


In order to fully comprehend the
significance of the much over-

used term “win-win”, we must also
appreciate why “lose-win” and
“win-lose” are rarely, if ever
acceptable outcomes. Here is my
interpretation.

“Lose-win” means we have
accepted terms or reached an
agreement that has insufficient
value for us. It has produced an
inappropriate level of profit, and it
may have no strategic value – that
is to say, there is no long-term
value either. 

With “win-lose”, we appear to
gain a financial advantage at the
expense of the buyer. This
approach may be acceptable in
some commodity sales
environments where you are totally
driven by top-line revenue, and the
opportunity for repeat business is
negligible. But even then, most
companies are waking up to the
value of repeat business.

You see, your customer will find
out that they have paid over the
odds, or they have been treated
unfairly… They will vote with their
feet, and may never return.

That leaves us with just one final
possible outcome - “lose-lose”.

The scenario often plays out
something like this: We work
conscientiously throughout the
sales/buying cycle; we understand
the rules; we are totally aware of
the steps our prospective buyer
intends to take, and we accept
them. Then at the death, the rules
are changed. Typically, price
becomes a far more critical issue,
and we discover that we are being
rapidly pushed towards a “lose-
win” outcome.

So now we have two choices.
We can agree to the revised terms,
drop our pants and cave in just to
save the order, earn a reduced
commission and, of course, much
less profit for our company.
Alternatively, we can accept “lose-
lose”.

There are, you may be
surprised to learn, benefits from
opting for “lose-lose”.

You walk away with dignity. You
send out a message that you fully
appreciate the value of your
products/solutions, your company
and yourself. You are letting your
prospective purchaser know that
your company is also in business to
make a profit.

By standing your ground, you

will, in all probability, gain an even
higher level of respect from the
other side, and you will have the
opportunity to do business together
in the future. NO does not mean
NEVER.

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.

Just Sometimes it’s Good to Lose

Editorial
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JF: What can big data and
analytics do for sales forces?

JG: Companies in the U.S. spend
more than $900 billion every year
on their sales forces, and
executives want to get the most out
of this enormous investment. The
availability of new technologies
(i.e., big data, cloud, social media,
mobility) and the explosion of data
from these sources enables
salespeople at all levels to gain
greater insight into their customers’
preferences. As a result, leveraging
these new capabilities creates
tremendous opportunity for
companies to use advanced

analytics to improve sales force
strategy and tactics to dramatically
improve the effectiveness of their
sales forces. 

JF: What can companies do to
realize this opportunity?

JG: When it comes to sales
analytics, the key is to recognize
that just data and technology are
not enough. In order to realize the
full impact of these new capabilities,
executives and analysts must ask
the right questions, develop the
right models and empower the
sales force to improve fundamental
business decisions and processes.

For example, sales leaders may
ask, “What cloud computing
platform, mobile device or sales
performance management system
should we use?” These are
important, however, even more
important questions include, “What
insights do salespeople need to
increase the value they provide for
their customers? How and when
should these insights be delivered
to maximize their effectiveness?”  

JF: Which sales force decisions
can analytics help?

JG: Analytics can enhance sales
force decisions in many areas and
at many levels. For instance,
companies leverage analytics to
help salespeople understand
customer/prospect needs and
potential, so they can target the

The Power of Sales Analytics
Jonathan Farrington interviews Jeff Gold, principal at
global sales and marketing consulting firm ZS and 
co-author of “The Power of Sales Analytics.” 



The JF Interview

right accounts and spend their time
more effectively. Analytics can allow
sales managers to have a higher
impact as coaches and make more
informed decisions about issues
such as sales territory design, goal
setting and performance management.
Finally, analytics can enable sales
leaders to make better decisions
about issues such as sales strategy,
sales force size and structure and
sales talent recruitment. 

JF: Can you give a specific
example of how analytics add
value? 

