


During a recent keynote, I made a case for
confidence being one of the defining factors of all

successful people we know, and I said....
“It is their inner belief that they can achieve anything

they want to achieve, and enjoy as much success as
they wish - however they personally define success.”?

The speech prompted several questions at the end
including this one …

“I am wondering how best to test for the confidence
level you discuss when interviewing prospective sales
personnel. (If it has not been clearly demonstrated in
past performance records). I believe over-confidence
displays itself in cockiness and conceit and that amount
of confidence is harmful (to me, my company and the
salesperson himself) in the long run. Any thoughts on
how to test for the “right” confidence level?”?

My response  …
“There is a huge difference between confidence and

arrogance (cockiness). Confident people understand
the need to continually learn and expand their
commercial bandwidth. They understand what they
know, but equally recognize what they don’t know.
Conversely, arrogant people think they know it all, and
as a consequence, don’t know what they don’t know!”?

And that really is the point: Crossing that line from
confidence to arrogance is so, so easy.

Humility is, in my view, one of the most admirable
and rare traits of the truly successful.

The underlying message of this post is this: It really
doesn’t matter how good you think you are, there will
always be people who are better, and your ambition
should be to emulate them.

Even if you think you know everything there is to
know about your chosen topic, respect others who
know everything there is to know about their chosen
topic - being myopic is a very unattractive trait.

Everyone you meet in this world will know
something you don’t know - do not be misled by his or
her status, because status has no relevance when it
comes to wisdom. Some of the most interesting and
mind-expanding conversations I have ever had have
been with people in very humble situations - they
probably couldn’t spell “arrogance” let alone describe it!

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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team to help execute that vision;
and
3. Create the circumstances for
your team to be successful.

360 Leads’ recent global survey of
C-levels and sales leaders
uncovered the number one reason
for sales lead generation
campaigns missing their targets.
57.02% of respondents stated
insufficient resources were
provided to be successful with
another 48.25% citing internal
issues being obstacles. Bottom-
line, the CEO did not create the
appropriate circumstances for
success.

JF: If the CEO creates
circumstances for success, how are
they responsible for failed sales
lead generation itself?

Stuart Lewis, President & CEO of 360 Leads™, knows what it takes to build a major brand
- not only for his own company but also for the global brands his organization serves.
360 Leads supports domestic and export oriented sales lead generation for its clients
across the globe from its operations in Canada, United States and Australia. 

Three letters that will make or
break your lead generation – CEO
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Jonathan Farrington interviews
Lewis about why the CEO can

make or break sales lead
generation programs.

JF: A CEO has the ultimate
responsibility for company
success. Stuart, how would you
define their job?

SL: Being a CEO is a tough job.
Being a great one is even tougher.
While there are many facets to it,
there are three things that really
matter. 

1. Establish a vision for your
company to compete and win; 
2. Ensure you’ve got the right



The JF Interview

SL: One of two things is true. There
truly are insufficient resources
dedicated to sales - or sales
leaders claim this excuse as a
reason for missing their targets.
Either way, the CEO is responsible.
A poorly resourced sales function
means less sales. Managers that
make excuses for missing targets
versus taking personal
accountability need support,
leadership or possibly the exit door.
It comes back to the premise – a
great CEO needs to do all in their
power to create circumstances for
their people to be successful. Or if
they have the wrong people to
execute the vision, then maybe it’s
time to change the people. 

JF: Do you believe that everyone in
an organization is a salesperson,
even the CEO?

SL: We are all salespeople, either
directly or indirectly. Period.

Great product engineers should
be building things that somebody
else wants to buy. Great creative
directors understand that effective
advertising isn’t about art; it’s about

taking complex ideas and
simplifying them for someone to
buy the product. And as for the
CEO, they are selling their vision to
ensure clarity inside and outside
the organization. At 360 Leads our
vision is one we sell everyday – we
will deliver more qualified sales
leads than any other company. Our
people, our clients and our sales
prospects all understand that
vision. 

JF: Some CEOs believe their sales
people should handle all the
prospecting and there is no need to
invest in sales lead generation
programs. What’s your thought on
this?

SL: The role of a salesperson, like
any other job, is comprised of
countless potential tasks to have a
full and qualified pipeline. When it
comes time to actually close a deal
with a prospect, salespeople often
receive technical help and finance
support to determine how a product
or service should be priced. When a
contract is developed, in some
complex situations it requires
negotiations go through
management and legal. So why is it
that when it comes time to
negotiate a deal, a salesperson
receives back-end support, and yet
when it comes time to actually find
qualified prospects, salespeople
are often left on their own to find
them?

