


Ihope everyone now accepts that
standards of selling are spiralling

downwards alarmingly; the quality of
skills being displayed is now worse
than I have ever witnessed and
companies are investing less and
less in their front-line sales teams -
and yet are expecting higher levels
of achievement.

Have we become over-reliant on
technology and sales process? Yes,
I think we have. Rather than using
all these new tools to complement
what we already had, we have
forgotten why people actually buy,
and we most certainly have
forgotten to take into account how
our customers and prospects want
to buy.

I challenge you to make your way
around the sales space today: Read
articles; check out adverts; notice
what webinars are being promoted. I
guarantee that 80% refer to social
media activity or "prospect
attraction" or lead management etc.
Less than 20% offer advice on
developing our sales skills - it is
almost as if it has become passé to
mention such things.

So here is a wake-up call for all

front-line sales professionals and
the people who manage them. It
really doesn't matter how efficient
your lead tracking system is, or how
organized your CRM system has
compelled you to become, or how
much time you spend (invest)
cultivating your Twitter/LinkedIn
presence - if you cannot sell, you
are going to fail sooner rather than
later.

What's to be done? How are we
going to get the people who are
clinging desperately to the purse
strings to wake up, smell that
caffeine orientated aroma, and
realize that unless they act soon,
they won't have companies to run.

We face an uphill struggle,
because as I have suggested
before, investment in human capital
is now seen as a cost, not an
investment on the company's
balance sheet, with no obvious
return. So it is time for sales
professionals everywhere to take
matters into their own hands and
work to a new mantra: "If it is to be, it
is up to me”

The fact that you are reading this
means you are one of the lucky

ones because you have already
discovered the rich vein of free
resources available to you over at
Top Sales World – be sure to tell
your colleagues!

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.

We Will Not Succeed in Sales Unless ...
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JF: Your latest B2B market
research suggests that customer
satisfaction with vendor salespeople
has decreased significantly?
PK: Infoteam, most recently in
cooperation with the Harvard
Business Manager, carries out
recurring international research
projects with customer executives
who regularly buy products or
services for €75K+. The purpose of
this research is to identify what
customers say is important for them
in selecting a vendor, solution or
service, and highlight areas in
which they feel there is need for
improvement. This is compared

and contrasted with what vendors
believe is important.

In 2004 only around 1 in 5 (18%)
were unhappy with the professionalism
and responsiveness of the B2B
salespeople who came to see
them. In 2014 nearly half (45%)
were dissatisfied. 

JF: What has changed?
PK: In a word, customers. In the
last 10 years customers have
become more professional, better
informed. The procurement
process in most organizations has
become more sophisticated and
customers have usually researched

your organization, your offer and
your competitor’s offer before your
sales people walk through the door.
They are also busier than ever so
they have high expectations of
sales professionals and their
responsiveness. 

Another factor is the lack of
self-reflection. Ironically, 78% of
vendors believe they already
differentiate themselves effectively
through their sales approach,
while only 25% of customers
agree. And very few vendors (11%)
seek to identify sales process
deficits after losing a sale. So a
key source of information for
continuous improvement is lacking
- not good in times when products
and services look increasingly
similar and how you sell is
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becoming a key competitive
differentiator.

JF: What’s driving responsiveness
in customer organizations?
PK: There are two main drivers
behind the demand for
responsiveness. Firstly there are
huge pressures on customers to
move quicker to get their products
and services to market. The second
factor is that customers have
recognized that buying takes too
long and that it’s slowing down the
business. 

Let me give you an example of
how one of our clients has taken on
board the need for greater
responsive. Their customers make
laser eye surgery equipment. Once
a potential improvement has been
identified everyone in the supply
chain is under pressure to deliver
new designs as soon as possible.
They cannot wait months for their
suppliers to submit proposals for a
new design. Until recently the
Engineers working for our client
were rewarded on productivity
alone so they had little time to work
on new product designs. But in
response to innovation demands
from their customers, they have
started to factor in speed and
quality of response as well. They
are now focused on delivering the
right quality responses as quickly
as possible.

JF: Have customers finally realized
that procurement is too slow?
PK: Frédéric Sebban, Chief
Procurement Officer at Alstom Grid
and chairman of the 2014
Procurement Leaders Zurich
Forum is a man who has built a

reputation on bringing functions up
to speed and transforming their
capabilities. He told delegates at
the forum that that when he came
into his role the organization was
too complex and there were too
many procedures in place. Speed
and simplicity were watchwords. He
said that one of his first tasks was to
simplify the structure and processes
that surround procurement to help
make the company and his
procurement function more
responsive to the increasing
demands that are now being placed
upon them.

