this

way. Learn more about one or two of

these social tools. 

These are all small, simple steps

to introduce social selling ideas in 1

percent improvement doses.

Compounded, this will give added

visibility online for buyers to find you

and for referrers to find you. Like all

new things, it can take time, so be

willing to invest some time before you

decide about results. We’d love to

get your feedback on how effective

you are.                                                �

Lori Richardson

This article was written by
Lori Richardson.

To find out more about Lori, visit:
www.scoremoresales.com

One sales rep I know, who I’ll call John, just re-ignited a stalled sales opportunity after
his C-level contact stopped replying to his many emails and phone calls. Instead of
sitting and waiting for something miraculous to happen, John (not his real name)
realized he needed to do something different to get a response. 

Better than Making Massive
Social Selling Changes

If your sales team is
not as socially

evolved as those you
read about - all

connected online with
so many social tools
it’s hard to keep up –
don’t worry. There is

a simple way to
dabble socially and

grow your company’s
visibility to the point

that it is you they
think of when they

need the type of
services your

company provides. 
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Nobody knows precisely
how many blog posts are
made every day in the
“sales space” but it is
probably thousands. 
Each week on Top Sales
World we will publish the
details of the top ten
posts – in our opinion –
and then announce one
winner. The four weekly
winners will battle it out
for the “Top Sales Blog
Post of the Month” title,
and be re-published here
in our Top Sales magazine.
September’s winner was
Matt Heinz.

Top Sales Article
September 2013
Top Sales Article
September 2013

Top Sales Blog Post
September 2013
S E P T E M B E R  2 0 1 3

Each week we select the
very best sales articles
from the major article
sites, written by top sales
gurus from around the
world. The overall winner
for September was Trish
Bertuzzi.

Twitter for Sales Reps: Big Hat
– No Cattle

S E P T E M B E R  2 0 1 3

“Big hat and no cattle” (or “all hat and

no cattle”)

(US, idiomatic) Full of big talk but

lacking action, power, or substance;

Apr. 25, 1981 Globe & Mail ‘One of

the major raps against him was that

he was all hat and no cattle. That is,

he had a lot of style but not much

substance.’

Warning: If you are someone who

makes their living in/around/by

‘social,’ I’m not writing this particular

post for you. I am writing for the

thousands of sales reps who are

being advised to use Twitter to

engage with prospects and establish

‘thought leadership.’ Read on and

make up your own mind.

I love Twitter. I love the brevity. I

love seeing what my friends &

colleagues are chatting about. I love

getting RTs and favorites and all those

things that make me feel so popular

and interesting. And then damn

Twitter had to give me analytics and

allow me to see exactly how engaged

my ‘followers’ are with what I’m

sharing.

Net net: my bubble was burst!

At the time of this writing I have

~5K followers. Not a huge number, but

not inconsequential. When Twitter

released analytics, I took a peek at the

data to see what was what. After all,

I’m making an investment in curating

the best of what I see/read/find and

want to know the return.

I discovered that while Twitter feels

great around activity, it’s less so

around engagement. Put more simply

— people may view and RT your stuff,

but rarely do they (or anyone else)

actually click through and read what

you are sharing. Bummer.

A concrete example using
twitter analytics

Here’s what this is telling me for

this particular tweet:

� It was Favorite’d 3 times (activity)

� It was RT’d 2 times (activity)

� It had 3x my normal reach (activity)

-and-

� Only 8 people actually clicked on

the link (engagement)

So by simple math we have: 4870

followers + 2 RTs (assume followers

of 1.5K each) = total audience of

7,870. 8 clicks / 7,870 = engagement
rate of .1%. Yikes!

That knocked me for a little loop,

but not enough to make me abandon

ship. So….

We decided to take a deeper dive

into the data ...

While the majority of the B2B sales

world continues to embrace the

Challenger Sale model and

methodology, a quiet minority isn’t so

sure. The team at RAIN Group offers

an alternative perspective on their

blog and in their own white papers, so

I asked their president Mike Schultz to

explain his ideas further.

It seems that everyone is on the
Challenger Sale bandwagon right
now, but you’re clearly thinking
differently.  What in your opinion is
wrong with the Challenger
premise?

First, let me first say that I like a lot

of the substance of the approach.

Sellers should focus on adding value

with ideas, sellers should teach

buyers new ways of thinking, and they

should push back on buyers when

they might not be going down fruitful

paths—these are all good things.

However, there’s already a long

research history to suggest these

kinds of sellers and behaviors will be

successful.

As far as thinking differently, here

are 3 things to chew on:

� As we wrote here, the five sales

rep profiles seem to be a false

contrast. It’s a foregone conclusion

that the winner keeps coming up a

challenger. We know, and have known

for a long time, many of these

characteristics are part of what makes

up a successful seller.

� The authors have popularized the

ideas partially through the Harvard

Business Review in articles like “The

End of Solution Sales” and “Selling Is

Not About Relationships.” Our What

Sales Winners Do Differently research

showed quite the opposite. While

solution selling and relationship

approaches need to evolve,

dismissing the concepts wholesale is

dangerous.

� We found that one of the areas that

most separates sales winners from

second-place finishers was whether

buyers perceived the sellers to

collaborate with them. We’ve now

surveyed close to 500 people who

have told us the concepts of

“collaborate” and “challenge”—in tone

and definition—are more antonym

than synonym. Words have meaning.

