


“Nice" is such a bland adjective don’t you think?  If
it were a color, it would most definitely have to be

a lighter shade of grey. It is so insipid, dull and almost
lifeless. Or is it?

One dictionary defines the word as meaning
"pleasant and agreeable in nature" Another suggests it
describes "a helpful, accommodating and thoughtful
disposition"

So obviously we have to be very careful: When
around 99% of all sales interactions every day are made
in a B2C environment, so it is impossible to ignore them,
and if you think about it for a moment, what compels you
to keep returning to that shop, restaurant, hotel, real-
estate office, gas station etc.? Apart from the quality of
goods, and the price, it is the quality of service - how
pleasant, agreeable, accommodating and thoughtful the
staff are. We need them to be NICE! We don't want them
to be aggressive, or even mildly assertive, do we?

But of course, as soon as we move into a B2B
environment, we become instantly suspicious of
professional sales staff that are too nice; too
accommodating; too agreeable. These type of
salespeople cling remorselessly to the archaic view that
it is necessary to be "liked" in order to become
successful. If I had earned just $1 for every time I
heard a salesman/saleswoman say "Oh yes, I am
going to get that order because he/she/they like me" I
would have enough money to become an American

Presidential candidate!
In their defense, I suspect that they think the opposite

of being liked is being disliked - and nobody enjoys that.
Actually it isn't. In the sales arena, the opposite of being
liked is total ambivalence!

Unless you are selling commodities, when they first
encounter you, buyers really don't care about you, your
company or your products. They care even less about
your past successes, your awards or your client base.
They only care about what you, your company and your
products can do for THEM!

In summary, I think the frontline sales professionals
who are operating at the top end - maybe the top 20%,
but certainly the top 5% - have known for many years
that being "nice" does not win business, and it certainly
does not help to achieve long-term sustainable business
relationships. They don't need to be liked, but they are
"respected" - and that is the greatest compliment a
buyer can pay a seller.

Jonathan Farrington
CEO
Top Sales World

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

Marketing automation platform
Autopilot released a new type

of automation tool designed to save
time, increase revenue, and help
companies grow.

But no, it’s not for marketing.
Instead, the company’s new

tool, called CoPilot, is a sales
automation system that takes the
grunt work out of sales, provides
more warm sales conversations,
and allows salespeople to focus on
what they do best: selling. Want to
find out more? This week I
interviewed founder and CEO:
Michael Sharkey

JF: What is Sales Automation?
Marketing automation, CRM, or a
new combination?

MS: Talk to any sales rep in the
tech world, and you’ll hear about
the gap. It’s the gap between
marketing and CRM. It’s not
marketing automation, it’s not
CRM, it fits into this gap in the
market that is completely unserved.

In one corner marketing has
marketing automation, in another
corner sales has CRM, but there is
this third corner where sales
development representatives live
and that’s who CoPilot focuses on.
Now, imagine the grunt work taken
out of the sales rep’s job. Imagine
that he or she can stop being a
taskmaster and spend more time
creating opportunities, qualifying
leads and closing business. This is

where sales automation comes in,
the third spoke on the
CRM/marketing automation/sales
automation wheel. 

JF: But doesn’t Salesforce offer
“sales automation?”

MS: Some think sales automation
is CRM.  Salesforce can only do
one-and-done blasts which have
very low response rates, no
analytics and follow-ups are not
automated. 

CoPilot removes the manual
work from prospecting. Whenever a
prospect engages with an outbound
campaign, CoPilot can
automatically send a personalized
response based on that person’s
actions. Interested prospects land
directly into the salesperson’s inbox
while the rest continue to receive
automated nurturing giving teams
more time to invest in engaged
prospects.

JF: What kind of results can you
expect with this? what will it do
for you?

MS: In sales teams, the ultimate
goal is predictable revenue. For
every 5,000 prospects I reach out
to, X percent will become qualified
leads, Y percent will become

qualified opportunities and Z
percent will become new closed
business. Everyone talks about
predictable revenue in sales by
having a process, but the problem
is the process of today turns
salespeople into taskmasters,
outputting so much energy for each
of those 5,000 prospects.

