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For the sake of this editorial, it is important that we
all understand the term "commoditization" This

from good old Wikki ...
"In business literature, “commoditization” is

defined as the process by which goods that have
economic value and are distinguishable in terms of
attributes (uniqueness or brand) end up becoming
simple commodities in the eyes of the market or
consumers. It is the movement of a market from
differentiated to undifferentiated price competition
and from monopolistic to perfect competition. This is
not to be confused with commodification, which is a
Marxist term for things being assigned economic
value which they (according to Marxist theory) did
not previously possess, by their being produced and
presented sale, as opposed to personal use."

I believe that most of us recognize the onward,
relentless march of commoditization - although
some people in sales appear deliberately oblivious,
and are hanging on in the vain hope that it is
something that only happens to other people; other
industries; other sectors.

Slowly but surely, more and more products,
solutions and services are being commoditized: My
definition of a commodity? If it can be purchased
online with a credit card, it is a commodity, and one

of the few restrictors is a credit limit.
So how long will it be before you are replaced by

a credit card acceptance screen?
There is a huge post-commoditization grave-yard

somewhere full of petrol pump attendants,
insurance agents, mobile phone salesmen and
women, newspaper sellers, and a whole host of
other ex-salespeople made redundant by the
internet - and it is filling up fast. Careers are dying to
get in there!

Change is inevitable - it is the one constant we
can rely on: It cannot be refused or resisted, so we
have to accept it and adapt and thrive. The sales
space isn't dying, it is just re-shaping itself, and what
comes next is bound to be more exciting than what
has been before - we just need to fully embrace it
and keep the shutters of our minds in the up position

Jonathan Farrington
CEO
Top Sales World

PS: Do get across to Top Sales World as often as
you can – there are new resources being added
every day, from the world’s leading sales
experts, and it is all FREE.

Editorial
Are You About to be "Commoditized" or Will You Survive?

http://topsalesworld.com/
http://topsalesworld.com/
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JF: When did you know that
salespeople would be impacted
by social media?

BG: In July 2004, when I signed up
for my LinkedIn account. I am
member 874,098. At the time, I
remember thinking, “Hey, if this can
work for people networking for jobs,
it can work for salespeople
networking for new sales
opportunities.” Along with LinkedIn, I
became an early adopter of
subsequent platforms like Twitter,
Facebook and blogging, because I
realized the potential of engaging

with prospects, customers and
partners in multiple ways.

JF: What has changed in the 4
years since your book: The New
Handshake – Sales Meets Social
Media was published?

BG: Explosive growth of social
networks is one change. The
biggest change however, is that the
buyer’s decision making process
looks much different today. We were
seeing evidence of that when the
book was published. Now, some
70%-80% of the time say Sirius

Decisions and Gartner, buyers go
online to do their initial data
gathering. Feature dumps fall on
deaf ears. Sellers need business
acumen and the ability to bring fresh
insights to the discussion;
otherwise, decision makers don’t
need them.

JF: You talk about the 3 keys to
successfully using social to sell,
what are they?

BG: Strategy, Skills and Execution.
It all starts with a plan at the
individual and corporate salesforce

Jonathan Farrington interviews Barb Giamanco, pioneer and evangelist of Social Selling
and President of Social Centered Selling.

The Real Power of Social Selling



The JF Interview

levels. Without a roadmap that
includes what you’ll measure and
track, how can sellers expect to be
successful? 

Next are skills. Embedding social
strategies into the sales process
requires training. Expecting
salespeople to learn on the fly won’t
lead to measurable outcomes.
There is an art to engaging through
social media channels. Invest in
giving sellers the training they need.

Finally, consistent execution. If
sellers aren’t regularly (as in daily)
sharing content, engaging in
conversations and strategically
using social to source sales
opportunities, they are missing out.
Inconsistent activity will not
generate results.

JF: What are the top mistakes
that salespeople make when
selling today?

BG: Using social channels to
broadcast sales pitches. Sellers
now send their spam through
LinkedIn, Twitter or Facebook. The
practice of spray and pray,
however, not only does not
generate positive results, it can and
does create a negative perception
about the salesperson and their
company. 

