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Business people, certainly here in the UK - and I
have every reason to suspect that it is the same

everywhere else - have devalued selling for far too
long: In fact some unenlightened managers with a
very narrow commercial band-width, have even
convinced themselves that they would do better if they
did not employ salespeople - after all good products
sell themselves, don't they? As a consequence, until
very recently, salespeople have done everything
possible to avoid calling himself or herself "Salesman
“or a “Saleswoman"

When was the last time you were introduced to a
professional salesperson who, when you asked what
field they were in, said openly, honestly and with pride:
“Oh, I sell”

No, rather most salespeople prefer to disguise their
true job title behind euphemisms such as: "Sales
Engineer," "Business Development Manager,"
"Account Executive," "Technical Consultant" etc. But
nowadays we have to accept that we all sell everyday
- doctors, lawyers, estate agents, architects,
politicians, teachers and accountants. The baby
crying in the pram is selling to be picked up; the dog
tugging at your trouser leg is selling to be taken out for
a walk (unless he is someone else’s dog, in which
case he is trying to bite you) - but you take my point.

It therefore follows that the quality and success of
our salespeople will ultimately determine the success

of our business: Certainly the world has become more
competitive and in order to survive and prosper we
need to continually expand and develop the skill sets
of our sales teams.

Sir John Harvey-Jones said “Most companies fail
not in their attempts to be innovative or creative. In this
country most of them fail because they undervalue the
importance of professional selling”

In summary: Our commercial functions, particularly
the sales team, represent our forward line, if they are
not scoring regularly we cannot possibly achieve our
overall commercial objectives i.e. nothing happens
until somebody sells something and all that
investment in costly accounting software, new office
equipment, expensive IT systems etc. will count for
nothing.

We can therefore say with complete
confidence, that selling really is the key factor in
the total marketing process.

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
Selling is THE Factor in the Total Marketing Process

http://topsalesworld.com/
http://topsalesworld.com/
http://www.thejfblogit.co.uk/
http://www.thejfblogit.co.uk/
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JF: How does KnowledgeTree
help sales teams?

DC:Effective sales people engage
prospects. They provide valuable,
often challenging messages that
move prospects toward a sale.

That’s where we come in.
KnowledgeTree helps sales teams
have winning conversations with
prospects. Our software predicts
which content and sales tools work
best for each sales situation. The
right presentations, papers,
scripts, and other messages that

your team uses.
That means sales people give

prospects value in every
conversation. Plus, sales people
stop spending the 30% of their day
that goes to content creation.
Instead, they use best practice
messages with prospects and
spend more time on core selling.

Let’s take the example of an
account executive selling a
technical product to a bank in
Germany. Which case study will
speak to their needs? What white
paper has helped advance similar

deals? Is there a certain script that
works well in competitive
situations?

We use real-world sales results
to predict which of your content and
messages work best. That best
practice content gets
recommended to sales teams. So
sales people always message with
relevant content. 

JF: What is your concept of
“Sales Conversations”?

DC:Every time you engage with a
prospect you’re in a conversation. It
could be by email, in a
presentation, on the phone. Or
even when you’re not around and

Jonathan Farrington interviews Daniel Chalef, CEO and
Founder of KnowledgeTree.

How does KnowledgeTree help
sales teams?



The JF Interview

the decision team is reviewing
material you’ve sent. All these
conversations have to be effective.
After all, today’s harried buyers
don’t have time for low-value
interactions.

So, we wanted to help sales
people always have the most
compelling – most winning –
conversations with their prospects
possible. That means predicting
which sales tools, scripts, and other
messages will engage their
prospects. Engaging them in an
effective conversation that
advances a deal.

JF: Are effective sales
conversations repeatable?

DC:As your sales teams get more
complex – new hires, new products,
and new geographies – it’s
important to encourage best
practices. So, understand what
messages work well in certain sales
situations. And then push those
across your teams. 

If you’re seeing that a certain
case study helps advances banking
leads. Or a great email helps get
early stage prospects into a demo.
Or a particular script closes more
renewals, you’re going to want to
standardize that across your team
for those situations.

JF: That sounds like an
analytical approach to sales
messaging.