They drive mindset and behavior. This

is an important distinction.

Almost every sales environment is

unique—the customer, selling

environment, internal culture ...
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The Challenger Sale is Wrong: Q&A
with RAIN Group’s Mike Schultz
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Customers will fall off the radar

when they feel they are not

getting out of the relationship what

they need. Relationships cannot thrive

without communication. Sales

professionals must foster

communication from the moment they

meet the prospect through the life of

the relationship.  When

communication ceases so does the

relationship.

The premise of my book, ROI

Selling is to identify and communicate

the prospect’s issues during the sales

process that align specifically to

values defined in a Value Inventory.

Post sale, the sales representative

returns and communicates a

measurement of the value delivered.

My research showed that less than

5% of companies actually returned to

their customer’s and measured their

successes.  If you currently are NOT

measuring your success post sale and

communicating it, how does your

customer realize the value you’ve

delivered? 

To implement a successful sales

tool program, you must have in place a

Value Inventory. You need to break

down your value proposition line by

line to determine your competitive

edge and your prospects priorities. 

Create a series of questions that

measure status quo; if you deliver cost

savings related to labor cost

reductions, you need to be able to

measure the current and future cost of

the labor activity. Lock this cost down

and preserve it.

Next, establish a goal for a cost

reduction or revenue improvement. In

the example above, establish a labor

cost reduction goal that you and your

customer agree on.  Is it possible?  Is it

probable? And most importantly, is it

measurable?

Communicate to your customer the

measurement for the revised cost of

labor activity and compare the current

cost to the established goal. If they

didn’t achieve the goal, help the

customer determine why they didn’t. If

they did achieve the goal, look for

other areas in their organization where

you can help them. By returning to

your customer to measure the success

of your deliverables it reminds the

customer of the reason they bought

from you in the first place. It also keeps

them focused on successes.

Is your customer cheating on you?

Ask yourself: Are you communicating

with them regularly? Are you making

them feel like they made a great

choice in a partner? And are you

helping them with their issues, pains

and goals?  If not, it is likely you will be

cheated on. Customer relationships

have to continually be nurtured and

customers need to be reminded of the

value of their purchase.                        �

Is Your Customer Cheating on You?
It is a sinking feeling when you discover that your
customer is talking with your competitor. You were
suspicious when they didn’t return your phone calls.  Can
your relationship be saved or should you just move on?

This article was written by
Michael Nick.

To find out more about Michael, visit:
http://www.roi4sales.com/

Michael Nick

If you currently are
NOT measuring your

success post sale and
communicating it,

how does your
customer realize the

value you’ve
delivered? 
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of.  When you erect something that

stands 60 feet tall in the rural

landscape, people can see it – it can’t

be hidden or camouflaged.  It is like a

beacon stating your intentions, and

justifiably so, most farmers were proud

of their silos, a bit like a trophy earned.

So too in our organizations.  As the

leader of sales or manufacturing or

engineering works so hard to build his

or her team, there is a justifiable sense

of pride in what they have built.  Not

only that, but the leader often wants to

instill that pride in the team as well –

giving people a sense that their team is

important in and of themselves.

Silos outlived their usefulness.

Silos on the farm were good

investments and at the time helped

farms grow and prosper, and while

some are still used and there is nothing

wrong with their use, they limit the

farms ability to grow.  So too with the

silos we have built in our organizations.

Farmers knew that they needed to

move on if they wanted bigger livestock

operations.  Unfortunately in

organizations we began to treat the silo

as the business itself, rather than

recognizing that if we focused all of our

attention on the silo, as important as it

is, we would limit the overall growth of

the enterprise. 

So let me be clear - the problem

with the silos we live in is pervasive and

seductive.   Because from the internal

perspective the silo looks good and is

valuable, yet when you shift your

perspective to look at the whole

operation, the silo is in the way – a

bigger hindrance than a help for the

overall growth and success of the

organization.

And how does all of this connect to

accountability?

If there are silos in your

organization, and you want the

business to continue to grow and

expand, you must move past the silos.

The perspective must change to see

the reality of the silos as a hindrance;

that have at some level outlived their

usefulness. 

And the accountability for making

that happen starts with you.  

How can I say that when I don’t

know your role? Easy.  

Because everyone has a stake in

making that change.

It can start from the C-Suite, but it

doesn’t have to.  It can start with the

salesperson who builds relationships

with other departments as a way to

better meet a Customer need. It can

start with a first line supervisor who

gathers his team with the accounting

group to find ways to speed up a

troublesome process.  It can start with

a middle manager who is willing to

share her budget with another

department that is in need of additional

investment.

When we look at organizational

problems we too often want to point at

someone else to fix the problem.  But

when we point at others we are fixing

the blame, and adding to the problem.

Have silos? Start with you.

Live in a silo that is comfortable,

bust out of it today – not to devalue it,

but to make that silo a more valuable

and productive part of the future of your

business.

As leaders we have the chance to

do that, because our silos are made up

of people, not steel or concrete.

Adjustments can and must be made if

we want ultimate organizational, and

personal success.

Remarkable Principle:  Remarkable

Leaders realize that silos hinder the

growth of the organization and they are

accountable for busting them up.  

Your Now Steps
1. Access the strength of the silos in

your organization.