The second mistake is boiler
plate messaging. Salespeople
crank out messages that lack
relevance for the vast majority of
people who receive them.
Corporate Executive Board
surveyed 5,000 executives and
decision makers that interact with
salespeople and discovered that
86% of these executives said that
the salesperson’s message had NO

commercial impact on them
whatsoever. 

JF: Do you believe that the
basics of great selling is on the
decline? If so, why?

BG: Yes, I do. I have long said that
using social selling tactics to get the
meeting is a fraction of today’s sales
equation. If you cannot hold an
articulate and consultative
conversation with the decision
maker(s), what good did any of
those social selling tactics do for
you?

Poor sales skills really falls on
management’s shoulders. The
younger salespeople, in particular,
join companies who give them no
sales skills training at all. They learn
system, process and the products,
but they aren’t actually taught the
process of selling. I’m talking the
basics of good communication,
listening, presentation and follow
up. 

As an example, Joe called me
three times in the past two weeks
and said, “He really hoped to talk to
me”. Joe who? What company does
he work for? What’s the purpose of
the call? Why would I stop
everything to call him back? Is this
how you’d want your business
represented? Sales leaders need to
insist on ongoing investments in
skills development programs.

JF: As an early evangelist, you
now believe that salespeople
(and marketing and service) need

to be mindful of “experience”.
Why is that?

BG: As companies look for unique
ways to stand out, delivering stellar
experience - in every interaction - is
the way to do it. What I mean by
“experience” is the positive or
negative reaction at every touch
point in the process of first
connecting with a prospect, moving
them through the sales funnel,
closing the business and retaining
them as a happy customer for life.

Experience drives revenue and
profitability. According to a CEI
Survey, 86% of buyers will pay more
for a better customer experience.
But only 1% of customers feel that
vendors consistently meet their
expectations. In Oracle’s report:
Why Customer Satisfaction is No
Longer Good Enough, they report
that one of the key drivers for a
customer to spend more with a
company is the overall
improvement of the customer
experience. 

Bottom line, regardless of the
touch point – marketing, sales,
service - you usually get one
chance to make a great first
impression. Sales opportunities are
lost daily because the overall
experience isn’t being considered.
This is something I think companies
need to address.                                �

You can also listen to the audio
version of this interview HERE.
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Barb Giamanco heads up Social Centered Selling.
Find out more by visiting here.

https://s3.amazonaws.com/TopSales/SalesHardTalk/2014/september/Barb-Giamanco-2014-09-30.mp3
http://www.scs-connect.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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Theresa Amabile, head of the
Entrepreneurial Management

Unit at Harvard, has dedicated her
entire research program to
creativity.  She makes it clear that

all people are capable of producing
creative work. But she adds that
most aren’t anywhere near
reaching their creative potential. 

Corporations are starved for

creativity.  Creativity in sales has
never been more important.  With
the new focus on bringing insights
to clients, there is a premium on
creativity.   Bringing products to
clients is mundane compared to
what it takes to bringing ideas.
Success, in the new world of
selling, hinges on the ability of
salespeople to not only know what
clients need now, but what their
next needs will be, and delivering

All children are creative.  But for most, creativity is
repressed as a part of growing up.  We often think of
creativity as an innate, indefinable gift that a person is
born with or not, something that is not teachable.  

Finding Your Creativity in
Unlikely Places       



Linda Richardson

the right solutions. 
There are hundreds of

definitions for creativity.  Creativity
is hard to define—but it is very easy
to recognize.  I like Wharton’s
marketing professor Jerry Wind’s
definition of creativity, “The ability
to challenge the status quo and
come up with new and better
solutions and new perspectives.”
He makes it clear that being
creative means breaking with the
status quo to create a new
dimension.

Yes, there are those that are
born creative and stay creative.
There are the extremes such as
Einstein, Picasso, and Jobs.  And
there are also the 10% or so in the
normal curve.  But far from being
limited to this small group,
creativity is in all of us waiting to be
rekindled - and evidence shows
that it can  be taught.

It has been my experience, and
it is borne out by research, that the
critical element of creative work is
the environment that either
supports or squelches it. Before
looking at behaviors that support

creativity, let’s consider the
environment.  Unfortunately, most
organizations, although they are
hungry for creativity, undermine it.  