DC:Yes, that’s our position. When
you can tie sales content and
messaging to actual real-world
results, you have a powerful
weapon. You can see what

messages actually lead to closed
deals. And you can predict which
messages will get interest in each
individual prospect. 

Our customers are hyper-growth
companies like Xactly, Ring Central
and Ping Identity. Companies that
are hiring at such a pace that they
want to push best practice
messaging across teams. 

JF: What are the results of this
“Sales Conversations”
approach?

DC:One customer, Software AG,
wanted to engage its prospects with
messages that best advanced
deals. They used our technology to
match sales and marketing
messages to geography, industry,
product, and sales stage. So the
most relevant messages were
always used to engage prospects.

And critically, they could track
which messages led to advancing
leads and won deals. That meant
they could predict which messages
would succeed. In fact, they
doubled their win rate for a key
division, adding millions in sales.
They found when they could have
great sales conversations with
prospects they were radically more
effective.

JF: What is new from
KnowledgeTree?

DC:We continually enhance our
content recommendation tools.
That lets us predict ever more

effectively what content will work.
Plus, there are two major additions
that help large and growing sales
teams.

First, presentations are a key
weapon for most sales people. But
customizing slide decks is a
nightmare. You have to filter through
dozens or even hundreds of slides to
find the right ones for your prospect.
That leads a lot of sales people to
just build their own. But that could be
with old or ineffective slides.

What we’ve released is our
PerfectPitch technology. It
automatically generates slide decks
that match each prospect. Simply
launch PerfectPitch from
Salesforce.com and it will be tailor
your deck with slides that match
your prospect’s persona, industry,
and other key elements. 

Second, we know that email is
the most common way to engage
prospects for many sales people.
So, we made email templating easy.
Our OnMessage technology
connects email templates with
recommended content. So, instead
of puzzling over how to tell a
prospect about a case study, they
can share the case study using a
best practice email in one step.

That saves a huge amount of
time and helps sales teams stay on
message when they’re sharing
content.                                                �

You can also listen to the audio
version of this interview HERE.
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Daniel Chalef is the CEO and Founder of
KnowledgeTree. Find out more by visiting here.

http://www.knowledgetree.com/
https://s3.amazonaws.com/TopSales/SalesHardTalk/2014/october/Peter-Mollins-2014-10-20.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=How+does+KnowledgeTree+help+sales+teams?+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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Joanne Black

Buyer 2.0 is very good at
homework. In fact, 86 percent

of business buyers engage in
research independent of the sales
cycle. Before they make contact
with us, prospects have usually
checked us out, compared pricing,
read a white paper or two, listened
to a webinar, and/or viewed a demo.
They’ve also researched our
competitors.

Does this mean our prospects
and clients don’t really need us
anymore—that the automation of
selling has made salespeople
irrelevant?

Absolutely not!

Tell Them Where It Hurts
Our prospects come to us with pain
points—problems they need our
help solving. They know it hurts, but
they’re often unclear about exactly
where the pain is coming from and
how to make it stop. 

This is where great salespeople
can really make a difference. This is
what we have to offer that the
Internet can’t. We know our
industries, our products, and (most
importantly) our clients. So with a

little investigating, we can help them
find the right solutions for their
business challenges.

Who’s in the Driver’s Seat?
Technology—and all the information
it provides—has made our buyers a
little arrogant. They know what they
want (or, at least, think they do), so
they want to drive the sales process.

The problem is that buyers don’t
always know exactly what they
need from us, or how to get it most
efficiently and cost-effectively.
They don’t know the traps to avoid

and what doesn’t work. They
usually don’t fully understand the
commitment needed (from
themselves and their teams) to
implement solutions that
guarantee a knock-your-socks-off
ROI. But we do.

It’s our job as smart, strategic
sales pros to deliver value—real
value. And our tech savvy won’t do
that for us, nor will it give us a huge
advantage over our competitors,
who are probably using the same
gadgets, gizmos, and applications.

Your most powerful deal-closing
tool is still you—a living, breathing
salesperson who can ask the right
questions, apply years of
experience and wisdom, and offer
tailored solutions that make sense
for each client.

