


The buyer-seller situation, like any human contact, is
an exercise in human relations - the interplay, cause

and effect of behaviour by two or more people on each
other. In the buyer-seller situation, the seller must be
responsible for shaping mutual behaviour - someone
has to take the lead. At the start of the relationship, we
want it more than they do - well that's the theory.

What’s the difference between human nature and
human relations? It is probably something you haven't
considered before so let me give you a hand:
- Human nature is the instinctive behaviour that
governs action concerned with the self and with self-
interest.
- Human relations are concerned with how we think
and act in terms of others‘ interests.

Successful selling demands that human relations are
dominant over human nature - but you probably
guessed that already.

You may also have heard that selling is not
something a salesperson does to a prospect. Selling is
something you do with the prospect, in a process of
discovery and interaction. This is human relations at
work.

Now the interesting bit: The greatest barrier to
success in this process is the “Egocentric Predicament”.
This consists of being overly and unnecessarily
concerned with self. Our ability to be perceptive and

concerned about others is inversely proportionate to our
self-concern.

When self gets unnecessarily in the way, the fruitful
cycle of good human relations stops producing.

The key to understanding and accepting others is to
first understand and accept oneself. This starts with the
realisation that, rather than strive for an unattainable “I
should be” image, we should settle for our real self as “I
am”, accepting shortcomings along with strengths.

We should always remember: People buy our
product not so much because they understand the
product, but because they feel that we understand them.

There are many effective ways of doing this. The best
way to create this kind of buying climate is to transmit on
their frequency. This opens their mind to you and makes
them willing and eager to listen.

“Before I sell my prospect what my prospect buys, I
must first see my prospect as they see themselves.”

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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JF: In June the MHI Research
Sales Best Practices Study was
made available to the public. It is
very interesting reading and very
apropos to our audience. What
really is the difference between
world class organizations and all
the others?

JG: Our study identifies those
behaviors that are connected to the
activities that drive the outcomes

that give us the results that we
want. What’s unique with this study
is it is the only one that focuses on
and connects behaviors to
performance. We identify those
behaviors that connect to what
world class is and we compare that
to all others. What we find is that
there is about a 22% gap across
these key metrics of performance
between the world class
organizations and everyone else. 

JF: That 22% is a pretty wide gap. 

JG: That has been the consistent
percentage that we’ve seen over
the 13 years of the study. But what’s
powerful about the study is that it
repeatedly tells us that if you align
all the right behaviors, the results
tend to follow. 

JF: Logically my next question is
what are those key behaviors?

JG: There are individual behaviors
in the individual sales people and
there are organization behaviors.
How they are related are through

This week, Jonathan Farrington interviews Joe Galvin,
Chief Research Officer and Executive Vice President of
MHI Research Institute.

What's the Difference between World
Class Organizations and Everyone Else?
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The JF Interview

three simple questions: 1. How do
you connect with customers? Do
you understand their context and
what they are looking to accomplish
and are you able to provide
perspective? 2. How do you work
together-collaborate? Is it everyone
for themselves or is there a sense of
a common strategy. 3. What do you
measure, recognize and reward? 

JF: Let’s take them apart and
provide a checklist/self-assessment
to help people determine if they are
world class. Let’s start with what
does it mean to connect with
customers?

JG: Connecting with customers
looks at the customer management
strategy-- how do you create
opportunities, how do you manage
opportunities and then how do you
manage those relationships. You
need to think about the customer
management strategy from each
level or segment of the business and
you need to define how you want to

connect with customers from an
organizational level. 

JF: Would you say that connecting
with customers is the biggest
differentiator or are they all equal?

JG: It is the biggest opportunity you
have to differentiate. Connecting
with customers allows you to
differentiate your level of
professionalism, the respect that the
clients have for your opinion and the
perspective that you can provide.

JF: It is almost a cliché to say that
the days of the lone ranger are
dead—how do you define that
second key behavior, “work
together-collaboration”?

JG: Collaboration is a word that is
thrown around in a lot of different
ways—really it is how do we work
together. We have developed the
framework for collaboration which
says you need a common set of
strategies you use, a set of
messages you want to share and the
knowledge that you want to access,
leverage and contribute to. 

