


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) pontificating 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 Bloody
Infantry” - the foot soldiers, the front
line people, your front line people.
So what do they make of it all?

You know about Pareto’s Law,
yes that one, the one that says 80%
of the business comes from 20% of
the customers? Well, it (almost)
applies in this case. More than 80%
of front line staff haven’t yet totally
bought into the idea of effective
customer relations. The other 20%
have discovered a very enriching
way of achieving a satisfactory
outcome from interactions with
customers. In other words, most of
the time they succeed! And when
they succeed, the customers

actually thank them!
This article can’t be about you,

can it?
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”?

Listen! If you and your whole
organization don’t believe in
developing good relations with all of
your customers it won’t happen. The
real 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. 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
patronising, competing or negative
attitude to customers, some people
will do just that.

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
customers - that's all of us, not one
of us or a few of us!

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit

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.

Customer Retention: The Huge Gap
Between Intention and Reality

Editorial
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JF: You first introduced the
concept of the ‘sellers’ dilemma’
back in 2013 – what does that
actually mean?
TB: While my research here at
Gartner has focused on the B2B
side of technology sales, I believe
that it is applicable across all
industries. The greatest growth
challenge for companies today may
be in finding the means to protect
and defend existing customers (and
revenue) while at the same time
reinventing the sales organization
and go-to-market model to meet
new market and customer

demands especially if they are
publically traded. We refer to this as
the "seller's dilemma." 

JF: Why do you think companies
are finding it more difficult to ‘hit
their numbers’ is it only because
of the sellers dilemma as you
just described?
TB: Well that is a big piece of it,
especially for sales managers. But
it actually has more to do with the
overall (company) strategy being
translated into execution – sales
execution to be more specific.
While technology has seen

unprecedented advancements in
the past decade, the sales models
used to take those products to
market have remained largely
unchanged – how can that be?
Because of that, sales
organizations are increasingly
coming under scrutiny as they
begin to show cracks in their
efficiency and effectiveness and
results. Sales leaders are finding
their existing go-to-market models
and sales metrics out of alignment
with recent shifts in buyer and
market demands. As a sales leader,
meeting these demands will not

Revealing the Seller's Dilemma
Jonathan Farrington interviews  Tiffani Bova, VP, Distinguished Analyst at Gartner



Tiffani Bova

simply be met by incremental
changes in sales process and
capabilities or by more sales
training or a "new" sales
methodology that is based on old
assumptions. It will require an
entirely new look at what
companies are doing today to take
their products to market and then
being willing to make hard
decisions on changing core tenants
of their entire organization.

JF: You have been travelling the
globe speaking in front of
thousands of executives about
the trends impacting current
sales models. What has been the
biggest challenge you have
identified along the way?
TB: There have been a few key
themes which I think have really
resonated with people I speak to.
One is that most sales managers
are focused on what I like to call the
“last mile” or tactics of selling -
which is where the sales
professional meets the customer.
And while improving individual rep
performance thru training and
enablement tools are important – it

is clear that what got you here isn’t
necessarily going to get you there -
and while it may result in better
skills and performance metrics in
the short term it will not help you
solve the larger issues you may be
having with hitting revenue targets.
The second and much more critical
learning I have had is the most
senior executives within a company
are focused on setting the strategy
for the business - yet they struggle
to define the role sales will play in
executing against that strategy (if
they even attempt to do it). The gap
between strategy and sales is
getting bigger with each quarter
that passes and can’t continue to
be ignored. Setting strategy without
go to market considerations is a
recipe for disaster. 

JF: What can companies do to
get sales more involved in the
planning process to help close
this gap?
TB: Gartner came up with this
concept called the “Connected
Model” which pushes companies to
begin with: what is the product –
who is the (target) customer – how
do they want to buy? While that
may sound basic, you would be
surprised at how few companies
actually get the answer to those
questions prior to a product launch.
I hear all too often – “we are about
to launch this product (designed by
engineering) which we can sell to
anyone (because there was no
market segmentation done) – and
we are not sure how to sell it?” How

can that happen? Without knowing
the answers to those questions,
you run the risk of missing the mark
on so many levels. And when one of
those is out of alignment customers
know it. 