Being responsive in the Sales
Process gives customers a taste of
what it will be like to work with you.
But to understand why responsiveness
is so important you need to know
what Procurement in your
customers’ organization is really
like. One of the customers
interviewed in our research said:
“Procurement is more about selling
than buying. Typically one side of
their business wants the most
sophisticated and expensive
solution and they want it now, while
other parts of the business want to
buy the lowest cost solution that will
do the job. Procurement has to
keep both sides happy”. If sales
people give procurement the right
information quickly, and in a format
that they can easily use internally,
they can create a competitive
advantage. 

JF: What recommendations do
you have to become more
responsive?
PK: Before we talk about the detail
let’s take a moment to think about
why sales people may not be

responsive. It’s very rare they
choose not to be. So why is it? Most
will tell you they don’t have time –
and that’s because they are being
asked to fill in forms and do admin
rather than selling. A Key Account
Manager in one of the vendor
interviews lamented “Every hour
spent meeting a customer seems to
require 1 hour in front of the
computer putting information into
the CRM system. But if I don't put
all the information in, I don't get my
commissions on the deals I close”.
If you don’t give sales people the
time and space to be responsive
they can’t be. It is the responsibility
of management to make sure sales
people have that time. 

Here are some areas you can
work on to become more responsive
and positively influence the
customer’s experience.

1. Interview customers to find out
how they define good selling, and
integrate the findings into your
definition of «sales excellence». 
2. Enhance your sales process in
the areas that matter most to your
customer. A good sales process
helps you win business and
become more responsive. 
3. Interview customers after each
win or loss to identify what the sales
team did well in the sales process
and should be repeated, as well as
what did not meet expectations and
should be changed in future.
4. Take more time during the
employment interview process to
really understand how candidates
interact with their customers by
reviewing their communication in a
recent win.
5. Develop industry-specific Sales



The JF Interview

Playbooks. The objective of
responsiveness is to deliver
customer-specific information with
the minimum delay. But that takes
time. A Sales Playbook contains
good examples of all the tools of a
pitch; approach email, appointment
one pager, questions for a needs
assessment, a management
summary and relevant case
studies. All you have to do is tailor it
to your specific customer.
6. Set your organization targets
for response times. It may well be
that responding to clients disrupts
peoples plans and schedules but
with no customers nobody is going
to have a schedule. And it’s the
responsibility of management to
make sure Sales people have the
time to be responsive.

JF: Where has this approach
delivered tangible results?
PK: Allianz, one of the world’s
leading business insurance
providers undertook a sales
transformation program based on
what brokers (their customers) said
they wanted. Following a recent win
the broker was interviewed and
said the team “outperformed all
competitors” and promised they
would be involved in more future
bids.

Elavon Merchant Services, an
international provider of online
credit card payment transaction
services incorporated customer
feedback about the sales person’s
professionalism into all of their
sales opportunities. Following a
recent win, the customer said the
main reason they chose the
company was that their
professionalism was “head and

shoulders” above the competition.
Vodafone, a leading provider of

mobile telecommunication services
invested in a “Way of Selling”
program focused on the
professional preparation and
execution of first meetings, the
clarity and focus of proposals and
presentations, and continued
engagement following contract
signature. The result is that one
region has already experienced an
increase in win rate of 20%.

JF: Any final comments?
PK: Differentiating on product or
price alone, is increasingly difficult
today, so the professionalism of the
individual salesperson is often the
reason customers buy. Our research
shows that there has been little
progress in vendor performance
measured against customer
expectations in the past 10 years,
with significant decline in many
areas. This creates a very interesting
window of opportunity for those
organizations willing to examine their
own practices, listen carefully to
customers, and integrate the
learnings into how they sell. The B2B
organizations that will sell more are
the ones that listen to what customers
say about sales professionalism and
respond effectively.                               �

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

Phil Kreindler – 24 years experience in B2B sales
performance improvement consulting, coaching
and training, co-author of articles in Harvard
Business Review in 2006 and Harvard Business Manager in
2008 and 2014. For more information, please visit Here.
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Hectic win/loss reviews are
conducted to understand what

has happened. Often, a competitor
came out of nowhere, changed the
game and won the deal.

Every customer makes every
decision differently – every
time
Underestimating this fact – that
every customer makes every

decision differently, every time –
can lead to four “renewal pitfalls,”
especially in complex sales:

� The sales team feels over-
confident and doesn’t pay enough
attention to the current buying
situation. Copying the previous
approach is a dangerous behavior.
Every buying situation is different. 
� Sales managers don’t pay

enough attention to renewals,
especially in the early phases of the
deal when coaching can have the
most impact. 
� Sales professionals are not
involved early enough, based on
the false belief that there is no
customer awareness phase in the
renewal. That’s dangerous, too.
The awareness phase for renewals
exists, but it is different. 
� If the renewal is based on an
RFP, many sales organizations
have a tendency to declare the deal
a must win deal and to announce
executive sponsors. But that’s too
late to make a real difference in
terms of approach and value
creation. The customers have
already made up their minds how to
approach the situation this time.