2. Access the strength of your

personal team or department silo

3. Determine what action you can take

to look beyond the traditional

boundaries to create new and better

results.                                                       �

The change is a story largely of the

modern dairy (and to a lesser

degree hog) farm. As the farms get

larger and the organizations more

complex, the silo can’t play a role.  As

big as they are (this one, 20 feet across

and 60 feet tall), they just aren’t large

enough.

The silo business is agriculture is all

but over.

In the rest of the world, however,

silos are alive and well in organizations

everywhere.

You know what I mean.

There is the sales silo, the

marketing silo, the manufacturing silo,

the IT silo.

Do I need to go on?

What can we take from this

situation –“real” silos losing favor, but

organizational ones alive and well?

Let’s see what we can see.

Silos were expensive.  When we

built the silo in the picture, outside of

the barn beside it, it was the most

expensive investment my father made

in his business.  It was clear in our

operation that care should be taken

with the silo, that it’s maintenance was

of a top priority.  In our organizations,

we spend time finding the right people,

grooming them, training them, and

preparing them to be a valuable part of

the team.  The investments of time and

money made to build the team are

significant – and so naturally we want

that expense to pay off.  Because of

those investments we pay careful

attention to our teams.  Which leads us

to the next point. . .

Silos were something to be proud

When we look at
organizational

problems we too
often want to point at

someone else to fix
the problem.  But
when we point at

others we are fixing
the blame, and
adding to the

problem.

On Silos and Accountability
I was at my farm recently, and I was looking at the silo
you see a picture of here.  Erected in 1979, it was the
“Cadillac” of structures of its type.  Today, the entire
silo business is nonexistent.  

This article was written by Kevin Eikenberry.

To find out more about Kevin, visit:
www.kevineikenberry.com/
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Sales Process – Top 10
Reasons Why Sales

are Lost

DISCOVER Questions Get
You Connected: for
professional sellers

Preparation is
EVERYTHING

My Marketing
Awakening

Dave Kurlan � Deb Calvert � Art Sobczak � Joanne Black �

Top Sales HardTalk Interviews

How to Achieve Sustained
Sales Growth

How to Recognize Your
Company’s “Moments

of Truth”

How To Uncover
Customers’ Needs

Painlessly

The Only Way to Handle
Price Objections

Here � Here � Here � Here �

How to Guides

5 Generations
of Selling

Distinguishing
Characteristics of the Most

Successful Salespeople

Are You Selling
or Telling?

All Business is Good
Business – Oh No it Isn’t!

Here � Here � Here � Here �

Sales Team Development Sessions

Successful Leaders Take
Decisive Action To Maintain

Standards Of Behavior

Transactional Analysis and
Its Effect on Customer

Interactions

What Makes The
Perfect Leader?

Without Integrity,
We Have Nothing!

Here � Here � Here � Here �

Leadership Skills
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As I bid a fond farewell to my good friend Blogit,

with whom I have shared many a late night and

more than the occasional armagnac – even the odd

very early morning (sounds incredibly illicit doesn’t

it?) – it is time to look forward.

Nothing lasts for ever; we must always be realistic

and recognize when a project has reached the end

of its shelf-life, because all projects – even you and

me – have a sell-by date.

Much has changed since I made my first foray into

the blogosphere: Twittering, for example, was

reserved for feathered friends in those days or

dialogue between elderly female neighbors; Sales

2.0 was still a figment of Nigel Edelshain’s

imagination – it took another two years before he

finally worked it out, and we all owe him a huge

debt of gratitude.

Social selling meant taking your prospect or

customer down the pub to close the deal and self-

styled social media experts were simply called

vultures, eagerly awaiting the next kill so that they

could strip the carcass bare – come to think of it …

But I must say, on the whole, the changes we have

witnessed have all been positive in some way or

another, and this is certainly a very exciting time to

be part of this wonderful industry of ours.

So, what about this new blog then JF, I hear you

ask, almost breathless with anticipation ….

Over the past couple of years, my good chum

Linda Richardson and I have discussed our desire

to create a new venue where we could share our

thoughts and visions about the sales space, and

this is it.

We are delighted to be joined by some more good

chums – all highly successful thought leaders –

who like us, wish to continually elevate the sales

profession.

There is a new conversation taking place right now:

It centers around the future of professional selling,

and focuses on those incredible changes that have

taken place during the past three years – more

changes than we have witnessed in the previous

fifty years in fact. We want to extend that dialogue,

and explore what is going to come next.

We do hope that you will come and join us

regularly, adding any views and comments you

may have.

Thank you for your incredible support over the past

seven years. Now let’s move on together shall we?   

Jonathan Farrington

Come and join us HERE

BRING ON THE
SALES THOUGHT

LEADERS

http://thesalesthoughtleaders.com/


FOR MORE INFORMATION VISIT HERE

Why leadership does not fire

these jokers is beyond reason.

One would think these profit draining

albatrosses had some sort of “dirt” on

their bosses or the executive

leadership were even worst

managers. 

Years ago I came across the “10

Ways to Ride a Dead Horse.” The

dead horse could be the new vertical,

any new sales goal or initiative. This

list encapsulates why so many

salespeople are frustrated,

underperforming and looking for new

jobs. 

#10 – Buy a stronger whip. The sales

team is not producing so the bad sales

manager continues to threaten and

beat his or her direct reports.

#9 – Change riders. Finding new

riders is often employed and creates a

negative culture filled with uncertainty

and suspicion. 

