


Editorial

It is a much-debated question, so to coincide with the
eighth anniversary of the formation of the TSW
Contributors Team; I am going to share my thoughts on
the subject.

To begin with, I think that anyone calling himself
or herself a “top sales expert” probably isn’t!

It’s rather like telling someone that you have high
levels of integrity; or that you are a great lover; or that
you are kind to animals; or that you are incredibly
brave. I mean, have you ever had to trust yourself?
Make love to yourself? Given yourself a pat? Given
yourself a fright? So how do you know? These cannot
be personal attributes that are “self-awarded” but rather
observations made by a third-party or parties.

“Guru” is another word that seems to be tossed
around like confetti more and more frequently to
describe anyone with an opinion about anything sales
related, and it seems to me that the more one has to
say, the more likely it is that they will earn that “mantle”
even though much of what they are actually
writing/discussing/suggesting, might be of little value.
This is the quantity versus quality fallacy.

Our primary objective when we formed the TSW
team all those years ago, was to gather together as
many of the foremost thought leaders within the sales
space as we possibly could, so that we would
collaborate; share ideas and work together to

continually improve standards within the profession.
TSW is a very eclectic group of individuals, each

with their own area of specialization: Some are best-
selling authors; some have built huge global
consultancies; some only operate within the Fortune
500 arena; others prefer to work with SME companies;
a few go out of their way to be highly visible and indeed,
vociferous; others work “under the radar” - BUT, all
have at least one common characteristic, they “get it”

That is to say, working to “win-win” principles, is
second nature to them, and they all give generously.

Despite a common misconception, we don’t allow
just anybody in. We nominate just four new members
every year, and each of those have to receive at least
three references from existing members.

The TSW team is populated by genuine sales
experts, but they would never admit it!

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.
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What Makes a Top Sales Expert?
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JF: How do you define Sales
Enablement versus Sales
Effectiveness? 

MK: There is no shortage of
definitions for Sales Enablement as
every sales related technology
company and analyst firm have
their own. The result is that Sales
Enablement has become a very
broad term applied to anything that
helps sales sell. It’s origin and
primary definition however has
been with marketing teams

“enabling” sales by providing
content and collateral.

Sales Effectiveness on the other
hand is easier to define. It is the
portion of sales enablement
focused solely on assisting sales
professionals and sales managers
in the planning, strategy and
execution activities required to
drive revenue. It is about
intelligently infusing the right
data/content into the selling
process and selling tools to assist
with critical thinking.

JF: What makes Sales
Effectiveness the next big wave? 

MK: For the past 5+ years
marketing automation has been at
the forefront of the CRM market.
Today billions are spent on
marketing automation systems
that identify, qualify, and deliver
leads to the sales team. 

However while the top of the
funnel is rapidly expanding little is
being provided to sales teams,
other than base CRM functionality,
to help successfully drive
opportunities through the bottom
of the “funnel” or more effectively
manage strategic accounts. 

JF: Why do you say “you cannot
afford to miss it?”

MK: Because you are entering into
an arms race over revenue and
nothing is more important than
revenue. In a world that has
become ultra-competitive, where
“no decision” is a likely outcome,
and where every dollar spent by
our customers is thoroughly
scrutinized, winning is becoming
more and more difficult. Your sales
team must be equipped with the
most powerful weapons/tools.
These include intelligent sales
tools, mobile access, collaborative
technologies, and big data
analytics.

In a information rich world
without the right tools your sales
teams could very well become
paralyzed trying to find and

This week, Jonathan Farrington interviews Mark Kopcha,
President and CEO of Revegy a leading provider of sales
effectiveness solutions

Sales Enablement vs Sales Effectiveness
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The JF Interview

organize the information needed to
help them develop their
plan/strategy, leaving them even
less time for execution. 

JF: What can companies can do
today to start their sales
effectiveness journey?

MK: Call Revegy NOW! Seriously,
companies do not have to have it all
figured out to start their journey. We
strongly encourage companies to
start by evaluating what elements
of a standard planning program,
(process mapping, relationship
mapping, strategic planning, etc)
will deliver the strongest impact and
start there. Once your teams have
mastered that and are seeing value
introduce them to the next. 

JF: Why should executives care? 