The lesson here is that a renewal is
a deal, and it must be sold, just like
any other deal.

Context matters, and context
is different in every buying
situation
The sales team has to engage with
existing customers very early in
their new customer’s journey. The
key is to analyze the current
customer’s context precisely, from
an environmental and a situational
perspective. What has changed
and what hasn’t? Are the decision
makers the same? What is different
or no longer relevant to the
customer? Is the capability being
used to its full potential? How
happy is the customer? Has the
expected value been created?
What are their desired results and
wins this time? Analyzing the
customer’s current financial

A big deal is in the funnel; a must win, a secure deal – it’s
a renewal. This one will make the quarter a great success.
We all know this situation and the feeling when such a
“must win deal” is lost. 

Rethinking Renewals



Tamara Schenk

situation and how it may have
changed since the previous
contract is an essential foundation.
Understanding the current business
strategy is another key element.
The approach has to be connected
to the customer’s business strategy
and to their financial situation.
Often, a deep understanding of
these elements opens additional
possibilities for creating new value
for the customers. A renewal should
be treated as a new opportunity
with all the advantages of knowing
the past and the ambition to create
extraordinary value for the
customers. 

Orchestrating the customer
community to build a shared
vision of future success
In complex buying environments,
sales teams have to orchestrate
and lead many different
stakeholders that build the
customer community. If buying
decisions involve different
functions, such as technology and
business, very different buyer roles
with different concepts about this
particular purchase have to be
aligned. The challenge for any
sales professional is to establish a
shared vision of future success,
together with the network of
stakeholders, the customer
community. Based on the unique
context and understanding the
stakeholders’ different concepts
leads to a deeper understanding
how this customer community is
going to make a decision this time.
Building a shared vision of future
success requires a salesperson’s
individual expertise to address
each buyer role with content and

messages they need to feel
comfortable in their role to make a
decision to change. Without this
shared vision of success – that will
be different from the last contract –
the customer community will never
make a buying decision. Some
salespeople believe that a renewal
has nothing to do with changing the
current state or solving an issue.
That’s not the case. If your services
are not required to achieve a
certain result or a better future
state, customers will never buy.
Why should they? 

Developing a customer
community by providing
perspective
Developing a customer community
doesn’t happen by accident. It’s
based on a systematic customer
core engagement and messaging
principle called providing perspective.
Dynamic value messages play a
central role, tailored to each stage
of the customer’s journey and to
each buyer role. Sales enablement
not only has to provide those value
messages; it also has to make sure
that salespeople learn how to apply
those value messages effectively.
Sales professionals who can
successfully provide perspective
bring to the table their experience
and professionalism, their skills and
competencies, their knowledge
base and their adaptive
competencies. They know how to
quickly adjust behavior, activities
and messages to a specific
situation. That also includes

addressing different buyer roles,
even if it feels uncomfortable. Sales
enablement’s job is to develop
salespeople’s messaging capabilities
and their adaptive competencies to
feel comfortable in those
conversations. Applying providing
perspectives as an engagement
and messaging principle helps to
establish a shared future vision of
success and to win the customer’s
business – again.

Change the renewal game on
your own – before a competitor
does!                                                  �

Moderator: Craig Nelson;
Panelists: Thierry van
Herwijnen, Tamara Schenk

Nov 19 2014 6:00 pm GMT
45 mins

If you are like many, moving
from random acts of sales
enablement to a more
"systemized" approach to enable
sales success is new to your
organization. This panel covers
what to anticipate and how to
overcome obstacles that cause
sales enablement initiatives to
either fail or simply fall short of
expectations. 

Details Here
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In my almost 20 years in the
enterprise sales industry, I’ve

witnessed my fair share of Willy
Loman style declines, as high
performing sales people I knew and
admired slowly withered on the

vine. A few suffered a fate similar to
Loman and are now selling their
wares in the big sales warehouse in
the sky, but many suffered a plight
almost as ignominious.

They were fired or quietly

managed out of companies, told
there was a skills mismatch or the
company was heading in a different
direction with its sales strategy.
They had their targets dramatically
increased or their territories
dramatically reduced, whatever it
took to ensure they were no longer
part of the customer-facing sales
team. They took jobs at lesser
known companies, with tougher
patches to cover and people who
neither knew nor cared about their
past successes. Eventually and
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‘Re-birth of a Salesman’ –
Are 40-year-old sales people past their sell buy date? 
In his Pulitzer prize winning play ‘Death of a Salesman’
Arthur Miller presents a sobering vision of the fear and
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come to terms with his declining fortunes, in an industry
which is rapidly evolving around him.