JG: Decisions supporting sales
incentive compensation often make
a significant impact on the
performance of a sales force.
Analytics help improve these
decisions in three ways to ensure
that an incentive program aligns
sales force activity with company
goals. First, analytics provide
support to ensure a smooth-running
program. This includes the basics,
such as tracking sales, generating
accurate and timely payouts and
providing the sales force with
information for understanding
performance and motivating goal
achievement. Second, analytics
allow companies to diagnose
concerns, gain insight into

opportunities and make course
corrections as needed. Diagnosis
questions may include, “Is the
incentive plan fair? Are goals set at
the appropriate level to motivate? Is
the plan driving sales activity that’s
aligned with strategy?” Third,
analytics enable design or redesign
of incentive plans. By using
financial models and incorporating
multiple sources of data, companies
may evaluate alternative plans on
criteria such as fairness, strategic
alignment and fiscal responsibility. 

JF: What are the most important
sales analytics capabilities that
companies need?

JG: To benefit from sales analytics,
companies need the right people,
processes and analytical technologies
for addressing a range of needs.
Some needs are quite strategic
(e.g., sales strategy development,
customer segmentation or sales force
structure design) and require
people with analysis/design
expertise and a deep understanding
of sales issues, processes that are
project-oriented and applications
that enable flexible and creative
analysis. Other sales analytics
needs are more operational (e.g.,
territory alignment optimization,
performance evaluation, developing
targeting plans or oversight of the
sales force goal-setting process).
Operational needs require people
with process/detail expertise, a

work style that is process-oriented
and applications that efficiently and
reliably deliver information. It’s a big
challenge for companies to cost
effectively develop and continuously
improve this diverse range of
capabilities, especially because the
business and technology environment
constantly changes.

JF: How are companies meeting
this challenge?

JG: An important first step is finding
the right person to lead the sales
analytics function – someone who
respects both the strategic and the
operational mindset, who can
partner across the business,
capitalize on advanced technology,
who has the respect of top
company leaders, and who can
bring business and technology
experts together both within the
organization as well as with external
partners. Many companies are
building strategic networks that
include both internal (company) and
external (outsourced) resources to
deliver sales analytics. External
partners can provide functional and
industry domain expertise, based
on their experience working with
many companies. Partners who can
support analytics with deep domain
expertise and a global operating
model (on-site and offshore) offer
additional efficiency and cost
benefits.                                              �
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Jeff Gold is a principal with ZS and leader of the
firm’s global Business Intelligence practice. 
He recently co-authored “The Power of Sales
Analytics.” Find out more by visiting here.

When it comes to sales
analytics, the key is to

recognize that just data
and technology are

not enough. 

http://www.zsassociates.com/
http://www.zsassociates.com/publications/books/the-power-of-sales-analytics.aspx
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=The+Power+of+Sales+Analytics+in+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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The most critical component in
the sales proposal is identifying

and communicating the problems
the client is trying to resolve. Why?
Because your proposal will likely
be reviewed by behind-the-scenes
decision-makers whom you have
not yet met. 

Consider these 5 questions
when writing your next sales
proposal: 

1. Who is the key decision-
maker and what does he/she
want?
It’s likely that your proposal will be

distributed to multiple decision
makers in a company. Suppose
you’ve only had access to the IT
manager during the sales process,
but you know that the key decision-
maker is the company’s production
manager. Focus your proposal on
the needs of the key decision-

Submitting a proposal could be the last point of communication that a salesperson has
with a potential customer—that is unless they know how to create a proposal that is so
convincing they win the business! Unfortunately, too many salespeople miss the mark in
their proposals. Though they see themselves as “solution providers,” their sales proposal
doesn’t describe the problem or business need that the customer wants to have “solved.” 

5 Components of a Winning Sales Proposal



Kevin Davis

maker. In this case, the production
manager.

2. What problems are these
decision makers trying to solve?
Your proposal should summarize
the “big picture goals” that your
customer has described for you.
Use a short story or actual example
to describe their most compelling
problem and demonstrate how
your solution will help them achieve
their goals better than your
competitors.

