


October 14th Edition 2014  Top Sales World Magazine  2

Iwas recently asked that if I believed that all
customers and clients - and presumably prospects -

are unique, would I agree that all front-line sales
professionals are unique?

Both the short answer and the long answer to that
question is an unequivocal YES, most certainly they
(we) are.

This is precisely why I rally against those who
would have us all divided into boxes or categories.
When someone tells us to try and sell in a certain
way, and that way is alien to us, our approach is
immediately identified by our prospect/ client/
customer as being "manufactured" and unauthentic.

The fact that we have chosen sales as a career
would suggest that we have an outgoing and
gregarious nature - but be assured, "outgoing"
comes in various different flavors, and isn't always
accompanied by self-confidence. We all have a
comfort zone, and when we are forced to venture out
of it, we are, well ... uncomfortable.

When we become uncomfortable, we become
anxious, and that anxiety is transmitted to our
prospects, so now everyone is  ... uncomfortable,
you know where I am going with this.

One of the first issues I address during my
workshops is the fact that nobody has the right to tell

anybody else how to sell: I have always seen my
role as one where I share my knowledge and
experience, illustrate techniques, discuss concepts
and new ideas, and then allow my students to take
away what they feel comfortable (yes, there's that
word again) with, to integrate within their own selling
style. 

When you think about it, isn't this rather like
parenting? We do this with our children: We teach them
core values, and then allow them to make their way in
the world, whilst we retreat into a "supporting" role.

So my message today is a simple one - don't
allow anyone to tell you how to sell: The one unique
feature that we have in a sales environment, where
the playing fields have never been so flat, is
ourselves - our unique selling style, unique
personality, unique selling ability.

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.

Editorial
Don’t Ever Lose Your Uniqueness

http://topsalesworld.com/
http://topsalesworld.com/
http://www.thejfblogit.co.uk/
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JF: What are the biggest
concerns and complaints you
hear about leading remote sales
teams?

KE: You know, leading a team is
complex enough as it is; when you
are remote, the job gets even
harder. The first concern is – how

can I manage and lead people
whom I don’t see?  Here are two
things I would encourage you to
think about to help you get past this
complexity.  First, recognize it is
complex and be ok with that – think
of it as a challenge rather than an
obstacle.  

Second, remember that you best

serve your organization and your
team members when you focus on
accomplishment, not activity.  You
likely have many measures of
accomplishment – consider all of
them that relate to overall job
performance, and worry less about
the detail of people’s working habits.
You don’t have to see the activities,
as long as you are coaching to the
results or accomplishments.

JF:What are some keys to
coaching remotely?

Jonathan Farrington interviews Kevin Eikenberry, globally
acclaimed leadership guru, best selling author and Chief
Potential Officer of The Kevin Eikenberry Group.

Leading Remotely ….



The JF Interview

KE: Coaching remotely is largely the
same as coaching people face to
face.  One of the differences is that
you don’t have the spontaneous
opportunities to do so.  You don’t see
someone in the hallway, which may
provide opportunity, but also
provides reminder.  Out of sight,
sometimes, is out of mind.  So we
must get more intentional about
making time and taking advantage
of opportunities that do arise to
coach our remote team members.  

As a coach of remote team
members, always be looking for the
moments when you might be able to
provide coaching; whether
corrective or encouraging.  Also
consider adding time to regular
communications to include
coaching, rather than adding it only
“when needed.”

JF: How can I use my strengths
of influencing face to face when I
am communicating through
technology?

KE: Make sure to take advantage of
the times when you are face to face
– even if those opportunities are
very infrequent. And then get used to
the technologies that can bridge
most of the gap (with video tools at
the top of that list).  In other words,
email doesn’t have to be your
primary, or only, tool.  We all know
the phone has limitations too, but
today many people are making the
phone less useful than ever.  How?
By having conversations
everywhere and anywhere, just
because our phone is in our pocket.
As a frequent traveler, I have seen
far too many people having clearly
important conversations in places

and while distracted in ways they
would never be doing if they were
face to face (I’ll leave it at that!).
Influence requires a focus on others
– don’t let distractions and multi-
tasking make the job even harder. 

JF: I’ve got independent sales
people yet I want them to see
themselves as a team – and it is
even harder because they are
remote.  How can I build the sales
team?