#8 – Declare, “This is the way we
have always ridden this horse.”
With community building through

social media and relationship selling

increasing, bad sales managers still

insist on glossy brochures, tell and

sell, fancy PowerPoint presentations,

you get the picture. 

#7 – Appoint a team to revive the

horse. Here is another proven bad

manager strategy.  Let the team take

the blame and I, the sales manager,

am blameless.

#6 – Ignore the dead horse…What
dead horse? Continue to work the

other live horses and ignore reality. 

#5 – Create a training session to
improve your riding skills. This

sales strategy usually works in tandem

with #8 because the training is old

school and does not reflect current

market trends. 

#4 – Outsource contractors to ride
the dead horse. With a belief that our

sales team is worthless, bad sales

managers resort to outsourcing

instead of identifying the two real

problems, a dead horse and their own

incompetence.

#3 – Appoint a committee to study
the dead horse. Everything has been

tried by the bad sales manager so he

or she kicks it (the goal) upstairs or

downstairs.

#2 – Arrange to visit others sites to
see how they ride dead horses.
Have you ever experienced this less

than bad management sales strategy? 

#1 – Harness several dead horses
together for increased speed. How

many times do bad sales managers

bring other poor goals together to get

improved sales performance? 

If your small business or even super

large one is facing poor sales, then

maybe your first course of action is to

evaluate your sales managers.  To

take this drastic action does require

you to handle the truth which maybe

another dead horse you may have to

confront.                                                �

Have you ever
experienced this

less than bad
management

sales strategy? 

Leanne Hoagland-Smith

This article was written by
Leanne Hoagland-Smith.

To find out more about Leanne , visit:
www.processspecialist.com

Time for Leadership to Stop the Bad Sales
Managers and Their Riding Dead Horses
Believe it or not with all the sales training coaching to books on management, there
are still many bad sales managers in small businesses to the Global Fortune 500 firms.
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The Front Row App - making a difference for the Sales Rep ...

Front Row Solutions CRM believes in the sales rep, and with that in mind we have created a sales

reporting system that will help improve productivity and help your company be more successful.

Front Row Solutions is an app based system that allows the sales rep can use any mobile device to

increase sales rep engagement and improve  communication with their company.

Front Row  Solutions UK
Info@frontrowsolutions.co.uk    www.frontrowsolutions.co.uk    +44 (0) 23 9241 5795

http://www.frontrow-solutions.com/


I heard:

� We don’t have enough support

from the company or marketing.

� The salespeople aren’t consistent

in their performance or activity.

� I have no time to babysit because

I’m too busy putting out fires (or

attending meetings). 

� Our competitors have: (a) a new

product (b) surprised us by _____ or

(c) discounted their prices. 

I get it: as a sales leader you have

tons of responsibility upward,

downward, internally, and externally.

Yet with all your responsibilities and

priorities, isn’t getting your sales team

to sell more at the top of your list?

It should be. Take a hard look at

how much daily time you devote

specifically to your team. You might be

thinking, “I hire the best so they don’t

need me.” That’s bunk! Even top

performers need time for strategizing,

getting resources, and high level

problem solving with YOU. 

Following are 4 actions to get your

salespeople to sell more:

1. Schedule one-on-one time with

each salesperson— either

bytelephone or face-to-face.

Reinforce the value and importance of

this individualized time by keeping the

appointment and not letting other

priorities interfere. Give uninterrupted

and focused time to them.

2. Communicate clear expectations.
More than just giving them their

numbers to hit, have a conversation

with them to review and collaborate:

� Their plan and how will they attack it. 

� The type of support they need or

want from you.

� Your check-in points (dates,

dollars, etc.)

3. Provide the opportunity for
them to develop their competence in

selling. The selling landscape has

changed a lot, what worked before

may not work as effectively now. Help

your salespeople navigate these

changes and determine what they

need to do to sell effectively today.

Share new information/resources with

your team: Webinars, books, 15

minute phone conferences. 

4. Bring your team together
virtually or in a room. A big caveat

here: make it meaningful and

productive time for them. Ask them

what they need or want from these

meetings. They will most likely want a

combination of: company updates,

product information, and training

PLUS time to learn from each other.

Your role in building the sales results

is critical and may not be what you

wanted to read here. You may be

thinking, “I don’t have the time,

energy, or resources.” 

I challenge that: as a sales leader,

your team’s output is your job security:

when they lose, so do you. When they

win, you all win. Isn’t winning worth

your effort to find the time, energy, and

resources?                                              �

In the last two days, three Sales Managers have given
me their versions (ahem, excuses) of why their team
isn’t performing at the level they need or expect. 

Hey Managers, Want Your
Team to Sell More?

Isn’t winning worth
your effort to find the

time, energy,
and resources? 

Addressing Lead
Generation Pains in
the Healthcare
Industry
141,952 dials made to hospital executives
in last 3 years; thousands of leads
generated

Leading healthcare IT companies and other
B2B organizations with solutions for hospitals
and physician practice groups have learned
what it takes to effectively generate leads in
this complex environment:

� It takes a team of industry experts with knowledge of changing healthcare laws,
regulations, compliance requirements and patient safety concerns.

� It requires dedicated, senior sales pros with the ability to engage C-level execs in
meaningful conversation around the challenges related to delivering quality, cost-
efficient care.

� And it takes access to a ready, robust prospect database unparalleled in its scope,
accuracy and segmentation abilities.

