


Editorial
Making the decision to publish this magazine weekly

rather than monthly was relatively easy, but not

unnaturally the logistics involved with making the transition

was slightly more challenging. However, thanks to our

superb editorial team we managed it, as you can see.

Our feeling was that the four-weekly version was

becoming cumbersome, and in our enthusiasm to

constantly add new features and experiment with new

ideas, we allowed it to outgrow itself. That having been

said, we are aware of one person, in Idaho, who actually

managed to read the last issue from cover to cover in less

than a week, which is really impressive!

So what can you expect from our new slimmed-down

and svelte-like model? Well, apart from the new, easy to

read – and mobile friendly – design, less of everything. We

have gone concise, relevant and dare I say, succinct. 

What we have not done is compromised quality, as you

will witness as you read on. A particularly fine collection of

articles this month, and an entertaining interview with my

colleague and good chum, Dave Kurlan, just for starters.

Do also take the opportunity to download the “Top 50

Best Summer Reads” which we recently published – you

will find details on page 16.

Coming up next week, we announce the “2014 Top 50

Sales Blogs” and I can promise one or two surprises!

Enjoy …

Jonathan Farrington

PS: Do get across to Top Sales World as often as you
can – there are new resources being added every day,
from the world’s leading sales experts, and it is all
FREE.

Stay Connected with Top Sales World ….
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Join our lively LinkedIn group
and rub shoulders with the top
sales experts in the world. 

And follow us on Twitter (we will
follow you back).

https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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This Week’s 
Interview



DK: There are literally thousands of
sales and marketing experts, most
of whom are regularly voicing their
opinions on the best way, the right
way, the perfect way, and the only
way to sell.

In my opinion, most of the
experts are right but only
sometimes.

JF: Can you explain why it’s only
sometimes?

DK: Sure. Inbound experts are

right when they talk about what
works for an inbound marketing
group, but only for companies
where inbound makes sense. If you
work for an oilrig manufacturer with
12 potential customers in the world,
inbound will not make much sense.
If you work for a long-time local or
regional industrial distributer in a
defined territory, the only way to
increase sales is to sell more to
existing customers. Inbound
doesn’t make sense.

Inside sales experts are right

when it comes to inside sales, but
only for companies where inside
makes sense. When there aren’t
follow-on orders, and there aren’t
hundreds or thousands of prospects
for a large sales team, inside sales
may not have a place.

Social selling experts are right
about all things social selling. It’s a
Godsend for salespeople who fear
the phone and won’t make calls. It
gives them a chance to connect and
schedule meetings that they
otherwise would never have had a
chance to book. However, social
selling stops there and traditional
selling takes over. Social selling
doesn’t replace traditional selling.
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If We Can’t Solve World Peace Can We
Agree on How to Market and Sell?  
This week, Jonathan Farrington interviews friend and
colleague, Dave Kurlan.



The JF Interview

Traditional sales experts are
right when it comes to selling, but
times have changed, traditional
sales models have evolved, and for
some companies, social selling,
inbound marketing, and inside sales
must be incorporated into the mix.

JF: None of what you say here
sounds very critical. What’s the
problem?

DK: People are confused. They
read what the various experts say,
watch videos, listen to podcasts and
if they are to believe what everyone
is saying, it is all very contradictory.

JF: So what do you suggest?

DK: We should have a panel
discussion, perhaps at the TSW
Conference in Philadelphia, with
two respected experts from each of
the disciplines: Sales, Inbound,
Inside and Social. And we need to
agree on when, where and how
these disciplines fit together and
stop trying to convince people that
their way is the only way. We’ll end
up like the Middle East, fighting,
warring, blowing each other up,
simply because as a group of Sales
& Marketing experts we are doing a
horrible job explaining where, when,
why and how the various services
fit, do and don’t apply.

JF: I like it!

DK: Let’s do it.

JF: I think we should ….                  �

You can also listen to the audio
version of this interview HERE.

Dave Kurlan is a top-rated speaker, best selling
author, radio show host, successful entrepreneur
and sales development industry pioneer. Dave is
the founder and CEO of two companies, which
between them, have been named four times to the Inc. 5000 list of
fastest growing private companies. Objective Management Group
has been named the Top Sales Assessment Tool for 3 consecutive
years. Kurlan & Associates is a global sales consulting firm. He has
written two books, including the best seller Baseline Selling, and
contributed to many others, including Stepping Stones, with co-
authors Deepak Chopra and Jack Canfield. His Blog, Understanding
the Sales Force, was named a Top Sales & Marketing Blog for 3
consecutive years, he was named a Top Sales & Marketing Influencer
for 2012 and 2013, and was a 2012 inductee into the Sales &
Marketing Hall of Fame. Visit: www.kurlanassociates.com
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Asking Questions of
Presenters: Don’t Steal the
Spotlight
In a room full of people who came
to hear a particular presenter,
moderate yourself. 