3. Why are those problems
serious? What would be the
impact of not solving them?
The #1 competitor you face today
isn’t another company; it’s the
customer’s decision to do nothing,
to make no change at all.

To win against this most
difficult of all competitors you
have to help the customer
appreciate the value in taking
action. And the best way to do
that in a proposal is to describe
the gap between where the
customer thinks they are now
versus where they could be. The

wider the gap, the bigger the value
they will perceive in making a
change.

4. How will my solution apply to
this client specifically?
Remember that there is a difference
between “buying criteria” and
“solution criteria.” Solution criteria
describe the types of functions or
capabilities that a solution must
have to even be considered. Buying
criteria are how a buyer chooses
between options. Your prospect’s
buying criteria will change as the
buying process evolves.

In fact, solution criteria become
less important closer to the decision
because, in many instances, all
vendors being considered can meet
solution criteria. If they couldn’t,
they would have been eliminated
sooner. Be sure to place extra
emphasis on how you can achieve
the prospect’s specific buying
criteria more effectively than your
competition.

Summarize your differentiators
starting with your second strongest
point and ending with your
strongest. As you talk about each
one, make sure you show how it will
help them solve a specific need they
identified. Be selective in what you
decide to present. TMI (too much
information) can dilute the impact.

5. What are my competitive
strengths and weaknesses? How
can I build on the former and
diminish the importance of the
latter?

Suppose that you were selling for
your competitor, against you and
your company. How would you as a
competitor beat you? The answer is
likely your competitor’s sales
strategy! How can you defeat that
strategy, and win the business?

Summarize your strategy for
winning by describing at least three
reasons why your customer should
buy from you, reasons connected to
explicit customer needs. If you can’t
come up with three compelling
reasons, then all you’ve got left as
an option is a price discount. Not
Good.                                                   �
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Kevin Davis is president of TopLine Leadership.
Find out more by visiting here.

“Suppose that you
were selling for your

competitor, against you
and your company.

How would you as a
competitor beat you?
The answer is likely

your competitor’s sales
strategy!”

http://www.toplineleadership.com/go/6-strategies-for-superior-sales-coaching/
http://www.toplineleadership.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=This+week's+top+sales+magazine+is+out+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Dan McDade

Afew weeks ago we began our
five-part series entitled “Five

Reasons CEOs should Care about
Leads (and databases, content,
social media, cost per lead and
marketing ROI) and How to Fix
What is Broken.” First up was Data.
Next was Measurement. Today the
topic is:

Reason #3: Calibrating Results
About 20 years ago, I was head of
new customer acquisition for what
was then one of the country’s most
successful direct marketers. My
staff included three PhD.
statisticians who did nothing but
analyze results and make
recommendations about who
should receive direct mail from our
brands.

Our marketers were aggressive
testers and it wasn’t unusual for a
1,000,000 piece mailing to include
10 tests. One test was always
something we called a “null
sample.” This group was sent the
same offer as the control group,
and generally both groups
performed about the same. This
assured the other test samples
were reliable and any differences in
results were valid.

Applying this approach to B2B
companies today—specifically to

marketing automation—there’s a
strong case for calibrating results. A
simple process is to set up a null
sample test by taking a percentage
(10%) of random prospects and
keeping them out of marketing
automation. You should pick up the
phone and talk to this group instead
of waiting for them to provide you
with their digital body language.

Here are three reasons to try
this:
1. Senior executives don’t want to
be treated like the human
equivalent of a pinball, capturing
your attention only when they hit
the right bumpers and score
enough points. Marketing
automation tends to drive smaller
deals with lower level decision
makers. By reaching out and talking
to people you’ll find your deal size
increases. 

2. Having a conversation allows
you to evaluate, validate or
calibrate the scoring rules you are
using in your marketing automation.
I recommend you include historical
data (such as Visits) when you pull

the “null sample.” In addition to
providing fodder to keep the
conversation relevant to the
prospect, it will be key to the
validation. 