The real secret sauce and
“magic” of CoPilot though is the
feeling when an engaged prospect
who is ready to buy lands in your
inbox and the first conversation you
have is about getting a deal done.
That’s the predictable revenue
dream!                                                �

You can also listen to the audio
version of this interview HERE.
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You can find out more about Michael Sharkey 
by visiting: www.autopilothq.com

Jonathan Farrington interviews Autopilot’s CEO, Michael Sharkey

The Predictable Revenue Dream
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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).

Joe Galvin 
MHI Research Institute

Sep 9 2014 6:00 pm GMT

60 Minutes

Attend

Improving the performance and productivity of the sales force is the primary focus for all sales operations functions.
There are as many Sales OPS variants, responsibilities and definitions as there are organizations, however a core set
of responsibilities is common to all. In this session, lead by Joe Galvin, Chief research officer for MHI Research Institute,
we’ll review the levers of sales productivity at the disposal of the sales leader and define the core function of sales
operations. Then we will identify the current trends, initiatives and best practices sales operations teams are focused on
today with an eye towards where sales OPs is headed in the future.

Sales Operations: Focus and Future

https://www.brighttalk.com/webcast/10061/123691
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld


Dan McDade

With the potential to increase
lead rates from 5% to 15%, it’s

a wonder only 35% of B2B
companies (Marketing Sherpa)
have nurturing programs in place. 

An analysis of 25,000 PointClear
dispositions* from the beginning of
2010 through June 30, 2014 shows
that nurturing—attempting
additional contact with targets using
multiple touches via multiple media
across multiple cycles—is well
worth the time and expense. The
effort needed to carefully and
meaningfully make more calls, send
more emails and leave more
voicemails increases lead rates
significantly: 

� Standard lead-generation
programs produce an average 5%
lead rate. With the standard
approach, expect 50 leads for every
1000 targets.
� Advanced lead-generation
programs (which include nurturing)
produce an average 15% lead
rate—a whopping three times
higher than the standard approach.
Using the advanced approach, we
deliver (and you can too) 154 leads
for every 1000 targets.

*A disposition is defined as a
completed conversation with a
contact.

Nurturing is a lead-progression
strategy that works. Engagement
over time by the marketing
organization to develop a raw lead
into a sales-qualified one brings
significant benefit to the enterprise:

Increase your marketing ROI. The
cost-per-lead to generate 50 leads
per 1000 targets (5% lead rate)
using a standard lead-generation
approach is far higher than the cost-
per-lead to develop the additional
104 leads. The return on the entire
campaign is 300% higher, with only
incremental effort (and cost)
required to get there. Milking your
investment for all it’s worth is how
marketing boosts its value to sales
and to the organization as a whole. 

Use your resources better.
Advanced lead-generation means
sales reps receive more sales-
qualified leads. These leads are
ready for productive progression
by the team that was brought on to
convert prospects to customers.
Asking sales to sort through raw
leads to determine which are
qualified, or to do their own

prospecting, is a misuse of
expensive resources whose efforts
should align with the activity they
do best. 

Drive more revenue at less cost.
Advanced lead-generation
(standard lead generation plus
nurturing) offers an effective and
cost-efficient way to meet the
organization’s numbers and grow
faster. 

Our disposition analysis shows
that about 5% of your target
market is in a buying mode for your
products and services at any given
time, and we know their mode can
change quickly. Taking the time to
reach out multiple times, in
multiple ways and over time
means you’re there as targets
become potential purchasers of
what you have to offer.                    �
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Increase Lead Rates 3X
The Difference is Nurturing 
Nurturing is essential for successful lead generation—
both inbound and outbound. Paradoxically it’s among the
most underutilized tools in the marketing arsenal.

