Editorial
t has been an extremely busy month here at
Camp TSW: Last week we announced the
2014 Top 50 Sales Blogs; today, we are
unveiling this year’s Top Sales Academy,
and next week, we open the nomination gates
for the 2014 Top Sales & Marketing Awards.
I am particularly excited about the
Academy, because this year, we have
dedicated one whole week to each of our 9
TSW communities. That means you are going
to be able to enjoy 5 presentations on your
chosen sales “speciality” delivered by the top
sales experts in that particular field. We are
currently finalizing the Faculty, but suffice to
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say, it will be populated by the best of the best
sales gurus in the world. Oh, and it is all free
to register and attend.
Ok, do enjoy this week’s excellent edition …
Jonathan Farrington
CEO
Top Sales World
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 ….
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).
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How Front Row Solutions are
Changing the Face of CRM
Jonathan Farrington interviews Etien D’Hollander.
JF: Tell me about Front Row
solutions. Why did you create it?
What was your goal?
ED: For thirty years I worked for a
number of companies and had a lot
of opportunities to work with different
CRM systems: as a sales rep, as a
sales manager and as an executive.
I found them wanting in every aspect
as to what they were supposed to
deliver. As a sales rep, they were
difficult to learn and use. As a sales
manager, they gave me little insight
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into sales activity. And as a sales
executive, they had very little impact
on improving the revenue or the
performance of the company I
worked for. When I researched the
CRM industry, I was not surprised to
learn that CRM failure rates were 6080% and compliance levels for sales
reps to submit sales reports was
30% or less.
My goal in creating Front Row
was to provide impactful information
to the management team and to
engage with the sales reps to

provide a fast, easy and productive
tool. If we could accomplish those 2
goals, the 3rd would follow since the
company would now have the
information at hand to improve
performance and revenue.
JF: What’s the difference between
your CRM system and other CRM
systems?
ED: First and foremost, our goal is to
provide
significant,
actionable
insight into all customers and sales
rep activity which will dramatically
improve the revenue and profitability
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of the companies that we work with.
We see this as the as the key
component that a CRM system
should deliver.
We believe that sales reps are
the front line of all companies and
are closest to the customer.
Information from them is critical for
success. When we analyzed the
CRM’s currently available, we
discovered
that
they
were
predominantly developed by I.T.
personnel and not necessarily sales
rep friendly resulting in low
compliance and poor information
flow. Front Row was developed by
individuals with many years of
experience in sales and sales
management, resulting in a tool that
is much more practical for the sales
rep to use. By changing the focus of
the CRM to one that satisfies the
needs of the sales rep, we have
been able to achieve our goal. Front
Row is the only company that allows
a sales rep to submit a sales report
immediately after a sales call in less
than sixty seconds from any mobile
device, delivering real time insight
into all sales rep and customer
activity. We have companies enjoy
sales
rep
compliance
rates

My goal in creating
Front Row was to
provide impactful
information to the
management team and
to engage with the
sales reps to provide a
fast, easy and
productive tool.

approaching 100% along with a 2050 percent increase in sales rep
productivity. This change in outlook
towards a sales rep focused CRM
system has resulted in an improved
information flow and enables our
clients to achieve their goals of
improved revenue and profitability.
JF: So the premise behind your
system is enabling sales reps to
do sales reports in sixty seconds
from the field: how do you
accomplish that?
ED Front Row is a 100 percent
mobile, app-based system. We work
with our clients to create a custom
sales process activity card. The
activity card is a series of questions
that the management team would
like the sales rep to answer after
every sale’s call. Those questions
along with all the sales reps clients,
are loaded into the app. The app will
automatically ask the sales rep to
answer that set of questions by a
click through process. Five seconds
after answering the questions on the
activity card, the information has
populated the databases and
dashboards for management to
review.
JF: How does your system impact
the sales manager, someone I
believe is the most neglected part
of the sales team?
ED: I agree, Jonathan, I think sales
managers have a difficult job. In my
opinion, a sales manager can be