Healthcare solution providers that recognize what’s required for lead generation success
get better market coverage, improved industry intelligence … and more sales
opportunities.

Increasingly the source for lead generation services in the healthcare industry is
PointClear. Read how clients are benefiting from their association with this Atlanta-based
prospect development firm … and learn more about the results they’ve achieved. This article was written by

Nancy Bleeke.

To find out more about Nancy, visit:
www.salesproinsider.com
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Nancy Bleeke

http://www.pointclear.com/case-studies/healthcare.php


So what’s the problem? The first

answer is: ‘the Directors” the next

answer is “the Managers.”

“Nonsense” you say. “I’m one of

those, and I have explained very

earnestly why we must all focus on

achieving first class relations with

customers.” 

Creating business and profit

enhancing relations with customers

requires the right environment, ethos,

culture and philosophy. You can’t

achieve it by simply telling other

people to do it. You can tell them the

technique for turning “difficult” phone

calls around, but if they don’t feel like

doing it, then they won’t. 

If you and your whole organisation

don’t believe in developing good

relations with all of your customers – it

won’t happen.

When so much time and money is

spent on training people about the

need for constructive relations with

customers, why is it often so bad? For

much the same reason that when so

much money has been spent on

telling people that smoking kills you,

they still insist on smoking. 

The issue is the environment.

There used to be spittoons in bars.

What is a spittoon? It’s a bowl or

bucket into which people spit. Oh yes,

people used to spit into spittoons.

They spat because they chewed

tobacco; they spat because they had

– please forgive the term – phlegm.

For whatever reason, they spat. And

so there were spittoons. So long as

the environment accepted people

spitting, there were spittoons. Once

that environment changed, the very

idea was repulsive. 

Which gets us back to relations

with customers. So long as the

environment in your organization is

tolerant of taking a patronizing,

competing or negative attitude to

customers, some people will do just

that.

What does that mean?

Jargon obscures. There are

various terms used such as Customer

Relations; Customer Care; Customer

Service; Customer Support – and a

few more besides.

‘Customer Relations’ refers to the

principles and practice used by

everyone across the board in a

company in developing and

maintaining a certain quality of

relationship with customers and

prospective customers.

‘Customer Care’ refers to the

techniques and attitudes necessary to

deliver a high quality of service to

customers.

‘Customer Service’ / Support /

Helpline refers specifically to a

department set up to field enquiries

and complaints from customers, so

that operational departments need not

spend time dealing with them. The

term ‘Customer Relations’ may also

be used for this function.

‘Technical Support’ performs a

similar function for technical reasons.

In discussing customer relations,

we are not just discussing the work

of a Customer Service Department.

We need to look at the whole

company wide approach to customer

relations.                                            �

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

When it comes to looking after our customers, quite
often there’s a gap, a huge gap between theory and
practice. There are books about customer relations;
there are videos about customer relations; there are
Gurus (mostly self-appointed) about customer
relations. None of them actually have to deliver
customer relations. That chore is left to what was
known in the last two World Wars as the PBI – as in
“Poor B….y Infantry”- the foot soldiers. The front-line
people, your front-line people. 
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If you and your whole
organisation don’t

believe in developing
good relations with

all of your customers
– it won’t happen.

Customer Service –
The Huge Gap Between
Intention and Reality



applied. Ok, got that off my chest. 

Let's zoom in to a sales call, either

on the phone or in person. Let’s also

assume there has been discovery,

needs analysis, recommendation of

solution with solid value statements

and ROI justification. Ideally, the rep

would have a clear picture of authority,

budget and time frame as well.

Perhaps some buying signals have

been expressed. This could have

taken place over one or several calls,

it doesn’t matter.

Of course, we all know that in the

real world it doesn’t always go that

smoothly. Because if so, they likely

would have volunteered the sale or

you wouldn’t have a problem reaching

them. We love when that happens, but

when it doesn’t, it is our job to not let

this thing get stuck in the molasses of

eternal follow-up.

Gauge the temperature of the

prospect and get a snapshot of

precisely where we are with them. I've

found that it's always best to let the

prospect tell you their perception of

the progression of the sales cycle and

what the next steps should be.

For example, when you reach the

point where you feel things have

moved sufficiently, ask,

� "So, where are we right now?"

� "Where do we sit right now?"

� "How far do you feel we have

progressed to this point?"

� "How close are we to making this

happen?"

� "What are the next steps?"

� "What next?"

� "What needs to happen on your

end to move forward?"

� "How do you see us proceeding?"

� And then...?

Assuming you've done this,

received good information, and the

person truly is a good prospect, then

what?

The success of the follow up is in

direct relation to the success of the

previous call, and what is to happen

next. Pave the way for the follow-up

while still on the previous call.

It involves getting a commitment

that they (the prospect) will do

something and you'll do something as

a result of the call.

Then you can follow up with

something substantive like,

"I'm calling to continue our

conversation of last week where we

had discussed ____ and you were

going to review the statistics I sent

you. I'd like to go through those with

you and I have some additional

information I believe you'll find

beneficial."

On your follow-up calls it's

important to remember that your

prospects are likely not doing pre-call

planning like you. Actually, you should

assume they might not even

remember you. Then you'll make it a

point to briefly review where you left

the previous conversation:

� "The last time we spoke you had

shown interest in..."

� "I'm calling to continue our

conversation from last week where

we had discussed ____ and you

were going to..."