Go ahead and let your client take
the driver’s seat. Just make sure
you’re there to navigate.                    �

Your Customers Are NOT Always Right 
You’re the expert here. So prove it!  
Back before the Internet and social media, clients looked
to salespeople for information—about our products and
services, our companies, and our industries. Not so much
anymore. With a quick Google search and a little time
online, our buyers can gather tons of information without
ever speaking to a salesperson.
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Joanne Black is America’s leading authority on
referral selling. Find out more by visiting here.

https://www.forrester.com/2011+Social+Technographics174+For+Business+Technology+Buyers/fulltext/-/E-RES58564
http://www.nomorecoldcalling.com/prove-your-worth/
http://www.nomorecoldcalling.com/dont-let-your-buyers-take-control/
http://www.nomorecoldcalling.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=Your+Customers+Are+NOT+Always+Right...+@ReferralSales+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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Many companies are coming to
realize that the #1 reason why

productive salespeople leave is
because of their relationship with
their sales manager. The decision
a sales rep makes to quit your
company doesn’t occur in an

instant. When there is too little
coaching from the sales manager
and very little feedback (other than
negative), a salesperson becomes
gradually disengaged with what is
going on. He or she perceives they
are not growing and they begin to

wonder if the grass may be
greener somewhere else.

Here are five things sales
managers can do to prevent sales
rep attrition:

1. Adopt a teaching mind-set
How do you do that? Simple: you
just do it. Decide that, going
forward, you will coach at least
one rep every day before

There is nothing more frustrating for a sales manager
than to have a senior-tenured sales rep resign.

5 Ways to Stop Sales Rep Attrition 

http://www.toplineleadership.com/sales-management-training/


Kevin Davis

lunchtime. Make it a priority and do
it now! To make time for more
coaching, limit the amount of time
you spend on your email. Or,
better yet, delay looking at your
email until after you have coached
somebody.

2. Provide more accurate
feedback
Nothing can be more destructive to
a relationship than to make vague
generalizations or judgments
during a one-on-one. Be specific in
your comments. If a salesperson is
not updating CRM on a daily basis
then that is what you need to say
to him or her—not something like,
“You are not supportive of
company management.” Stick to
the facts and you will be a better
sales coach.

An effective coaching
conversation is based on what you
actually observed, not on
generalizations. If you make
general statements, you sound
judgmental, which will tend to
make people defensive.

3. Instruct your new hires to
ask you for coaching when they
need it
Since your goal is to speed up the
development of each salesperson,
you want more coaching moments.
That means don’t limit coaching to
only when you want to provide it.
Teach your salespeople, and
especially new hires, that they should
be comfortable asking for coaching
whenever they are unsure or simply
want help thinking through their
strategies.

4. Support your “B” players
Think about a salesperson you would
consider a solid “B” player on your
team. Can you remember the most
recent occasion in which you
provided this rep with one-on-one
developmental coaching?

Your B players have the energy
and skill-set to be selling enough so
many sales managers don’t consider
them performance problems, so it’s
likely you don’t work with them as
much as the poorest performers (who
need the most help) or perhaps even
the best performers (who are working
the biggest sales opportunities). But
B players are the hungriest for
coaching and development, and can
become disengaged if they don’t get
it. Not good.

5. Teach your admin people to
be very careful about the
information they share with
callers
Here is how a head-hunter/recruiter
once obtained the names of the top

salespeople in my sales office:
He called my receptionist and

said to her, “I’m a lawyer downtown
and one of your salespeople was
out here a few months ago to
demonstrate your copier to me.
Now, I think we’re finally ready to
do something. Trouble is, I
misplaced your salesperson’s card
and can’t remember his name. But
I do recall that he told me he was
the #1 producing rep in your office.
Do you know who that is?”

Receptionist: “Does the name
Ed Jones ring a bell?”

Recruiter: “No, it doesn’t.
Perhaps the person I met with was
your #2 rep. Any suggestions?”

Thereafter, every time a new
receptionist started for us (which
for many businesses is quite often)
we made sure to share the above
story, and emphasize the
importance of keeping information
regarding the sales team secret.

Losing good performers is bad
for any business. Use these five
strategies to help prevent it in your
company. And think like a leader:
As Jack Welch (former CEO of GE)
described in Jack: Straight From
the Gut, “In GE every day, there’s
an informal, unspoken personnel
review – in the lunchroom, the
hallway, and in every business
meeting.” That’s because GE
wants to make sure that their
employees have the feedback they
need in time to use it for the
customers’ benefit.                          �
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Kevin Davis is the president of TopLine
Leadership Inc. Find out more by visiting here.