either a cheerleader or a coach
depending on the information
available to them. Most sales
managers are cheerleaders. They
are forced into this role simply
because to be a coach, you have to
have information: you have to have
insight, you have to have analytics
and you have to be able to identify
strengths and weaknesses. Without
that information, the only thing you
can be is a cheerleader. When
companies use Front Row, we
empower the sales managers to
become coaches. We provide all the
key real time insight and metrics that
they need to become a coach.
JF: What are the challenges and
opportunities facing Front Row in
the future?
ED: Front Row is a sales oriented
CRM system. Our primary contacts
are the sales managers and the
presidents of companies. Typically,
companies regard a CRM system as
a technology tool so logically involve
the I.T. manager in the decision
making process. Unfortunately, I.T. is
drawn to complicated tools that are
difficult for sales reps to use resulting
in poor compliance, less information
and older data. This is both our
challenge and our opportunity – to
prove that less is more (simple is

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

You can find out more about Etien D’Hollander
by visiting: www.frontrow-solutions.com
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In sales management, you have two choices. You can develop your leadership skills to
catapult your professional success and that of your teams or you can continue to perform
at status quo. Today, a company needs every possible efficiency, effort and effectiveness
from its sales management and salespeople to get ahead and emerge at the forefront of
industry. Those companies that innovate are growing and this top-rated two day
conference is jam packed with sales management leadership training to help drive
innovation by showing sales leaders how to strategically grow sales.
Whether you have 3 salespeople or 3,000, an underachieving team or a sales force that
performs well, the competencies necessary to transform your sales force into a cohesive,
over achieving team are the same. On September 10-11, we provide the tools, strategies,
tactics, mindset, knowledge and practice that you'll need in order to transform your sales
force and grow revenue and profit.

Full Details Here

Geoffrey James

The Real Truth About Sales Process
Sales process is not about how you sell but how the customer buys.

very company needs a sales
process, right? Well, sort of. The
sales process inside most firms look
something like this:
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make, in the order that the customer
wants to make them. In B2B selling,
the buying process usually looks like
this:










 The customer decides there’s a

Engage customer.
Investigate needs.
Present a product.
Demonstrate the product.
Propose a purchase.
Negotiate terms.
Answer objections.
Close the deal.

There’s only one problem: this kind of
sales process never works.
Here’s why. Customers don’t
want you to sell anything to them.
Customers have their own idea
about how they want to buy
something. They deeply resent it
when you try to make them dance to
your pre-determined tune.
To be effective, a sales process
must be based upon the customer’s
buying process, which is the set of
decisions that the customer wants to

problem or opportunity.
 The customer quantifies the
economic consequences.
 The customer decides to commit
funding.
 The customer defines their
selection criteria for a solution.
 The
customer
evaluates
alternatives for benefits and risks.
 The customer selects a vendor
(or decides not to buy at all).
Your “sales process” must adapt to
the decisions that the customer
needs to make at each stage of their
buying process. For example,
suppose a customer accesses your

website and asks for some
information about, say, your supply
chain software solution. At that point
you already know that the customer
has decided there’s a problem or
opportunity.
Therefore, the next step in your
sales process is to help the customer
quantify that problem or opportunity
in financial terms so that it can be
prioritized versus all the other
financial demands inside the
customer’s firm.
More importantly, introducing
those elements into the discussion
will distract you from the next two
steps, especially defining the
selection criteria, where your real
challenge is to ensure those criteria
emphasize your offering’s unique
features.
Furthermore, if you’re trying to
answer objections and close the deal
before the customer has quantified
and prioritized the finances, you’re
setting yourself up to spend a lot of
time selling to a customer who may
not really see the need to buy.
So here’s the real truth about
sales process: it must be adaptive
rather than manipulative.
Make that crucial distinction and
your sales process will help, rather

than hinder, your sales efforts.

You can find out more about Geoffrey James
by visiting: www.geoffreyjames.com
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Advertise, Partner,
Promote, Publicize
Whatever your requirements or the
size of your budget, we can tailor a
package for you: We have
incredibly attractive 12-month
partnership opportunities; major
event sponsorship availability or
straightforward one-off promotions.
Our magazine reaches over
200.000 subscribers every week,
and the combined Twitter reach of
the TSW contributors is 1.5 million!
Top Sales World is now the most
visited, most popular, most exciting
and most significant sales related
site – period. Do take a look at the
comprehensive prospectus HERE