Cian McLoughlin
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inevitably they walked away from
the sales industry all together.

In recent years I’ve seen many
once-great sales people (the so-
called ‘elephant hunters’ of the 90’s
and early 2000’s) become surplus
to requirements. Rendered
increasingly obsolete in an industry,
which used to place their
achievements on a pedestal and
elevate them to the status of demi-
gods of the sales fraternity.

200% per cent achievement of
target, annual trips to the
Caribbean, I’ve even seen a top
performing sales person receive a
brand new Porsche for his troubles.

Let’s not kid ourselves though, in
the last few years, the enterprise
sales industry has changed forever.
Prospective customers have
become ever better informed; sales
cycles have become increasingly
commoditized. The existing skill-
sets and experience of many 40, 50
and 60-something sales people
with plenty of petrol left in the tank,
have become increasingly obsolete
or irrelevant in this brave new world
of sales.

Is that how it has to be I wonder?
Should these great sales men and
women simply hand back their
laptops, cut up their frequent flyer
cards and resign themselves to an
early retirement or the daunting
prospect of skilling up in a brand
new career? My personal view is
that this would represent a criminal
waste of experience and hard won
knowledge and that we in the sales
industry would be poorer for the
loss of these individuals from our
talent pool.

So what can we do about it, you
may well ask? Well, I’ve spent quite

a bit of time mulling it over and have
come up with 6 Strategies for
staying at the top of the sales game
for those older sales people
amongst us, keen to stay at the
forefront of their industry for at least
another decade or two!

Disclaimer: This is by no means
an exhaustive list and these are my
personal opinions, but as someone
who has trained thousands of sales
people across Australia and the Asia
Pacific region, I’m happy to stand by
my list…until of course I get some
better suggestions from you.

To avoid overloading I’ll share 3
strategies today and the final 3 next
week…. I’d love to hear from those
older sales people who might read
this article with ideas or strategies
that work for you and of course any
younger sales people out there,
regarding the value you’ve derived
from the older or more experienced
colleagues you’ve worked with?

1. Become Consciously
Competent
Symptom – Far too many
experienced sales people rely on
instinct, muscle memory or plain old
gut-feel in their day-to-day sales
activities. Why do they do this, its
simple….they’ve been in the sales
game for years and have always
been pretty successful so why
mess with a proven formula?

Cure – Focus on what you’re
doing each day, be specific and
write things down. When you’re
preparing for a Client Presentation
capture:

� What you do before hand
� Where and how you do your
research,
� Who you speak to (internally &
externally),
� Whether you do a dry-run, if so
how long before the presentation
� Whether you invite your internal
customer sponsor to participate.

Once you’ve captured this
information follow the same
process for your capturing your
Prospecting process, your
Discovery meetings, the way you
respond to Tenders, how you
prepare for a Negotiation.

Get this information out of your
head and down on paper. You may
think you run the risk of giving up
your secret sauce or letting folks
get a peek behind the Wizard of
Oz’s curtain, but what you’re really
doing is quantifying the value you
bring to the organisation and
providing another outlet for your
skills and knowledge. You’re also
ensuring your hard won knowledge
can be quantified and have value

You may think you run
the risk of giving up
your secret sauce or

letting folks get a peek
behind the Wizard of

Oz’s curtain, but what
you’re really doing is
quantifying the value

you bring to the
organisation and
providing another

outlet for your skills
and knowledge. 



Cian McLoughlin

placed against it, which its much
harder to do when it resides
between your ears!

2. Find yourself a reverse
mentor
Symptom – Whenever we hear the
word mentor, we inevitably think of
a single directional flow of
information and knowledge. An
experienced, wily industry veteran
taking a young and enthusiastic
recruit under their wing and helping
to guide and advise them as they
build their careers. This is a
wonderful tradition in many
organisations and despite the often
high-stress, occasionally cutthroat
nature of the enterprise sales world;
it’s a tradition that continues to
flourish today.

Cure – The problem with this old
mentoring model is that all of the
value flows in one direction. The
experienced industry veteran, dole’s
out their Yoda-like pearls of wisdom,
which their acolyte gratefully
accepts. Demand some value in
return I say. Take a leaf out of former
GE Chairman Jack Welsh’s book,
one of the first champions of the
reverse mentoring phenomenon.
Become a mentee, ask these young
people stupid questions, it will
encourage them to ask you stupid
questions in return (remembering of
course that there’s no such thing as
a stupid question) and break down
the awkwardness that can
sometimes exist at the beginning of
a mentoring relationship. Try asking
the following:

� Where do you go to access
news content?
� If you were going to buy a new

car or a new computer, what
process would you go through to
research it? Who would you speak
to, where would you go for
information.
� Who or what do you believe
represent trustworthy sources of
information?
� Find out what they like to read in
their spare time, what technology
platforms they spend most time on,
who they admire in business or just
in life?