KE: I love this question, and while it
doesn’t only apply to sales
managers and leaders, it is
especially important for you.  First of
all, there is an important assumption
in the question – that you really want
to create a team. If you do, then first
of all, remote team or not, you have
to make that expectation and the
behaviors you are looking for crystal
clear. People need to know that
being a team player (whatever that
means in your context) is part of
their job.  Without this expectation
being clearly stated and reinforced it
will be very difficult to create this at a
distance.  Once that is clear to you
and the team, you can work to build
the team.  

The fundamentals of doing that
remotely are the same as doing it
with a co-located team.  Give people
a chance to interact in as many

ways as possible.  Take time for
people to get to know each other –
whether that is by having them
share or you making connections of
interests and experiences between
team members.  This requires time,
effort and thought on your part - and
that is why you are the leader.

JF: How do I hold people
accountable when I don’t see
them often enough?

KE: I’ve hinted at a big part of this
answer already in a previous
question.  If you have clear
measures of success, put your focus
there first.  Are people “making their
numbers” but also, are people
reaching the other behavioral goals
you have for them?  For example if
you are asking people to be a part of
a team, what indicators do you have
to show that is happening?  Not all of
that requires your direct observation.

Lastly, the best leaders don’t just
hold people accountable, they help
them be accountable.  When you
realize that your job is to support and
help others be successful, you will
worry less about the daily direct
interaction.                                           �

You can also listen to the audio
version of this interview HERE.
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Kevin Eikenberry is a multi-time best selling
leadership author; the Chief Potential Officer of
The Kevin Eikenberry Group; the leader of a remote
and growing team and the co-founder of the Remote Leadership
Certificate Series, a remotely delivered learning experience to
help leaders like you become more competent and confident
when leading people who don’t work near you.

http://KevinEikenberry.com
http://www.remarkablelearning.com/landing/remote-leader-certification-series.html
http://www.remarkablelearning.com/landing/remote-leader-certification-series.html
https://s3.amazonaws.com/TopSales/SalesHardTalk/2014/october/Kevin-Eikenberry-2014-10-13.mp3
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=Leading+Remotely+@KevinEikenberry+is+interviewed+for+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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Although we want to better our
lives and achieve more both

personally and professionally,
many of our decisions are governed
by fear. Sure, we want to prevent
unwanted situations from occurring.
The irony is, when we set goals or

make decisions hoping to avoiding
situations that we don’t want to
happen, we’re often making
decisions about future events that
are not even real! 

Granted, the feeling of fear is
very real and I'm not disputing that.

Fear is another feeling or emotion;
like happy, angry, excited or sad.
These feelings often trigger a
physiological reaction,
(perspiration, elevated heart rate,
etc.) which reinforces our belief that
fear is also real.

However, there are actually two
parts that make up the experience
of fear. If one component is the
feeling of fear, the other part of fear
is the very thing you actually fear or
worry about.

Do you focus your energy, efforts and goals on what you
want to achieve or what you want to avoid? If your goals
are motivated by fear, then you may be making decisions
based on factors that aren’t even real. 

Are Your Goals the Wrong Goals?



Keith Rosen

Unfortunately, most people
collapse what they fear and the
feeling of fear together, without
distinguishing between these two
parts. As such, we have a tendency
to resist fear, perceive it as a threat
or a weakness and make it our
adversary, rather than embracing
fear as our greatest teacher. 

Here's the typical process. You
look at past problems, negative
experiences or failures and assume
they will happen again. (“The last
time I tried that/spoke to that
person/delegated that task it was a
disaster. So, why put myself in that
situation again?”) Consequently,
you make decisions with the
intention of avoiding what you
believe would happen in the worst
case scenario. The real cost here
is, you wind up basing your
decisions on assumptions (it will
happen again) rather than facts.
You’re also directing your energy
into avoiding something you don’t
want to happen, instead of focusing
your energy and efforts on
evaluating your processes and
approach so that you can achieve
what you really want. 

You’re familiar with the three
points in time: the past, the present
and the future. Think about where
your greatest fears live? That which
you fear is the negative expectation
or assumption of what you don't
want to happen in the future and is
never happening in the present.
Even if the future is in two minutes,
two days or two months, it’s still the
future. The good news is, since that
which you fear lives in the future
(“I’m not going to make my quota!”),
you can defuse the fear and make
better decisions by bringing

yourself back into the present
moment. Then fear loses its
powerful grip on you. 