You can find out more about Dan McDade 
by visiting: www.pointclear.com

http://www.pointclear.com/
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Reading all these expectant
winners, looking for good things

to say, can be a challenging task.
I'm often tempted to reply with the
comment often, but wrongly,
attributed to Samuel Johnson:
"Your work is both good and
original. Unfortunately the parts that
are good are not original, and the

parts that are original are not good."
On the plus side, it does mean

that I see a lot of ideas before they
become public and I get a good
sense of current trends in sales
thinking. On the downside, for
every book that I can honestly
endorse, I kiss a whole pond full of
literary frogs.

I ask you to forgive me a
moment's bitching if I pick out a
particularly unhelpful trend in many
of these about-to-become-best-
selling business books, especially
those in sales, that use what I call
the Armageddon selling formula.

The approach goes something
like this: "Everything you've ever
learned about sales is wrong and,
unless you stop doing it instantly,
your sales efforts will shortly die in
agony. There is, however, one
simple cure that I have discovered.
It is . . ." and here the author puts in
a pitch for the appropriate magic
bullet, such as "my prospecting
method," "my selection system,"
"our funnel management process,"
or "our trademarked social media
analytics"—take your pick.

The reason why I mention the
Armageddon formula for writing a
best seller is that Mike Schultz and
John Doerr's new book is mercifully
free of it.

They go out of their way to show
that many, if not most, of the skills,
knowledge, and selling methods we
have learned over the years will
continue to matter in the future.
Admittedly our present ways of
doing things will need to be
refocused and retuned to align
them with the rapidly changing
sales world, but existing methods
are not outdated and are certainly
not useless. Our present processes
and procedures are a robust base
on which we can build better selling
for the future.

That's an unusual message in a

Neil Rackham Reviews “Insight Selling”
A mixed blessing of my job is that I get to review a lot of
sales books. Roughly once a week I receive a manuscript
from a hopeful author or publisher, asking me for
comments and feedback. Of course, what they are really
asking for is a rave review that will help the book sell.
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Neil Rackham

world where most sales books and
sales gurus tell you to start by
throwing out everything.

The Armageddon approach to
sales doesn't help anyone.
When, for example, a serious
journal like the Harvard Business
Review publishes an article titled
"The End of Solution Sales,"
written by Brent Adamson,
Matthew Dixon, and Nicholas
Toman of the   Corporate
Executive Board it damages the
credibility of all involved. 

The sales field has been
growing up nicely in recent years: It
can live without this kind of
overstatement. As Schultz and
Doerr point out, solution selling (or
consultative selling, as I prefer to
call it) isn't dead or finished; it just
needs to adapt to the new sales
world. They set out a convincing
road map for how to achieve this.

The majority of experienced
salespeople would agree that a lot
of our existing wisdom is good while
readily admitting that some things
have become outdated and must
change. That should not be, in
itself, a controversial issue. The
hard part, as Insight Selling
explains, is deciding what to keep,
what to change, and what to
discard.

Take relationships, for example.
The traditional wisdom has long

taught that relationship building is
the foundation of all business-to-
business selling and much of
consumer selling, too. However,
particularly since the publication
of The Challenger Sale in 2011,
the Armageddon enthusiasts
have been widely putting it about
that relationships have become

unimportant and that
relationship selling is in its death
throes. Again, nothing could be
further from the truth.

What has changed is the way
customers form relationships. In the
past, the sequence was for
salespeople to build the
relationship first and then to sell.
Today few customers have the time
or the inclination to build
relationships before the sale.
Instead, the relationship is the
reward that customers give to
salespeople who have created
value for them.

So, the sale comes first and the
relationship building starts from
there. That’s very different from the
Armageddon selling position that
relationships are unimportant, just
because they are no longer built in
the same way before the first sale.

Schultz and Doerr lay out a
convincing case for which parts of
current practice must change and
which need gentle retuning to work
better in the new selling world.
They base their recommendations
on research and, better still for me,
on the kind of research design I
like.