Don’t just do this because these
individuals are the customers of the
present and the future, do it
because it will keep you relevant,
connected and most of all because
it will keep you learning.

3. Stop ignoring social media
Symptom – Your either pay lip
service to social media or ignore it
completely. The average senior
sales person (I’ve undertaken
extensive research in this area…a
total of 14 sales people I know who
are all over 40) are active on
Linkedin, Facebook and about 20%
on Twitter.

That might sound like a pretty
good cross-section of the social
media spectrum, so what’s the
problem? The problem is that many
of us are floating along the surface
of the social media river, without
really getting wet. In a recent Pew
Research Center study they found
that. “Just over one quarter (26%)
of internet users aged 18-29 use
Twitter. Most notably, those 18-29

represent nearly double the usage
rate for those ages 30-49”

Cure – Start taking an active
interest in the communication
platforms of the present and the
future. Recognise where your
customers and prospective customers
are going for information, for
research and peer-to-peer review.
Be there waiting for them with
valuable information they can use,
in a format they can quickly
consume, with an insight or point of
difference which will make you
remarkable:

� Don’t be afraid to have an
opinion and express it
� Become a human content
aggregator, find interesting and
relevant content and share it with
your network. (The key words here
are interesting and relevant, over-
sharing or poor content is no-no)
� Dip your toe in the water, joined
a new Linkedin Group and start to
actively engage rather than
passively read
� Sign-up to twitter and find some
thought leaders or industry experts
that interest you to follow
� Take a leaf out of Ashton
Kutchers book (@aplusk) who has
a simple mantra for the Tweets he
sends out. He believes everything
you post online has to ‘Inspire,
Connect, Entertain or Educate” and
with 16.3 million followers and
counting, he must be doing
something right.                                �

Top Sales World Magazine  November 18th Edition 2014 13

Cian McLoughlin is Managing Director at Trinity
Perspectives.  Find out more by visiting here.

http://www.trinityperspectives.com.au/
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


November 18th Edition 2014  Top Sales World Magazine  14

Ispent time interviewing CEOs,
sales and marketing leaders at

some of the largest IT companies in
the world, connecting with other
Gartner analysts to understand our
end user research and talking with

channel partners around the globe.
I found myself uncovering all kinds
of thought provoking insights which
I had not anticipated – the bonus for
me was I rediscovered my love for
the art of ‘selling’, and all the

complexities this market brings us
each day and am extremely
inspired to keep the conversations
going.

One of my big ‘aha moments’
was discovering that the greatest

At the beginning of the year, I took on a research project to dig into what the future of IT
sales would look like. As an ex-sales executive myself, I thought I began this journey with
a fairly good understanding of what the answer to that question was…..well that was
until I began to immerse myself in the topic and consume as much information as I could.  

Future Sales Growth Challenged by
the ‘Seller’s Dilemma’ 

https://www.gartner.com/login/loginInitAction.do?method=initialize&TARGET=http://www.gartner.com/document/2567317
https://www.gartner.com/login/loginInitAction.do?method=initialize&TARGET=http://www.gartner.com/document/2567317
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innovation challenge for providers
today may be in finding the means
to reinvent the sales organization
and go-to-market model to meet
new market demands, while at the
same time they continue to protect
and defend existing customers and
deliver net new revenue not
necessarily what their next big
product launch was going to be. I
have coined this the “Sellers
Dilemma.”

During my many airplane
reading marathons, I also found it
quite surprising that much of what
has been written and discussed in
many leading business books on
how to ‘grow and innovate’ in
today’s market left out one key
piece to the puzzle and that was -
no matter how great the products
are, (sorry to say) they just don’t
(always) sell themselves — sales is
still a very important piece to any
companies growth strategies (or at
least it should be). (Fun fact….I
actually took a marker and
highlighted each time the word

‘sales’ was used and was amazed
at how little such a critical piece of
any business was actually
discussed in detail.)

There is no question we live and
work in a time where technology
has seen unprecedented
advancements. However, during
this same time the sales models
used by providers to ‘sell’ their
products to customers haven’t
changed much. They have relied on
similar segmentation and go to
market models without much
consideration for changes in buyers
and consumption models. This
disconnect to new market demands
is beginning to show itself in some
providers actually missing quarterly
numbers – which now has sales
leaders wondering — what can I do
to win in today’s environment?

Executives who find themselves
facing the Sellers Dilemma are
faced with many challenges
however one of the biggest
impediments to innovation in the
traditional technology providers’
sales model is lack of flexibility to
reinvent themselves without placing
quarterly revenue at risk. Years of
relentless focus on getting feet on
the street in pursuit of an ever-
larger installed base has effectively
trapped providers in a vicious cycle
that is hard to break. Today’s sales
targets (quotas) hold hostage a
sales executive who realizes
change is required but can’t risk
disrupting the current business and
revenue. Any change in sales
programs or coverage has a direct

impact on performance
expectations and a ripple effect on
the entire selling force (including
direct and indirect), which is why
many just leave what is currently in
place, even if it is just good enough.