JF: You’ve alluded to the importance
of measuring, recognizing, and
rewarding. How do the real world-
class organizations do this?

JG: People measure results.
Finance can tell us what sales has
done. But we are in the business of
selling which is more than data.
World class organizations measure

the act of selling—the behaviors that
get the results.

JF: Is there a way that our
community can learn more about
what we just discussed?

JG: The Executive Summary of the
2014 Sales Best Practices Study is
available online at
www.MHIGlobal.com. I’d like to also
invite people to participate in the
2015 study which can be found here.
Participation in the study gives you
the opportunity to become part of
our research community, receiving
the annual study results first, being
invited to our member communities
and having access to a wealth of
information about the global world of
professional selling. 

JF: In closing, one point that I
picked up on is that the “How can I
do it better mindset” is something
that world-class organizations
accept as their mantra. 

JG: Certainly I’d agree—the
constant drive to improve is driven
by two things: 1. the continuous
raising the bar of what world class
is and 2: if you don’t compete you
don’t belong in sales. Good
enough is never good enough. The
study tells you, “This is what better
looks like.”                                        �

You can also listen to the audio
version of this interview HERE.
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www.MHIGlobal.com

People measure
results.  Finance can

tell us what sales has
done.   But we are in

the business of selling
which is more than
data. World class

organizations measure
the act of selling—the
behaviors that get the

results.
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The rise of technologies like
marketing automation, CRM

(which may or may not fall to the
marketing budget) and content
management systems lead the
race in high dollar consumption of a

CMO’s budget. But let’s take a
minute to look more holistically at
technology’s role in corporate
organizations.

Let’s look at your average mid-
sized company’s technology stack. 

We’ve already explored your
marketing team – many will have
more than a dozen various
technologies to enable everything
from top of the funnel lead activity
to efficiency tools for scheduling
social media. At the back of the
house, IT reigns supreme with tons
of complex hardware and software
that keep the business running.
Finance has tools for maintaining

Gartner prediction – by 2017, the CMO will spend more in
IT than the CIO. This bold statement is now a couple of
years old, but the prediction is certainly proving to be true. 

Why aren’t you funding sales?
Three costly mistakes you need
to pay attention to…today



Traci Curran

cash flow, support is leveraging
CRM or another helpdesk tool, and
even HR will likely have technology
for hiring and/or compliance.

Yet, the one part of the
organization that is still lagging
behind on the technology curve?
Sales. 

Sure, they may have iPads
these days, and they all have
access to the CRM, but by and
large, most organizations still look
at sales like briefcase toting
cowboys. Danger Will Robinson,
I’m here to tell you that your sales
teams need technology to be
effective, and here’s why:

1. LinkedIn isn’t insight. Sales
teams are relying on LinkedIn to
give them a clear picture of the
decision makers in a deal – I can’t
tell you how many times I’ve heard,
“His LinkedIn profile says…” Over
the last 3 years, LinkedIn has
become the resume of tomorrow –
which means lots of vague titles
and generalizations of power.
What’s more, executives are non-
existent there; so don’t rely on
LinkedIn to give you timely or

current information any higher than
Director level.  Are you relying on
LinkedIn to help you determine the
political structure of the deals
you’re in?

2. Your reps are costing you
money. The economy is improving
and this means that your best reps
are targets for your competitor. The
good news is that sales people that
are making money are usually
happy, but this means that you
need to keep them in the field and
not bog them down with
administrative duties that only
serve your management team. Still,
a few will leave and you will need to
replace them. And when you do,
every day that your new reps spend
getting up to speed is costing you
money. Pay close attention to on-
boarding, this includes training reps
on your sales process, where to
find documents and tools that they
will need to do their job and who to
turn to when they need help in a
deal.  Centralize and standardize
this onboarding process to trim
weeks – if not months – off your
ramp time.

