


Today, I decided to write about
making the most of the limited

time that we now have to
communicate with our clients,
prospects and customers, and it is
about being "succinct"

I rather like this definition:
Succinct - "Characterized by
clear, precise expression in few
words; briefly giving the gist of
something."

Have you ever wondered why
Twitter insists that we précis our
posts down to 140 characters?

Obviously they identified that a
high percentage of what most
people have to say is
unnecessary, and so they have
forced us to be ... well, succinct.

I am a living example of a
modern CEO (yes, I do have a day
job!) and as you can imagine, I am
inundated daily with a barrage of
requests for my time, particularly
from companies wanting to sell me
something. Of course I am very
sympathetic, because
professional front-line selling is
what I write about; talk about and
even evangelize about. Even so, I
have a standard response, which I
reply with, and it goes something
like this ...

"Thank you for your message (I
am such a polite old-fashioned
Englishman) I am assuming that
prior to contacting me you did your
homework, and were able to justify
- to yourself at least - that I would
gain incremental value from
buying your
product/solution/services.
Therefore, before I agree to meet

with you, could you please share
that intelligence with me, and
additionally confirm if your
product/solution/services can
guarantee me improvements,
gains, savings, reductions or
increases in any area of my
business - if yes, which ones?" 

That usually weeds out around
95% of approaches. Of the
remaining 5%, half of those don't
understand my message, and
decide to go for it anyway (not a
great strategy with me, as they
discover) So we are usually left
with about 2 1/2% that have some
relevance, and I am delighted to
meet with them. I am also naturally
"drawn" to those who are direct,
concise, and ... succinct!

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.
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JF: Most organizations seek top
performers who can help to grow
the company, but I know that you
and the team at MHI Research
Institute continuously research
this idea of top “performer”.  What
would you say is the defining
difference that sets a world class
top-performer from the rest?

TS: As our research shows, most
organizations know their top
performers, but often, they don’t
know why these people are top
performers. There is a defining
difference that can be observed
and mapped to performance, and
that’s the individual behavior. Three
behaviors are key to top

performance, and that’s providing
perspective, conscious collaboration
and performance accountability. 

JF: How would you define
perspective?

TS: Providing Perspective is a
customer core engagement and
messaging principle that is based
on the idea that we really need to
understand the customer’s
business needs in order to provide
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World Class Sales Performance –
The Defining Difference
Jonathan Farrington interviews Tamara Schenk, Research
Director for the MHI Research Institute.
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a solution that meets the
customer’s desired results. Sales
professionals who provide
perspective work backwards from
the customer’s specific context,
their challenges, and their situation.
They also analyze the entire
customer community - that means
all involved stakeholders and their
different approaches how to solve
the problem or how to master the
challenge. Based on that, top
performers also analyze the
specific decision dynamic of how
this customer is going to make a
decision this time, since all
customers make decisions in
different ways. Based on this
wisdom, they map these findings to
their own portfolio of products,
services and solutions to come up
with a tailored approach that
enables the customer to achieve
their desired results and wins.
Providing perspective is a “this is
how you can achieve your goals”
approach rather than “this is what I
want to sell to you”. More on that
can be found in this infographic and
this blog post.

JF: Insuring that there is this
tailored approach doesn’t
guarantee success but increases
the likelihood of success.  One
size fits all just doesn’t work
anymore does it?

TS: Absolutely--all aspects are
different—Customers are different,
the buying situation is different,
goals and the people who are
involved are different.  Sales
professionals need adaptive
competencies to connect the dots
between their experience, skills,

knowledge, strategies and
expertise to really understand the
customer’s situation and to provide
a valuable perspective that makes
a difference in terms of value
creation. 

JF: What are the key success
tactics to provide perspective?

TS: Yes, there are a few
prerequisites that have to be in
place that are also success factors:
Coaching is a key leadership
element that has to be in place at
the frontline sales managers. Value
messaging in a customer core way
is sales enablement’s responsibility
and of course - collaboration as a
mindset and a practical way of
working together to achieve better
results in a shorter amount of time.

JF: Obviously you have studied
this concept of coaching quite a
bit, and head up our community
on Enablement. Most sales
coaches know that they should
be coaching, but what makes for
effective coaching? 