The imperative to manage to
predictable earnings performance
(and satisfy Wall Street for publicly
traded companies) doesn’t just
constrain innovation — it can
actually prompt sales executives to
dig the hole deeper by going back
to what they have done (and what
investors have rewarded) in the
past. They continue to add more
sales resources, implementing
more competitive pricing, and
increasing marketing and demand
generation instead of taking the
time to question the actual
effectiveness of the existing sales
model and making adjustments
where needed.

The bottom line is the future of
technology sales is about
examining (and fulfilling) the
promise of recent innovation in go-
to-market approaches, in the
context of economics, continued
growth and customers’ preferences
and go to market and sales models
can become a much greater
competitive advantage than the
actual products themselves — if
done right. 

Find out more about what
Gartner is saying about the Future
of IT Sales in podcasts, webinars
and videos Here.                               �
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Tiffani Bova is a VP, Distinguished Analyst at
Gartner. Find out more by visiting here.

There is no question we
live and work in a time
where technology has
seen unprecedented

advancements.
However, during this
same time the sales

models used by
providers to ‘sell’ their
products to customers
haven’t changed much. 
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Why is it doomed, you wonder?
Here's how some managers

have responded.
"Okay, I'm supposed to coach

each person on my team for one
hour each week, based on a list of
core competencies and best
practices that the company has
identified. Let's see, I actually
spoke to each of my salespeople
for at least two hours this week, and
probably an hour or so last week,

since we've been doing a bunch of
deal reviews and forecasting
sessions in order to close this
quarter strong. I guess that time
can count towards the mandated
coaching hours for each direct
report. Check!"

A fine example of “Check-box
Management.”

Of course, I'm simplifying this to
make the lesson clear.
Management cannot assume that

the quantity of coaching equates to
its quality!

Quantity Control
It's counter-intuitive. Managers
believe that in order to achieve your
goals and attain quota, keep
focusing on the results. "If you stay
focused on the results, keep your
eyes on the prize and on our sales
targets, we will get there faster."
Paradoxically, focusing on the
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9 Questions Managers Ask That Kill Sales
If most managers have the best of intentions when supporting their salespeople, then
why do they keep asking them questions that result in lost sales? Do You Emphasize
Results Over People? It’s not uncommon to hear that companies are developing KPI's and
measurable objectives around coaching. While encouraging, sadly, it is doomed from the
start unless the manager is actually observing their people perform on a consistent basis.

Keith Rosen
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result actually gets in the way of
achieving the results you want.

Why?
Because if you're always

focusing on the result; you're not
focusing on your people.

Think about the questions you
ask during a conversation. Do your
questions focus on how your
people do things or focus more on
what's been done or getting done?
How consistently do you actively
observe your people when
engaging with customers and
prospects on the phone, in person,
even how they communicate via
email? Are you truly certain of the
processes they use, how they
communicate and how they
perform or are you assuming that
based on the reports, results and
data?

Think about any coach of a
sports team. Without consistent
observation of their players, they
will miss out on a myriad of
authentic coaching opportunities
that would build a strong bench of
champions.

How You Think Is What You
Speak
But it's not enough just to become
more mindful of the "how," or the
process, while focusing on the
"what" or the goal that you want to
achieve. It has to manifest in how
you communicate and engage with
people, especially your direct
reports.

What does the word ‘process’
means to you? Do you think about
your HR process, sales process,
onboarding process, project
management? Basically, most
people would perceive a process as

a series of consistent steps you
take to produce a somewhat
consistent result.

Now, think beyond defining the
word, "process" as some
measurable steps, path or strategy
you follow.

When I suggest becoming more
process driven, I’m referring to
moving beyond your strategy and
into your thinking. Think about how
this line of thinking would impact
how you communicate. If you
become someone who is more
process driven, it affects the type
and quality of the questions you
ask.

Here’s an example of the type of
questions that are continually being
asked by managers who have a
result driven mindset. These
questions focus on one thing and
one thing only; the outcome.

1. What are you working on that's
currently in your pipeline?
2. How many meetings did you
schedule this week?
3. You're putting everything we
need into the CRM, right?
4. Is your sales forecast accurate?

5. Did you get in touch with the
decision makers, as well as
influencers in the company?
6. How many calls did you make
today?
7. You qualified the prospect to
ensure there's a fit, this is a priority
for them and they had budget,
right?
8. If we're going to put a pilot in
place, did you confirm that we are
their vender of choice?
9. Did you demonstrate a solid
value proposition that's aligned with
the customer's needs?