Babette Ten Haken

7 Warning Signs you’re dealing
with Scope Creep
Congratulations! You’ve just been awarded a lucrative
contract. That’s when the customer lets you know: “Oops,
since we last spoke, the RFP was for ‘this’ but now it’s
really for ‘that.’ Can you still deliver?”
f you answered “Yes” to their
question, you are stuck now. You
accepted a contract to provide
deliverables at a negotiated price.
The true scope of the project is now
twice what was stated in the RFP.
If you didn’t leave yourself room
to negotiate, your customer just got
a real bargain.
Before you respond to your next
RFP or RFQ, let’s deep dive into
what can happen during a project to
throw things off-course and out-ofcontrol.
Otherwise,
you
will
constantly be over-delivering and
under-compensated
for
your
expertise. That’s not a viable

I

business model for you.
Scope
creep
refers
to
uncontrolled changes or continuous
growth in a project’s scope, which is
not accompanied by an increase in
budget, resources or change in
schedule or timeline.
The major causes of scope
creep include:
1. The customer focuses on the
anticipated deliverable and doesn’t
consider the complexity of what’s
involved in moving from Point A to
Point Z;
2. The executive sponsor or project
manager is weak and/or is a poor

communicator. Meetings become
nonproductive
and
noncollaborative;
3. Extraneous disruptive factors
occur in the marketplace, industry
vertical, supply chain and economy;
4. Your client takes advantage of
your favored relationship by asking
for a number of pro-bono, nonbillable extras: extra time, extra
coaching, extra deliverables;
5. The customer team is unable to
maintain schedule and process.
They cancel meetings, disrupting
project flow and extending your
timeline-to-completion, impacting
upcoming scheduled projects;
6. Your client views you as an
“hourly employee” instead of a
highly compensated consultant who
is not subject to the whims and
inconsistencies of corporate culture;
and
7. You continue to deliver services
when payment hasn’t been received
for prior services, because you are
afraid of losing the business.
Do any of these warning signs
sound familiar? If you have an
unprofitable track record full of
projects that resemble herding cats,
make sure you cover each of these
points in your next contract

negotiations.

You can find out more about Babette Ten Haken
by visiting: http://babettetenhaken.com
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The FIVE Critical Sales Challenges Facing
Every Company, Everywhere ….
I have been contemplating what I believe are the most
significant challenges most companies are currently
facing, and I have managed to reduce my list to just five.
Challenge One: Finding the
Opportunities
I am continually surprised to
discover just how few companies
have
a
formal
business
development strategy. The norm
appears to be "If we throw enough
mud at the wall, some of it is bound
to stick ... eventually" For "mud" you
should read "resources" This
"Quixotic"
mantra
is
costly,
unproductive and naive.
There are so many solutions
available today, which assist frontline
sales
professionals
to
accurately
target
potential
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clients/customers - not to mention
resources like LinkedIn etc. - it is
incomprehensible to me that the
majority of organizations are still
flailing in the dark.
For example, how many
companies do you know that can
tell you exactly what each lead is
costing them?

Challenge Two: Sales
Enablement
It is estimated that between 56%
and 58% of front-line salesmen and
women will fail to hit quota this year.
Why? Targets set too high? Maybe

in some cases it could be
suggested that in a continuing flatline economy, expectations were
unrealistic. But my personal opinion
is that we are now witnessing the
inevitable results of all those
training budget cuts, which were
implemented three or four years
ago, when the recession began to
bite.
The reality is that you cannot
expect an under-equipped and an
inadequately armed army to win
battles, let alone the war.
There is ample and reliable
evidence to suggest that for every $
spent on appropriate and relevant
sales team development a return of
$100 should be anticipated in
incremental revenue gained - it isn't
rocket science.
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Jonathan Farrington
But do note the highlighted
words - appropriate and relevant.