3. Your first line managers are
coaching the D players. Like any
good team, it starts with the coach.
And to use the tired sports analogy,
the best coaches go through hours
of videos and practices to find that
perfect coaching moment that will
turn a player from average to
superstar. Yet, first line sales
managers are usually relying on

ad-hoc information stored in CRM
and on local machines to make
sense of deals and find those
coachable moments. Many
companies lack a common view of
a deal beyond the deal stage and
so they spend too much time sifting
through notes and probing the
memory of the rep (who is trying to
remember the connections on
LinkedIn) to really focus on the
things that need to be done to
evaluate and effectively coach. To
borrow a technology term, deals
need a “single version of the truth”
so that managers can see trends
and easily identify those coachable
moments. 

Of course, the items mentioned
above are all focused on sales
effectiveness. There are a number
of technologies that shouldn’t be
ignored that deal with sales
efficiency – which is equally as
important though not quite as
overlooked. Not to mention, many
sales teams have turned the
Microsoft suite of products into
adequate weaponry. 

The bottom line? You need to
pull your sales teams out into the
21st century and quit looking at
them like Lone Rangers if you
really want to accelerate your
revenue. 

You would never ask a CEO to
turn off technology critical to the
organization, so why aren’t you
asking him to turn on technology
that could prove just as critical?    �
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The bottom line? You
need to pull your sales
teams out into the 21st

century and quit
looking at them like
Lone Rangers if you

really want to
accelerate your

revenue. 
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Ever heard anyone on your team
make these snarky water-

cooler comments about
your…customers?

We’ve seen this movie before, of
course. Even the best sales
professionals can find themselves
bound up in this mental state. 

It happens when we forget that
customers legitimately feel
stressed out by the demands of the
decisions they must make.
“Negative” and “rude” buyer
behavior is often only a symptom of
their stress. 

One of my clients felt particularly
frustrated listening to his
salespeople speak less than

sympathetically about their
customers. And he found himself at
wit’s end with the critical
commentary.

I decided that this particular
group of salespeople needed a
huge dose of perspective. They
needed to hear from someone who
worked with stressed out people all
the time. 

So, I invited a hospice worker
into their next sales meeting.

Think for a moment about what a
hospice worker goes through on a
regular basis: they deal with people
facing the ultimate stress agent—
death. 

They encounter stress from the

massive discomfort of seeing a
loved one in pain; they observe
stress rooted in unresolved
emotional issues between family
members; in the worst cases, they
find stress building from disputes
over an estate even before a loved
one passes away. Hospice workers
see it all. 

At the sales meeting, I asked the
hospice worker a few questions but
mostly, I encouraged the
salespeople to converse with her. It
did not take long before they fully
took over the conversation, in a
very good way. 

Their criticism left the building
and the mental wheels began
turning. 

I highly recommend bringing a
hospice worker to your next sales
meeting. They are not hard to find. I
did a Google search and the nice
hospice professional I found (as
you might imagine, hospice
workers are very, very nice people)
was more than willing to share her
insights with the group. 

I paid her a couple hundred
bucks but she was willing to do it for
free. (You really can’t put a price on
this kind of sales training!)

If you are nervous about what
questions to ask to get things
rolling, try these: 
� How did you get started? How
does one become a Hospice
worker?
� What are you going through just
before you enter a person’s room?

Build Your Next Incredible Sales Meeting
Around a Hospice Worker. Really!
“That guy’s an idiot”… “She’s just rude” …“Talk about
someone who can’t make a decision…”
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Jeff Shore

Where is your head?
� How do you stay calm when
people are freaking out around
you?
� You see people handle the
hospice environment in very
different ways – fear, anger,
frustration, silence. How do you
adjust to different types of
responses? 
� Has your experience in hospice
work helped you in other areas of
your life? How has your
understanding of human nature
changed because of your work? 
� What advice would you give to
salespeople who are dealing with
stressed out customers? 

Trust me, you’ll barely need to kick-
start the conversation before the
salespeople take over. 

Perhaps the best part of that
meeting happened during our
debriefing afterwards. 

When I asked the salespeople to
tell me what they had learned and
how they could apply it to their own
work, they rattled off application
points without hesitation. They
enjoyed a new and better
understanding of why stressed out
people “do what they do” and they

felt inspired toward greater empathy
and a desire to decrease the
amount of stress their customers
felt. 

Negativity and snarky criticism
started evaporating into empathetic
compassion. Victory!