MK: No matter what our specific
corporate goals are they always
include improved revenue
performance. Having sales teams
finding new customers and account

management teams ensuring
existing customers are renewing
(and if possible buying more from
us) is paramount to business
health. As managers our job is to
make sure we eliminate as much
execution risk as possible by
ensure we have equipped our

teams to be successful by providing
them with the weapons/tools they
need to compete and win.                �

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

About Mark Kopcha
A 25-year veteran of the software industry and the
founder of Revegy, Mark is responsible for the
strategic vision of the company and its solutions. Managing
Revegy’s day-to-day operations, he applies decades of experience
gained in the leadership position of notable technology firms.
Before establishing Revegy in 2005 Mark served as president of
MediZeus, Inc., a provider of medical software solutions designed
to assist physicians in the diagnosis of complex diseases.
Previously, Mark founded the startup Novient, Inc. and was the
driving force behind the company’s vision, culture, product,
market direction and service offerings. He was instrumental in
growing the firm from two employees to a staff of 250
professionals achieving annual revenue of more than $20 million.
Mark has received numerous awards for his leadership and
accomplishments. He was a Finalist for the Ernst & Young
Entrepreneur of the Year and was named to the Georgia Trend list
of 40 Under 40 Rising Stars. Find out more about Revegy  HERE

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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Stay Connected with Top Sales World ….

http://www.revegy.com/
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https://twitter.com/TopSalesWorld
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TopLine Leadership

Our program
� Provides usable take-aways that can be implemented

immediately
� Helps leverage strengths and improve weaknesses
� Solves four critical problems that prevent managers from

being effective sales coaches
� Provides a structured approach to sales coaching

Cost:
� $1895/per person
� $1795/per person (for two or more from the same

company)

Sales Coaching &
Leadership Workshop

ClickHere For A Detailed Program Agenda VIEW NOW!

Sept. 16-17, Atlantis Hotel, Casino & Spa-Reno, NV

offers a comprehensive Sales Coaching &
Leadership program that helps managers
conquer the barriers that stand in the way
of effective coaching.

Great job - Well
Done, Best training
ever received in 20
years!  
Barry Stanley 
Channel Sales Manager,
Industrial Automation
Company

http://www.toplineleadership.com/training-sales-management-training/open-enrollment-seminar/


Barb Giamanco

Acolleague of mine told me her
company faced sales issues

related to time management. She
had suggested her Sales VP talk to
me. At the time, I offered an
excellent time management
program. Given what we knew
about the situation, my colleague
and I felt my program would be a
benefit, however, it would be three
weeks before my meeting.

Walking into the VP’s office that

morning, I was prepared to talk
about a time management solution.
That isn’t exactly how it worked out.
After a few pleasantries, the Sales
VP asked me to remind her why I
was there. I told her why she’d
initially agreed to meet and that’s
when it happened. She said, “Oh, I
see. Well, since I agreed to meet
with you, we’ve solved the time
management problem.” 

Was I surprised? Yes. Did I let

that rattle me? No. Congratulations,
I said. I’d love to hear what you did
to solve the problem. As the VP was
telling me about the solution she
purchased, it was obvious that she
was proud of her decision. I knew
then that there was no point even
mentioning my program; yet, this is
exactly where many salespeople
would have blown it.

Whether through lack of
experience or an unwillingness to
let go of their sales agenda, many
salespeople would have simply
pushed on to pitch their solution.
Wrong! I knew that doing so would
have offended this VP, which is the
last thing you want to happen.

I decided that I had nothing to
lose by asking her a question. I
said, if you were going to invest
budget in training your salespeople
in another area, where would that
be?

That question turned out to be
extremely profitable, as it
uncovered a more lucrative sales
opportunity. Her sellers were not
very good at developing new
business. It was clear that this was
a serious problem she wanted to
solve. We now talked about how my
company could help.

If you sell only one product,
perhaps the situation wouldn’t have
ended as well for you as it did for
me. The point is that circumstances
change. Prepare for the
unexpected. If you can’t adapt and
roll with it, you’re sunk.                     �

Are You Adaptable?
Adaptability is crucial in selling. I am reminded of a certain
sales meeting a few years ago that illustrates why
adaptability is important. 
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You can find out more about Barb Giamanco 
by visiting: www.scs-connect.com
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There were two themes  I heard
about  The first was, “I start and

end every day with coaching. Big
change!”

Though coaching is something
that sales managers tells me they
want to do more often, they all

seem to struggle with truly making
it their #1 priority every day. Why?
Because they’re too busy
responding to emails, dealing with
unexpected problems, answering
calls and texts, finishing work from
the day before, etc.

It’s not easy to break out of that
cycle — in part because they’ve
trained people to expect quick
responses from them on any issue
thrown their way.

What made the difference for
the sales managers in this
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Recently I conducted a webinar for a large company whose sales managers had
completed our Sales Coaching & Leadership Workshop a few months earlier. I started by
asking them, “What is the most significant change you’ve made in your sales
management style in the last 60 days?” 