If you have a good question or
comment that truly adds value, is
absolutely relevant to the topic, and
is likely to be of interest to all, then
please do contribute. 

If you are trying to work in a
sales pitch, call attention to
yourself, or get free advice that is
not useful to others in the audience,
please restrain yourself. 

If you disagree with the speaker,
weigh your options before
speaking. No one came to hear a
debate, and you may not have
sufficient time to argue your case.
However, if there is misinformation

or an issue you feel very strongly
about, speak up without making it a
personal attack. Succinctly state
your point of view and suggest a
follow-up discussion.

Before you speak up, ask
yourself: “Am I doing this out of
vanity or to add value for this
group?” 

Networking between Sessions:
Don’t Be So Obvious 
A pretense of interest is worse than
no interest at all. You heard in
Networking 101 that you should first
ask about the person you are
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Six industry conferences in eight weeks can be boiled
down to these 5 simple tips about how to avoid making a
bad first impression. 

The Etiquette of Engagement: 
5 First Impressions You Don’t
Want to Make 



Deb Calvert

meeting. (Note the key word here is
“person” and not “sales
opportunity.”) Sadly, the
misinterpretation of that directive
usually takes one of two wrong
turns. 

If the person you’ve approached
could potentially be a prospect, the
wrong turn sounds like this:

“Hi, I’m Jan. What do you do?”

“Nice to meet you, Jan, I’m Sara.
I’m the Imaging Director for XYZ
Hospital System…”

“Awesome! My company sells
imaging equipment, and I’d love to
set up a time…”

The point of first asking about the
other person is so you can form
connections, not so you can scope
out your prey and pounce. 

If the person you’ve approached
is not an obvious prospect, the
wrong turn looks like this:

“Hi, I’m Jan. What do you do?”

“Nice to meet you, Jan. I’m Mike. I
oversee staffing for ABC…”

Jan’s eyes are now obviously
wandering across the room, looking
for her next target. Mike continues

to talk but Jan’s body language
makes it clear that she has checked
out.

Let me repeat. The point of first
asking about the other person is so
you can form connections. Being
dismissive when you don’t
immediately recognize a sales
opportunity is downright rude.
When you genuinely connect with
one person, you have access to
others they know. Networking is a
contact sport, and you need to
make a lot of contacts to eventually
get the best ones. 

Networking at Receptions:
Don’t Embarrass Yourself
In a business setting, an open bar is
not an open invitation to drink as
much as possible during the event.
This isn’t the right place for putting
yourself in the spotlight. You don’t
need to be the life of this party. 

Keep in mind that while most
people attend these event s to meet
others in a more relaxed setting,
there is still a professional decorum
that’s expected. 

Post-Networking Connections:
Don’t Get Diluted by Other
Connections Made
Don’t wait until you’re back in the
office to reconnect. During the
conference, periodically connect on
social media and/or e-mail with
people you met that same day. 

This will instantly differentiate
you from other sellers who follow-
up with calls 2-3 business days
after the conference. By then, the

name/face association is lost. It’s
harder to get through, and it’s
harder for you to remember, too,
what you and your new networking
connection talked about. 

When you call, you’ll already
have a LinkedIn connection
established and a whole lot of
information to work with. Build on
the conversation(s) you’ve had, and
keep it as natural as any follow-up
call would be when it’s based on a
strong and established connection.

A Special Note to Conference
Exhibitors: Don’t Play a
Numbers Game
Not everyone who passes by your
booth is a prospect. You are
missing opportunities to connect
with your best prospects when you
try to force demos and giveaways
on everyone. 

Unlike the networking events at
this conference, you are in sales
mode when you staff a booth. So
act like it! Be smart about who you
talk to, what you talk about and how
you present yourself, your brand
and your company. If you have an
interested prospect, spend quality
time and/or set a follow-up meeting.
Do not go for quantity over quality. 