Asking the “Cleansing
Question”
Ok, but what to do with the perplexing

“problem children,” those with whom

we have seemingly done everything

right, but still we are going nowhere

with? Ask the tough question, the

Cleansing Question, when speaking

with them (if you can), or even on voice

mail or email:

“Pat, we have been talking for some

time now, and have agreed this is what

will solve your maintenance problems,

and have a quick ROI. What’s

preventing us from moving right now?”

Move them forward, or move them

out. Get a decision, since the

“maybe’s” cost you money.

When it comes to your pipeline and

follow-ups, activity is not

accomplishment. Use these ideas to

move your prospects forward, and

your sales higher.                                    �

The success of the
follow up is in direct

relation to the
success of the

previous call, and
what is to happen
next. Pave the way
for the follow-up
while still on the

previous call.

Art Sobczak

This article was written by
Art Sobczak.

To find out more about Art, visit:
http://www.BusinessByPhone.com

37Top Sales World Magazine October 2013

Well, of course maybe this

doesn’t apply to you, but my

experience is that many sales reps

have no clue of precisely where they

are in the sales process with many of

the people they are following up with. 

Oh sure you have projections. So

do economists and weather

forecasters.

Yet, we continue to call and write,

leaving voice mails and sending

emails that say "Hey, I'm just checking

in with you, wondering how it's

going...", and HOPING that something

will happen.

It's like running on a treadmill.

There's lots of activity, but you don't

go anywhere.

Although some reps argue that at

least they are making contact and

"touching" their prospects through

their messages, I say, bull. Here's

why: 

1. Repeated messages with no
value puts you in a position where
you're viewed as a vendor. The

more you call to "just check in," the

more the image of the "stalker

salesperson" is solidified. Further,

they become desensitized to your

messages. They see the company

name or your name, and it is viewed

at white noise.

2. You waste time, and money, on a
couple of levels. You are throwing

away time--which translates into

money--by continuing to call those

who will never do business with you.

Not only are you wasting the time

when you actually DO reach them, but

factor in all of the attempts and

messages you leave. And then add

the prep time for each call (You are

doing pre-call planning, right?)

OK, so what should we be doing?

First, I need to put things in

perspective. Everything I present here

doesn’t apply in total to every

professional salesperson, since sales

cycles, processes, buyers and sellers’

situations vary widely. That should be

a “Duh, no kidding.” But, I’m tired of

seeing suggestions written by experts

as if they should be universally

Do you really know where you stand with the prospects
in your pipeline and follow-up queue right now?

How to Quit Following Up With
“Prospects” Who Will Never Buy
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One way to accelerate revenue,

even this late in the game, is to

book each and every deal at the

optimal price. That’s never an easy

thing to do but it’s especially difficult

when it’s year-end and salespeople

are pressured to close deals. The last

thing they want to do is play chicken

with pricing and discount levels. 

How confident are your

salespeople with their pricing?

Prospects know they have extra

leverage when it’s the end of a

quarter. When it’s year-end, they

know the stakes are highest and

they’ll use that knowledge to wring as

much discount out of your pricing as

they possibly can.  

The impact of pricing is too critical

to get wrong. Price too high and you

risk losing business. Too low and

you’re leaving money on the table. 

You can take the guesswork out of

complex pricing and start driving

instant (yes, instant), revenue gains

with PROS Step, a new, easy-to-use,

SaaS solution (meaning affordable

and easy to install and use).

If you have a price book, simply

upload it into PROS Step and it will

automatically analyze your sales

transaction data. 

With Step’s patent-pending

segmentation methodologies, you can

instantly see where the opportunities

for revenue-generating uplift exist and

understand the most profitable way to

segment your transactions,

customers and products.

Wouldn’t it be great if salespeople

could get the guidance they need, to

know exactly how to improve their

chances of winning the deal at the

highest possible price for each

particular customer? 

Step instantly gives salespeople

the optimal price ranges for each

customer based on facts, not gut feel.

Combine that with the ability to

pinpoint and rank your biggest and

best opportunities and you’ve got

what it takes to crank up the revenue-

generating engine for Q4 and beyond.

With the insights you’ll get from Step,

salespeople will confidently sail

through negotiations and close every

deal at maximum revenue every time.

Your salespeople will get answers

to these pressing questions:

� Which customers offer the best

opportunities for additional sales right

now?

� How do I get the value I deserve

for the products I sell?

� How do I increase the probability of

winning each deal?

� What is my customer willing to pay

for my product or service?

The best case scenario for every

company is to yield the most revenue

possible from each territory. Booking

deals at the highest value possible

requires a lot less courage when you

have the benefit of knowledge. I say

take PROS Step for a spin. It won’t

take long to identify specific

opportunities for growing revenue.    �

Take this one “Step” to Quickly Find
Your Revenue Growth Opportunities
The fourth quarter and the year-end are coming at us
faster than a bullet train. Soon, you’ll know if all your
hard work will end in a victory lap or defeat. Will your
salespeople be part of the 37% that hits their quota or
will they miss their revenue goals for 2013? 

This article was written by
Nancy Nardin.

To find out more about Nancy, visit:
www.smartsellingtools.com
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Nancy Nardin

By packaging both hands-on ”how-

to” training for sales Web Tools

and the leading social media

platforms, he delivers real world

results in any sales environment. He

goes beyond the high-level features

review of Sales Web Tools by sharing

tactics and techniques that will get the

most out of the tools selected, while

integrating their use into your existing

sales process.