Challenge Three: Customer
Retention
For more years than I can
remember, I have been "crusading"
for greater customer focus, and for
organizations to work to prevent the
constant drip, drip, drip of departing
clients out of the back-end - almost
as fast as new ones are coming on
board at the front-end. How many
times do we commentators have to
point out that it costs at least 15
times more to first attract, then
qualify, and then sell to a new
customer as it does an existing
one? How many times do we have
to highlight surveys that shout at us
that the most common reason
companies change suppliers is
because of a perceived lack of
interest? 71% was the number I
heard last.
How many vendors do you know
who have, amongst all the data they
examine every year, accurately
calculated the true cost of all the
customers they lost in any given
period? And if you do know any, I
am prepared to wager that not one
of them included the total costs of

Show me an underperforming sales team,
and I will show you an
incompetent, poorly
trained and inadequate
sales manager: This
role has now become
critical.

winning that customer in the first
place!
The reality is that standards of
customer care have never been so
bad - it is a self-perpetuating
downward spiral. We actually no
longer remember poor service, we
expect it; but we are surprised when
we receive good service. How sad is
that?
The good news is that any
company, who is prepared to raise
their game by just a few percentage
points, will stand out from the
mediocre rest!

Challenge Four: Controlling
Costs
Nobody should ever doubt that the
successful formula for any company
looking the survive today - let alone
thrive - is to constantly look at ways
to reduce costs, whilst increasing
profits. Note my emphasis on profit,
rather than revenue. A very wise old
mentor of mine - a keen golfer once said to me "Jonathan, we
always drive for revenue, but we
putt for profit" and how right he
was/is.
It is a fallacy to believe the
responsibility for ensuring an
organization's financial health and
stability lies solely with the grey men
in accounts. Every individual has a
part to play, and especially the sales
team - the engine room of any firm,
because although it has become a
well-worn cliché, nothing really does
happen until we sell something.
Our role is to maximise the
profitability of every single deal:

That means examining the true
costs.
Net margin is NOT simply selling
price less buy-in price. True
profitability takes into account all of
the costs associated with creating
the lead in the first place; it allows
for all of the pre-sales meetings,
including qualification, face-face
presentations and negotiation these are all time consuming and
cost bearing activities. Then there is
the value we must place on aftersale support, or technical input.
Only when we truly understand the
real cost of each sale, can we begin
to understand how we are able to
improve our profitability.
Much of this is down to control,
and that leads me onto ...

Challenge Five: Leading from
the Front
The average tenure of a sales
manager today is less than two
years - actually, if the manager was
promoted from within, because they
were
the
most
successful
salesperson on the team, the
average duration comes down to
eighteen months. These statistics
are quite shocking, but not
surprising. This role has become the
least secure in most organizations
today.
Show me an under-performing
sales team, and I will show you an
incompetent, poorly trained and
inadequate sales manager: This

role has now become critical.

You can find out more about Jonathan Farrington
by visiting: www.thejfblogit.co.uk
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Nancy Nardin

A Mobile App that Drives Sales
for Uber Road Warriors
In this sales tool snapshot, I’ll take a look at a solution called
Badger Maps that’s designed for salespeople who spend
most or all of their day out in the field making sales calls.

hen you’re out in the field all
day (and preparing for your
day in the field), your needs are
very different from your more
stationary counter-parts. For field
salespeople, geography matters—
a lot. Your sales efficiency is
dependent on how wisely you use
your time and that is dependent on
how densely you can pack your
sales visits into a geographic area.
Geography isn’t the only
efficiency factor, however. Field
salesperson also neet to call on the
“best” prospects during your day.
What does “best” mean? Well, it
could mean those prospects that
are in a particular sales stage. Or,
“best” could mean prospects that
you’ve never called on before or
that you haven’t called on within a
certain period of time.
If you think that you’ve already
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got what you need because you
have access to CRM and to a
navigation system on the road, you
are missing out. These two
separate
apps
work,
well,
separately.
CRM
and
a
separate
navigational system don’t work
together to deliver the power that
Badger Maps delivers to uber
road warriors.
 Badger taps into your CRM to

put current customers and leads
onto a visual map.
 It helps you decide who you
should visit. Filter many ways: days
since last visit, size of sales
opportunity, forecasted close date.

 It

auto-optimizes your route
based on the customers you want
to visit each day.
 It determines how much travel
time is needed between calls and
even alerts you when you need to
“wrap-it-up” in order to make your
next call on time.
 It does real-time searches for
new prospects that aren’t yet in
your CRM system and adds them to
the map.
 It gives you finger-touch access
to important customer details like
phone numbers, notes, website,
and operating hours.
 It’s integrated with Salesforce
CRM and can sync with other CRM
systems if desired.
 It simplifies the process of call
disposition reporting.
 It allows an inside sales person
to schedule, view and alter routes
for their outside reps.
There are other smart mobile tools
for field sales reps, but Badger
gives uber road-warriors what they
need to drive sales. $15/
user/month for individuals and just
$35/user/month for enterprises. 
For a free trial, head over to
www.badgermapping.com.