3. By speaking with prospects, you
glean considerably more insight
into their pains and plans than you
ever will via scoring alone. I’m not
suggesting you ditch marketing
automation, just add back the
human touch. 

In three weeks we’ll provide the 4th
reason why CEO’s should care
about leads: Persistence.                 �

CEOs Don’t Care About Leads – There
are Five Reasons They Should (Part 3) 
CEOs don’t care about leads. They care about revenue.
Consequently, the relationship between marketing and
sales is often nothing short of mayhem. 
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Dan McDade is the Founder & President of
PointClear. Find out more by visiting here.

http://www.pointclear.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Find+this+week's+top+sales+article+blog+post+in+this+edition+via+@topsalesworld+http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=CEOs+Don't+Care+About+Leads...+(Part3)+@dandade+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Under these circumstances,
Carol will likely summon up all

of her acting experience (dating
back to the 3rd grade class play),
and put on a role that she thinks is
expected of her. A role of what she
thinks the perfect salesperson
might look and act like. A role that
has little or no resemblance to
Carol on an actual sales call.

Don’t get me wrong, role-
playing can be an extremely
valuable sales tool, but too many
organizations use it as Carol’s

I received a panicked call from a salesperson last week.
Carol’s annual sales meeting was fast approaching and
she and her fellow sellers were asked to participate in a
day of role-playing with management. While promoted as
a “learning experience,” Carol knew better; this was a test.
Carol and her team would be judged on their ability to
successfully articulate the company’s value proposition,
highlight benefits, handle objections and ask for the
business—all within an artificial, high-pressure scenario. 
A learning experience? Yes. Learning to hate role-playing!

The New Rules of Role-Play with
the Actor’s Method



Julie Hansen

company does: an opportunity to
judge sellers on their ability to
regurgitate the company line. If
that is the purpose, fine. Just don’t
call it role-playing, call it role-
testing. 

Role-play originated in theater
as a rehearsal tool, not a
performance. It’s a chance for the
actor to “try on” different aspects
of his character in order to deliver
a much stronger performance.
Applying this mindset to sales
turns role-play from an anxiety
producing exercise into a
discovery of how we react under
specific circumstances within the
intricate sales-buyer dance. It’s
also a great chance to learn from
peers. So often the solution to a
challenge we’re struggling with is
sitting in the next cubicle without
us ever knowing. If everyone is
towing the party line, none of this
is possible. 

If you’re ready to get better
results from role-playing within
your organization try applying
some performance-based rules:

1. Set the Stage: 
Determine the goal of the role-
play. Is it to practice new skills or
to explore the way sellers are
currently communicating? Either
one is valid, however be clear with
your team. It is unfair to ask
sellers to just “be themselves” and
then judge them on how
effectively they are using new
skills.

2. The Scene: 
Determine a specific set of
circumstances. Vague set-ups
produce vague results. Instead of:

“An initial meeting with a new
prospect,” try: “An initial meeting
with a CIO for a healthcare
company that is considering
upgrading their system and
currently shopping several
vendors.” 

3. The Cast:
The Director: played by a
manager or a facilitator:

Good directors foster a safe
environment of acceptance and
experimentation during rehearsal.
Try to avoid labeling actions as
“right or wrong.” Judgment inhibits
the creativity and spontaneity
necessary to make discoveries.
Salespeople, like actors, need to
know they are free to be
themselves and test out new skills
without fear of judgment. 

The Client: played by a
salesperson or actor:
Embrace the circumstances
provided and avoid using a
general composite of your clients
or you will be playing generalities,
which is unlikely to provide any
insights. Now comes the hard
part: as a salesperson playing the
client, forget what you know about
your product or service. Decision-
makers are deluged with facts and
figures from dozens—maybe
hundreds—of salespeople.
Assume you are starting with a
blank slate as it will be closer to
the truth. 

Really step into the shoes of
the client and ask yourself, “What

would I do if I were really in this
situation? How would I feel?”
React as truthfully as you can to
the salesperson based on the
circumstances you’ve been given.