TS: The data shows that coaching
is effective, when it follows an
integrated approach and when it’s
focused on improving the quality of
the right sales activities and
behaviors that lead to the desired
sales objectives. That means the
coaching framework and the
coaching guidelines for frontline
sales managers have to have the
same foundation as the
enablement approach. If so,
coaching is a natural reinforcement
of all enablement and training
services. If coaching doesn’t

happen or if it follows a different
approach, it is setting all the
enablement investments at risk. No
sales leader can afford such a
situation – this is why
understanding the dependencies
between coaching and enablement
services is so important.

JF: I read a statistic that less
than 25% of sales managers are
spending more than 15 hours per
week coaching.  Is that your
experience?

TS: It is different in different
industries depending on the
complexity of the business.  The
research shows that getting started
on a regular practice of coaching is
much more important than focusing
on the amount of time.  Preliminary
results from our latest research
indicate that coaching has a high
priority but does not have a time-
wise urgency.

JF: I also read that less than 50%
of sales managers do no
coaching at all.

TS: This is where sales execution
should happen and obviously
doesn’t happen. It comes down to
the fact that this role is often not
very well defined. Often, they were
the best sales person and if so, the
new sales manager continues to
sell and manages the people but
and is not leveraging the potential
of the team.

JF: Let’s take that second
success tactic to provide
perspective—value messaging.
We’ve heard that expression but

http://blog.tamaraschenk.com/?p=1632
http://www.mhiglobal.com/2015study/


The JF Interview

what is most critical to be able to
deliver value messaging?

TS: The most critical thing is to
understand the customer journey;
the entire journey from when they
first discover the problem and a
challenge to understand potential
solutions then through the buying
cycle and into implementation. It also
means to accept that there is no
longer a “one size fits all” value
proposition. Value messages to be
successful follow a dynamic and a
modular approach; they have to be
tailored to the different phases of the
customer’s journey and to the
different involved stakeholders.
Value messaging parallels
perspective and works backwards
from the customer context and value
messaging has to show customers
different ways to achieve results and
how they can create more success
for themselves. Many times
organizations provide the value
messages and say here it is, but
sales professionals have to learn
how to deliver those value messages
especially if they are addressing
different buyer roles.  Value
messages address the customer’s
context, help them to think differently,
and they help them to understand
the broader scope of a problem and
its business impact and how to solve
and to achieve the desired results.
This is why content services and
training services have to be well
integrated and to go hand in hand.

JF: In order to deliver value
messages do you think that a
level of commercial bandwidth,
experience, knowledge, know-
how is needed?

TS: Absolutely.  This gets down to
what is the strategic enablement
approach, and it is not only about
knowledge.  Knowledge is key, but
the sales professional needs even
more knowledge in different areas;
in industries and verticals, in
markets, in products and services,
understanding the business,
understanding value chains,
verticals and they need to have the
selling and conversational skills in
place and the ability to play with
the situation. Adaptive
competencies are necessary to
quickly adjust behaviors to a
different, new or complex situation.
All of that has to come together.

JF: Collaboration was the third
key success tactic to
providing perspective.  Are
there specific ways that top
performing sales groups
demonstrate collaboration?

TS: First an organization has to be
calibrated for collaboration that
means that we have to remove
barriers. And barriers can be
responsibility or budget barriers
and sales leadership needs to
remove these barriers and then
collaboration has to be enabled
based on a framework approach.
Then technology can help.
Conscious collaboration is one of
the defining elements of world-
class sales performers, as our
2014 Sales Best Practices Study
showed. The purpose of
collaboration is always to achieve

better results in a shorter amount
of time. Collaboration allows
individuals with disparate areas of
expertise and different roles to
work together in ad hoc scenarios
through a common language and
strategic frameworks. Collaboration
connects teams, organizations
and companies. It’s how they work
together to multiply their individual
contributions. 

JF: The MHI Sales Best
Practices Study captures and
measures the behaviors,
attributes and performance of
World-Class Sales performance
around the globe.  How can we
learn more about these
concepts and how can people
participate?

TS: People can participate by
clicking on this link.