You can find out more about Nancy Nardin
by visiting: www.smartsellingtools.com
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Miles Austin

Results You Can Achieve From
The Visual Impact of Mind Maps
Tony Buzan, the creator of mind mapping, outlined some
guidelines for creating mind maps. Most of them focused
on the visuals. He said that you should make your maps
as colorful and vibrant as possible, with a great deal of
images, graphics, symbols, and creative lettering.
he reason for this is that visuals
help communicate the ideas
behind your mind maps. They also
make the maps easier to
understand and recall.
One final benefit of visuals in
mind maps is that they make it a
creative and fun activity, and that’s
exactly what mind mapping should
be. As opposed to the left-brained
analytical methods of list making,
outlining, and so on, the mind map
uses both sides of the brain,
including the creative right side.
If you’re still not sure where to go
with mind mapping or kicking the
tires, here’s a great way to get you
thinking about it with both sides of
your brain. Go to Google or another
search engine and perform an
image search for the keyword ‘mind
map.’
You’ll get a wide variety of
creative mind maps that explore
various topics in many different
ways. There’s no better way to
inspire yourself to get into mind
mapping than to see the many
ways it can be done.
Try searching for the keyword
‘mind map’ and a topic you’re
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interested in or thinking about using
mind maps for, and you’ll certainly
find something that will inspire you.
Luckily, artistic talent is not a
requirement for creating mind
maps. If you feel that you’re not

handy enough with a pen and
paper, you can create mind maps
on the computer using software
programs. These programs offer a
wealth of visuals to play with. Some
programs offer more than others,
so check out a few before you
purchase.
Mind mapping is more than just
an
organizational
tool
for
businesses, it’s a creative activity.
Buzan understood that, and that is
why his guidelines call for colorful

visuals.

You can find out more about Miles Austin
by visiting: www.fillthefunnel.com
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Top Sales World News

Top Sales Academy 2014 is
coming to a PC near you from
October 1st.
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Top Sales Article & Blog Posts

This Week’s Top Sales Article
Is Your Need for Approval Holding You Back
from Sales Success? By John Doerr
ow many times have you left a
sales meeting and thought, “I
should have said that…”?
Or, during a meeting, as you
listened to what a prospect was
saying, you thought, “That’s not
right; he will be making a big
mistake if he goes down that path,”
but you never voiced your opinion?
Or,
perhaps
even
more
dramatic, you got the sense, “This
guy is holding something back. I
need to get to the bottom of this.”
But, again, you said nothing?
In all of these examples, what
usually keeps you from saying the
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things you want to (and should) say
is a strong need for approval from
your prospects. You want to be
liked, and in some cases loved,
more than you want to close the
deal. Research1 that includes more
than 500,000 sellers estimates that
47% of sales people have a need
for approval to the extent that it can
limit their ability to ask tough
questions,
disagree
when
appropriate, and advocate for a
point of view that may be disruptive
to the status quo.
While likeability is certainly ....
Read More Here 

This Week’s Top Sales Blog Post
Why I Am Rethinking Building a Huge
LinkedIn Network By Kurt Shaver
ince joining LinkedIn nine years
ago, I’ve been growing my
network. Like most people, I started
slowly and picked up momentum as
LinkedIn grew more valuable.
When I started a LinkedIn training
company in 2011, the pace picked
up even more. Not only did I invite
people to connect more regularly, I
admittedly lowered my criteria for
accepting invitations. My current
qualification is that I will accept an
invitation from someone if we have
a prior relationship or there is the
slightest chance that we might, just
possibly, ever have a mutually
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beneficial business relationship.
Yeah, I know, that’s a pretty low bar,
right?
The goal to grow my network
was driven in part by the sense that
my LinkedIn network was like the
email list of the previous decade
where the motto was “the bigger,
the better”.
These
factors
have
me
reconsidering that philosophy.
A Huge Network Dilutes Strong
Introductions. One of the biggest
benefits of LinkedIn is using it for
introductions to prospects. Sales ...
Read More Here 
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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
If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.
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