As a leader, you sometimes need
to get into a different space to find
the right perspectives. Be daring, be
different, and change how your
salespeople see the world.                �

You can find out more about Jeff Shore 
by visiting: www.jeffshore.com
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Einstein’s observation holds true
for sales enablement content-

related analytics. Imagine the
launch of a shiny, new enablement
and collaboration platform. Many
different roles in sales, marketing
and product management are
looking forward to the content
analytics that the system will
provide. Will the reality live up to

their expectations? Let me share
with you a few lessons I’ve learned.

Correlation and causation
According to Oxford Dictionaries, a
correlation is “a mutual relationship
or connection between two or more
things.” Causation, on the other
hand, is the action of causing
something, e.g., “the postulated

role of nitrate in the causation of
cancer.” Let’s keep in mind that
even a strong correlation is not a
proof of causation. 

Views, clicks and downloads
are indicators—nothing more,
nothing less
These metrics are foundational
information, for different target
groups—salespeople, their
managers and the cross-functional
enablement team. The data shows
what people view and what they
download. That’s all it says. It does

“Not everything that can be counted counts, and not
everything that counts can be counted.”
-- Albert Einstein

What Sales Enablement
Content Analytics Really Mean



Tamara Schenk

not necessarily mean that people
use what they download. And it
does not say that the downloaded
content was helpful. These are very
common and widespread
misinterpretations. 

To better understand these
analytics, check out your
organization’s key sales initiatives.
What are the important products,
solutions, services? For which
portfolio elements can people earn
the biggest commission? Is there a
performance management rule that
rewards people if they download or
indicate that they used certain
content, e.g., the latest campaign
playbooks? Next, check out the
biggest revenue generators in your
portfolio and examine the analytics
for the related content. It can
happen, especially if a sales force is
very experienced, that there is only
a small correlation between top
revenue generators and related
content usage. Those experienced
people often still share across the
“black market” of sales information,
which is the informal network of
colleagues who know each other
personally. Map these insights back
to your enablement analytics and
you will come to a slightly different
conclusion. Even if your enablement
platform is completely linked to the
CRM system and analytics show
people working with recommended

content stage per stage, it’s never
more than a correlation. 

Content ratings and likes—it
depends
The biggest challenge for
enablement platforms and teams is
always to get the salespeople to
actually use these social functions.
Being a customer at Amazon and
being a sales person in complex
B2B sales forces are two different
things. Just because sales people
have an “Amazon” behavior at
home, does not mean that they
behave the same way at work.
Mature sales forces are especially
hard to convince that there is value
in this activity—value for the entire
sales community and over time.
What we appreciate with top
performers is their strong focus on
what matters to their sales success,
and to ignore everything that
doesn’t create immediate value for
them. Rating content is definitely not
in this category, especially not when
you ask them to go back to the
system and rate the content after
they have used it. And what does it
mean when a rating is given by
someone who has not yet used the
content? Nothing. To understand
ratings and likes, it helps to analyze
the percentage of your content
that’s rated in the first place. The
lower the percentage, the less
valuable it is. Then, check which
roles are authorized to rate and to
like content. If there is no role-based
limitation (and that happens more
often than you may think!), the value

of ratings and likes is precisely zero.
On more than one occasion I have
discovered that content creators
have rated their own content high
and their colleagues’ content low. If
that’s the case, it’s better to switch
off the entire function: the absence
of data is better than false data. 

Content analytics are only one
side of the coin
What content analytics really mean
is different in every sales
organization, in every culture and in
every industry. Imagine a sales
force of millennials in San Francisco
selling technology, and a mature
sales force in the manufacturing
industry in Europe. The specific
value of content analytics couldn’t
be more different in these two
cases. For you as a sales
enablement leader, it’s essential to
define a content analytics
framework that defines how to look
at the data and what additional
elements are necessary to
understand the big picture.
Additional elements can be
dedicated win/loss interviews,
campaign reviews, and sounding
boards with “early adopter”
salespeople and front line sales
managers to discuss analytics and
learn more about their perspectives
and experiences. Approaching the
issue in a holistic way like this helps
to leverage content analytics and to
make the right content decisions—
to create value, not noise.                 �
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As a sales leader it is your job
to ensure your team is

prepared not only for each sales
call but for unexpected situations
that might arise at any time during
the sales process. You are a
critical success factor and to
improve the professionalism of
your team you must build a
practice squad mentality.