What’s special for the readers of
Top Sales World magazine is that we
have created a page where people
can also get access to an infographic
on perspectives. And of course,
survey attendees get exclusive first
access to the full study results in Q1
2015 and immediate access to our
research note “The Next Level of
Transparency”.

We are grateful and happy for
everyone to participate; it’s a
giving and receiving process.       �

You can also listen to the audio
version of this interview HERE.
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Tamara Schenk is the Research Director for the
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Dave Kurlan

Then, salespeople were trained to
present that value proposition

whenever they were in front of a
prospect. The value proposition was
used to gain attention, get
appointments, and get business. If
my value proposition sounded better
than your value proposition, and the
prospect liked me, I was in a much
better position to get the business.

Then came the 1990’s. The
value proposition as marketing
slogan faded away and companies
learned that they actually needed to
provide real value. This gave birth
to “value added”, where companies
created a thing they could do or add
to a sale that would provide
additional value to their customers.

Fast forward to the present and
customers are so done with both
value propositions and value adds.
Today, if there is to be any real
value that differentiates one
company over a competitor, it is the
salesperson, who must not only
provide some value, but also BE
the value.

How then, is a salesperson to
BE the value?

It is a very powerful competency
that is the byproduct of a
salesperson’s ability to truly sell
consultatively. For most salespeople,

consultative selling is a vague
concept for which 100 salespeople
will provide 100 different
definitions. It’s not consulting. It’s
not identifying needs. It’s not
asking a few questions prior to
presenting or proposing. 

When you use consultative
selling to BE the value, you are
listening, asking questions, and
identifying personal, compelling
reasons for your prospect to either
make their first purchase from you,
or move their existing business to
you. It can be accomplished by
pushing back on methods and

approaches to problem solving,
challenging old and outdated ways
of thinking, and enlightening the
prospect with valuable examples
of how others have solved
problems like theirs.

By its very nature, this form of
consultative selling has been
mastered by the elite 6% of all
salespeople, is practiced less
effectively by the next 20%, and is
completely botched and destroyed
by the bottom 74%. Even worse,
many sales consultants, authors,
trainers and coaches aren’t able to
sell this way themselves and have
little ability to train others.

This is how one differentiates.
This is how one is able to BE the
value. This is what causes
prospects to say, “She gets it.” This
is what causes prospects to take
action and buy. This is what causes
prospects to buy from you. �

Don’t Sell the Value - BE the Value!
You remember the 1980’s, don’t you? That’s when
companies spent their time in conference rooms crafting
catchy sounding value propositions. Back then, all one
needed was to massage the message until it properly
communicated value in a meaningful way. 
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Linda Richardson

For decades there has been a
narrow concept of how learning

happens. In that narrow definition,
the classroom is the nerve center of
learning. Things like pre-work and
reinforcement are nice to have, but
rarely implemented. Several to five
day, or longer immersion training
events, are the norm. The focus for
sales training is the sales force -
usually to the exclusion of sales
managers.

Time to Redefine Sales
Training
In the narrow definition of “training”,
salespeople are sent to training.
With the speed of change and the
demand for expertise, the old
thinking about training must give
way to a broader view based on
what we now know about how
people actually learn, and what it
takes to change behavior.
Classroom training remains
important, but no longer is it
paramount.

Brain research has opened our
minds to how people learn and
what is required for the learning to
take hold and make a difference.
Research shows that one of the
keys to meaningful learning is
something brain scientists call
spacing. Spacing refers to
repetition over time. Spacing has
long been thought to improve

retention, but now we truly
understand why. 

It is the spaced repetition that
signals to the brain that something
is of significant value and worth
remembering. In his new book,
“How We Learn: The Surprising
Truth about When, Where, and
Why It Happens”, Benedict Carey
proves the value of interval/spaced
reinforcement. He likens spacing to
watering a lawn—watering a lawn

for 30 minutes three times a week
will keep the lawn greener than 90
minutes one time a week. He
shows that most of the time, in a
long training session, the brain is
working to maintain concentration
vs. actually learning. 

It was not a stretch at all to make
the connection from the studies in
Carey’s book to “training”, pre-work,
and reinforcement. The data
underscored the need to build sales
training on a foundation of spacing.
Today, spacing can be facilitated
with technology and executed with
coaching. 