If we are pushed to avoid
consequences or what we don't
want to happen, conversely we are
pulled towards what we do want;
pleasure. Since fear is the negative
assumption of the outcome, try
shifting your focus to the positive
outcome or what you do want to
create, instead of what you’re trying
to avoid.

The key point here is, your
fears are just as "real" as your
dreams! But as long as you give
more power to your fears rather
than your dreams and goals, your
fears will always seem as if they
are more of a reality and in turn,
will get the better of you. Think
about it for a moment. They are

both visions and pictures of a
future that you have constructed or
visualized in your mind's eye. Both
your fears and dreams are created
using the same tool; your
imagination!

The real danger is, if you’re
really clear with what you don't want
and don't focus on what you do
want, then where do you think
you’re going to continually direct
your thoughts and energy? Your
goals and dreams don't even stand
a chance! 

Empower your dreams and
goals, rather than your fears to be
the driving force that moves you
forward. Once you do, you’ll be able
to make choices based on what you
want to create, instead of what you
want to avoid so that you can
achieve what you want most.         �
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Keith Rosen is the CEO of Profit Builders. 
Find out more by visiting here.

I want to share 3 FREE chapters of
my book with you
Coaching Salespeople into Sales
Champions provides a proven coaching
framework used by the world’s leading
sales organizations so that managers can
confidently facilitative powerful, engaging
coaching conversations that help you
reach your business objectives – faster and
win more sales today.

You give so much energy to
help your team. Take this
moment to invest in yourself.

DOWNLOAD HERE

http://keithrosen.com/coaching-sales-champions-book/
http://keithrosen.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=Are+Your+Goals+the+Wrong+Goals?+@KeithRosen+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


FOR MORE DETAILS AND TO DONATE VISIT HERE

TRIPLE SEVEN QUEST
She is the fastest woman to ever run a marathon on every continent, and she is

also a triple world record holder. Now, Fiona Oakes is taking on the
challenge of a lifetime, 7 marathons on 7 Continents in 7 Days -

The 777 Quest - for a new Guinness World Record.
The cause? It is her Tower Hill Stables Animal Sanctuary.

PLEASE support this incredible woman and her mission.

http://www.fionaoakes.com/777.html
www.towerhillstables.com
www.fionaoakesfoundation.co.uk


Babette Ten Haken

You can’t wait for the next
upgrade to your system, can

you? How many new and/or
upgraded Apps have you
downloaded in the past month
(games excluded)?

How would you react to my
suggestion of upgrading yourself as
a Salesperson and Business
Person of Worth?

I just got an eye roll from you.
You mean you weren’t waiting for
the next opportunity to upgrade
your sales skills? Oh, I see. You
were waiting for your company to
provide this upgrade for you.

You feel you already know all
that there is to know. Your company
has the latest and greatest
enablement system for the sales
force. Your marcom stuff keeps you
“competitive.” Your have an
awesome arsenal of sales tools at
your disposal. 

Besides, you are meeting your
quota comfortably. You make a nice
income. You have a decent
customer base. Your manager is
not on your case this quarter. 

There’s no need for
improvement. Why upgrade your
sales and business skills?

Because your competition is
continuously upgrading theirs.
While you are in comfy sales couch
potato mode, your competitors are

learning what it will take to grow
and expand their business 18
months down the road. 

Have I got your attention? 
You are the ultimate Sales App.

You aren’t an enabling technology.
You are the living, breathing conduit
of how selling is transacted in the
marketplace. 

Your iPhone or Android device

isn’t going to consummate the sale
for you. You are. Your tools of the
trade only make your own sales
efforts more portable or virtual.  

The single distinguishing factor
for sales, business, technical,
engineering, financial, legal,
economics and scientific thought
leadership is that these individuals
are constantly learning. They are
curious about their surroundings. 

Thought leaders constantly
upgrade themselves. They are
constantly reading, collaborating,
discussing. They neither work, sell
nor think in a vacuum.