Two Sales Coaching Strategies to
Boost Sales Performance 



Kevin Davis

company was asking themselves
one the key question: Are there any
of those busy work activities that –
if I did them effectively and
consistently – would significantly
improve my team’s sales results?

The answer was no. All those
things may feel important or urgent
in the moment, but none of them
have a lasting impact on how well
your team performs.

One way to tell the difference
between an urgent timewaster and
a truly important task is who initiates
the activity. Timewasters are almost
always initiated by someone else…
and in responding to them, you are
automatically in a reactive mode.
Rather than fighting every fire
alarm, fight the impulse to answer
every email, every text, every call
that comes your way. Become very
deliberate about how you respond
to tasks that others would have you
do—and you’ll have more time to do
coaching at the start and end of
every day, just the like the
managers I was talking to.

The second theme I heard
about from the sales managers

was that they are now diagnosing a
rep’s sales performance problem
by looking at two different factors:
skill deficiencies and will
deficiencies. As you know, skill
deficiencies are easy to correct.
“Just teach and show … and away
they go.”

Deficiencies in will—reps’
attitude and mental approach to the
job—are much more difficult to
solve and is perhaps a reason why
they get overlooked so often. But
these managers realized they had
to try because of the negative
impact on the team if they didn’t
change. One person with a bad
attitude on the team can negatively
impact everyone on the team. You
cannot ignore the situation.

When dealing with will/attitude
problems, the action steps had to
be tailored to the specific situation
of the rep.

Suppose, for example, that you
have a sales rep who used to do a
lot of prospecting but now the
activity level has fallen off. Clearly
he or she has the skill because
they’ve done prospecting
successfully before. Here are a few
steps to help you find a solution.

Start by asking the rep why he
or she is not making as many calls.
Make sure you don’t sound
accusatory. Really listen to the
rep’s reply. Probe the issue. Maybe
the rep has reached a comfort zone
in terms of income, making enough
money to pay the bills. Or maybe
there are some issues at home
interfering with the rep’s

concentration. There could be
countless reasons.

Then tie your intervention plan
to the source of the lack of will. For
example, if the problem is a lack of
prospecting linked to income
complacency, make it clear just
how much more the rep could
make by finding just one or two
more sales each month.

Next, get the rep to think about
what they could do with that extra
income—are they saving for a
house? exotic vacation? child’s
education? new car? What
someone can do with money is
usually more motivating than the
amount of money itself.

The trick to improving will is to
find out what really motivates and
demotivates that rep. Do what you
can to remove the demotivation,
and work to enhance the
motivators. For example, if the rep
wants to move up in the company,
find ways to let him or her take on
additional responsibility to prove
their readiness for a position with
more responsibility.

It’s pretty easy to tell sales
managers to focus more on the
important not urgent and learning
to address will as well as skill.
Those aren’t complicated ideas.
But the messiness of everyday life
makes it challenging to implement
these “simple” steps. Still, those
two changes will have such a big
impact on your effectiveness every
day that it’s worth the effort.            �
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You can find out more about Kevin Davis 
by visiting: www.toplineleadership.com

Suppose, for example,
that you have a sales
rep who used to do a
lot of prospecting but
now the activity level
has fallen off. Clearly
he or she has the skill
because they’ve done

prospecting
successfully before. 

http://www.toplineleadership.com/
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https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
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Full Details Here

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.

http://www.kurlanassociates.com/sales-leadership-event/index.htm


Tamara Schenk

Based on your target audience
(sales and sales manager

roles, partners, etc.), a tag line,
objectives, strategies, your services
and metrics have to be defined. For
you as a sales leader make sure
your sales functions complete
these charters. Also, make sure
they connect the dots between the
different charters to set a
foundation for effective
collaboration. 

Create a tag line to address
your target audience
A tag line should capture your
vision in an inspiring way. That’s
how people will feel about your
function, initiative or program. An
example could be: Let’s change
from “I have to sell a product” to “I
love to solve my customer’s
problems.”

Define objectives 
Tangible and measurable
objectives have to be defined -
based on vision, mission, purpose -
to get you where you want to be,
step by step. An example could be
“The CRM collaboration platform
will go live August 1 for selected
users, migration will be completed
by Oct 30” or “to implement
interactive playbooks until
September, to decrease
salespeople’s search time by 20

percent.” Usually a set of objectives
lead to your vision.