Too much sales research rests
on the black-versus-white
methodology of comparing
extremes. So, top performers are
compared with poor, good practice
with bad, successful companies
with unsuccessful. In my
experience this method reveals
much more about failure than
about success.

Give me research any day that
compares winners with those who
almost won. That’s how you learn
about those all-important little

extras that separate those who
make it to the top.

In testing the models and
recommendations in Insight
Selling, the authors have used a
research design that separates the
winners from those who came in a
close second. I like that, and I like
that they based their research on
customers rather than on
salespeople. Too many sales
models, even today, are about how
we want to sell rather than how our
customers want to buy.

The model that they propose is
fairly simple—again, music to my
ears. Most of the books I review rest
on deplorably complicated models. I
asked one author why she needed a
14-step process in her book.
"Because it's nearer to reality," she
responded. "Anything less than that
would be a simplification."

For her, the best test of a useful
model was how close it came to the
real world—and most people who
haven't given the issue much
thought would probably say the
same. I believe otherwise. If the real
world was that great, we wouldn't
need models; we'd just use reality
directly. The sad fact is that the real
world is noisier, messier, and far
more complicated than we can
handle. That’s why we need
models. The perfect model
simplifies reality but retains validity.

The authors of Insight Selling
explain their research on what sets
the winners apart through a three-
step model.

Level 1 of the model is connect. It
explains how winners have a
different way to link customers,
products, and solutions.
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Level 2 of the model is convince. It
shows how the winners do a better
job of differentiating, showing
return, and—for my mind, an
undervalued set of sales skills—
handling the customer’s perceived
risks.

Level 3 of the model is collaborate.
It covers how the winners educate
with new ideas and perspectives,
set shared goals, invest in
customer success, and create a
customer perception of working as
partners.

Within this mercifully simple
framework, you'll read detailed
reasons for why some salespeople
win while others come in a close
second.

Also, you’ll probably find, as I
did, that you’ll sometimes kick
yourself, remembering sales where
you came so close and how, if you'd
just done that one thing differently,
you could have walked off with the
prize. And you’ll find yourself
thinking, "Ah, yes! That explains it!"
Equally valuable, this book will give
you insights into those times when
you came in first but didn’t quite
know why.

Either way, you stand to learn
something useful from Insight
Selling.                                                �

You can find out more about Neil Rackham 
by visiting: http://neilrackham.com

http://www.rainsalestraining.com/sales-resources/books/insight-selling/
http://www.blogtalkradio.com/connect11
https://itunes.apple.com/za/podcast/connect!/id633282721?mt=2
http://www.blogtalkradio.com/connect11/2014/09/06/connect-the-secret-psychology-of-customer-focused-selling
http://peoplefirstps.com/
http://neilrackham.com/


Deb Calvert

In an effort to protect themselves
from rejection, sellers are erecting

defensive walls. It’s evident in the
interactions I observe and in the
conversations we have about how
to open sales. I hear it in the
questions sellers ask during
training workshops and on
CONNECT! Online Radio for
Selling Professionals. There’s a
shift in how sellers are responding
to buyers, and I see this shift taking
two forms.

Many sellers, overcompensating
because they’ve heard that
relationship selling is passe and
because they empathize with
maxed out and time-pressed
buyers, adopt a clinical persona.
They become dispassionately
analytical, highly objective and
detached. They focus on numbers
and data, refer to their buyers with
pipeline status monikers, and avoid
human-to-human connections.

Others are responding to the
new age of empowered and busy
buyers by becoming cynical. These
sellers are suspicious of every
buyer, expressing a mistrust of their
motives (ex: ”she just wants a price
quote to muscle her current
supplier”) and sounding
contemptuous when buyers ask for
additional support. One seller

recently described his perception of
buyers this way: “They don’t
respect me or my time, so I only
give as good as I get. They’ll come
crawling back when they realize
how much they need me.” (Don’t be
too harsh – I know he’s not alone in
feeling that way!)

Both clinical and cynical
attitudes, no matter how justifiable
they may seem, are self-limiting in
sales. You can’t get to the top if you
are weighed down by preconceived
notions or crouched in defensive
positions that compromise your
connections with buyers.