As a speaker and trainer in high

demand, he brings a high-energy,

action-oriented message that

motivates attendees to action. Miles

also authors the popular Fill the

Funnel blog.

Fill the Funnel is a company that

helps sales leaders, managers and

salesmakers with the selection and

implementation of Sales Web Tools

and the training necessary for your

team to benefit quickly. The last

thing you want is for the

implementation of new tools to

distract your sales team from selling.

Fill the Funnel can minimize the

distraction and maximize your return

on investment.                                      �

Focus On

Miles Austin
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In The Spotlight

Miles Austin is recognized as one of the leading
authorities on Web Tools for sales, leveraging deep
experience in the selection, strategy and tactics
necessary to maximize sales productivity. 

Mailing Address: PO BOX 637  Fall City  WA 98024

Telephone: 206-660-0006

Email: maustin@fillthefunnel.com

Web: http://www.fillthefunnel.com/who-is-the-web-tools-guy/

You can reach Miles at:

If you have a price
book, simply upload it
into PROS Step and it

will automatically
analyze your sales
transaction data. 



How much are referrals worth to you?
THE VALUE OF REFERRAL SALES

$156.1K 

$11.5K 
Q1 Q2 Q3 Q4 Quarter Ending 

22 TOUCH* 

COLD CALLING 

VS. 

AVG SALES/USER/YR 
(@ $6,500 per referral) 

JENNIFER DEROIN
Business Development Director
Nichols Group

“We are a professional services business where trust 
and relationships matter. We get exceptional sales 
results with 22 Touch. It’s dignified, simple to use, 
and creates a steady stream of referred business.”

- JENNIFER DEROIN

Turn contacts into relationships 
and relationships into sales.
Relationships are the key to a successful life and business. Use 22 Touch to connect on 
a personal level with the people who matter. Whether they’re prospects, referral sources 
or current customers, we turn contacts into relationships and relationships into sales.

“22 Touch is an extremely cost-effective and time-efficient way to automate a 
high-touch prospecting system to acquire clients and build your business. I 
highly recommend it.” 

– BILL BACHRACH, CEO
  Bachrach & Associates, Inc.

“22 Touch provides me with the structure I need to connect with my important 
relationships.”

– STEPHEN HOOD
Financial Advisor

“In first month of using 22 Touch I received 4 referrals. It has made a positive 
impact on how I build trust with my prospects and helps me achieve my sales 
goals.” – BARRETT WHITTINGTON

Payroll Services Sales Manager

www.22touch.com

THE PROCESS

90-Day Money Back
GUARANTEEWHAT IS 22 TOUCH?

90-Day Money Back
GUARANTEE

Use our “wizard”
for a fast start

Easily upload 
your contacts

Automatically schedules
touches and reminders

3

Connect with substance 
using system selected 
articles, blogs & news 

5

1

2

Expand your skills with 
our video training series

4

http://22touch.com/what-is-22-touch-video/
http://app.22touch.com/registration
www.22touch.com
www.22touch.com
http://app.22touch.com/registration


It is not uncommon for a scenario to

play out like this one. Your potential

buyer saw an embedded Tweet while

watching their favorite TV guilty

pleasure. With their interest peaked,

they grabbed the smartphone or tablet

device sitting right next to the remote.

They surfed online to do a little

homework. It is this pivotal moment

that Jim Lecinski, Chief ZMOT

Evangelist at Google refers to as the

Zero Moment of Truth. What happens

in those next few minutes is

influencing a maybe, a yes or a no.

Lest, you think this only applies in

consumer oriented (B2C) selling

environments, think again. What the

ZMOT experience looks and feels like

when a business-to-business buyer

first encounters your brand is equally

applicable.

Companies spend a great deal of

money creating and marketing offers

to “buyer personas” without

considering that anyone who interacts

with their company can influence a

sale.  Experience isn’t solely the job of

marketing, sales or even customer

service. We are living in a time when

individuals – regardless of age – are

connected in multiple ways and

through multiple personal networks.

Any encounter they have with your

company has implications to consider

and that is certainly true when you

factor in social media. 

According to Mike McCracken,

Chairman and CEO of McCracken

Alliance, LLC “social media has a

much broader scope of benefits within

companies where they are making

large investments of time and capital

to integrate the use of social media in

human resources, communications

(internal and external), enterprise risk

management, supply chain, product

development, and overall business

strategy. Virtually all corporate

functions are impacted by – and can

gain from – its use.” Benefits certainly

exist, as do risks if not planned for in

advance. No matter who interacts with

your company, how they perceive

your treatment of them impacts

revenue today and tomorrow.

For example, that socially

connected influential your HR folks

didn’t follow up with during the job

application process turned right

around and told 150,000 of their

Twitter followers to boycott you. 

Perhaps your marketing

department just invested thousands in

a social campaign that generated

plenty of buzz but not enough sales

people were trained to handle the

calls. 

Or, maybe the servers that host

your customers’ email accounts went

down and you didn’t bother to

communicate to them what was

happening. Customers had to call

your company to find out what was

wrong. The website said you’d update

people on Twitter about the status of

the situation. There were no status

updates and no one responded to

inquiries made. I know. I was one of

those customers.

At the zero moment of truth, what

will the experience be when someone

interacts with your company? If you

don’t know, I’d like to suggest you find

out. Fast.                                                �

Barb Giamanco

This article was written by
Barb Giamanco.