JF: What do you mean customers
know it?
TB: Customers are on a more fluid
buying journey today, controlling
where and how they consume
information. They are far more
educated by the time they get in
front of sales rep and know what
they want. Because of this, they
are able to decipher what
companies ‘get them’ and speak to
the business problems they are
attempting to solve (with the right
products and messaging). When
there is a clear disconnect
between what the company may
put forward in their marketing
materials versus what the sales
rep says to them – they become
less satisfied with the process.
Unfortunately, this reflects poorly
on the sales rep more than it might
on the company itself. It is
important that you empower those
in the front line – ‘last mile’ to
create the best customer
experience you can…and it has to
start with being much more
connected in the business from top
to bottom. �

You can also listen to the audio
version of this interview HERE.
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Tiffani Bova is a VP, Distinguished Analyst at
Gartner Find out more by visiting here.

When there is a clear
disconnect between

what the company may
put forward in their
marketing materials

versus what the sales
rep says to them – they

become less satisfied
with the process.
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Sales research is clear when it
comes to the effects of sales

coaching – it is the primary driver
for increasing performance in b2b
sales. Yet it is rarely done
consistently and with high quality.

Some of the problems stem from
the way we capture information
about our prospects, sales projects
and contacts. It prevents us from
quickly identifying the hurdles to
progress and cut through sales

people’s “happy ears syndrome”
and other human quirks causing
problems with sales effectiveness. 

Bloated pipelines and wishful
thinking
The classic version of a pipeline
review goes something like this: a
sales manager sits down with a
sales person to review their active
opportunities. This usually involves
looking at a list of customer names,
estimated deal values, probabilities
based on pipeline phase (often
subjectively assigned by the sales
person in question) and estimated

The sales pipeline review is a crucial activity for sales
management. Done correctly, it helps produce accurate
forecasts, drives accountability and ensures momentum in
sales projects to ensure pipeline health. However,
conducting them without having the right tools, process
and mindset in place can prove to be counterproductive.

Sales pipeline reviews – a time sink or the
foundation for creative sales coaching?     



George Brontén

closing dates (which have
commonly been pushed a few
times).

A common question by a sales
manager can be: ”So, your pipeline
seems big enough, but you haven’t
closed as many deals as we’d
hoped. How come?” The sales
person’s reply is usually optimistic
and focused primarily on getting the
sales manager off their back. You’ll’
start hearing how promising these
stalled deals are, and how close the
customer is to committing. 

Worst case scenario, these
sales projects make up a large
portion of the sales person’s target,
are in the last phase of the pipeline
and have been assigned a high
probability of closing. With a
quarterly quota to reach and
deadlines fast approaching, the
sales person is in “chasing mode”.
All available time is dedicated to
getting these deals over the line.
Prospecting has taken a back seat,
making the situation even worse.

How do you coach without
context?
When the sales manager decides
to drill down into a specific sales
project, he or she is usually
presented with a long list of
activities and notes, containing the
sales person’s interpretation of
meetings and conversations.
Unfortunately, this list does not tell
the whole story, and it is of little help
in uncovering the bigger questions
that need answering: 

Was this opportunity correctly
qualified from the get-go? Did the
sales person skip, or neglect,
important steps and milestones in
the sales process? Has the sales

person created enough business
value and minimized the perceived
risk of change? Have we been
speaking to the wrong people while
failing to identify the customer’s
buying process? 

In addition, the impact of this
particular sales person’s limited
beliefs need to be taken into
account – for example, having
issues speaking about money,
relating to C level executives, being
overly serving and not asking the
tougher questions needed to
engage and initiate action.

Lacking the detailed overview
and insight of the above make sales
efforts hit and miss. The bulk of
your sales team will find some
customers at the right time, present
a decent fit product with a price tag
that does not scare customers
away (maybe after discounting?) -
and win only those deals. That’s the
easy part. And to be fair, it might be
enough if you’re selling an
attractive product with a strong
brand and lots of customer pull. 

But how can you get your sales
people to pro-actively sell to
customers that aren’t in the perfect
buying zone? Are they talking to the
right people? Are they asking the
right questions? Can they co-create
value in their dialogues with
potential customers? Are they
acting on buying triggers? Or are
they trying to take shortcuts? 

How do you know? How can
truly determine the quality of the
pipeline and each opportunity
based on activity logs and

biased notes?
Unless you have a very clear

definition of what drives sales
success for your organization,
which qualification criteria you
should apply for target customers
and when and how to move sales
projects through your pipeline,
there will be a lot of wishful thinking.
Your pipeline will appear big
enough on paper, but forecasts will
always be off target and coaching
your sales people will be
increasingly difficult. 