In an IBM survey of 1,500
CEO’s from 60 companies in 33
countries, creativity was
acknowledge as the most important
organization-wide trait needed for
navigating the business
environment. Yet it is crushed
again and again and again, often
unwittingly.  

Jennifer Mueller, professor at
the University of San Diego,
explains the creativity can be
turned off or turned on, based on
the environment.  Organizations
create cultures that turn it off for a
host of reasons.  Creative
salespeople (creative ‘’types”)
often don’t conform. They are seen
as trouble.  They can be difficult to
manage. Corporations often can’t
tolerate failure, which is a part of
the process.  They see the risk,
cost, or the time it takes for creative
work incompatible with their need
for predictability and control. The
problem though is that, without an
environment that supports
creativity, transitioning sales teams
to the new selling is a long hard
road.

It takes determination and
daring to create an environment
where creativity can flourish. Sales
leadership, ideally at the highest
level, must institute methods and
patterns that fuel creativity.   But if it
isn’t supported at the corporate
level, each sales manager can
coach and inspire creativity with his
or her team. Jerry Wind looks at
creativity as a muscle that can be
developed and therefore taught.

For sales leaders who think
creativity means chaos, the good
news that research brings to us is
that, far from having to abandon
process and methodologies,
creativity demands discipline.

The latest thinking about
creativity is it can’t be taught in the
normal sense of adding knowledge.
It can, however, be tapped into.
Here are some proven strategies: 

� Work within parameters —
Authors of Inside the Box,
Goldenberg and Boyd reinforce
how critical it is to work within
parameters.   A myth is that
creativity is this immediate light
bulb. But in fact, for most people to
be creative, structure is the key.
Muller sites IDEO, the
multinational design firm, as
exemplary.  They begin the
creative process with
brainstorming (no censuring of
ideas), but then shepherd it
through a more structured route.
The initial session is called “deep
dive”, and that session is very
short.  Then they break the
problem apart by assigning people
specific pieces.  Then comes the
focus session. Their process
shows the interplay between
chaos and focus.  One person is
responsible for the structure.  They
test the idea, or solution, and then
tweak it. Muller says that, unlike
the stereotype, creativity has to be
tightly managed and fostered.

� Manage talent — Make
decisions about the roles where
creativity is most important.   While
some researchers suggest that
certain positions don’t require
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Yes, daydreaming!  He
has found that most
businesses are not
aware that mind-

wandering seems to be
essential to the

creative process.  This
gives workaholics a
reason to smell the

roses…
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creative people, I disagree.
Certainly, some roles demand
more creativity than others.  You
don’t want “creative accounting”,
but that is different from not
wanting a creative accountant.
Where creativity is essential,
incentivize people to do things
differently. 

� Have faith in team
members/yourself — Kaufman,
Director of Imagination Institute at
Penn’s Positive Psychology
Center, believes everyone is
creative. But if organizations want
creativity expressed, there must be
a belief that team members are
capable of being creative.  Sales
leaders must support their team
members with coaching and give
them  process and tool, but also
give them room to use their
judgment to be creative.

� Daydream — Kaufman also
says it is very important to give
team members time for
constructive internal reflection, and
even daydreaming. Yes,
daydreaming!  He has found that
most businesses are not aware that
mind-wandering seems to be
essential to the creative process.
This gives workaholics a reason to
smell the roses…

� Take a walk — Stanford
researchers show that walking
boosts creative inspiration by 60%.

Steve Jobs and Mark Zuckerberg
are known for holding meetings on
foot.

� Allow time —  Research
discredits the myth that time
pressure increases creativity.
Making time and giving space for
creativity is challenging in todays
world, but it is essential. Longer
term thinking feeds creativity.
Levitin, author of  The Organized
Mind, makes the case that
multitasking and Facebook,
tweeting, and emailing throughout
the day, sap creativity.  He too
promotes daydreaming as a way to
increase creativity.

� Intersect ideas — Maeda, of
Kleiner Perkins Caulfield & Byers,
describes the need for what he
calls “plasticity” as key to creativity
by allowing the joining together of
ideas not thought of as related. He

uses Airbnb as a perfect example
in that its creators recognized the
excess capacity available in
people’s homes and designed a
scalable service to enable anyone
to access that capacity in a peer-
to-peer economy. They used two
unrelated things and created a
new connection. 