In the new training model, the

We know that learning decreases over time when there is
no reinforcement. But why? And what and when is ideal
reinforcement?

Sales Training Redefined
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classroom remains invaluable. It
provides a common language,
focuses the group on what is
important to learn (if it is
customized, relevant, timely), builds
relationships among participants,
and shows corporate commitment.
Pre-work and reinforcement must
be integral to the design and
execution. This falls partly on the
shoulders of instructional designers,
trainers and consultants, but the
onus is on sales leaders to
champion and measure. 

Surely there is a justification for
multiple day immersion in training—
but with technology and what we
know about learning, that can no
longer be the standard.

The focus of training must
expand from salespeople to sale
managers. Probably the most
common sentence I have heard
over the years is “Our sales people
need sales training.” Rarely do
sales leaders ask for sales training
for their sales managers, and even
fewer lead the conversation with the
need for sales coaching training -
although in the past few years this is
starting to change. The fact is, as
long as reinforcement is thought of
as something apart from the training
and not integral to it, learning will
fade fast. Additionally, while sales
leaders track salespeople’s
activities and number of proposals
etc., they go quiet when asked
about the activities of sales
managers. 

Whether it is recruiting,
developing, planning or evaluating,
the sales manager is central. Yet
most sales organizations expend
few development dollars on this
critical role. There is no more

important way to provide “spaced”
repetition to a sales force than
through coaching. It tells the brain
that what has been learned in
training, or what was covered in a
past coaching session, is important.
Moreover, it tells salespeople they
are important. And tools and apps,
such as tests and games as pre-
work and reinforcement, cement
the learning. 

The first challenge to make
training “work” is to design training
to maximize learning, remembering,
and applying it to achieve results.
The new model should look like this.
� Preparatory Training (reasonable
required pre-work) 
� Instructional Training (classroom,
on-line) 
� Field Training (manager and
peer coaching, sales tool)

Each is as important as the other,
and real learning and theory moves
to action. 

It is the spacing with pre-work
and field application that embeds
the learning and tells the brain to
retain and use the learning. A
training event or training in which
there are large gaps between
inoculations doesn’t work when the
objective is to affect a major
behavior change or learn complex
material. Salespeople and sales
leaders are smart. They can learn
in a training session, but they also
forget. As soon as a learning event
is over, forgetting begins. It is pre-
work and coaching that makes the
learning stick and turn it into action. 

The Sales Coaching Challenge
As if the first challenge of changing
how most organizations think about

training weren’t enough, the
second challenge is to help sales
managers, most often chosen for
their selling prowess, to become
sales coaches - something often
foreign to how they think, or to their
skills set. Sales coaching must be
trained for, tracked, and rewarded
when results are achieved. Sales
leaders need to be aware of the
coaching that is going on and what
impact it is having. Few
organizations have this
knowledge, and while CRMs can
keep track of the amount of
coaching, few capture the quality
or impact.

Effective coaching does not
come intuitively to most sales
managers. Most are open to
coaching, but don’t get the
opportunity to learn how to coach.
Coaching is a learned skill. The
best experience I had with
coaching was with a major
technology company that put their
sales managers through a one-day
program. They then availed their
400 sales managers with three
one-on-one phone-coaching
sessions with their trainer coach
over a three-month period. They
also gave the managers the option
for additional phone coaching
sessions. The results spoke for
themselves in increased sales and
job satisfaction across the board.
This company redefined training
and turned learning into action that
produced results. 

I have always felt that no
salesperson in a territory was
better that a bad salesperson in a
territory. In the same way I feel that
no coaching is better than bad
coaching.



Linda Richardson

On the train last week, I sat next
to a disheartened salesperson.
She was on her way to a customer
meeting and had just completed a
coaching session with her “boss”.
When she saw I was editing a
sales book she opened up. This
was a case in point. 

Once a month, this salesperson
meets with her manager for a
“coaching” session and a review of
the previous and upcoming month.
Here’s the salesperson’s depiction
of the start of her coaching
session.
Salesperson: So I feel good. This
month seven new customers.
That’s up from four in October and
I think next month the number will
go up. The prospects look good.
The leads are really better quality.
Sales Manager: That’s OK but
October was four. I think the leads
are better and that should mean
more sales. I think the numbers will
continue to go up. 