To reach the pinnacle, you need

to be unencumbered of such
cynical thoughts and going beyond
clinical interactions. Your defensive
walls are keeping buyers from
connecting with you and, ultimately,
preventing them from buying from
you.

To engage empowered buyers,
build bridges instead. DISCOVER
Questions™ Get You Connected is
a great place to start. This
research-based and field-tested
approach will help you establish
rapport, build trust, establish and
sustain connections with buyers
and advance the sale more quickly.
Whether you attend the workshop
or read the book, you’ll be prepared
to replace clinical and cynical with
ways that truly help you reach the
pinnacle of sales success. 

To Reach the Pinnacle, Don’t Be
Clinical or Cynical 
I’m alarmed by a recent trend I’m observing as I coach and
train frontline sales professionals.
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You can find out more about Deb Calvert 
by visiting: www.peoplefirstps.com
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When you listen, you will be
able to sell more.  Your sales

motivation will go up.  Your pay-
check will go up.  Your ability to
help your customer will go up.

On numerous occasions,
everyone in sales has heard how
important it is to get the customer
talking. So it’s imperative to have
an arsenal of great questions to
ask. Despite trying to follow this

Shut Up and Sell! Your Bottom Line
Will Thank You 
Contrary to popular belief, to be a successful salesperson
with off-the-charts sales motivation, it doesn’t matter
how much you know about your product or service. It also
doesn’t matter how much of an industry expert you are. It
doesn’t even matter how great your mother thinks you
are. The only thing that really matters to be successful in
selling is your ability to shut-up.



Mark Hunter

guideline, every salesperson
seems to overstate the amount of
time they believe they allow the
customer to talk.

The many interviews I’ve
conducted over the years with
customers and salespeople alike
confirm this reality. Therefore,
salespeople need to take a step
back and consider their sales
presentation.

To talk less means you have to
ask questions that truly engage the
customer. However, this doesn’t
mean you need to develop
complex questions. Instead, the
best tactic is to ask shorter ones.
Long questions tend to result in
short answers, while short
questions will generally result in
long answers. An example of a
great short question is, “Why?” In
my opinion, there isn’t a better
follow-up question you can ask
after the customer has shared with
you some information.

Consider how your customers
would respond to other short
examples like, “Can you elaborate
on that?” and “Could you explain
more?” These shorter questions
elicit detailed responses and that’s
just what you want.

On the other hand, asking
complex questions often tends to
perplex customers. They are not
sure what you are looking for, and
they respond with the universal
answer representing total
confusion –  “What?” Questions
should not be your means of
showing your customers that you
are an expert. Save that for your
statements.

When preparing your sales
presentation, a guideline I

subscribe to is to limit yourself from
talking for more than 20 seconds at
a time without asking a question.
The question you ask should be
one directed at the comments you
just made. By doing so, you’re
checking with the customer to see
if they understood what you just
shared with them. Again, this is
something many salespeople
overlook. They get caught up in
sharing with the customer their
expertise and the features of their
product or service and forget all
about what the customer is
thinking.

Even if your product or service
requires a complex presentation,
you should still follow this rule.
Whether you’re selling software,
high-value medical equipment or
technical tools, it’s essential to
check your client’s understanding
by asking a question every 20
seconds.

Your goal on any sales call is to
talk only 20% of the time. To help
ensure that this takes place, you
have to plan ahead. Before you
start developing your sales
presentation, create your list of
questions. This is contrary to the
pattern of most salespeople, who
often spend a substantial portion of
their time developing their
presentation. At the last minute,
they develop their list of questions.

If you’re expecting to have a 20-
minute presentation, you should
have 40 questions (2 questions per
minute). Even though you may not
use all 40, you’ll definitely be more

prepared. In addition, you’ll be able
to pick and choose which ones you
want to ask. If you’re following the
rule of asking short questions,
you’ll ensure that the customer is
doing most of the talking. You’ll
learn valuable information that will
help you better understand the
customer’s needs.