The Salesperson: played by...a
salesperson: 
Set aside what you “think” you
should say or do and keep the
interaction as real as possible.
You’ll learn a great deal more
about yourself and your client if
you allow yourself to take risks
and make mistakes than if you
simply try and nail all your lines.
And you’re more likely to receive
valuable feedback from your
peers that may help you with
specific challenges. 

Note: It can be difficult for
salespeople to resist saying what
they think management wants to
hear. Often the mere presence of
a manager in the room can inhibit
spontaneity and exploration. If you
really want to maximize role-
playing’s effectiveness within your
organization, consider hiring a
qualified facilitator. The right
person can run the role-play,
provide on-the-spot coaching and
suggest next steps without putting
anyone on the spot. 

So what happened with Carol?
After our conversation, she is now
prepared to sell her VP of Sales
on the benefits of using role-
playing as a rehearsal tool. A real
learning experience. Are you?     �
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Julie is the president of Performance Sales and
Training. Find out more by visiting here.
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In the sports world it’s a tradition to
jeer the competition and cheer for

your own team. When it comes to
selling, however, it’s a risky practice
that will make your company
appear less-than-desirable to
prospects and clients. And who’s to
say your competition won’t return
the favor by bad-mouthing you in

the marketplace? 
As a rule never talk about the

competition. Whether it’s in the
sales process, on a customer
support call, at a networking event,
or in social media, no employee
should ever bad mouth a
competitor. 

There are, however, exceptions

- certain times when it’s necessary
to acknowledge your opponents
because customers are pushing for
information on them. 

In order to maintain your Nonstop
Sales Boom you’ll need to address
these moments gracefully while
maintaining your company’s integrity.
Let’s look at how to do that now. 

Last summer I received a text from a friend cursing my basketball team in the upcoming
season. We had just lost a star player and my friend was dancing in the streets. (He
cheers for the rival team.) I took it in stride and fired back a zinger about how his team
hadn’t won a championship in years. Back and forth we went in good fun. 

When and How to Discuss
the Competition 

https://www.engageselling.com/salesboom/


Colleen Francis

Be general vs. specific
Consider this situation: A prospect
or client is debating whether to buy
from you and they’re researching
other companies. They grill you for
information about your competitors,
backing you into a corner. You can’t
avoid their questions, so now what? 

When it’s necessary to satisfy a
client’s curiosity, you can talk about
the competition – just not directly
about their offerings. Keep your
answers general, never specific,
making sure to use a positive tone.
Then, bring the conversation back
to you. 

For example: 
Customer: “What do you know

about _______?” 
Seller: “I can tell you that we see

them a lot in this marketplace and
they’re a strong player.” 

And now switch the focus back
to your own company:

“The reason customers choose
to do business with us is because
_______.”

By keeping your answers
general with a positive tone, you’re
protecting your company’s
reputation. Think about it: Anytime
you say something specific about a
competitor’s products or features
there’s an automatic risk that what
you’re telling your customer is
wrong. And worse, if your client

knows more about the competitor
than you do, they’ll spot the mistake
and it’ll hurt your reputation. For
example, you might claim another
company doesn’t have your
product, but you really can’t know
that for sure unless you’re working
for the other company. Perhaps the
competitor recently added that
product or made other changes that
you’re unaware of. 

By giving specific information
about a competitor that’s not
accurate, you can single-handedly
destroy a business relationship.
The customer will start to distrust
you in other areas. It will bring all
other information you provide ? and
not just about the competition ? into
question. 

I know it can be difficult in the
heat of the moment, especially
when you feel like you’re battling for
the win. But if you want to win more
you must avoid the specifics and
always be general with your
answers.

Lay landmines to promote
yourself
Sometimes a customer wants to
know about your competitor’s
strengths and weaknesses. How do
they measure up compared to your
company? In this case, again, keep
your replies general about others
before turning the question around
to be about the strengths of your
own business. 