The answer is – the culture of
the company may have

expectations of salespeople that
are unrealistic. By investing in the
front-end of the deal as is done on
the back-end, sales numbers will go
up. More qualified sales leads
means more opportunities and
more business. Salespeople alone
can’t do this most effectively.  

JF: What advice would you give
CEOs looking to grow their sales?

SL: All companies, no matter the
circumstances, generally have one
thing in common. They need sales.
CEOs need to ensure an
appropriate revenue path from the
products, services, sales and
channel strategies they employ. 

Best advice – make growing
sales a top priority and take
personal responsibility to find the
people or third parties that can
deliver on those sales objectives
within the company’s vision. Then,
create a set of circumstances for
the team to be successful. 

I look at 360 Leads, we play an
important yet focused part of our
clients’ sales process. We provide
qualified sales leads for our clients’
sales teams to then manage
through to completion. Our client
CEOs and sales leaders have
taken a step to create conditions
for their team to produce better
sales results.                                   �

You can also listen to the audio
version of this interview HERE.
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To learn more about Stuart Lewis and 360 Leads,
please visit http://360leads.com

A poorly resourced
sales function means
less sales. Managers

that make excuses for
missing targets versus

taking personal
accountability need

support, leadership or
possibly the exit door. 

https://s3.amazonaws.com/TopSales/SalesHardTalk/2014/september/Stuart-Lewis-2014-09-03.mp3
http://360leads.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=This+week's+top+sales+magazine+is+out+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Tibor Shanto

Even when they mention the
buyer, it is very much through

their own filters - “I wouldn’t like
that” - or about the buyer’s reaction
to the call. It is important to
remember that the reaction is
exactly that - a response to what
you said or did. So if you change
the input - what you say and do -
you can change the outcome.

This is where the Beatles come
in – stop making the call about
“me”. The real big downfall in cold
calling is that it’s never about “me”,
“my company”, “what we do”, etc.
Make the call about “YOU”, the
buyer. I know many are thinking
they already do that, but only in
thought…. When you listen to cold
calls, you hear a lot more “me”
than ‘YOU”. “I am calling from
ACME Corp, a Fortune 500
company, specializing in BLAH
BLAH BLAH”. He didn’t hang up,
he dozed off and fell on the phone.
It is usually well in to the second
act before their world is even
mentioned!

Start with YOU: Of the top 100
words used by the Beatles in their
songs, the word YOU, was a
distant first, 2,262 times, second
was I, but only 1,36 time, and
LOVE, was eighth at 613.

Not only did they use it often,

but used it early. Think of all the
Beatles songs, especially early
hits, that had the word YOU right in
the first line. “Love Me Do”, their
first hit: Love,“love me do You
know I love you”; twice. “I Want To
Hold Your Hand”, “She Loves You”,
“All My Loving”, and more.

You have always been told that
buyers live by WIFM, give it to
them!

Stay with YOU: Don’t go from
the introduction about how great
you are and all the great things
your company does. Talk to the
buyer in context of their world.
“What YOU will get out of it”; how it
will “help YOU achieve YOUR
objectives”. Doesn’t matter how
cool, new or nifty your offering is,
unless they called you - and it’s a
“cold call” so they didn’t - they
seem to be doing just fine, thank
YOU! Warm the call up by
speaking to direct impact and
outcomes for them, moving them
closer to their objectives. If you
don’t, the call gets real cold – real
fast!

Close with YOU: When you
close for the appointment (live or

virtual), it needs to be about them.
“YOU Will…” I hear a lot of sales
people say what they are going to
get out of the meeting, why they
want to meet. But I rarely hear “as
a result of us meeting, YOU will be
able to …..”.

The reason many calls are cold,
is that there is more in it for and
about the caller than the buyer,
leaving the buyer out in the cold,
and then having the same effect on
the caller.

Make it about the buyer, talk
about “YOU”, and not only will
things be warmer, but more
appointments to boot.  It worked for
the Beatles!                                       �

Get Your Cold Call-Flow Now!

3 Ways The Beatles Will Make You 
A Better Cold Caller 
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You can find out more about Tibor Shanto 
by visiting: www.sellbetter.ca

If you ask sales people why they hate/fear “cold calling”,
their response always revolves around them, their
feelings, and rarely the buyer’s. 

http://www.theguardian.com/music/datablog/2010/nov/16/beatles-lyrics-words-music-itunes
http://www.sellbetter.ca/proactive-prospecting-call-flow/
http://www.sellbetter.ca/
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Norman Vincent Peale taught
the world the power of positive

thinking. Neurochemistry is
teaching us the power of positive
conversations. It sounds like
common sense, but we all know
how uncommon that is. Now there
is science to back up and reinforce

finding ways to gain and keep
client interest. 