An effective coaching
conversation is based
on what you actually

observed, not on
generalizations. If you

make general
statements, you sound
judgmental, which will
tend to make people

defensive.

http://www.toplineleadership.com/
http://www.toplineleadership.com/sales-coaching-leadership/
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=5+Ways+to+Stop+Sales+Riep+Attrition+@toplineleader+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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Barb Giamanco

Today, I received a LinkedIn
InMail with this as a subject line:

Barbara, I Like Your Profile, Can We
Connect? What followed that
ridiculous subject line was a lengthy
sales pitch. In seconds I hit delete.
Though this person is connected to
me via a group, that’s a thin thread.
We have no relationship with each
other. An attempt to connect should
not be by using a sales pitch.

Selling is a process. There are no
short cuts. It takes sweat equity,
good sales skills, consistency and a
pay-it-forward attitude. Instead,
what I see on platforms like LinkedIn
are people spending effort to collect
contacts, but putting in the time to
develop genuine, trusting
relationships isn’t given the due it
deserves. Get the name, crank out
the pitch. That seems to be the
popular approach to selling these
days.

In Selling to the C-Suite, the
authors shared research related to
referrals and introductions. When
you do not have a direct relationship
with someone, an excellent way to
increase your odds of setting a
meeting is to be introduced by a
person your prospect knows and
trusts. Introduced by someone
outside of the organization, meeting
acceptance rates are 44%. Nurture
a relationship with someone inside
the company you want to work with;

who is also trusted and respected,
your meeting acceptance rate jumps
to 84%.

Rather than messaging
strangers out of the blue, figure out
who can help introduce you. With
LinkedIn, it isn’t difficult to determine
whom you have in common with
your prospect. Time would be far
better spent leveraging
interconnected relationships as you

prospect for new opportunities.
Spam equals ignore.

You might have heard you should
“always be connecting”. I say, we
need to connect with the right
people - in the right way. Perhaps it
is time to stop thinking about how
many contacts you can collect,
followed by how many sales pitches
you can email, and put your focus
where it matters… on developing
relationships. Stop thinking about
what you can get, start thinking
about what you can give first. That’s
how you create trust, and that’s
how you’ll be noticed.                      �

Contacts Are Not Relationships 
While buyers have changed their approach to evaluating
solutions, most salespeople are still following the –
formerly – traditional path of selling. 
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Barb Giamanco heads up Social Centered Selling.
Find out more by visiting here.

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=Contacts+Are+Not+Relationships+@barbaragiamanco+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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Jeff Perkins

But, in the new sales landscape,
you may want to rethink the

types of reps you hire. For my four
person sales team here at PGi, we
did a personality test called the
DISC assessment. As expected,
three of the sales reps were placed
in the “I” quadrant, which means
they are extremely outgoing and
people oriented.  But, one rep was
placed in the “C” quadrant,
meaning he’s more reserved and
task oriented.

Guess who was the top
performing rep? The rep in the “C”
quadrant.

Why? Because he is the best
listener. Listening to your
customers is key. When I attended

the AA-ISP conference, everyone
was talking about “listening skills
training”.  People who are in the “I”
quadrant are often not the best
listeners. They’re outgoing and
they love to talk. When you’re
talking, they’re thinking about what
they’re going to say next and can’t
wait to cut you off. They really need
the listening skills training.

But, the people in the “I”
quadrant are naturally great
listeners. That’s how they are
wired. And in this new sales
landscape where customers are

highly informed, being a great
listener could be the most valuable
skill a sales person could have.

So, the next time you’re
interviewing candidates for a sales
position, maybe consider the
prospects who seem more
reserved. They could become your
next best sellers.