Are these questions important?
They most certainly are! However,
these questions enable managers
to facilitate only half of the
conversation you need to have with
your salespeople. While these
questions certainly focus on results,
they are also, for the most part, all
closed-ended questions, providing
no additional insight into the
situations, facts, behavior or what
was discussed.

Review these nine questions I
listed. What are you really learning
when you ask your salespeople
these questions? You only succeed
in uncovering their opinion around
what's been done (yes or no) and
not necessarily how it's been done.

Here's the real cost incurred
when asking these closed ended,
result driven questions. The
manager assumes their
salespeople are emulating the best
practices, knowledge and the
behavior of world-class sales
champions - and so do their
salespeople!

Where in this conversation are
the questions that focus on who

Think about how this
line of thinking would

impact how you
communicate. If you

become someone who
is more process driven,
it affects the type and

quality of the questions
you ask.
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they are, what they know, their
current skill-set, what their
communication sounds like and
how they actually do things?

Besides, how would you feel if
you were asked these questions?
In many cases, you are probably
being asked them by your boss!
Does it feel empowering or
conversely, do some of these
questions sound condescending?

Change Your Questions -
Change the Outcome
Notice what happens when you
become more of a process driven
thinker. While these questions are
in no particular order, be mindful of
the spirit behind each question.
Here are some examples of open-
ended questions that are truly open
ended. That is, they don't have your
judgment, agenda or solution
baked into them!

� How have you handled that
situation before?
� What have you tried so far? How
did you do that?
� What is their expectation of
exceptional customer service?
� How does the customer define
value and ROI?
� How did you respond when the
customer pushed back on pricing?
� What steps can you take to
resolve that?
� Walk me through the last
conversation you had with that
customer.
� What questions did you ask to
qualify this opportunity?
� What are the titles and names of
all the people involved in this
decision?
� What did they tell you their

decision-making criteria was?
� What are the top concerns the
prospect shared with you that could
get in the way of earning their
business?
� How did you confirm that your
value proposition was perfectly
aligned with their objectives and
needs?

These are the questions that
salespeople appreciate being asked.
While they challenge people to
assess and improve how they do
things, they do so in a positive, rather
than a confrontational way. These
questions demonstrate that you
actually have an interest in them. It
shows that you're not only focused
on the results but on them, as well.

As you can see, beliefs certainly
precede experiences. When you
become someone who is more
process driven, notice what
happens to the quality of the
questions you ask. Now, you have
the power to positively impact the
outcome of every conversation.

Sure, you manage data,
however you develop people.
Besides, if you keep focusing on
the result, then nothing changes,
including your people.

Alternatively, if you focus on
change and growth, the byproduct
is, you achieve what you want
most; your business objectives, a
strong bench of champions and
future leaders, and your new
competitive edge.                               �
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Keith Rosen is the CEO of Profit Builders. 
Find out more by visiting here.

The secret to developing a team of
high performers isn’t more training
but better coaching. When
managers effectively coach their
people around best practices, core
competencies and the inner game
of coaching that develops the
champion attitude, it makes your
training stick.  With Keith Rosen’s
coaching methodology and proven
L.E.A.D.S. Coaching Framework™
used by the world’s top
organizations, you’ll get your sales
and management teams to perform
better - fast.                     BUY HERE

Sales training doesn’t develop sales
champions. Managers do. 
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If you are in an industry where
social selling has high

applicability, peddle faster. If you
don’t modify your core sales model,
your competitors will beat you. It is
unwise to play it safe in this
situation. Social selling is a zero
sum game. Win with it and you are
likely to win big.

If you are in an industry where
social selling has low applicability,
ignore it. You do not need to modify
your sales model. Let your
competitors get distracted. Keep
your eye on the ball and you will
beat them.

How do you know which one you
are?

We track 19 industries. A post
reviewing all 19 would not be a
post, but a book. Therefore, I have
developed three industry “clusters”.
Use them to quickly determine if
social selling is applicable to your
industry.

Legacy Buyer Industries
For these industries, there is
unlikely to be a wholesale shift to
social selling. Examples include
medical devices and pharmaceuticals.
We project a gain of 5 percent in
medical devices. We project a gain
of 3 percent in pharma. It will be
2019 before these gains are
realized.

The reason for modest growth
is medical devices, and
pharmaceuticals, have persistent
buyer behaviors. Social selling
capabilities can only go so far in
simulating the experience of selling.
Reps need to be in doctor’s offices
and operating rooms.

Innovative Buyer Industries
These industries are likely to see a
more transformative effect from
social selling. Buyers in these
industries are rapidly changing how
they buy. For example, Software
and IT Infrastructure offer virtual
rather than physical products.
Buyers can make a purchase
decision with little help from a sales
rep. This makes these industries
highly susceptible to social selling
transformation.