Draw the map, write down
directions and hold sales
people accountable 
As a sales manager, your first job is
to document and define the criteria
for a Sales Qualified Lead. Second,
you’ll need to provide your team
with the map and directions – the
sales process and best practices –
for effectively managing opportunities
in the pipeline.. If a deal stalls, you
need to be able to quickly identify
the obstacles and help your sales
people navigate around them. You
also need to help your sales team
minimize time spent on deadbeat
projects and ensure a steady flow
of new ones by allocating sufficient
time for prospecting. With all of
this in place, you will be able to
move the needle on win-rates,
decrease sales cycle lengths and
create a solid foundation for
coaching your sales team more
effectively.                                         �
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Etien D’Hollander

Consumers are constantly
connected to the digital world

through their smartphones and are
socially connected to a wide variety
of virtual communities. This has
impacted the way consumers enter
the sales funnel, which means
companies are rethinking how they
are using their CRM systems.

Consumers have done their own
research on products and brands
long before they talk to a sales
person. We can’t base a campaign
on push marketing anymore, and
consumers are less trusting than
they were before the Internet. Has
this made our CRM obsolete? No
but it changes how we use it.

Consumers are now empowered,
which means we need to alter our
thinking on how to interact with
them. There are so many channels
for interaction now that we need to
find out where our customers are
going and meet them there. Utilizing
our CRM, we can do that, but it will
take the implementation of more
sales-friendly CRM tools.

The traditional CRM setup was
used more to manage customer
records than customer relations. We
can gain more control over the
relationship by capturing more than
appointment times, addresses and
numbers. Salesforce and marketing
automation solutions have stepped
up to offer a more holistic view of

our customers in our CRM systems.
The biggest impact is being felt with
solutions that are focused on our
mobile salesforce. 

When the salesforce isn’t
included in the CRM solution, the
customer ultimately loses. When we
don’t gather information from our
most trusted sources – the sales rep
who has the most frequent
interaction with the customer – we
don’t know as much about the
customer as we need to know, and
we’ll not give them the best
customer care. 

The salesforce requires a mobile
CRM application that allows them to
send off their sales reports from the
field in as little time and as easily as
possible. When vendors fail to
develop a reporting app that is easy
to use, they lose the trust of the
salesforce, which means the
company’s database will have less
information from which future
decisions can be made.

The right mobile CRM app can
make sales departments more
accountable because you’ll have
insights into how that rep works.
Sales managers can customize
their one-on-one coaching sessions
to improve productivity. In fact, the

right mobile CRM can give you a
return on investment in days.

Choose a vendor that knows
how important integration is to your
company. Standalone CRM systems
built for sales departments are also
an option. Either way, the solution
should make it fast and easy for
your sales reps to make their sales
reports in a standardized process.
Custom dashboards, custom reports,
prospecting and real-time information
are also something your mobile
CRM should provide you. Vendors
like Front Row Solutions are
currently providing this to clients,
who see a quick return on
investment.                                         �

The Sales Funnel has Changed. Has Your CRM?
Thanks to the Internet and the proliferation of mobile
devices, the public has more control over the sales
process than ever before. They are more informed and
have a bigger voice to praise or condemn. 
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Most sales professionals know that they are more likely to lose to no
decision than to a competitor. What can you do about it?

Join us for this unique opportunity to explore how to reduce your
losses to no decision, or stop letting deals slip from quarter to quarter
by using tools and techniques that prove there is a cost to decision
delay. We provide advice you can use now to drive more business this
year.