Roll it all up and here’s the big
takeaway. It’s all about the people.
Connect with them, respect them,
treat them with dignity and
demonstrate your value through
your actions. Consider how you’d
like to be treated, and then do the
same for others.                                �
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You can find out more about Deb Calvert 
by visiting: http://peoplefirstps.com/

It’s all about the people.
Connect with them,
respect them, treat

them with dignity and
demonstrate your value

through your actions.

http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
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DOWNLOAD HERE

http://www.millerheiman.com/Knowledge_Center/Knowledge_Center_Articles/Sales_Performance_Research/2014-Miller-Heiman-Sales-Best-Practices-Study-Exec/


Like it or not, clients looking for
another way to mitigate risk, are

pressing sales organizations to
share the risk. “At risk” pricing
usually apportions a percentage of
the fee to a guarantee of
performance. Over the past weeks
“at risk” pricing has continued to
come up and thought leaders such
as Anthony Iannarino are pro at-risk
pricing under the right terms. 

A demand to share risk isn’t
surprising with clients in the driver
seat. When I led Richardson, only
once was at risk a part of an
agreement and while part of the fee
was at-risk it was balanced with
premium pricing. The approach
worked very well for all us. 

Sometimes shying away from at-
risk pricing is the judicious thing to
do. Disadvantages include
uncertain revenue, complexity,
wrong metrics, disputes, an easy
out… Benefits, on the other hand,
include shared objectives, flexibility
to meet client needs, negotiating a
larger reward, competitive
advantage. 

When you and your client are
clear about outcomes and metrics
and you believe in your solution, at-
risk pricing could be a useful
alternative pricing strategy. If

someone tells you there is a penalty
for taking an action, for example,
changing a flight, the reasonable
response is to find out the amount
of the penalty and weigh that
against the gain.

Ask yourself:
� How important is this business?
� How far apart are you on price?
� Is the major competition offering
to share the risk? (what , how, for
what part of the deal etc.)
� What is the risk? 
� Who’s sharing it?
� What is the level of your control?
� How will the outcome be
measured?
� What is the long-term
relationship impact?
� Can you limit the scope to a time
when you prove value?
� Will it be mutually beneficial?
� What percentage of the price
would you put at risk?
� What is your negotiation
strategy?

It is a new world with a new buyer. I
believe in being paid fully for value
delivered—but also in creative
strategies and experimentation. If
you do share the risk, make it a
win-win.                                             �

Linda Richardson is the author of
Changing the Sales Conversation,
Jan. 2014 
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“At Risk” Pricing: Putting Your Money … 

Why do some sales close while others don’t? I am a
strong advocate of win-loss reviews as an unparalleled
way to answer this question. Among a group of win-loss
reports I reviewed recently willingness to offer “at-risk”
pricing emerged as a newer differentiator. 

You can find out more about Linda Richardson 
by visiting: http://lindarichardson.com/

Linda Richardson
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Today, there is more pain around prospecting
and lead generation and more controversy over
the methods of sourcing prospects, than any
time in the history of selling.

With one in every two B2B salespeople left to
their own devices to generate leads, and buyers
more resistant than ever to those prospecting
efforts, we thought it timely to ask the experts
for their insight and advice on effective
prospecting methods.

This new 100+ page eBook produced by
WittyParrot contains tips from 23 sales experts

and practitioners that provides actionable
insight for salespeople.
Whether selling over the phone in inside sales,
calling to set up a meeting in person or selling by
walking around, I guarantee there will be at least
one tip in this eBook that will be new to you and
of value in getting  appointments with
prospects.

Included in this eBook 

� 23 Prospecting Tips from the Experts
� All tips are current, relevant and actionable
� 100+ pages of priceless content

Inbound marketing,
email marketing,
social selling, cold
calling, referral based
selling; - you name it,
any way that you can
reliably generate
quality leads that
works for your
business is goodness.

You are invited to download our new eBook.

http://www.wittyparrot.com/expert-prospecting-tips-ebook


Etien D’Hollander

The job of the sales rep may not
have evolved that much over

the last decade or longer, but the
technology surrounding them
certainly has. The use of mobile
devices such as smartphones and
tablet computers can be used for
the benefit of the sales rep, but only
if they’re connected with the right
app. 

Many CRM vendors build
solutions that seem to have more
bells and whistles than any
organization could ever possibly
use. However, the one place where
they seem to come up short is in
their offerings to the sales
department. In particular, too many
vendors have skimped on mobile
solutions that allow the salesforce
to generate sales reports quickly
and easily. 