For example, your company
offers training on your product and
you’re certain the competition is

lacking in that area. You don’t want
to say to the customer, “The
competition offers zero training, so
you should go with us.” 

Instead, tell them:
“Our customers love the fact

we’ve always offered training. We
make our customers successful
because we have a training program
that’s integral for our product.” 

I call this laying a landmine.
You’re giving the prospect
information to show what you have
is better than, or exclusive to, the
competition and is therefore
important to them. In doing this,
you’re setting up your opponents to
fail even though you’ve said nothing
about them. Positioning key. When
the customer asks your competition
about training and the response is,
“We don’t have any training,” they’ll
be thinking, “Yeah, but, successful
customers want training.” 

Finally, If a customer asks,
“What do you mean you’re the best
in this area? The competition says
that, too,” you can tell them, “Rather
than me going over the data, why
don't I share with you our customer
success stories” to satisfy any need
for hard data. 

Having already laid strategic
landmines about your company’s
strengths, these testimonials will
only tip the scales in your favor. And
you will have won business without
putting down your competition and
while maintaining integrity with your
customers.                                        �
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Colleen Francis is the Founder and President of
Engage Selling. Find out more by visiting here.

“And you will have won
business without

putting down your
competition and while
maintaining integrity
with your customers”

https://www.engageselling.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=This+week's+top+sales+magazine+is+out+via+@topsalesworld+http://bit.ly/1xv9Jw2
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If you’re like many of the sales
leaders I’ve worked with over the

past 25 years, it’s decision time: 
� What do I do with the weak
performing sellers that don’t make
goal? Should they stay or should
they go? 
� How do I hire more top
performers so I’m not in this
position next year? 

Let me help make your decisions
easier...put your time and money
into the highest probability
salespeople; those who have Skill
and Will. 
� Skill: necessary selling abilities
and expertise
� Will: personal drive and internal
factors that reflect ‘can do’ attitude
and beliefs 

Skill and Will are two factors
necessary for long-term sales
success. 

The necessary Skills will depend
on the specific type of selling role,
your industry, and what you sell. 

The Will is complicated, so
we’ve identified a short list of
specific attributes that can be
screened for and coached to. We
call these the Success Drivers—the

Sales leaders - December 31st is coming soon...and so are year-end results; an often
painful time when there is no denying the effectiveness of your current sales team.

Stop Wasting Your Time and Money
on Weak Performers. Hire and Grow
Top Salespeople
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Nancy Bleeke

components of the Will factor.
The four Success Drivers that

demonstrate a person’s Will: 
1. Integrated Beliefs: Three
personal beliefs that affect activity
level and confidence. 
� Belief in Self: Belief in one’s
own skills and ability to be
successful.
� Belief in Role: Belief that
current profession provides value to
others.
� Belief in Value: Belief that what
they sell provides value and is
worth more than the cost for
securing it.

2. Goal Transparency: Having
goals that are written, specific, and
measurable. The goals are visible
and detectable by others in their
words, writing, and actions.

3. Initiative: Self-directed personal
energy which leads to proactive
action.

4. Emotional Intelligence: The
awareness of and ability to manage
one’s emotions in a healthy and
productive manner. Rolling with the
ups and downs of selling.

There are several things I’ve
learned the hard way as I’ve
interviewed thousands and hired
hundreds of salespeople—Skill can
be trained; Will cannot. The Will can
only be strengthened through
consistent coaching, observation,
and feedback with someone who is
receptive to your influence and
willing to work hard to develop. 

Which is most important? Tough
question, like the “chicken or the
egg” debate. If you have to choose

between Skill and Will, select for
Will and then provide world class
training that sticks to ramp up the
Skill quickly.

Now back to the questions you
may be facing at year end: What to
do with those sellers who are not
performing at goal and how to hire
top performers...

For your current sellers who
are not hitting goal: first weigh the
return of what you believe they will
produce to the costs of employing
them: salary, benefits, and a very
expensive cost—your time and
energy. 