If you want to move your
questioning process to the next
level, make half of the questions
you ask ones that help the
customer see and feel the pain
they have. By doing so, you will find
that they will be much more open to
receiving your solution.

For example, if you’re selling
computer back-up systems, you
might ask, “Can you explain to me
what happens when data is lost?”
This short, concise question is
designed to get the customer
thinking about the risks they face.
Furthermore, the beauty of this
type of question is that no matter
what the customer’s response is,
some good follow-up questions will
naturally arise.

By adhering to these
guidelines, you will be able to see
dramatic results in the number of
sales you are able to close. As
simple as it sounds, the more you
shut up, the more you’ll sell. And,
the easiest way to achieve this
goal is by asking more, short
questions — and then truly
listening to the answers. So, shut
up and sell, okay?                            �
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You can find out more about Mark Hunter 
by visiting: www.TheSalesHunter.com
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Full Details Here

In sales management, you have two choices. You can develop your leadership skills to
catapult your professional success and that of your teams or you can continue to perform
at status quo. Today, a company needs every possible efficiency, effort and effectiveness
from its sales management and salespeople to get ahead and emerge at the forefront of
industry. Those companies that innovate are growing and this top-rated two day
conference is jam packed with sales management leadership training to help drive
innovation by showing sales leaders how to strategically grow sales.

Whether you have 3 salespeople or 3,000, an underachieving team or a sales force that
performs well, the competencies necessary to transform your sales force into a cohesive,
over achieving team are the same. On September 10-11, we provide the tools, strategies,
tactics, mindset, knowledge and practice that you'll need in order to transform your sales
force and grow revenue and profit.

http://www.kurlanassociates.com/sales-leadership-event/index.htm
http://www.kurlanassociates.com/
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If a taxi driver delivers excellent
services, then you are a lucky

person. In case your taxi driver also
helps you out with coins that were
part of his tip just to make sure you
can pick up a baggage cart and
catch your flight – then you have a
taxi driver who cared more about
your outcome than about his own.
That’s one aspect of performance
accountability.

Performance Accountability—a
behavior of world-class sales
performers
The 2014 MHI Global Sales Best

Practices Study identified three
individual behaviors that drive
world-class sales performance. One
of them is performance
accountability. World -Class Sales
Organizations set themselves apart
in many ways. One example for
performance accountability is their
ability to align their sales
performance metrics with their
business objectives. It sounds
obvious, but our data show – in a
consistent way over the last four
years – that this is a very significant
differentiator between world class ...

Earlier this week, I wrote the "Get
Your Butt Out of Your Head"

article.  At that same tournament, I
heard an even funnier story from its
director.  He told us about a team
who went 0-7, losing each game by
the mercy rule.  For those of you
who aren't familiar with it, if a team
is losing by 12 runs or more after 4
full innings, the game is stopped,
showing mercy to the team who
was getting slaughtered.

As the story goes, while the
parents were back in their hotels,
contemplating suicide, worrying
about the mental health of their

kids, and calling their therapists to
deal with their horrible week, the
kids on the losing team threw a
party! They even invited the
beloved tournament director, and
when he arrived, he asked each kid
for a word that described their
week.  All the answers were great,
but when he asked the last kid for
his word, the kid said, "Joy."  When
pushed for an explanation, the kid
simply said that, "When a team
plays against us, we give them joy!" 

Isn't that a great way to frame
losing?

Read More Here�

Read More Here�

Top Sales Article August 2014
Performance Accountability – A Behavior of
World-Class Sales Performers by Tamara Schenk

Top Sales Blog Post August 2014
Top 10 Mistakes Salespeople Make on the
Phone (Funny Read) by Dave Kurlan
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http://www.omghub.com/salesdevelopmentblog/tabid/5809/bid/107977/Top-10-Mistakes-Salespeople-Make-on-the-Phone-Funny-Read.aspx
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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
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