� Create a repetitive, discipline,
routine — This may sound
counter intuitive, but it captures all
of the above thinking. Even
creative writers such as  Maya
Angelou,  John Cheever, W.H.
Auden and countless others,
report their writing schedules are
highly disciplined - for example
8:00 to 11:30 every day.  They
think like artists, but they worked
like accountants.

� Encourage peer review —
Assemble diverse teams to get
broad thinking and use the IDEO
methodology.  Amabile shows that
collaboration is more conducive to
creativity than competition.

� Identify the real problem —
Questioning is more important
than ever, but the questions must
be the right questions to solve the
right problem.  Understanding the
real problem is the most important
part of the creative process.  As
you think of ideas, keep asking
“What else?  

Research and experience tell us
clearly that discipline is the key to
creativity, and this includes
building-in room for “the trouble
maker” and carving out time to
daydream.                                        �

Linda Richardson is the Founder and Chairman of
Richardson. Find out more by visiting here.
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You watch the news, and you
have thoughts about it – that’s

reactive. When an idea about
something you’ve been working on
enters your mind – that’s proactive.

All of a sudden, proactive thinking
seems better. But reactive thinking is

the norm. The great thinkers of the
world are all proactive. That should
be your first clue.

My personal development, and
real creative thinking, began when I
read Think and Grow Rich, by
Napoleon Hill, in 1971. Actually I did

more than read it; I devoured it,
reread it several times, studied it,
and then applied it to my life.

Think and Grow Rich impacted
me and led me to all the other works
of Napoleon Hill. Most notable to me
are How to Sell Your Way Through
Life (the best sales book of all time),
and The Master Key to Riches (the
follow-on elaboration of Think and
Grow Rich). Hill filmed The Master
Key to Riches and as I was
watching it again last week, I
thought this below piece was worthy
enough to share with you. It’s about
thinking, or should I say accurate
thinking, or should I say YOUR
accurate thinking.

The Slight Difference in Thinking is Money 
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Have you ever thought about the way you think? How
do thoughts just pop into your head? How do you create
an idea? Most people take thinking for granted, or at
least never look beyond the surface of what makes it
happen. What are the triggers for your thoughts? Are
you a reactive thinker or an original thinker? That’s an
interesting thought all by itself.



Jeffrey Gitomer

Here are Hill’s exact words
(keep in mind this was written 60
years ago)…

Rules for Accurate Thinking?
by Napoleon Hill
Now I will give you seven rules to
follow which, if you memorize them
and follow them as a daily habit,
may bring you top-rating as an
ACCURATE THINKER.

1. Never accept the opinions of
other people as being facts until
you have learned the source of
those opinions and satisfied
yourself of their accuracy.?

2. Remember that FREE ADVICE,
no matter from whom it is received,
will bear the closest of examination
before it is acted upon as safe, and
generally speaking this sort of
advice is worth exactly what it
costs.

3. Alert yourself immediately when
you hear anyone speaking of others
in a discourteous or slanderous
spirit because this very fact should
put you on notice that what you are
hearing is BIASED to say the least
about it, and it may be out and out
misstatements.

4. In asking others for information
DO NOT DISCLOSE TO THEM
WHAT YOU WISH THE
INFORMATION TO BE, because
most people have the bad habit of
trying to please under such
circumstances. Well measured,
tactful questions can be of great
benefit to you in THINKING
ACCURATELY.

5. Remember that ANYTHING
WHICH EXISTS ANYWHERE
THROUGHOUT THE UNIVERSE
IS CAPABLE OF PROOF, and
where no such proof is available it
is safer to assume that NOTHING
EXISTS!

6. One of the great inexplicable
miracles consists in the fact that
both truth and false-hood, no
matter by what means they may be
expressed, carry with them silent,
invisible means of identifying
themselves as such. Therefore,
remember this truth and begin
developing the necessary intuitive
faculty to enable you to “sense”
what is false and what is true.?
7. Follow the habit of asking
“HOW DO YOU KNOW?” when
anyone makes a statement you
cannot identify as true. Follow this
habit faithfully and you will see
many persons squirm and turn red
in the face when you insist upon a
direct reply.