Define strategies and
roadmap
A strategy refers to a plan of action
which is designed to achieve the
defined objectives. Detailing the
strategies, the activities have to be
derived from, and connected to the
objectives that have to be achieved.
Make sure you cover all objectives.
Don’t forget so called “soft” topics
as change, adoption and
communication. Think about the
target audience you provide
services for. Then create a road
map based on your plans of
actions.

Define your services and
offerings
Your services and offerings are
what’s visible to your defined target
audience, the different roles within
the sales force and channels. Your
services are what people use and
how they will perceive your
function. Define those services for
each target group. Those services
are e.g. sales enablement content,
interactive playbooks, training
services, a performance

management framework or a
coaching guideline.

Define metrics
Define how to measure success.
Metrics depend on your charter. If
there are services to be
implemented for the first time,
milestones are important. If
services are already in place, their
impact on sales performance and
how efficient these services are
produced matters more. 

Now, put it all together: Begin
with your target audience, integrate
vision, mission and purpose, add
these topics and create a
compelling charter. It will become
your go-to-resource for any kind of
internal selling, communication,
change and adoption situation.      �
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Defining Sales Functions And Programs – 
How to Define Your Charter
Vision, mission and purpose are already defined here - a few
more specific steps to go to create a compelling charter. 

You can find out more about Tamara Schenk 
by visiting: http://blog.tamaraschenk.com

http://blog.tamaraschenk.com/
http://topsalesworld.com/sales-library/articles/performance-accountability-a-behavior-of-world-class-sales-performers/
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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Afew days of this and you’ll be
feeling pretty rough. But go

beyond that – regularly neglecting
both your physical and mental
wellbeing – and you’ll simply rob
yourself of the ability to perform and
network with clients to the fullest.
And, you’ll set yourself up for serious
repercussions. Just ask Arianna
Huffington, owner of the award-
winning Huffington Post. 

Two years into her venture she
woke up on the floor of her office in a
pool of blood with a broken
cheekbone. She had been routinely
pulling long hours and skipping
sleep for her digital news site.
Finally, her body said “Enough!” and
she collapsed in exhaustion against
the edge of her desk. This wake-up
call led to the publication of her book

Thrive, which shares scientific
research about the connection
between wellbeing and productivity. 

So, what does it mean to
maintain your wellbeing as a seller?
It means you can: 

� Work at peak energy, especially
when meeting with customers 
� Be balanced both physically and
mentally so you come across as
positive, motivated and excited –
exuding an energy that people want
to be around 
� Be present and focused
� Be creative and solve problems
quickly

I fortunately haven’t been sick on the
road for at least ten years. And I
travel on airplanes a lot, which are

incubators for germs. I attribute my
health to a few key methods I
practice to stay balanced. 

If you’ve fallen off the wagon,
follow these tips to regain your
wellbeing and be at your best.:

Count those sheep

According to the National Sleep
Foundation, we need seven to nine
hours of sleep each night. Everyone
can survive a little deprivation once
in a while, like taking a red-eye flight
home from a conference or pulling
an all-nighter to write a proposal. 

However, we need to make up for
that loss of sleep or we won’t be fully
functional. Our hormones that
control appetite will get out of whack
and lead to weight gain. And we’ll
trigger inflammation in the body that
can cause illness. Instead of
following up with clients in the week
after that tradeshow – a crucial
window of time, – we’ll find ourselves
out sick.

Here are a few techniques to help
you sleep: 

� Turn off all electronics – laptop,
smartphone, Kindle, TV – an hour
before bedtime. The latest studies
indicate the light from these devices
interferes with the secretion of the
hormone melatonin, which brings on
sleepiness at sundown.

� Eliminate any light in the
bedroom as this also interferes with
your natural sleep cycle. Turn your
alarm clock away from the bed and

You know how it goes. You’re having a hectic week of
client meetings or at a tradeshow and things begin to
slide in the self-care department. Eat a greasy meal here,
pull a late night there, and then load up on caffeine to
push through. 

Healthy Sellers are Profitable Sellers



Colleen Francis

put your smartphone on the floor or
in another room. Also consider using
an eye mask. 

� If you’re head’s swirling with
stressful thoughts, jot them down on
paper. I once told a client suffering
from stress-related insomnia to keep
a gratitude journal. Before bed each
night, they listed ten things they
were grateful for that day - and they
didn’t need to be work-related.
“Choosing a healthy dinner” and
“Calling my mother” counted. This
helped my client achieve a positive
frame of mind that made them sleep
more soundly. 