Webinar Presenters:
Michael Nick - Author, Founder ROI4Sales, TFP Principal
Drew Wright - Co-Founder & Principal,Technology Finance Partners
Alex Corman - Principal Analyst & ROI Guru, Technology Finance
Partners

Webinar: Overcoming No Decision
Date: Thursday, December 11
Time: 1:30 pm EST (One Hour)

Participate in a unique opportunity to learn proven sales techniques to
overcoming no decision. Michael Nick, author of The Key to the C-
Suite, is joined by TFP's Drew Wright and Alex Corman as they
discuss how to:

� Reduce losses and delays from no decision
� Shorten time to revenue / bookings
� Demonstrate the cost of decision delay
� Create value slides to focus attention on value selling
� Gain confidence in your discovery with opportunity matrices

We look forward to your participation. All attendees will receive the new
white paper by ROI Ninja Alex Corman: "Overcoming No Decision."

https://attendee.gotowebinar.com/register/3817450858016857857?ll_p=ROI4Sales&ll_e=ldjohnson@roi4sales.com&ll_c=2929&ll_mi=8072&ll_j=6911
https://attendee.gotowebinar.com/register/3817450858016857857?ll_p=ROI4Sales&ll_e=ldjohnson@roi4sales.com&ll_c=2929&ll_mi=8072&ll_j=6911
https://attendee.gotowebinar.com/register/3817450858016857857?ll_p=ROI4Sales&ll_e=ldjohnson@roi4sales.com&ll_c=2929&ll_mi=8072&ll_j=6911
https://attendee.gotowebinar.com/register/3817450858016857857?ll_p=ROI4Sales&ll_e=ldjohnson@roi4sales.com&ll_c=2929&ll_mi=8072&ll_j=6911


2014 Top Sales & Marketing Awards

Finalists announced in all 15 categories and the voting polls are now open

VOTE NOW

http://topsalesworld.com/topsalesawards/vote/


Matt Heinz

This applies to many facets of life
these days, but particularly for

B2B sales & marketing professionals.
Despite a clearer understanding

of the buyer’s journey and timeline,
we still expect our leads to convert
immediately. We expect new/cold
lists to generate results right away.
We expect social selling to drive
warm pipeline quickly (apparently
just because it’s social).

I believe many companies have
invested in content marketing with
good intentions, meaning they
understand it’s a longer-term
investment. Many companies who
have prioritized content marketing
are generating warm leads at a
fraction of the cost of their
competitors and peers.

That result is real, but it takes
time I believe well-intended
companies bought into the
investment, but lost patience too
quickly.

I’m seeing more examples of
companies questioning and
effectively giving up on content
marketing in The Dip.

Seth Godin a few years ago
wrote a whole book about The Dip,
which in summary is the point of
perceived failure at which most
people give up on a particular goal.
With the right discipline, focus and
continued execution, the objective

is still within reach.
Unfortunately, most people give

up too early. They face The Dip and
move on.

The other force driving many
companies away from content, of
course, is quota. Sure, an
investment in content sounds good
in theory. But then revenue and
sales expectations intervene. The
sales team gets anxious. An “email
next Tuesday” is scheduled instead
to feed “warmer, faster” leads to the
sales team.

That, of course, is a slippery
slope and will get you right back
into the weekly fire drill rinse-and-
repeat rut you were in before (or are
still in now).

So your competitors and peers
are questioning content marketing.
They’re giving up. But you? You
should double down.

I’m not writing this from an ivory
tower. I have to meet quota to
match our revenue expectations as
well. But I also know first-hand that
our investment in content marketing
has paid incredible dividends, and
continues to drive the majority of
our net-new opportunities.

We don’t have a dedicated
marketing team. We don’t have a
single dedicated salesperson. But
we’re generating 15-20 leads per
day and growing at 20 percent top-
line year over year.

That might not be enough for
some. And certainly our content
marketing investment could be
scaled to increase output.

But we faced The Dip and won.
So can you.                                        �

Why Some Companies are Giving Up on Content
Marketing (and Why You Should Double Down) 
We’re such an inpatient lot.  The more we can measure,
the more (irrationally) we expect things to work
immediately.
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Here are a handful of recent
examples posed to me.

1. What is the best way to stay in
touch with all of my clients when I
have over 600 accounts?
2. How do I show this client that I’m
different to the other guys?
3. How many times should I follow
up with a prospect before it
becomes irritating?
4. How do I justify our rate
increase?
5. How do I get the customer to

appreciate the “added value” we
bring to the table?

The problem is not the problem.
How you think about it is. The way
you pose the question is hampering
you and preventing any likelihood of
finding the right answer. It’s time to
reframe your thinking.

Take #1 for example. “What is
the best way to stay in touch with all
of my clients when I have over 600
accounts?” It’s a ludicrous question.

There is no way to communicate
effectively with 600 accounts.

A more enabling question might
be, “How do I take a smarter
approach to organizing and
prioritizing my accounts so that I am
in touch regularly with the ones that
are most winnable and desirable?”