To find out more about Barb, visit:
http://barbaragiamanco.com/

Experience Matters

At the zero moment
of truth, what will the
experience be when
someone interacts

with your company?
If you don’t know, I’d
like to suggest you

find out. Fast.

43Top Sales World Magazine October 2013

Buyers have choices.  With unprecedented access to
information, they use multiple devices to connect to
people and information. They search out reviews, blog
posts, YouTube videos and peer recommendations.
They educate themselves when and how it suits them.

www.perfectpitch24.com


more effective, not simply more

voluminous. 

Recognizing Trends by
Grouping Metrics Correctly
Tracking useful metrics such as “Dials :

Opportunities : Deals” is the right place

to start, but you need to group them

correctly to get the most value. Imagine

one of your reps makes 500 dials and

then goes on vacation for a week. He

returns at the beginning of the next

month, makes 50 dials, and five deals

close that month. By just looking at that

month you would see a Dials : Deal

ratio of 10:1. Really, though, those

deals came from the 500 dials he made

before he went on vacation. Only by

grouping your data based on your

sales cycle will you get an accurate

picture of this rep’s effectiveness. 

By analyzing your reps’ Dial : Deal

ratios, you will have a better

understanding of the trends affecting

your team’s performance. Did it take

them significantly more dials in

February and March than it did in

January to close deals? Why was this

the case? If you want to reverse this

negative trend, you need to analyze

the data and figure out the real reasons

why your reps are becoming less

efficient at generating deals – instead

of just blindly ratcheting up the number

of dials they make.

Measuring the Quality of
Sales Activities
It’s easy to believe that just because

SDRs are responsible for finding leads

not closing deals, they should not be

evaluated by how many of their leads

convert into deals. This misses the

point, though – your sales team is

measured on results, not activities, so

your SDRs should be too. 

There is no denying that many

factors go into the “Dial : Deal” ratio and

that a lot can happen between an initial

contact and an eventual won or lost

deal. However, measuring this ratio

provides you with a much clearer image

of your process and of your reps’

performance, so you should strive to

use this metric to guide your team’s

efforts. Coach your SDRs to aim for

predictable and repeatable

performance  -- as well as your inside

sales reps (ISRs) once they receive the

opportunities -- and you will have a

much better grasp on your process from

dials all the way downstream to deals. 

Ultimately, a sales manager’s

knowledge of his team’s Dials :

Opportunities : Deals ratio will help him

better understand when to coach his

SDRs (and ISRs) to continuously

improve the ratio by using tactics such

as being more selective about who

they call and using better tactics when

they do. 

How Conversion Ratio Metrics
Can Improve Your Team’s
Performance 
A successful sales manager knows

why one rep has such a good “Dial :

Opportunity” ratio and what he can do

to help the other reps learn from this

success. On the other hand, sales

managers who evaluate a rep’s

performance solely on activity will

incorrectly judge someone who makes

fewer calls but has a higher Dial :

Opportunity ratio even though he is

more effectively creating opportunities,

which overlooks a valuable sales

management opportunity. What is he

doing right? He is probably qualifying

leads well and sending high-quality

opportunities to the ISRs, which is

something you want to recognize and

replicate within your sales team. 

Without measuring “Dials :

Opportunities : Deals”, a sales

manager would have no idea that

Jared Dudley was performing so well.

If you want to increase the number of

opportunities and deals your SDRs

generate, you need to track this metric

- not just tell your reps to make more

calls. If you haven’t started tracking

“Dials : Deals”, start now -- I guarantee

you will see your SDRs become more

effective.  �

But is the logic sound? More and

often than not, this strategy

proves to be ineffective. In sales, like

many things, quantity does not

necessarily translate to quality.

Cranking up the number of dials your

reps make may lead to slightly more

deals, but it will not do so

proportionally – and it is likely to result

in a very low ROI. 

Dials to Opportunities to
Deals: A Better Metric
If you really want to create higher-

quality opportunities and more deals,

you need to track the effectiveness of

your SDRs’ dials, not just the raw

number. Determine what percentage

of dials turn into opportunities and

then into deals and you will have a

much clearer picture of your

prospecting team’s performance –

and, more importantly, what you can

do to improve it.

VPs of Sales should have look at

“Dials : Opportunities : Deals” ratio for

each individual sales rep so they can

determine which of their reps are the

best at producing actual deals as the

result of their efforts, not simply look at

number of calls.

Dials are great, but ultimately

deals are the most important thing –

and if you want more deals, you need

to regularly measure which of your

reps are the best at creating them.

Simply measuring dials will cause

your reps to frantically make more

calls just to hit their number.

Measuring their Dials : Deals ratios,

on the other hand, will cause your

reps to ensure that their dials are
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If you really want to
create higher-quality

opportunities and
more deals, you need

to track the
effectiveness of your
SDRs’ dials, not just

the raw number.

Zorian Rotenberg

This article was written by
Zorian Rotenberg.

To find out more about Zorian, visit:
www.insightsquared.com/

Sales VPs are always pushing sales reps for more deals.
To meet these rising expectations, most companies
resort to the same shopworn tactic: make sales reps do
more calls. This time-tested line of reasoning is easy to
understand, as it makes sense that having your reps
make more dials will lead directly to more deals.

How To Measure Outbound Sales
Prospecting Team’s Effectiveness
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