I often talk about coaching by
telling or coaching by asking. This
salesperson came up with a new
term: coaching by pinging. If you
are a salesperson, you felt the ping
(the but) which according to her
was just one of a series. Not
surprising the session went
downhill from that. It didn’t matter
what happened next. She shut
down. She said her team members
all joked and told “ping” stories.
This one was minor, but the impact
major. 

What made the sales manager
respond the way he did? It is my
experience that most sales
managers truly want to do a good
job. Many are not comfortable with
coaching. Many never got coached

themselves. And most have not
been prepared with coaching
training. Surely this sales manager
was under pressure to make the
quarter. It is very likely he thought
he was doing his job, likely thinking
he was helpful and motivating. 

What might he have said to
make the session productive,
connect with the salesperson, and
move her toward better
performance? If you’re a sales
person, what would you have
wanted to hear? If you’re a sales
manager what would you have
said?

Common sense, one might
think, would dictate not starting the
conversation with a crushing
comment. This was a perfect
opportunity to coach—to learn,
teach, and encourage, to reinforce
and tell the brain what is important.

Sales Manager - Learn: This
month was great. Right on target.
It’s good to hear the prospects look
good and the leads are better.
What do you think contributed to
your success this month? .... How
was that different from October? …
What did you learn from that?
What obstacles did you run into
that we can work on now? That’s a
tough one. How did you handle
that? I have found it helpful to … as
a way to… How do you think that
would work? 

Sales Manager - Teach: Looking
forward, let’s think about the
prospects for this coming month

you mentioned? Which are the
priorities? What are their business
problems? How are you
addressing that?... What ideas…?
What are their time frames?....
What obstacles might come up?...
I have found that … What do you
think of trying that? …

Sales Manager - Encourage: I am
confident the numbers will keep
going up.

A sales training curriculum or
program will not change behavior
long term across the board if
training is handled as an event. Of
course, there are salespeople who
hear something once and run with
it - but that is the 10% in my
experience. As great as a training
session may be, and as competent
as the trainer may be, a single
dousing (regardless of the number
of days) tells the brain it is just not
that important, and the learning
starts to diminish as soon as the
training ends. 

One of the finest trainers I had
the privilege to work with for more
than a decade said over and over
again to me, “What we do
shouldn’t be called training. It is
more than that. Can’t we think of
another word?” So far, we have
not… So let’s redefine how we
think about training and make it
one powerful spaced experience
with pre-work, instruction, and
reinforcement. And steel it with
coaching!                                         �
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Dan McDade

Acouple of weeks ago we
published part one of our five-

part series entitled: “Five Reasons
CEOs should Care about Leads
(and databases, content, social
media, cost per lead and marketing
ROI) and How to Fix What is
Broken.” First up was data. Today
we’ll discuss: 

Reason #2: Measurement –
Metrics that Matter
Sales reps in average companies
close about one out of every five
leads they qualify. Note that, on
average, sales reps only qualify
about one third of the leads they are
provided—so close rates measured
against delivered leads are often
less than 10% (again, in average
companies). 

Sales reps in best-in-class
companies close nearly one third of
the leads they qualify. They also
qualify half of the leads they are
provided. Subsequently, close rates
for optimized companies are 150%
of what they are in average
companies. 

Here’s why average companies
under-perform:

In many marketing departments
leads are assigned a score based
on a prospect’s interaction with
inbound marketing efforts. The

more content consumed, the higher
the score, and the faster the so-
called lead gets sent to sales.
Then—inevitably, the lead falls into
a black hole. Unqualified leads that
have not been nurtured to the point
where they are ready for sales
attention are simply lost in the
funnel. To fix this, it is important to
measure the percentage of leads
that sales qualifies. If the range of
“acceptable” qualification rate is 33
– 50%, then anything below that
range requires inspection. Either
the lead scoring (or other lead
generation methods) results in
unqualified leads being sent to

sales, or the sales reps are
ineffective at following up on leads.
What you’ll likely find is that both
things are happening. 