Schedule R&R time
A fellow business owner is having a
great year – likely to finish with a
salary of half a million to $600,000. I
recently asked if he was taking time
off this summer. His reply? “No way!
I haven’t been doing well enough for
long enough to take time off.” 

He believes just a couple days
away with his family will cause his
business to plummet. This attitude
harkens back to the 1980s and 90s
when being busy rather than
productive was the focus. Since
then, many have realized it’s not the
best way to work. 

The truth is we all need to rest
and recharge our batteries. Even
unplugging for the weekend can
make a difference. Another client
learned this the hard way by pushing
himself to a heart attack. 

He was pulling 60-hour weeks
and couldn’t turnoff. When he did
take that rare vacation with his wife,
he left the cottage every day for
Starbucks to check his work e-mail.
This client wasn’t a business owner

and had a large corporate structure
around him, so it was completely
unnecessary.

I tell clients to think of it this way:
Selling is a creative pursuit. Taking
a step back gives you a fresh
perspective on the business. Your
mind’s free to entertain new ideas
about how to achieve better
success when you return from
vacation. 

You are what you eat
My former co-workers and I used to
say if you’re going to work a
tradeshow booth you can’t survive
on a bag of Fritos™ for lunch.
Otherwise, you’ll be a zombie by
afternoon.

Eating clean – especially on the
road – is one of the hardest things to
do, but it makes a huge difference. I
also like to carry snacks, which is
helpful when you don’t know what
will be available to you.

Here are smart choices for that
afternoon pick-me-up: 

� Protein bars
� Nuts – especially almonds
� Sugar-free dried fruit

The sales field also has a tradition
of social drinking. And I’m certainly
known to enjoy wine with dinner
and a glass of scotch for dessert!
You take a client out to discuss
things in a more relaxed setting.
Limit yourself on the booze,
though, and be sure to drink lots of
water – especially if you’ll be flying
out. You don’t want to return to the

office dehydrated, which takes
more than one day to fix. 

Go vertical
When it comes to exercise, weekly
activity is important, and here’s
another tip: Standup. Back in 2012,
the New York Times and NPR
reported that getting up from your
desk every 20 minutes and standing
for two minutes can profoundly
affect your health and focus. One of
my clients has a complete open
office structure with rows of desks
and no dividers between
workstations. All the desks and
chairs are fully adjustable so
employees can raise them to a level
where they’re standing and then
lower them to sit. 

Another client, a Fortune 10
customer, programmed their
computers to send a reminder to
take a break every 45 minutes; to go
grab water, stretch and chat with a
neighbor. This works well for sellers
since they’re usually high-energy
and don’t like to be still for too long. 

Creating a work environment like
this that gets you moving, in addition
to eating clean, sleeping enough
and scheduling R&R time, are
among the best investments you
can make toward your wellbeing
and your job performance. Make
these adjustments, and you’ll be
working and networking to your full
potential. Remember, you can’t
make sales if you are flat on your
back, sick in bed!                               �
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by visiting: www.engageselling.com
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In this era of iPads, iPhones, and apps, sales communications may be growing, 
but sales conversations are dying-and so are too many sales. Globalization, 

the explosion in competition, the slow economy, and fast-emerging technologies 
all have changed buying habits. Salespeople can no longer rely on the traditional

sales methodologies. 

It is time to change the conversation.

http://www.amazon.com/Changing-Sales-Conversation-Connect-Collaborate/dp/0071823654/ref=la_B001I9TUV2_1_5?s=books&ie=UTF8&qid=1383954272&sr=1-5


Top Sales Article & Blog Posts

Sales process is not about how
you sell but how the customer

buys.
Every company needs a sales

process, right? Well, sort of. The
sales process inside most firms
look something like this:

� 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 make, in the order that the
customer wants to make them.

Earlier this week, I wrote the "Get
Your Butt Out of Your Head"

article.  At that same tournament, I
heard an even funnier story from its
director.  He told us about a team
who went 0-7, losing each game by
the mercy rule.  For those of you
who aren't familiar with it, if a team
is losing by 12 runs or more after 4
full innings, the game is stopped,
showing mercy to the team who
was getting slaughtered.

As the story goes, while the
parents were back in their hotels,
contemplating suicide, worrying
about the mental health of their

kids, and calling their therapists to
deal with their horrible week, the
kids on the losing team threw a
party!  They even invited the
beloved tournament director, and
when he arrived, he asked each kid
for a word that described their
week.  All the answers were great,
but when he asked the last kid for
his word, the kid said, "Joy."  When
pushed for an explanation, the kid
simply said that, "When a team
plays against us, we give them joy!" 

Isn't that a great way to frame
losing?
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