#2 is an interesting one. I’ve
been asked by potential new clients
to come to a first meeting prepared
to share how salesSHIFT is different
to ABC and XYZ sales training
companies. It always feels like a
redundant question. Isn’t the more
valuable question to answer, “How
is salesSHIFT more relevant to you
and your current objectives?” I’ve
had some of my most productive

Sales People… What Are You Thinking!!!
Selling isn’t easy. Every seller has that one problem or
question, the answer to which has eluded them since
Noah crafted his ark and for which they’d willingly trade
that next bonus cheque.
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Jill Harrington 

meetings with clients as a result of
re-focusing this question.

I’ve seen laughable responses
to #3 posted on-line. Some of the
people doling out sales advice in
these forums and groups should be
muzzled. “How many times should I
follow up with a prospect before it
becomes irritating?” is a question to
which there is no intelligent answer.
“It depends” is the obvious answer
but this doesn’t help you move
forward. 

Here’s the reframe… “Given
what I know about this prospect, the
urgency of their interest, and the
relevance of my offering, what
makes sense in terms of frequency

and content from the buyer’s point
of view?”

You get the picture. Reframing
the question focuses you on the
problem differently and opens up
fresh thinking that enables, rather
than disables, productive action on
your part. Do you also notice how
each of the original five questions is
“seller” focused? And the reframed
questions focus on the “customer?”
Hmmm.

Now your turn. Take a crack at
reframing #4 and #5. Better still…

here’s a fun assignment for your
next sales meeting. Think of your #1
sales challenge. Write down the
related question that you’ve been
struggling to answer. Share with
your colleagues. Is your question
enabling or disabling? Seller or
customer focused? Have each team
member reframe the question and
then select, and commit to
answering, the smarter question…
one that will move you forward.       �

Jill Harrington is the President of salesSHIFT.
Find out more by visiting here.
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Here are three things that you
can count on if you’ve had a

good year:
1. Next year’s target will get bigger.
2. Your competition has noticed.
3. “Working Smarter and Harder”
will probably not be sufficient next
year.

So what happens after you knock
the cover off the ball? The biggest
mistake Sales Leaders make is
“rinse and repeat.” The strategy is
the same. Disruption and change
are seen as threats to the
organization. Best to ride the train

until the wheels fall off.
Create your plan to increase

your chances of a successful year.
Download a copy of our report,
“How to Make Your Number in
2015.”

The star SVP thinks differently.
They embrace a term known to give
task-oriented Sales Leaders fits:
Planning. Planning is commonly
seen by “B” Sales Leaders as
inaction. Who can blame them?
They’ve got a quarterly number to
hit. Every second is precious. Even
if they saw an opportunity ten
moves ahead, the chessboard

would change. But great leaders
focus on strategic planning. Here
are the three planning components:

Revenue Planning: Define how
you are going to achieve your
revenue goal relative to your
competitors.

Budget Planning: Determine
the budget needed and how to
allocate it to achieve your goals.

Data Planning: Define the data
required to drive sales decisions.

Here is how “C” Sales Leaders
approach each one.

Revenue Planning: Take the
amount the market is growing.
Peanut butter spread the expected
revenue across the entire
organization. If a new market is
targeted, throw in a conservative
estimate and avoid overinvestment.

Budget Planning: Take the
entire budget allocated and apply it
all to more heads. Worse, invest in
the latest technology. Assume that
the productivity increase will get
you to the finish line.

Data Planning: Use CRM for
lagging indicators like revenue.
Schedule weekly pipeline calls for a

Why Working Smarter
and Harder Won’t Work
Most Sales Leaders still haven’t received their number for
next year. Still many SVPs I’ve spoken with express
confidence that they can achieve this unknown target. “I’ll
hit the number next year, because I’ve done it this year.”
This is a mistake. 
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Drew Zarges   

hazy look into the future revenue.
Now let’s review how star SVPs

do each one:
Revenue: Look at how to

achieve greater revenue through a
variety of different lenses. Build
Product, Industry, and Geographic
models. Set Revenue targets for
each segment. Use this data to
create a core strategy.

Budget Planning: Build a
budget to execute the core strategy.
Calculated costs associated with
executing the plan. Create an ROI
model to determine where capital
can achieve the highest return.
Augment the core strategy if
needed. Construct spending plans

to ensure that initiatives stay within
budget.