The new mobile solutions
require a redesign of the CRM to fit
the smaller screens and offer only
what is vital to the sales rep while
they are in the field. This means
that application menus need to be
tweaked so the user can navigate
with fewer “clicks.”

Mobile CRM might have seemed
like a luxury just a few years ago
when smartphones were still
relatively new in the
telecommunications space, but
people are now beginning to
demand better solutions. It’s not
just the sales reps who are looking
for better solutions – executives
want to be able to review reports

while they’re on the go and
technicians can’t always be knee
deep in server banks.  This means
they too are demanding solutions
when they can’t be on site.

However, it’s the salesforce that
has the most interaction with
consumers, which means they
have a lot to share about customer
behaviors that can help guide
company strategies well into the
future. It’s not always about the
information the sales rep can share
with the company – it’s also about
what the company can share with
the rep while they’re on the job. For
instance, with the right mobile CRM
app, reps can have access to
product pricing, customer account
information and other valuable
information that assists them in
making sales.

The CRM of the past included a
scenario where the sales rep
reported to the office and looked
over the appointments for the day,
headed out into the field and made
their sales pitches, took notes with
paper and pen, came back to the
office and entered everything into
the CRM system. When sales reps
are allowed to upgrade to a
sensible mobile CRM solution, they
can spend more time in the field
where complete reports can be filed
within a minute.                                 �
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Mobile CRM Software Connects Your Sales
Department to Your Entire Organization 
Too many organizations are putting their sales reps in the
field under equipped, which means they can’t effectively
communicate what’s going on with the customer. The
right mobile app can offer a connection through the CRM
solution that leads to results.

You can find out more about Etien D’Hollander 
by visiting: http://www.frontrow-solutions.com/
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http://info.avention.com/CRUSH-EXEC.html?UTM=70160000000oM3w


Tamara Schenk

Developing a big picture on
vision, mission, purpose and

core values is the first step in
creating a meaningful charter for
each of your sales support
functions, such as sales
enablement or sales operations.
Such a charter is a key resource in
various situations, because it tells a
compelling story with consistent
messages. Today we cover part
one - vision, mission, purpose.
That’s the part where you as a
sales leader should be deeply
involved. A follow-up post will show
how to complete the charter.

Vision – the desired future
state 
It describes WHERE you want to
be, and what you want to achieve
on a high level. To develop a sales
enablement vision, the
organization’s vision has to be
mapped to sales. Visions for sales
forces often have to do with
transformation from product to
outcome oriented selling. If so, your
vision can describe being the
leading function that drives this
transformation to create more
customer value in complex buying
environments. It’s of course
different if sales’ vision is to build
partner channels. Visions are a top
down approach. You cannot put the
cart before the horse.

Mission - current state leading
to the future state
A mission defines HOW you will get
to where you want to be. An
example for sales ops could be
defining and executing a sales
operations framework to provide an
integrated value creation process
from prospect to contract, powered
by technology. An example for a
sales enablement mission could be

defining and executing a cross-
functional enablement framework
to provide integrated services,
tailored to an outcome oriented
sales approach, powered by an
enablement platform. 

Purpose and core values
The purpose answers the question
WHY a certain sales function
exists. A purpose could be that
sales enablement orchestrates the
various sources of capability and
situational knowledge to create
integrated enablement services.
Core values show how you and
your teams will behave along the
journey to achieve the vision. Three
core values are always highly
recommend – collaboration,
accountability and leadership.

Don’t underestimate these three
steps. If these fundamentals are not
defined properly, you and your
functional leaders will need much
more time to sell every single
initiative internally. Invest your time
wisely, and develop vision, mission
and purpose for your core sales
functions!

Watch out for the next post
where we’ll talk about the second
part of your sales functions’
charters – objectives, strategies,
tactics, services and metrics.          �

Defining Sales Functions And Programs -
Why You Need Vision, Mission, Purpose First
Defining sales functions and programs effectively requires
a structured approach. But definitions create value only if
they are adjusted to your organization’s specific context. 
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You can find out more about Tamara Schenk 
by visiting: http://blog.tamaraschenk.com/
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Buy Now

http://www.acumenmgmt.com/Books


Ken Thoreson

This is especially true for first time
sales managers. In many of my

consulting projects and workshops,
we work with entrepreneurs and
corporate sales managers who are
being introduced to the sales
leadership role for the first time. If
they have been in that role for more
than four months, they are
SLAMMED! 