It’s always time to upgrade
yourself. What will you learn today?
How will it improve your business
outcomes?                                          �

Time for an Upgrade? 
Have you upgraded your Android or iOS system lately?
Portable, handheld, wireless communications devices are
essential for how business is conducted and consummated
in today’s globally competitive environment.
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Babette Ten Haken is the Founder & President 
of Sales Aerobics for Engineers®. Visit here.

http://babettetenhaken.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=Time+For+an+Upgrade?+@babettetenhaken+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


http://peoplefirstps.com/category/CONNECT-Online-Radio/
https://itunes.apple.com/za/podcast/connect!/id633282721?mt=2
http://www.blogtalkradio.com/connect11/2014/10/18/connect-has-your-value-proposition-been-neutralized
http://peoplefirstps.com/
https://www.sellingpower.com/products/cloud-subscription.php


Deb Calvert

So what is your competitive
edge? Contrary to popular

belief, you can bet it’s not:

� Your position as a market leader
� Strong tech support
� Your mastery of social selling,
insight selling, challenger selling or
any other methodology
� Superior quality
� Low prices
� World-class customer service
� Convenience
� Your sales process, automation,
enablement, talent or collateral
materials
� Brand, image or reputation
� Satisfied customers

Those are all nice things to have.
But they are secondary. They come
after you demonstrate the
competitive edge that matters to
your buyers. You will never get the
chance to showcase those aspects
of your company, products or
services until you get the
appointment where, presumably,
you might share these talking
points.

There’s only one competitive
edge that counts. It’s what mattered
in 1950 and in 1970 and in 1990. It’s
what matters more than ever before
in this age of empowered buyers.

Put simply, the competitive edge

that will land appointments and get
you invited back is customer focus. 

Customer focus means that your
attention, activity and attitude is
primarily centered on your
customer. Not on your product. Not
on your company. Not on your goals
or commissions. 

With customer focus, you display
empathy and interest. You listen.
You ask questions that are not
solely and obviously aimed at
making the sale. You expand your
conversations to build trust, to form
relationships and to create value for
your buyer. 

With customer focus, you make
sales by making sense. You step
into the customer’s shoes and solve

problems by co-creating solutions.
You set your must-make-quota
mentality aside, knowing that you’ll
get there faster and more
consistently by helping customers
meet their goals, too.

Customer focus is the
competitive edge you need. 

To learn more about customer
focus 2.0, sign up for the Sales
Academy panel discussion on
October 22 with  Deb Calvert,
Bernadette McClelland and Colleen
Stanley. You’ll learn what it takes to
develop this critical competency so
you can be set apart from the
competition.                                          �
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What Is Your Competitive Edge? 
To differentiate yourself and gain an advantage that boosts sales, you need a
competitive edge. Without a distinctive competitive edge, your buyers will commoditize
you. Unless you have a well-defined edge that is meaningful to your buyers, you will lose
sales to competitors who do. 

Deb Calvert is President of People First
Productivity Solutions Visit here.

http://barbaragiamanco.enterthemeeting.com/m/7BRKXDP9
http://peoplefirstps.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=What+Is+Your+Competitive+Edge?+@PeopleFirstPS+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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Jeff Perkins

In addition to these changes, sales
reps must also begin to change the

way they sell. The same old selling
techniques are not going to work on
today’s prospects.

Always Be Closing 
“Always Be Closing” (ABC) is a
saying that many sales reps are very
familiar with. Unfortunately, the old
school method of hard selling
doesn’t work very well in this day and
age. Today’s prospects are too
savvy, have too much access to
information and they don’t want to be
pushed. They’ll buy on their own
schedules.

When I worked at my previous
company in the automotive industry,
we attended a lot of trade shows
where we had very aggressive sales
reps work the booth. The reps would
stand on the edge of the aisles, grab
prospects and drag them to our
booth. Next, they would pressure
them to buy now. One time, I actually
heard a rep say, “If you walk out of
this booth, that deal is walking with
you.” Needless to say, it wasn’t the
best experience for our customers.
But, we did generate a lot of revenue
at these shows. So, hard selling
works, right?

Well, we took a look at the
business that we generated during
one of our biggest shows of the year.

We sold over $1 million. But, when
we looked to see what happened to
that business six months later, we
saw that most of it churned. It was
lost.

Basically, the prospects agreed to
buy the product and signed the deal
just so we would leave them alone.
As soon as they got back home, they
called to cancel.

Evolve the Way We Sell
The following year, we decided to
change our strategy for the same
show. We decided NOT to sell.
That’s right, no selling. We didn’t
even bring contracts to the booth. It
was tough to stand in front of 40
sales people and tell them they could
not sell our products.

Instead, we wanted them to
consult with their prospects. We
armed them with reports and
analytics to help their prospects
better understand their market and
how their dealership is performing in
that market versus the competition.