Data Planning: Leading and
lagging KPIs are determined to
ensure the strategy is followed.
Metric calculations are clearly
defined. Gaps in current data
collection are determined prior to
the new year. These are addressed
with a system architecture plan.
Owners are assigned to ensure
each piece of data is accurate,
clean, and timely.

In sports, the game is often

decided before the teams step on
the field. Those with the better game
plan are at distinct advantage. New
planning won’t ensure a victory
every time. But using the same one
over and over again will eventually
end in disappointment. Ensure that
your team has one. Stop your day to
day activities for a week and start
planning. “Working Smarter and
Harder” only goes so far. Download
our report and get started.               �

Drew Zarges is the Senior Consultant at SBI. 
Find out more by visiting here.
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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).

How well do you know your sales organization? Do you keep track of how your team is
performing against others in your field? If not, how will you understand where and how you can
improve? We’re fast approaching a new year, and it’s time to take stock of where you’re at, refine
your strategy, and ask yourself the truly hard question: How can I do this better?

For the past 12 years, sales professionals globally
have shared their insights in the MHI Research Institute
study on the key selling and sales-management
behaviors in B2B sales, the MHI Sales Best Practices
Study. The analysis of this study uncovers the
practices that leading organizations follow to achieve
results, insights they then share with respondents to
apply to their own sales strategy. When you participate
in the study, you’ll receive first access to the study’s
findings – critical intelligence that can help your

organization plan and develop strategy that’s aligned
with World Class Sales Performance.??You have to act
quickly, though. The study has been extended until
December 5th. Upon completion, you’ll have
immediate access to download MHI Research
Institute’s latest research compilation, Building
Business Awareness: Strategic Themes for 2015,
which will provide perspective for your 2015 planning.
Join the 2015 MHI Sales Best Practices Study today
– while you still have time.

Last Chance to Join the Study – Don’t Miss Your Chance

FIND OUT MORE DETAILS HERE

https://millerheiman.az1.qualtrics.com/SE/?SID=SV_1M0fUt0lHeZZtm5&source=TSWA
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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TOP SALES ACADEMY SESSION 08
2014 - 2015

December 10th   
“Building Sales Through
Influence”   
presented by 
Matt Heinz
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 09
2014 - 2015

RegisterSponsored by

December 3rd  
“Changing the Sales Conversation: 
Insights > Ideas > Solutions”  
presented by 
Linda Richardson 
Time: 12:00 Noon Eastern. RegisterSponsored by

http://topsalesworld.com/topsalesacademy/registration/
http://topsalesworld.com/topsalesacademy/registration/


Top Sales Article & Blog Posts

It is common knowledge that even
today in most industries, a very high
percentage of training budgets are
spent on product knowledge
workshops and training sessions.
This is understandable to a degree,
particularly in the more technical
sectors, but what about all the other
types of “knowledge?”?

That statement is guaranteed to
produce a lot of blank faces, and
considerable head scratching!

But, if we are highly motivated,
and we have received on-going
skills training, and we are using the
very best process tools, and we are
totally au fait with the benefits of

social selling etc. we are bound to
be successful aren’t we?

Short answer? No, not any
more. Let’s look at recent history…

Forty years ago frontline sales
professionals believed that success
would automatically arrive if they
developed their personalities and
adhered to the mantras of Tracey,
Nightingale, Ziglar and co. And it is
true even today that self-
confidence, self-motivation, empathy,
rapport building etc. will indeed take
you a long way, and without most of
those personal characteristics you
will not succeed.

These five short videos from 2014
inspire the spirit and remind you of
what's truly important.

Every year I select five videos
(out of the many thousands posted
on YouTube) that have provided me
with inspiration and motivation.

Because video tech keeps
getting less expensive, there are

many more to choose from, so I'm
doing this post before year's end.
Just in time for Thanksgiving, in
fact. Note: the performance shown
in #2 is from 2008, but it was only
posted as a video this year. It's a
must-see/must-hear.

Enjoy!

Read More Here�

Read More Here�

This Week’s Top Sales Article
What Will Distinguish The Top Sales Professionals
of Tomorrow? by Jonathan Farrington

This Week’s Top Sales Blog Post
5 Most Inspirational Videos of 2014
by Geoffrey James
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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.

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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