The most ACCURATE THINKERS
are the scientists. They investigate
with open minds and never allow
their WISHES TO BECOME THE
FATHERS OF FACTS, but deal with
each fact as it is – not as they would
like it to be.

Now, one final word of warning I
feel I should leave with you: STUDY
YOURSELF CAREFULLY AND
YOU MAY DISCOVER THAT
YOUR OWN EMOTIONS ARE
YOUR GREATEST HANDICAP IN
THE BUSINESS OF ACCURATE

THINKING. It is easy to believe that
which you wish to believe, and
unfortunately that is precisely what
most people do!

It’s interesting the way that Hill
distinguishes between fact and
fantasy, true and false, logic and
emotion, and accurate and
inaccurate.

It’s about challenging your own
thinking, and having the courage to
challenge others about their
thinking. It’s about doing so in a
positive way, and challenging
yourself to rely on your senses, not
just your beliefs.

“Think” is a very powerful word
in our language, and it’s an even
more powerful action. I recommend
that you set aside at least 10
minutes a day to think. Put it on
your calendar. Daily. Document
your thoughts, and then put them
into action.

When you dedicate time to
yourself, and have a relaxing,
creative atmosphere that allows you
to dig deep into your own thoughts,
and you have some recording
device or keyboarding device to
document your thinking and your
thoughts, after a few months you will
begin to blossom as both a thinker
and a person of action.

You will begin to feel your
genuine power. Thought power.
And that power will manifest itself
into stronger relationships,
stronger sales, and a stronger
bank account.                                 �
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Article written by Jeffrey Gitomer, Chief Executive
Salesman. Find out more by visiting here.
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Our 2014 data delivers a
consistent message: The

“inability to communicate value
messages” is again the biggest
inhibitor to sales success, as it was
in 2013 (22%) and in 2012 (23%). 

The second biggest inhibitor is
the “inability to attract new clients”
(16%) followed by “more complex
buying requirements” (15%).

Value messaging needs a clear
design point – the customer
Before the Internet existed, a
salesperson could create value for
customers by presenting functions,
features and benefits. But now
buyers can find all this information
online, and value messaging has to
change. Executive buyers in
particular are not interested in what

a product is and what it does; they
need to know what it means for their
business and their desired
outcomes. This evolution in the
buyer’s world changes the design
point for value messaging. It’s no
longer the product; it’s the customer.
The customer’s journey and the
different buyer roles along the entire
customer’s journey are the main
design point for value messaging. 

Value messaging needs to be
dynamic 
The times when static value

The Inability to Communicate Value Messages
– Biggest Inhibitor to Sales Success in 2014
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At the MHI Research Institute, we have asked this
question in each of the past three years: What are the
biggest inhibitors to sales success? 



Tamara Schenk

propositions were successful are
gone. Value messaging has to be
dynamic to address the customer’s
different focal points along their
customer’s journey. In the beginning
of the customer’s journey, value
messaging has to focus on the
customer’s context and the
stakeholders’ different concepts
regarding how to fix a problem, how
to avoid a risk or how to accomplish
a goal. Salespeople can create
significant value if they help
customers to better understand their
challenges, the root causes and the
real business impact, and if they can
provide tailored perspectives on
how to approach the challenge in
different ways to achieve the desired
results. In these stages, there is no
room for product-focused
messages. 

This changes in the actual buying
phase. Here, the decision dynamics
have to be orchestrated. Value
messaging often has to address
additional stakeholders with very
purchase-focused concepts.
Competitive and product-oriented
messages are now more important,
but must always be mapped to the
customers’ desired results and wins.
The goal in this phase is to be
perceived as the buyer’s best option
against all competitors to achieve
their desired results and wins. 

It changes again in the
implementation and adoption
phase. That’s right: value
messaging doesn’t end when a deal
is closed. Now, it is important that
the value gets delivered as
promised. Owning the customer’s
outcome means making sure that
they can achieve their desired
results and wins. Furthermore, it’s

important to orchestrate the value
dynamics during this important
phase. Different stakeholders will
perceive value differently, based on
their different roles and concepts.
And often, projects are delegated for
execution. So, it’s even more
important to make sure that the
stakeholders and the initial
executive buyers know how the
value was delivered and which
customer results were achieved.
Following these steps can easily
open a window for new
opportunities within this account. 