Research by Glaser and Glaser
shows that the words you chose
when you speak to someone
create a chemical reaction, which
immediately produces either a
positive or negative feeling in the

person. So maybe the old adage of
“sticks and stones” is not so true—
names(words) can hurt your sales.

Glaser and Glaser point out that
when people are engaged in
conversations in which they face
something they are not keen to
hear such as criticism, complaints,
or an argument against their
thinking, their bodies produce
cortisol. Cortisol activates conflict
aversion and protection behaviors
and shuts the brain down. It makes
a person feel marginalized or
diminished - not a good feeling at
any time, but certainly not in a
selling situation. Glaser and

We know that clients value insights and ideas. But what
happens when, as often is the case, the insights and ideas
conflict with your client’s view of the world. What is the
best way to present those ideas so that clients are
receptive and positive, rather than resistant looking for an
escape hatch?

Conversation Chemistry



Linda Richardson

Glaser also point out that negative
comments and conversations
create a feeling of uncertainty, a
feeling counter to making decisions
and that feeling sticks much longer
than positive feelings would last.
The researchers conclude that
when managers use negative
language, they create dissonance
and uncertainty in their people. And
even when they use both positive
and negative words, they have a
negative impact. Accordingly,
especially with risk adverse clients,
negative comments are detrimental
to communication. 

Positive language, on the other
hand, produces a positive chemical
reaction by spurring the production
of oxytocin, “a feel-good hormone
that elevates the ability to
communicate, collaborate, and
trust others”, but which
“metabolizes more quickly than
cortisol, and therefore, is less
dramatic and long-lasting”. 

The question is how do you
deliver information that has the

potential to produce cortisol in a
way that your clients remain open
to what you say? 

It is your job to give your best
counsel. That often takes
emotional muscle. There are times
when you must deliver messages
your clients will resist, or you have
to broach subjects that you’re
hesitant to raise. For example,
share research designed to get a
client to question the status quo or
bring up the consequences of
staying with the status quo. I think
one of the reasons salespeople
hesitate is that they view such
conversations as “making the
client feel the pain.” Glasers’
research creates compelling
reasons to learn how to be frank
about tough issues,
consequences, or problems
without using language that shuts
clients down. 

It takes mind-set and
preparation to couch what you say
in a way that takes your client’s
feelings/chemical reactions into
account. As you share your best
thinking, remember you are selling
to your clients’ rational and
emotional selves, and rational
arguments alone won’t win the
deal. To reduce the sting of a
message and increase the
production of oxytocin: 

Start by acknowledging the
importance of the outcome to the
client. As a part of the message,
clearly articulate what the client
stands to gain. Back it up with
research. Provide a success story.

Use hard numbers, whenever
possible, by making comparisons
on current cost, cost of doing
nothing, and compare that with
moving forward with the change. 

Don’t start with the
consequences of non-action. Tell
your value story and get client
feedback before advancing to
consequences. 

Rather than tell your client the
consequences you see happening,
ask questions -“Rich, how do you
see continuing if you don’t make
the change? What impact do you
think that will have?”

Listen, acknowledge, probe and
share your vision of impact of not
taking action and ask for feedback. 

Whenever possible, engage in
these conversations with your
client one-on-one to avoid egos
getting in the way.

Most importantly, build trust
with your client so, as the client
listens, he or she actually seeks
ways mentally to accept what you
are suggesting vs. looks for the
escape hatch. 

Conversational Intelligence,
according to Glaser and Glaser, is
the ability to connect and think
“innovatively, empathetically,
strategically, and creatively with
others”. It is a tall order. It is not a
matter of “Happy Talk”, but rather
recognizing the impact your words
have on your clients. There is an
old adage, “Be sure to taste your
words before you spit them out.” �
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You can find out more about Linda Richardson 
by visiting: http://lindarichardson.com

Glaser and Glaser point
out that when people

are engaged in
conversations in which

they face something
they are not keen to

hear such as criticism,
complaints, or an

argument against their
thinking, their bodies

produce cortisol.  

http://lindarichardson.com/
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Dave Kurlan

The authors suggest that we can’t
possibly think like freaks until we

don’t know all of the answers.  Not
only that, but we have to know which
questions to ask to get the answers.
Well, most of us who write for Top
Sales World, our own Blogs, as well
as the other sales Bloggers in
cyberspace, all tend to know what
we are talking about.