We project social selling revenue

The potential impact of Social Selling varies greatly by
industry. Social Selling will be highly disruptive to some
industries. Not so much to others.

Social Selling Applicability by Industry 



Greg Alexander

gains to average 40 percent here.
Companies in these sectors have
their work cut out for them. They
need to absorb sales-model
changes while fending off
competitors. The onus will be on
the companies to act decisively and
quickly. This means streamlining
and repurposing their legacy sales
models. They need to redirect the
freed-up resources to build out their
social selling capabilities. Such
change may come with a stiff price
tag. But these industries may have
little choice but to step up in a
sustained way. The current
trajectory suggests they are
headed toward greater disruption
from social selling.

SOP Buyer Industries
These are the industries that have
completed several rounds of social
selling disruption. This is how the
buyers buy. Social selling is
standard operating procedure at
this point. Sectors like publishing,
electronics, and travel have seen
their sales models permanently
changed. For instance, publishing
and travel is expected to originate
over half of their revenue from
social channels in five years. This
will continue to reshape the sales
model for companies in this cluster.

These industries will need to
implement social selling in new
areas. For instance, companies can
leverage big-data social analytics to
boost sales coverage efficiency.
Sales teams in this cluster that
succeed will be those that make
bold bets to reshape themselves.
Failure to do so is swimming
upstream. It is no longer if, or when,
to implement social selling, but how

big to bet? Typically there are small
organic growth rates in these
industries. Growing revenue by a
few percent will translate into
significant top-line impact.

Invest Proportionally
The message from our research is
that sales teams need to embrace
social selling. But they should do so
in line with their own unique
opportunity. Why invest in social
selling if improvements to the current
sales force will suffice? Conversely,
why mess with small experiments
when the revenue is large?

To assess and act on the social
selling opportunity, we recommend
four steps.

1. Estimate the revenue at stake.
Sales teams need to get a handle
on the revenue opportunities
available to them. Social selling
originated revenue should be
assessed at the product level. It
should be checked against
competitor performance. The
aggregate impact should be
computed. The numbers should be
turned into social selling targets to
monitor progress.
2. Rank the opportunity. Most
sales organizations don’t have the
resources to execute on multiple
big opportunities at once. Be
selective. Figure out what areas are
likely to deliver the greatest
amount of revenue and start there.
Social selling requires some
experimentation. However, too
many ad hoc projects lead to

scattershot investments that fail to
deliver growth. One SaaS
company, for instance, ended up
with 20 different prospecting
methods. Social selling is in
replacement of old prospecting
methods. It is not in addition to.
3. Take a complete view. One
business services firm increased
sales appointments by 35% but did
not see a revenue increase. The
reps could not perform once they
were on the sales appointments.
Think through the impact social
selling has end to end.
4. Align the sales teams
accordingly. In the long run, some
sales models will simply be
destroyed by social. Tweaking them
is futile. Sales leaders need to act
purposefully and divest where it
makes sense. Identify which sales
teams are likely to be cannibalized
and shut them down. Conversely,
some sales teams will clearly need
new capabilities. Companies often
do not have the luxury to build up
skills organically over time. One
client hired SBI to rapidly build out
its social selling capabilities. If
speed is important, get help.

In summary, capturing the value of
social selling will be important in
most industries. It will be critical for
survival in some. But not all.

If you are new to social selling,
and need help, go here. One of our
experts can help you through the 4
steps above.                                        �
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TOP SALES ACADEMY SESSION 07
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December 3rd  
“Changing the Sales
Conversation: 
Insights > Ideas > Solutions”  
presented by 
Linda Richardson 
Time: 12:00 Noon Eastern.
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2014 - 2015

RegisterSponsored by
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presented by 
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Top Sales Article & Blog Posts

Available Free for a limited time!
I am excited to announce that

SellingBrew just published my
Playbook Diagnostic, “Five Signs
You’re Missing Sales Opportunities”
and has generously made it
available free to readers of
ViewPoint for a limited time.

The diagnostic includes a self-
assessment to help you benchmark
your team’s lead generation
performance against best in class
companies.

It also provides details, insights
and recommendations for change:
1. If nurturing works that well, why
doesn’t every company do it?

� Lead definition challenges
� Focus on quantity and not

quality
� Skill set lacking
� No accountability
� Organizations give up too soon

2. Effective nurturing will increase
the return on marketing investment
by 3x plus.
� Results you should expect from

pipeline, qualified, and
unresponsive prospects

There’s a straightforward solution
to start increasing your qualified....

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 ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Five Signs You’re Missing Sales Opportunities
by Dan McDade

This Week’s Top Sales Blog Post
Sales Coaching Isn’t About the Coach
by Keith Rosen
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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.
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