When the show started, dealers
cautiously approached our booth
expecting the hard sell treatment
they had become accustomed to.
Instead, they were greeted and

asked if they wanted to see a
scorecard of their dealership’s
performance and market insights to
help them improve results. Several
dealers entered the booth and sat
down with a rep. Two hours later,
they walked out of the both after
having a highly productive
conversation.

As dealers started to hear about
the consulting we were offering,
more and more came by the booth.
Before we knew it, every seat was
taken and there was a long line of
customers waiting for their
scorecard. By the end of the show,
we met with hundreds of customers
and received huge accolades for the
insights we provided.

The best part is that we actually
sold just as much at this show, where
we didn’t try to sell, as the previous
show where we tried to sell. And this
time, the business actually stuck.

It goes to show you that “Always
Be Closing” doesn’t necessarily
work. Maybe we should change that
acronym to “Always Be Consulting”?

How Are You Evolving?
How is your sales organization
evolving? Let us know on Twitter
@PGi. To learn more, download our
free eBook: The Evolution of Sales:
The Survival Guide.                              �
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Evolve or Die Part 3: From “Always Be Closing”
to “Always Be Consulting”
Throughout this article series, I mentioned how sales reps
must become even more knowledgeable about their
prospects and improve collaboration across departments. 

Jeff Perkins is the Vice President of Global Online
Marketing at PGi. Find out more by visiting here.

http://blog.pgi.com/2014/05/evolve-or-die-part-3-from-always-be-closing-to-always-be-consulting/?cid=PGi:AQ:TSW-SPONSORSHIP:EVOLVE_PT3:6-27-14
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=Evolve+or+Die+Part+3...+@PGi+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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ROI NOW!
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Dan McDade

As a result, mayhem is the best
word to use to describe the

relationship between marketing and
sales. Heard that before, I know…
read on! 

Between now and the end of the
year we will publish the “Five
Reasons CEO’s Should Care About
Leads” (and databases, content,
social media, cost per lead and
marketing ROI) and how to fix what
is broken.

Reason #1: DATA
Nothing makes a CEO yawn more
quickly than a discussion about
databases. Yet the value of data is
undeniable. The problem is that it’s
often the little data, and not “Big
Data”, killing your company’s return
on investments.

“Big Data” is sexy. It’s the buzz.
And, there are some remarkable
“Big Data” successes in every
industry including medical treatment
in hospitals. At the same time, it’s
little data mistakes that are racking
up significant expense with little
return. 

As the CEO, did you know that
you are routinely throwing away
95% of the value of your marketing

investments? That is because your
company has no process in place to
leverage the value of near term,
latent or even non-responsive
potential opportunities. The rest of
the value is squandered once so-
called leads are sent to sales and
ignored. Leads are thrown over the
fence (either wholesale or based on
some inaccurate scoring
mechanism created by a black box)
to sales and then mostly enter a
black hole. 

The truth is that you know your
process is broken (it must be,
because how could so much activity
result in so little incremental
revenue)… you are just not entirely
sure what to do about it. What to do
about it is this:
� Look at your CRM as an asset.
Each prospect in the database
should be validated and then a
lifetime value should be assigned to
each prospect. One of our clients
built over $200,000,000 in pipeline
by reducing the size of their
prospect universe to 1,200

companies then aligned and
integrated sales and marketing.

� Find out what is happening to the
other 95% of responses to
marketing initiatives. See the free
whitepaper “Mind the Gap” for more
information.

� Assign a multi-role “judicial
branch” to evaluate every lead that
does not progress from marketing
qualified to sales qualified and
closed. 

In two weeks we will discuss the 2nd
reason CEOs should care about
leads: “Metrics That Matter: That
You Are Missing”.

Look for it in Top Sales World
Magazine the week of October 27. �
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CEOs Don’t Care About Leads – There are 5
Reasons They Should
CEO’s don’t care about leads. They don’t care about
databases. They don’t care about content. They don’t care
about social media. They don’t care about cost per lead.
They don’t care about marketing ROI (mostly because they
can’t track it). They care about revenue. 

Dan McDade is the Founder & President of
PointClear. Find out more by visiting here.

http://blog.pointclear.com/mind-the-gap-can-inbound-do-it-all-vip
http://www.pointclear.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=CEOs+Don't+Care+About+Leads...+@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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TOP SALES ACADEMY SESSION 03
2014 - 2015

October 22nd
“Your Competitive Edge:
Customer Focus”
presented by Deb Calvert,
Bernadette McClelland &
Colleen Stanley 
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 04
2014 - 2015

RegisterSponsored by

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

RegisterSponsored by

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


Top Sales Article & Blog Posts

If you’re a sales productivity stat
junky, you’re probably familiar with

the one about how salespeople use
their time. According to CSO
Insights research, only 35% of their
time is spent selling. Another
common stat both Forrester
Research and Corporate Executive
board quote from their research is
that 57% or more of a buyer’s
decision process is complete
before first contact with a vendor
sales rep.