So I would like to be the first to
admit that maybe I don’t know
everything there is to know about
everything sales related.  In doing
so, perhaps we can come up with
some real, fact-based, data that tells
us what impact social selling,
inbound and inside are having on
sales overall.

There are plenty of white papers,
reports, and surveys that tell us how
well the new way of selling is
working, but most of the inbound
data comes from dedicated inbound
teams.  Most of the social selling
data comes from dedicated social
selling teams, and most of the inside
data comes from dedicated inside
teams.  

That’s all terrific, but it doesn’t
show us what happens when a

traditional sales team adopts these
new strategies.  It doesn’t tell us how
conversions, pipelines, sales cycles,
and win rates change as a result of
this adoption.  And it neglects the
millions of smaller companies that
can’t afford to hire dedicated
inbound, social selling and/or inside
sales teams.  Can small, traditional

teams apply these strategies on
their own and find success?

For most companies, the new
world of selling will never be more
than a hybrid, and for better or
worse, we need to set appropriate
expectations, share data from
companies like theirs, and make a
case for adoption based on what the
data tells us.

We’ll need a big sample size,
from all kinds of companies, big and
small, in all kinds of industries, and
with all types of sales teams.  Won’t
you help us gather the information
we need by participating in this
short, simple survey? �

Becoming a Sales Freak and
Changing the World
I just finished reading Think Like a Freak by the authors of
Freakonomics.  Rather than talking about the chapter that
is so obviously tied to selling – How to persuade people
that don’t want to be persuaded – let’s talk about the
connection to thinking like a freak.
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You can find out more about Dave Kurlan 
by visiting: http://www.kurlanassociates.com
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Turbocharge Your Sales Engine
This playbook tells you what's required to turbocharge and
accelerate your sales.

Just like any engine, turbocharging requires additional technology. You can't
get faster acceleration by pressing the pedal harder to the floorboard.
Acceleration and speed is limited by the capabilities of the engine itself.

And the same is true of selling.

Read this eBook and learn what's needed for your team to turbo-sell its way to
quota achievement.

� The 4 essential elements of Turbo Selling
� 3 Reasons BANT lowers success rates
� 4 Must-have technical capabilities
� Turbo Selling worksheets GET MY EBOOK

http://ow.ly/ARz4P


Babette Ten Haken

Your success might fly in the
face of the conventional,

same-old status quo business
outcomes you’ve gotten very
comfortable with.

Time to move onward and
upward!

Small things, done well, over
time move business outcomes
forward. Those small things involve
you and your staff’s dedication to
reinforcing those processes and
practices which produce the best
business outcomes for your
company as well as your
customers’ businesses.

What’s unconventional is your
decision to move away from your
status quo. What’s unusual is that
you took the time to define your
status quo. You can’t move forward
until you understand what’s
holding you, and your business,
back.  That’s the recurring mantra
of my book, Do YOU Mean
Business?, a manifesto on how
collaboration creates business
development strategies which
drive revenue. 

What’s unusual is that when you
and your team consistently and

systematically apply collaborative
habits and attitudes towards
business outcomes, your
customers begin to take you more
seriously and credibly.

The term “unconventional”
relates to something that is “not
based on or conforming to what is
generally done or believed.” Your
customers currently perceive you
as yet another commodity sales
person or manufacturer of low-
cost, low-quality output. They will
sit up and take notice once you’ve
moved beyond their “conventional”
perceptions. Are you ready?

The term “non-traditional”
describes something that is
“nonstandard, non-normative.”
What the marketplace perceives
as status quo today can be altered
tomorrow by a business that
exceeds expectations via

consistency and discipline.
The term “unusual” involves

something that is “not habitually or
commonly occurring or done.” Why
should your business,
manufacturing or selling habits
conform to the marketplace’s
expectation of mediocrity? Make
sense?

It doesn’t take much to shake
things up so your customers sit up
and take notice. Achieving “what it
takes”, however, involves you and
your staff’s full buy-in and
commitment to developing healthy,
disciplined and productive
processes, core capabilities and
self-beliefs.

Are you there yet? Do YOU
Mean Business? offers a set of
tools to move you closer today.      �
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Unconventional, Non-Traditional,
Unusual – The New Norm?
What would happen to your
business success if you
systematically and
consistently adhered to
processes and practices?

You can find out more about Babette Ten Haken 
by visiting: http://babettetenhaken.com
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Jeff Perkins

Today, only 2 percent of cold calls
result in an appointment. So, if

you’re hoping your “dial days” will
result in some big deals, you’re
going to be very disappointed.
Today’s sales people have to accept
a basic truth: Your prospects really
just aren’t that into you. They don’t
want you calling or emailing them.
When they’re ready to talk to you,
they will reach out.