The optimal way to ensure that
quality leads are being produced
and effectively followed up on by
sales is to insert a “judicial branch”
between marketing and sales. If a
lead is either proactively or
passively ignored by sales, then the
reason should be determined for
each lead (either it was not really
qualified, or it was qualified and
ineffectively followed up). While
tedious, it is the only way to fix a
major problem occurring in so many
companies. 

In two weeks we will provide the
third reason CEOs should care
about leads: “Calibrating Results.”

See you then.                              �

CEOs Don’t Care About Leads – 
There are Five Reasons They Should (Part 2)
CEOs don’t care about leads. They care about revenue.
Consequently, the relationship between marketing and
sales is often nothing short of mayhem. 

Top Sales World Magazine October 28th Edition 2014 15

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

It’s also up to the sales reps to
schedule a meeting with prospects

and create a strong enough
connection so they can close the
deal.

In the perfect world, you’d
always be face-to-face when
meeting with a client. Unfortunately,
companies have become more
global and face-to-face meetings
aren’t very convenient or realistic.
So what happens next? You end up
relying on the good old telephone to
make your pitch. You’re betting your
bonus on technology that was built
in the late 1800s.

In reality, the telephone just isn’t
good enough anymore. Studies
show that up to 93 percent
communication is non-verbal. So, if
you can’t see your prospect and
your prospect can’t see you, you’ll

both potentially miss out on some
very important body language.

At PGi, we sell iMeet, an online
meeting tool that comes equipped
with state-of-the-art features
including crystal clear HD video. We
have a lot of success selling iMeet
because it allows users to more
effectively connect with their
prospects during a meeting. A study
by the Aberdeen Group showed
that sales teams using video during
their meetings are able to generate
156 percent higher revenue than
sales teams just relying on the
phone. And, a study by the
University of Minnesota showed
that online meetings are 30 percent

shorter than meetings on the
phone. So, you generate more
revenue in less time. Who doesn’t
want that?

iMeet also allows you to record
your meetings with your prospects
and send it to them afterwards so
they can distribute it to stakeholders
and others who were unable to
attend. My sales team actually uses
iMeet’s recording feature to record
mini sales presentations that they
send to prospects. Some will also
record “thank you” video messages
that they send along with their
meeting notes.

All of the videos recorded in
iMeet are automatically embedded
where you can easily access them
with a simple link. It’s incredibly
easy for prospects to view the video
and share with others throughout
their company.

If you’re organization is only
using the phone to sell, consider
trying an online meeting tool like
iMeet to help build stronger, deeper
connections with your prospects.

Interested in learning more
about iMeet? Sign up for a free-
trial today and see why
professionals from around the
world are choosing iMeet for their
web conferencing needs. �

Evolve or Die Part 5: Swap Older Tools for
Online Meeting Tools
Companies are spending big money to find quality
prospects. The costs of advertising, content marketing,
trade shows, list buying and email programs can add up
quickly. 

Top Sales World Magazine October 28th Edition 2014 17

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


Jill Konrath

But what is a value proposition?
And how is it different from other

commonly used terms? A value
proposition is often confused with an
“Elevator Speech” or a “Unique
Selling Proposition.” It’s essential to
understand the difference between
these terms because their purposes
and sales impact are very different.

Elevator Speech
An elevator speech is a short, 1-2
sentence statement that defines who
you work with (target market) and the
general area in which you help them.

About 10 seconds long, it’s used
primarily at networking events to
attract potential clients and
stimulate discussion. The following
elevator speeches show you how
some people describe what they do:
� “I work with small businesses
who are struggling to sell their
products or services into large
corporate accounts.”
� “We help technology companies
effectively use their customer
information to drive repeat sales.”
� “I help small-to-medium sized
manufacturing companies who
have difficulties with unpredictable
revenue streams.”

Unique Selling Proposition
A unique selling proposition (USP) is
a statement about what makes you

and your company different from
other vendors. Its primary value is to
create competitive differentiation. A
USP is often used in marketing
materials or in talking with
customers who are ready to buy.
Here are a few good USP examples:
� We specialize in working with
financial institutions. (Specialty)
� We guarantee service in 4 hours
or your money back. (Guarantee)
� We use a unique tool called
SureFire! to analyze your critical
needs. (Methodology)

Helping customers understand
your USP is imperative when
they’ve already decided to make a
purchase decision. But USPs have
absolutely no impact when
customers are satisfied with their
situation or when they’re frustrated
but haven’t yet decided to change.
USPs are far more effective in the
business-to-consumer market than
in business-to-business sales.