What happens? Sales Managers
are faced with fixing problems,
recruiting, chasing revenue
opportunities, working with their
peers and upper management
demands. Time management
becomes critical, creativity and
solutions to the daily (hourly)
problems are required. To-Do Lists
grow. In the end because of a lack of
training or lack of mentorship they
fail.

To give first time sales managers
a fighting chance to win and
succeed they need a few basic
objectives. I have read many books
aimed at Sales Leadership that were

academic in design or filled with
theory, new Sales Managers need
ideas, tools and insights on sales
leadership issues. 

First the basics, the first time
sales manager needs to understand
both the tactical and psychological
aspects of the job as it relates to
both the leadership as well as the

management aspects of the
position: 

1. Personal Leadership and Growth
Development
2. Executive Leadership and
Strategy
3. Creating and Maintaining a High
Performance Cultures
4. Sales Management: Building a
Plan

Second, the first time sales manager
requires training and insights into the
day to day and quarter to quarter
tactics of building a high
performance sales team. They
need:

� systems in place to train, manage
and recruit more effectively,
� the right mindset to leading a
sales team 
� to understand how to coach
� to build sales management
systems to better understand their
formulas

His latest book is, Ken’s 5th book:
SLAMMED!!! For first time sales
managers is now available:
http://www.acumenmgmt.com/Books
The guide is certain to become a
reference book that every reader
will thumb through on a weekly
basis. 

Ken provides Keynotes,
consulting services and products
designed to improve sales
performance.                                    �
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18 months - The Life
Span For a Sales
Manager. SLAMMED!
It seems amazing but when you analyze it, something’s
never change. During the past 16 years of consulting with
organizations around the world I have seen the same
scenario repeated in all sizes of organizations; the sales
team is not performing and a new sales manager is hired.
The result? In most cases near the 18 month point
another change happens. 

You can find out more about Ken Thoreson 
by visiting: http://www.AcumenManagement.com
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Download Your FREE Copy HERE
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Top Sales Article & Blog Posts

Does anyone, besides me, get a little

tired of the buzz words thrown around

in the sales profession? Salespeople

are told to be trusted advisors,

consultants and solution

salespeople. Just what does all this

jargon really mean?

Let’s go back to Webster’s

Dictionary. Trust is defined as

‘assured reliance on the character,

ability, strength, or truth of someone

or something.’

A key word to note is truth. How

many of your prospects really believe

you are showing up to seek the truth

and do the right thing for them? Think

about it. Sales is a broken model. You

don’t get paid unless you sell

something! No wonder prospects are

skeptical about your intent.

Here are three things that you can

do to assure prospects that you can

be trusted and have their best

interest in mind.

#1:   Follow your parents’ advice.

Tell the truth. Tell the truth so you

don’t have to remember what you

said or did. It’s good parenting advice

and good sales advice.

For example, if your company

can’t deliver a product on-time ...

Are you spending your sales and

marketing efforts in the wrong area?

Are your prospects clicking away

without action? How are you

delivering your messages and

information to those most important

to your business success? The

majority of sales and marketing

efforts are based on outdated

thinking

and assumptions that these same

executives are viewing your emails

and online information from a

desktop or laptop computer. The truth

is that these people who hold the key

to your sales success are not at their

desks while viewing your emails or

even doing research about you or

your company. They are on their

smartphones. Results from a survey

of 23,500 executives conducted by

IDG Global Solutions verified what

we should already know - “Most

senior executives are using a

smartphone to research business

products and services”

Look at those results.

77% of senior execs used their

phone to research your product or

service. Are you prepared?

Half have bought IT products ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Trusted Advisor or Typical Salesperson?
By Colleen Stanley

This Week’s Top Sales Blog Post
You Are Losing New Customers Before You Ever Talk To Them
By Miles Austin
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here:

http://topsalesworld.com/advertise/

Click on our Sponsors to find out what they can do for you.

Our Principal Sponsor is

A very special thank you to our
Top Sales Sponsors for their continuing

support and loyalty
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http://www.achieveglobal.co.uk/
http://www.avention.com/
http://bit.ly/w0TvDt
http://www.wittyparrot.com/
https://www.clearslide.com/
http://www.toplineleadership.com/
http://bit.ly/WGgUVv
http://www.revegy.com/
http://bit.ly/Sq6WU6
http://www.mhiglobal.com/