I have often stated that I don’t
see enough role playing during
sales training meetings, role
playing must be a cornerstone
during your monthly training
programs.  One of the best ways
to teach: skill building, strategy
development and presentation
skills is the use of a Case Study.

The case study allows multiple
salespeople to work together on a
project basis and compete against
other members of your team.  We
recently completed a large project
for a major technology company
where we built a sales framework
that changes the approach of the
salesperson and alters their

traditional relationship with their
clients. One of methodologies we
employed to ensure we could

validate the understanding of the
framework and use of the sales
tools was a Case Study exercise. I
want to review the process simply
to encourage you to build this kind
of learning experience into your
training programs.

The following were the
components of that case study:

� A detailed description of the
firm and its go to market strategy
� A description of 7 potential
players, titles, years employed
� A limited description of the
existing technology 
� An overview of the Industry this
company competed in
� Limited financial objectives
� Miscellaneous information,
some distracting, some valid 

On every football team you have the team of starters and
you have a practice squad, their job is to represent what
the competitions offense or defense game plan or
playbook might look like. Each week the starters practice
against these players to gain a better perspective of what
the real competitor will do during the game with the
objective improving their odds of winning.  

Sales Leadership:
You are the Practice Squad
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Ken Thoreson 

The salesperson or team could
make two sales calls, the first with
one person, and then a second
call with two other members of the
company. Each call was between
10-15 minutes, this could vary
based upon the number of
salespeople in your organization.
There were Pre-Call Planning
tools and a set of Sales Discovery
Guides and worksheets designed
to summarize their findings.

HINT: The individuals who
played the roles of the customer
had their own case study with
additional facts, inside political
issues, defined personality styles
and hidden agendas.

Once the salespeople finished
their second call, and discussed
their findings they had the
opportunity to ask two additional
questions of any person within the
company. 

The deliverable included a
formal presentation by the sales
team of: 1) what they uncovered
during discovery, 2) perceptions of
the firm and 3) formal product/
services recommendation
including a sales presentation as
to why buy from us!

Using this kind of training will
allow the sales leadership team to
view their salespeople in action,
observe their skills and test their
creativity. Even if you don’t go to
the effort to create this formal of a
process, building more role
playing into your sales training
programs will improve your team-
put them in pressure situations in
the office and they will perform as
professionals in the field.              �

You can find out more about Ken Thoreson  
by visiting: www.AcumenManagement.com

Stay Connected
with Top Sales
World ….
Join our lively LinkedIn group
and rub shoulders with the top
sales experts in the world. 

And follow us on Twitter (we will
follow you back).
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Lori Richardson

It sounds so simple, yet good social
listening is an art and science.

Social listening is an art because
of nuances you are looking for, and
patterns to see.

Social listening is a science
because you must have a cohesive
plan in place and be methodical for
the greatest success. If you
approach listening in a haphazard
way you will get poor results.

Create some social listening
goals. It could be to better learn
about the CFOs or Directors of IT
whom you sell to. It often is based
on specific companies you are
following who fit your profile for best
target companies as prospects.

Next, put a plan into place.
Do you want to learn about your

prospective customer’s world?
First see what social platform

they use predominantly. Follow
them there.

Example: I just became
interested in a company after they
visited our website. I found that they
are very active on Twitter, so they
are now in a list we have of
companies of interest. We will be
watching what they say and how
often they are on. We will look for
the successes they will share and
any challenges or frustrations they
reveal. Eventually we will reach out

and engage – but for now, we will
simply watch and listen.

At the same time we will see
what they post on LinkedIn and
elsewhere online.

Do you use alerts to keep tabs
on your prospective buyers and
existing customers?

Google alerts was the first to
send emailed updates on what is
happening with key words you’ve
selected to monitor.