Value messaging and creating
new business 
The inability to communicate value
messages is not only the single
most important challenge year after
year; it’s also the underlying cause
of at least two other inhibitors.
Those are the inability to attract new
clients, (reported by 16% or our
survey respondents) and the
inability to expand in existing
accounts (7%). Taken together,
these three factors comprise 48% of
the inhibitors to sales success. This
makes value messaging a top
priority for every sales leader to care
about.

Value messaging, sales
enablement and homework
As described above, the secret to
successful value messaging lies in a
dynamic customer core approach. It
is sales enablement’s responsibility
to provide messaging frameworks
that are easy to access and to

customize. Sales enablement and
sales training have to make sure
that salespeople know how to use
the messages effectively, and that
they are trained to present
messaging that’s focused on
business issues rather than on
product. Messaging training has a
lot to do with role plays and
simulations, ideally based on real
opportunities. As in sports, it takes a
while to get familiar with the basics
of a new sport. It’s the same with
new value messaging that’s focused
on business issues. It requires a
different language that addresses
different patterns. New skills have to
be learned to achieve a certain level
of proficiency.

Furthermore, creating new
business begins very early along the
customer’s journey. First, your
strategic account planning must
lead to a solid account growth
strategy. And the customer has
strategic initiatives of their own; it’s
essential to understand these and to
connect the dots to your own
capabilities. Identifying the right
buyer roles within new accounts and
also within existing accounts is
critical to success. Then homework
and research has to be done to
identify a valid business reason for
the first conversation, and all
conversations must be prepared for
in advance. At that point, value
messaging can work successfully—
if all other selling competencies are
in place.                                                 �
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Tamara Schenk is Research Director for the
Miller Heiman Research Institute. Visit here.
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Kevin Eikenberry

Accountability is more than a
buzzword, it is a behavior

exhibited by all highly productive
and successful people in any field.

Which is why people ask about it
– they want to understand it better,
because they want more of it in
their organizations.

The interesting thing is, that
most people talk about wanting
more of it from others, but don’t
think about how they are
accountable for creating more of it
in others.

I created a one-hour teleseminar
where I unpack the key ideas
related to accountability – in a way
that anyone can understand, and in
a way that leaders need to
understand it. Because if we don’t
understand it, we can’t help create
it. And if we don’t understand it, we
can’t understand our role in that
process.

I build this session for the
members of our Remarkable
Leadership Learning System, but
because I am asked about so often,
and the concepts are so important, I
decided to open it up to non-
members. You can purchase a
recording of this session I delivered
last week – for personal use and to
share with your team over and over
in the future.

The details about what you will
learn and be able to apply can be
found here. While you are there,
you can also register to join us. I

hope you will, because when these
powerful ideas are spread and
applied, we will all get better results
with less frustration.

As always, we hold ourselves
accountable by giving you a
complete hassle free guarantee. If I
don’t deliver what I promised, or if
you are unhappy for any reason, we

will refund your investment and do
whatever we can to make it right
with you.

Accountability does start with us
– if you want more of it in your life
and work, I urge you to invest in
yourself and your team now. �
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Personal Accountability Starts Here
When I am with a group, whether training, consulting or coaching, it is a rare day when
issues or questions about accountability don’t come up.

Kevin Eikenberry is the Chief Potential Officer of
The Kevin Eikenberry Group. More details here.

http://www.KevinEikenberry.com/
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Jeff Perkins

Today, I’d like to share how
teamwork and collaboration can

also help sales reps survive and
thrive in the changing landscape.

Evolve Relationships with
Other Departments
In many organizations, there is
sometimes tension between sales
and other departments (usually
marketing).  Sales reps are the
“rainmakers” while everyone else is
just doing busy work.  Sales reps
will actually call other departments
the “SPD” – Sales Prevention
Department.