Next, objectively evaluate their
Skill and Will. If they have the
correct amount of Skill and Will, you
believe that they can be more
productive, and you have the time
and commitment to coach, keep
them. 

If they lack Skill, find the right
training opportunities. If your
experience shows that they lack
Will, sounds like a reassignment or
removal is in order. 

To hire top performers,
increase your probability of a good
hire with a selection process that is
as well executed: 

1. Benchmark the role for
experience, Skill, and Will.

2. Use objective and subjective
review activities: 
� Behavior based interviews over
at least two meetings to see how
they ‘show’ more than once; past
behaviors and mindset remain a

great indicator for future
performance.
� Objective assessments that can
measure Skill and Will (we offer
several in case you are looking).
� At least one subjective
assessment activity such as a sales
presentation, identifying and
delivering a plan for how they will
ramp-up and approach their
market, or a writing sample
� We have applicants complete a
questionnaire in advance of the 2nd
interview. This gives us a great
sample of their written
communication style and their
ability to interpret questions.

3. Compare candidates to the
benchmark, not to each other—
choosing one of two poorly fit
candidates will not give you an All
Star.

4. Require proof: If they can’t
provide proof for their claims of
achievements, beware. Effective
reference checks provide valuable
confirmation or new questions to be
explored. 

Willful people get it done; and a
whole willful team makes your job
easier. If you really want to build
and hire top performers, evaluate
your current team and future hires
for Skill and Will. 

Want to learn more about hiring
top performers? Join Nancy for a
free webinar on Thursday,
November 13th.                                  �
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TOP SALES ACADEMY SESSION 06
2014 - 2015

November 19th  
“Sales Force Enablement -
Getting To The Next Level”  
presented by 
Tamara Schenk 
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 07
2014 - 2015

RegisterSponsored by

November 12th 
“Generation Huh? Why Social
Sellers Need to Focus on
Relationships, Not Networks” 
presented by 
Joanne Black 
Time: 12:00 Noon Eastern. RegisterSponsored by
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It’s not about you. I wish I could
make this statement and move on

to the next topic, but I can’t. Not just
yet. This one needs more attention.

On a very basic level, there are
two people involved in a coaching
relationship: the coach and the
person being coached. Although
many managers know the coaching
process is about the person being
coached, they still make it about
themselves. Knowing this and
getting it to the point where it’s
being reflected in your coaching are
two different things.

Here’s the type of thinking that
limits the effectiveness of your

coaching and makes the process
about you:
� I don’t want to say the wrong

thing.
� I don’t want to look bad.
� I don’t want to push too hard.
� I don’t want to be rejected.
� I don’t want to be the bad guy.
� I don’t want to blow it.
� I really want them to win.
� I have to deliver value.
� This has got to work. I don’t want

to have to recruit again.
� They have to turn it around. I

have numbers to hit!
Do you notice the one word that ....

Retaining customers is a
complex issue.  I worked last

week with a client, new to his role.
He described how his new firm’s
customer retention rate had been
on a steady, steep decline for the
past few years.  His solution to curb
churn based on some customer
feedback and experience was to
change the current sales strategy
from product focused/meeting a
specific customer need to a
relationship and continuous
improvement strategy by selling a
broader solution. Certainly selling
the broader solution to clients that
need it is ideal. But as we spoke I

recognized two potential problems
in this thinking:  1) the assumption
that the current sales strategy was
the primary reason for the exit of
customers (vs. other things that had
to be corrected such as a sales
process for expanding relationships
though cross selling, relationship
skills, expertise, leveraging the
team, positioning solutions against
what customers value, relationship
management tools) and 2) the
challenges around making selling
the broader solution at one fell
swoop a primary strategy.

Assumptions around Churn ......

Read More Here�

Read More Here�

This Week’s Top Sales Article
Sales Coaching Isn’t About the Coach
by Keith Rosen

This Week’s Top Sales Blog Post
Stop the Churn
by Linda Richardson
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