Now there are bigger and better
ways – from tools like GageIn to
data tools like Avention we can track
new contacts at our prospective
customer companies – a key way to

grow opportunities.
Ultimately you will want to do

more than listening, but even if you
just listened to look for new
opportunities, your sales team’s
revenues would grow.

Take this test – for the next
month, put a simple plan in place to
listen more socially. Put time blocks
in your calendar and work at least 3
times a week, if not five, to intently
listen in on what those in the
industries you work in are saying
and posting.

Make a list of 30 companies to
follow – separate out existing clients
and prospective clients.

At the end of 30 days – assess.
What did you learn? Is it worth more
effort?

When thinking of this as a project
rather than a lifelong change, it can
be easier to learn and people seem
more willing to try.                              �

How To Be Social In Sales – Listening
We have written a lot about social sales relationship
building and social sales research. Let’s stop and think for
a minute about the most simple form of integrating social
into your selling with listening.
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You can find out more about Lori Richardson 
by visiting: www.scoremoresales.com

http://scoremoresales.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


Download two FREE chapters from 
Dan McDade’s “The Truth About Leads” HERE

Jamie Turner, Chief Content Officer 
60 Second Marketer

“If you’re interested 
in turning leads into 
dollars, this book is 
for you.”

http://blog.pointclear.com/truth-about-leads-sample-chapters-4-and-8-top-sales


Unlike other sales manager training

programs that focus primarily on sales

coaching, we have always understood

that sales managers must develop a wide

range of competencies in order to be

successful. Here is a description of those

competencies.

Holistic Competencies
for Effective Sales Team
Management

DOWNLOAD YOUR FREE COPY HERE

http://www.toplineleadership.com/go/holistic-competencies-effective-sales-team-management/


Top Sales Academy 2014 is
coming to a PC near you from

October 1st. 
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Top Sales World News

DOWNLOAD PROSPECTUS HERE

https://s3.amazonaws.com/TopSales/downloads/2014/september/TSWAcadPro_2014_02.pdf


Top Sales Article & Blog Posts

I’ve been thinking a lot lately about
perspective.  As a sales

professional, as a business owner,
as an entrepreneur.

It’s one thing to have a plan, set
goals, to know what you want to
achieve.  It’s another thing entirely
to have the right mindset to get
there.  Your approach, your
mindset, the way you handle the
ups and downs of business
everyday – it’s critical you have this
nailed to succeed long-term.

Many people succeed or fail
because of this but without giving it
a second thought.  They either have

the right mindset for their
environment or challenge ,or they
don’t.

So I’ve been thinking lately
about what the right, intentional
mindset would look like.

Earlier in my career, I’d been
accused of being far too optimistic.
Too trusting without enough
skepticism peppered in.  Perhaps
true.

On the other hand, I distinctly
remember one member of our
management team back in the day
we called “The Angel of Death” ....

Why should I spend money on
sales effectiveness content

when I can get everything I need for
free on the Internet?

I heard that question too many
times when I was running ES
Research Group. People didn’t
understand that the content ESR
published was available nowhere
else. Not on the Internet. Nowhere.
No matter how hard we tried, we
continued to have difficulty getting
people to pay for what they
believed they could get for free.

It didn’t take me long to realize
that I was part of the problem. We

published a newsletter, I wrote a
blog, guest posted on other expert’s
blogs, had my posts syndicated,
produced podcasts, was
interviewed by other sales experts,
tweeted, posted on LinkedIn as well
as Google+.  After all, we’re in the
age of content marketing!

I’ve spoken to a few authors
recently who are concerned about
how few books they are selling. (I
can assure you that The Challenger
Sale isn’t in this category.) Those
authors can tell you succinctly how
the content of their book differs ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Making a Case for Rational Optimism (in
business, sales & life) by Matt Heinz

This Week’s Top Sales Blog Post
How Much Sales Content is Too Much?
by Dave Stein
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http://topsalesworld.com/sales-library/articles/making-a-case-for-rational-optimism-in-business-sales-life/
http://davestein.biz/2014/09/09/how-much-sales-content-is-too-much/
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

Click on our Sponsors to find out what they can do for you.

Our Principal Sponsor is

A very special thank you to our
Top Sales Sponsors for their continuing

support and loyalty

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