The World of Your
Prospects?Take a step back and put
yourself in your prospects’ shoes.
Think about what’s going on in their
world. Think about some of the
macro trends in business:
1. Despite record earnings,
businesses aren’t necessarily
growing (minus a few Silicon Valley
outliers). Businesses are focused on
cutting costs and saving their way to
these strong earnings.
2. Competition in every industry is
fiercer than ever.
3. Managers are constantly being
asked to do more with less.

These three trends create a
tough environment for your
prospects. Chances are you sell
products or services that can
probably help them in many ways.

Here’s the sad irony of the world
we live in: Your prospects need
you more than ever. Yet, they are
more likely to ignore you than
ever before.

So, where do we go from here?
We must evolve.

Here is the first of six ways sales
organizations should think about
evolving to survive and thrive in the
changing business landscape.

1. Evolve the Way You Think
About Your Prospects. Research
shows that your prospects are about
70 percent of the way through the
purchase process before they
engage a sales rep. So, the question
you have to ask yourself is “what are
they doing for 70 percent of the
time?” According to a study by
Google and Complete, the vast
majority are doing online research.
That means your new frontline reps
are actually Google and your
website. By the time your prospects
pick up the phone, they are already
well informed about your products
and your competitor’s products.
Many times, a prospect will call our
reps and say, “I’m on your website
right now and looking at your
different pricing plans”.

As a sales rep, it’s critical that
you’re very familiar with all the
content on your website and the
website’s of your competitors. When
you talk to prospects, you don’t have
to spend a lot of time educating them

on who you are. They already know.
You should focus on what makes
you different, better and worth it.

Having prospects engaged with
your website is actually a very good
thing. At PGi, we use marketing
automation tools that track what
customers are doing when on our
site. We can see how many times
they visited, how many pages they
viewed and what content they
downloaded.

As a sales rep, this gives you a
real advantage. If you know your
prospect spent a lot of time viewing
your pricing page, you can assume
he’s probably looking at your
competition’s pricing as well. This
information will help you build a
stronger case on why your pricing is
better than the rest.

Prospects today are more
educated and savvy than ever
before. As sales professionals, we
have to up our game and be ready to
have better conversations that will
lead to a sale.

Check back next month to find
out why sales organizations should
strive to become more collaborative
with other departments.

For more information on how
sales is changing, download our free
eBook: The Evolution of Sales: The
Survival Guide.
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Evolve or Die: How to Survive and Thrive in the
Changing Sales Landscape
Overall, the role of a sales professional is dramatically
changing. The “good old days” of dialing for dollars are over. 

You can find out more about Jeff Perkins 
by visiting: http://www.pgi.com

http://www.pgi.com/
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Top Sales Academy 2014 is
coming to a PC near you from

October 1st. 
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Top Sales Article & Blog Posts

When it comes to delays, stalls,
blow-off’s and objections,

there is a lot of bad information
floating around.

“The selling doesn’t start until an
objection has been voiced.”

“You should love objections.”
“After the third objection is when

you’ll usually get the sale.”
Whenever I hear garbage like

that I want to puke. What’s scary is
that there are people who actually
believe some of that nonsense. If
the selling didn’t start until you
heard an objection, what were you
doing up until that point? Why not

just start out the call with, “OK,
what’s your objection to buying
from me. Come on, let me hear it.”
Yeah, right.

Love objections? If I love
something, I want more of it. As for
objections, I’d prefer I never hear
another one, since they really are a
sign that something  broke down in
the sales process up to this point.
No objections would mean
perfection. We’ll never reach it, but
we should always try to get closer
to it than the alternative.

Bottom line is, we’re always ...

When I was in elementary
school, I got into a major

argument with a boy in my class. I
have forgotten what the argument
was about, but I have never
forgotten the lesson I learned that
day.

I was convinced that “I” was right
and “he” was wrong – and he was
just as convinced that “I” was wrong
and “he” was right. The teacher
decided to teach us a very
important lesson.

She brought us up to the front of
the class and placed him on one
side of her desk and me on the

other. In the middle of her desk was
a large, round object. I could clearly
see that it was black. She asked the
boy what color the object was.
“White,” he answered.

I couldn’t believe he said the
object was white, when it was
obviously black! Another argument
started between my classmate and
me, this time about the color of the
object.

The teacher told me to go stand
where the boy was standing and
told him to come stand where I had
been. We changed places, and ....

Read More Here�

Read More Here�

This Week’s Top Sales Article
50 Shades of Delay
by Art Sobczak

This Week’s Top Sales Blog Post
Black or White – Author Unknown
by Robert Terson
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