For more on this topic,
download our free eBook: The
Evolution of Sales: The Survival
Guide.                                                �

Evolve or Die Part 4: New Type of Sales Rep
When you think of the prototype sales person, you think of someone who is friendly,
outgoing and has a big personality. The type of person who can effortlessly work a room
and return to the office with pockets stuffed with hot leads. If you’re looking to hire a
sales rep, you probably wouldn’t hire someone who seems quiet and introverted.
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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/2014/05/evolve-die-part-4-new-type-sales-rep/?cid=PGi:AQ:TSW-SPONSORSHIP:EVOLVE_PT4:6-27-14
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+4...+@PGi+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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Jeff Shore 

1. Remember that you are
hiring for a team

Bringing just one new person on to a
sales team can dramatically change
the culture of the entire organization,
and the entire organization is
counting on you to do it right.
Remember…your standards are not
what you desire; your standards are
what you accept. Are you truly willing
to accept this person into your
culture?

2. Start recruiting before you
need to hire  

The time to look for new salespeople
is long before you have a gaping
hole in your sales organization. Look
for new recruits as a part of your
regular routine, not as the rare
exception to the norm. This simple
habit will help you avoid the
dreadfully painful experience of
hiring a substandard salesperson
because you ran out of time to recruit
properly.

3. Cultivate referrals 
Your sales team knows how to spot
potential rock stars, so ask them for
referrals...regularly. But if a referral
candidate isn’t an upgrade to your
current team, pass! Even if it means
ruffling the feathers of the referring
team member.

4.   Look for a history of
success 

Check potential employees’ online
personalities and histories for signs
of success. Don’t think of social

media as a place look for "gotchas",
but rather an opportunity to seek
positive stories from a person’s past.
Search for signs of achievement,
drive and vocational wins.

5. Pre-interview your
candidates over the phone 

How many times do you ruefully
recognize within the first two minutes
of an interview that you will never,
ever hire this person? Avoid these
painful interviews by spending five
minutes over the phone together
before setting up a face-to-face
meeting. If a simple phone
conversation is a struggle, well...

6. Plan for interviews in
advance 

Failure to spend adequate time
reviewing a candidate’s résumé
makes you look both unorganized
and disrespectful. Don’t miss out on
hiring rock star salespeople because
they turn you down! Prepare for the
interview the same way that you
expect your candidates to prepare. 

7. Abandon the cliché
questions 

Candidates know the standard
questions and are fully prepared to
give you their standard answers.
Don’t waste valuable interview time
asking the same stinking questions
asked during every other stinking

interview. Focus on behavior-based
questions that relate to the actual job
("Tell me about a time when you had
to...") and you will gain fantastic
insight.

8. Gain team consensus  
The responses of your team
members - positive, negative, or
neutral - can tell you a great deal
about a candidate's potential fit. If
you sense tension even before you
hire someone, that might be all the
information you need.

9. Check references  
This sounds obvious, but it is
shocking how many people skip this
step. The key is listening for the
things you DON'T hear! If past
employers and colleagues don't
speak knowingly and glowingly
about a candidate, then keep
looking. 

10. Follow up with every
candidate  

Everyone you interview deserves a
follow-up phone call or letter. You can
safely assume that most candidates
experience a fair amount of anxiety
in the days after the interview. Show
some respect, and protect your
brand in the marketplace, by giving
them a clear and timely answer.       �
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Interviewing Your Next Superstar: 10 Steps to
Hiring Stellar Sales People 

Jeff Shore is an in-demand sales expert, author,
speaker and consultant. Visit here.

http://jeffshore.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=Interviewing+Your+Next+Superstar...+@jeffshore+in+this+edition+of+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
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New Survey Highlights Sales Management
Skills and Development Priorities
October 14, 2014 – Star Solutions That Achieve Results Inc. 

(STAR Results) has launched its global 2015 STAR Sales Manager Survey. 

The Sales Manager Survey seeks opinions and
perceptions from sales executives and leaders
around the world on key skills and development
priorities for sales managers. 

The goal of the study is to help organizations better
meet the developmental gaps of their frontline sales
managers. The survey is seeking feedback from
more than 2000 sales leaders in varying industries
around the world. 

“For companies to achieve better sales results they
need to invest their resources into the proper
training, support and coaching of their sales
managers,” said Steven Rosen, founder of STAR
Results. “Frontline sales managers are the key to
unlocking the performance of the sales
organization.”

The targeted audience for completing this survey is:

� VP of Sales
� Business Unit Managers/Directors
� National Sales Managers/Directors
� Regional Sales Directors
� Front Line Sales Managers
� Trainers

To participate in the study click on Take the Survey.
Participants will receive a free copy of the final
findings report – valued at $250.