Here’s the stat that should
concern any stat junky the most.
According to Gartner Group, Total
Worldwide CRM Software revenue

in 2014 is predicted to hit nearly
$24 Billion. Shocking… yes. But get
ready to shake your head and drop
your jaw; research has shown that
CRM adoption is less than 50%
(poor adoption is around 74%).
That means that $12 Billion worth of
CRM investments in 2014 alone will
face a questionable return.

If your dollars can be counted
among the $24Billion at least you
know you’re not the odd-man out.
That in itself is shocking—just how
many companies are caught up in
the debacle!

Why the low adoption rate and ...

You want to lose ten pounds; in
fact, you’ve wanted to lose the

ten pounds for a couple of years
now, but you just can’t seem to
accomplish this simple goal. And
make no mistake about it, my
friends, it is a simple goal; there
isn’t anything all that complicated
about dropping ten pounds: you
just consume less calories than
you burn. That’s it—no rocket
science to it.

Same story holds true for
increasing your sales: you work a
bit harder; you work somewhat
smarter; you study more and
become more knowledgeable, you

take more action (make more calls,
talk to more people, give more
presentations), you refuse to settle
for less.

So what is it that’s holding you
back? Why is it so damn hard for
you to take the necessary action to
achieve this simple goal?

The prize doesn’t mean that
much to you! You don’t want it badly
enough!

Au contraire, you say—“I want it
so bad it’s driving me right up a
wall! I think about it all the time; in
fact, I can’t stop thinking about it!
It’s just that I cannot get over the ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
The 12Billion #CRM Debacle
by Nancy Nardin

This Week’s Top Sales Blog Post
The Prize Just Doesn’t Mean THAT Much to You!
by Robert Terson
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http://topsalesworld.com/sales-library/articles/the-12billion-crm-debacle/
http://www.sellingfearlessly.com/2014/10/08/the-prize-just-doesnt-mean-that-much-to-you/
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+article+blog+post+revealed+in+this+edition+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


Selling today is tough. Decision makers are harder to reach. They
aren’t just more informed, but busier. They block emails and
phone calls from salespeople they don’t know.

More than having a great looking LinkedIn profile, Social Selling
is a new approach to selling that requires a strategy for
cultivating relationships with hard to reach buyers. Training,
ongoing mentoring support and measuring the right activities
leads to improvement in sales results.

Social Centered Selling announces their Platinum Mentoring
Program for aspiring Social Selling RockStars. Only serious
players need apply. This program is for salespeople who still
haven’t mastered the how to use social media for selling but
know they need too!

Program includes:

� Strategic planning advice and tools
� Training in the effective use of social tools
� Monthly mentoring calls
� Individual mentoring sessions for targeted support and

measurement review

Your Platinum Mentor Guide is Barbara Giamanco. She is a
globally recognized expert in Social Selling. Barb is the co-author
of The New Handshake: Sales Meets Social Media and published
author in the Harvard Business Review. She has a proven, 30-year
track record in generating sales and capped a corporate career at
Microsoft, where she led sales teams. Throughout her sales
career, Barb has sold $1B in products and services.

Learn more at www.scs-connect.com or call 404-647-4925 (USA)

72.6% OF SALESPEOPLE USING SOCIAL MEDIA FOR SELLING
ACHIEVED QUOTA MORE OFTEN THAN THEIR PEERS!

http://scs-connect.com/


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
Top Sales Sponsors for their continuing

support and loyalty

http://bit.ly/a1tCYb
http://bit.ly/KEJk9c
http://www.knowledgetree.com/
http://360leads.com/
http://www.seismic.com/
http://www.achieveglobal.co.uk/
http://www.avention.com/
http://bit.ly/w0TvDt
http://www.wittyparrot.com/
https://www.clearslide.com/
http://www.toplineleadership.com/
http://bit.ly/WGgUVv
http://www.revegy.com/
http://bit.ly/Sq6WU6
http://www.mhiglobal.com/
http://topsalesworld.com/advertise/