Value Proposition
A value proposition is a clear
statement of the tangible results a
customer gets from using your
products or services. 

A strong value proposition is

specific, often citing numbers or
percentages. It may include a quick
synopsis of your work with similar
customers as a proof source and
demonstration of your capability.
Here are a couple examples to
stimulate your thinking:
� “We help large companies
reduce the cost of their employee
benefits programs without impacting
benefit levels. With the spiraling
costs of health care today, this is a
critical issue for most businesses.
One of our recent clients, a large
manufacturing company similar to
yours, was struggling with how to
reduce spending in this area. We
saved them over $800,000 in just
six months. Plus, they didn’t cut any
services to their employees, nor did
their employees have to pay more.”
� “I help technology companies
who are launching an important new
product into the marketplace – and
need it to be successful to achieve
their sales forecast. Where I help
my clients is in the often dropped
hand-off between marketing and
sales. As a result, they’re able to
more easily meet projected sales
goals and significantly shorten time-
to-profitability.”

Both the elevator speech and
the USP are cousins of the value
proposition, but there is one vital
difference: they lack the punch of
a value proposition when selling
to the corporate market.
Download the Value Proposition
Toolkit here �
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Jill Konrath is a sales strategist and bestselling
author.  Find out more by visiting here.

Elevator Speech vs. Unique Selling
Proposition vs. Value Proposition
Without a strong value proposition, it’s much harder to
sell your products or services in today’s economy, much
less even get in the door of big companies. 
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Overnight Sales Success” 
presented by 
Jill Konrath 
Time: 12:00 Noon Eastern.
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2014 - 2015

RegisterSponsored by

October 29th
“Retaining and Motivating
Inside Sales”
presented by 
Laurie Page 
Time: 12:00 Noon Eastern. RegisterSponsored by
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Top Sales Article & Blog Posts

Putting the right person into the
right sales role is one of the key

responsibilities of a sales manager.
The Hunter / Farmer metaphor is
frequently used as guidance to fulfill
this demanding task. Is this still a
valid concept today with informed
self directed buyers?

I have assisted many heated
debates about the usefulness of
this Hunter / Farmer concept. The
Hunter role was rarely put in
question. There are even
suggestions, that in these
challenging times, hunter qualities
are required more than ever. The
debates were mostly around the

question, whether the Farmer role,
usually associated with the role of
an account manager, does exist in
a pure form, or whether an account
manager does not also need traits
of a Hunter though maybe to a
lesser degree.

I found that the image people
had of a Farmer was often the
cause for these debates. If a
Framer is primarily seen Harvester,
then indeed it is probably not a
good analogy for what an account
manager does. Before a Farmer
can harvest, planning the use of the
land best suited to the quality of ...

In last week’s post, we talked
about how some sellers shy away

from calling themselves sales
professionals.

I’ve been selling since I was
seven years old, going door-to-door
to sell surplus vegetables from our
backyard garden and winning
contests for most candy sold as a
Camp Fire Girl. I’ve never felt
ashamed of being a sales
professional, and I’ve never felt it
was a role that was inferior to that of
any other professional.

On the contrary, I have been
positively influenced and shaped by
my sales career. I’ve met some of

the most incredible people – my
customers, my colleagues and my
competitors – because sales put
me “out there” meeting people. I am
who I am, in large part, because of
the opportunities that come from
being a sales professional. Here
are just five examples of what
selling has meant to me.

My first trip out of the country (as
well as my second, third and fourth)
was courtesy of my employer as a
sales incentive. I learned how to
work hard toward an ambitious
goal, to be strategic in planning,
and (bonus!) how much I enjoyed ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
What is wrong with the Hunter / Farmer
Metaphor? by Christian Maurer

This Week’s Top Sales Blog Post
Five Reasons I’m Proud of My Career in Sales
by Deb Calvert
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