Rosen observed that sales organizations invest
millions of dollars on sales training, yet very little

investment on their sales managers who develop
top sales people. It isn’t surprising to see that so
many sales managers are failing to delver the
results their companies expect. 

"Most sales managers are selected for management
because they are excellent sales people but few are
adequately prepared to help their sales team truly
realize their potential," said Rosen. "It's assumed
that because they can do it themselves, they can
easily make the switch to getting the best out of
others. But that's just not true.”

About Steven Rosen/STAR Results

Steven Rosen, MBA is a top sales management
consultant whose clients have included Fortune
100's (including Novartis Pharmaceutical and
Alcon), medium size businesses (including Red
Rock Breweries) and select smaller businesses
and charities for whom he helped grow the bottom
line.

STAR Results, based in Richmond Hill, Ontario,
Canada, is a sales management coaching, training
and consulting organization dedicated to sales
leadership development. Its mission is to inspire
sales executive and managers to realize their
vision, hire top-performing sales reps, transform
managers into sales coaches and achieve greater
personal and professional success

For more information on STAR Results go to
www.starresults.com

https://www.surveymonkey.com/s/STAR_Sales_Manager_Survey
http://www.starresults.com/
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TOP SALES ACADEMY SESSION 04
2014 - 2015

October 29th 
“Retaining and Motivating
Inside Sales”
presented by 
Laurie Page 
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 05
2014 - 2015

RegisterSponsored by

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

RegisterSponsored by

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


Top Sales Article & Blog Posts

I’ve been playing one of those
Solitaire games on my iPad and I

can routinely score in the
neighborhood of 2 minutes and 30
seconds, with my best time being
just under 2 minutes.  I thought I
was doing pretty well until I realized
that my wife routinely scores
between 1 minute and 1:20
seconds with her best scores (not
score) being under 1 minute.  She
has scored as low as 48 seconds.

If not for my wife, I would have
thought I was a real pro at Solitaire!

This is exactly how many CEO’s,
Presidents and Sales VP’s view
their sales forces.  Without anything

or anyone with whom to compare,
they form their judgements on sales
effectiveness in a vacuum.  I
routinely hear things like, “We have
a custom sales process.”, and
“We’ve been working on
consultative selling.”  Yet, after a
sales force evaluation has been
completed, those same companies
are routinely found to have been
lagging, not leading, in those areas.

When it comes to providing
sales training for your sales force,
what exactly, should modern
training include?

You’ve read a few too many ....

Many organizations have a hard
time defining Sales

Enablement.  Which makes it
nearly impossible to determine
success.  But if you invest in Sales
Enablement, you should be able to
measure it. 

How is this done? 
Let’s start with the definition of

Sales Enablement: 
Right Content > Right Time >

Right Person > To Progress a Sales
Opportunity 

And to go a level deeper.  Sales
Enablement is about increasing the
effectiveness of your Sales team.
Not increasing the efficiency.

That’s an important distinction.
Here is why:
� Effectiveness is about making
your Sales team BETTER at their
jobs.

- Example: Closing a higher
percentage of deals in the pipeline.
‘Johnny’ historically had a close
rate of 25%.  Then, after a Sales
Process training, the close rate
increased to 33%.  That’s a tangible
and measurable impact.  ‘Johnny’
became better at closing deals.

- Efficiency is about making it
EASIER for the Sales team to do
their jobs ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Solitaire and Modern Sales Training – What Should
it Cover and Include? by Dave Kurlan

This Week’s Top Sales Blog Post
How do You Measure Sales Enablement?
by Sales Benchmark Index
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http://topsalesworld.com/sales-library/articles/solitaire-and-modern-sales-training-what-should-it-cover-and-include/
http://www.salesbenchmarkindex.com/blog/how-do-you-measure-sales-enablement?utm_source=hs_email&utm_medium=email&utm_content=14502605&_hsenc=p2ANqtz-_MMwEeVXKirA64F49Y9LMguWjITtsLNpcJTNZ3YiB4Za1xymdME7Hn3owgJIsiXMD9SeuxOMP1VsF8k7eh9KFOEuMG9Q&_hsmi=14502605
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
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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/