The new sales landscape
requires sales people to be more
collaborative with colleagues in
other departments. In my previous
job, we had 800 sales reps out in
the field. The B2B marketing team
was responsible for enabling the
sales force. We knew that we would
only be successful if our sales reps
were successful—and we couldn’t
do that without their help.

As a result, we formed a sales
advisory board to help the
marketing team better support the
field. This advisory board came in
once a quarter and we had three-

day work sessions on messaging,
collateral, presentations and much
more.  In the end, we produced all-
new sales materials that were
designed “for the field, by the field”.
These sales materials were widely
adopted throughout the sales force

and helped improve the relationship
between sales and marketing.
Rather than the “Sales Prevention
Department”, they started calling
marketing the “Sales Productivity
Department”.

Are you interested in more tips
on how to evolve to remain
successful? Check in the next issue
to find out why sales must change
the way they sell.

For more information on how
sales is changing, download our
free eBook: The Evolution of Sales:
The Survival Guide.                          �

Evolve or Die Part 2: Teamwork and
Collaboration Across Departments
In a previous article, I explained how today’s prospects
are more educated and savvy than ever before. Which
means sales professionals have to be better prepared to
have more meaningful conversations that will help lead
to a sale.
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Jeff Perkins is the Vice President of Global Online
Marketing at PGi. Find out more by visiting here.

http://blog.pgi.com/2014/04/evolve-die-part-2-teamwork-collaboration-across-departments/?cid=PGi:AQ:TSW-SPONSORSHIP:EVOLVE_PT2:6-27-14
http://experts.pgi.com/evolution-of-sales-ebook-top-sales-world
http://www.pgi.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


Top Sales World News

October 7th Edition 2014  Top Sales World Magazine  18

TOP SALES ACADEMY SESSION 02
2014 - 2015

October 15th
“The Mindfulness of Selling” 
presented by Jonathan London 
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 03
2014 - 2015

RegisterSponsored by

October 8th
“Secrets to Becoming a
Master at Sales Coaching” 
presented by Dave Kurlan
Time: 12:00 Noon Eastern.

RegisterSponsored by

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


Top Sales Article & Blog Posts

Yeah, just in case you didn’t get
that, I’ll lay it out for you.

In a recent mining of Objective
Management Group’s data from
June of 2013, there was a huge
increase in the number of
salespeople using social sites like
LinkedIn, Twitter, Facebook,
Spoke, Plaxo and Reachable for
selling. 

I was impressed with this
development…but…there is a huge
problem with this.  For all the
attention that these sites get, for all
the salespeople who now spend
their evenings perfecting their
profile, adding people to their

networks and asking for
introductions, what hasn’t changed
for the better are these key metrics:
� Calls-to-contact ratio is now over
10:1 – worse than ever before.
� Contact-to-meeting ratio is
worse, not better.
� Sales cycle length is longer, not
shorter.
� Closing percentages are lower,
not higher.
Weren’t the social sites supposed
to help with those metrics?

Not really.  These sites help
salespeople connect – in the
slightest of ways.  Do you even .....

As 2014 winds down,
salespeople and managers

should look at the current
environment to figure out what
elements will be most important
and useful in the months to come.
Here’s a short list on what many
experts are calling for to prepare
modern sales forces for the next
wave of advancement in a data-
centric world.

1) Social Selling Platforms
Social selling has proven to be a
key tactic for companies, and
having the right tools to get onboard
and seek out customers is going to

mean everything to a sales
strategy. This article from
Mashable, which looks positively at
LinkedIn’s new Sales Navigator
tool, cites studies that show that
sales people with social selling
strategies are 51 percent more
likely to beat a quota, partially by
eliminating the need for cold calls
and other traditional tactics.

2) Presentation Tools
Another big addition to the sales
toolbox is a type of interface that
can condense a lot of diverse
information into smooth, easily .....

Read More Here�

Read More Here�

This Week’s Top Sales Article
Increase in Social Selling Yields No Improvement in
KPI’s by Dave Kurlan

This Week’s Top Sales Blog Post
10 Things That Sales Teams Will Need In 2015
by Jamie Shanks
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CALULATE YOUR
ROI NOW!

http://ow.ly/CbplE


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).

https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
http://topsalesworld.com/topsalesawards/nominate/
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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
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support and loyalty
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