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It has been suggested that “ignorance is bliss” – but I am
afraid that I do not subscribe to that viewpoint in any

way. This is particularly true in the harsh, and sometimes
unforgiving sales arena, where careers can be destroyed
overnight, and lives changed forever 

In the old days, long before the Internet was even a
glint in Kleinrock’s eyes, sales training was sporadic at
best, and non-existent at worst: The “sales trainer” would
arrive armed with a rain forests’ worth of course notes for
each delegate and we would systematically work through
until that final relief on the third day - you know the feeling
that you experience after root canal work? There is
considerable discomfort and a lot of numbness, but there
is relief that it is all over.

I remember looking around, during one particularly
painful session and dividing the delegates into three
distinct categories: To begin with, there were the
“vacationers” Vacationers did anything to get out of the
office for a few hours – “Well, this is better than working
isn’t it? Great hotel, some nice chicks/studs on the
course, and you should see what’s in my mini-bar. Which
club are we hitting tonight?”

Next, there were the “prisoners” Prisoners resented
anything getting in the way of real work. They did not want
to be on the course, and they made that very clear to
anyone who would listen, including the course leader.
Prisoners decided long before they arrived that they were
not going to get anything out of the exercise, because

either they knew it all already, or because they had no
interest whatsoever in expanding their skills-sets. “Well
this is going to be a complete waste of my time, I could be
doing some real work and earning some commission”

Finally, there were the “enthusiasts” This group
usually started as a very small number, and depending on
the quality of the content and delivery, either grew in size
or shrank in size. These people were committed to
learning as much as they could, because they realized
that knowledge is power, but it is also career defining.

Today, there are so many “avenues of opportunity” for
professional salespeople, many of them absolutely free:
The Internet has created the equivalent of a child’s
sweetshop. The shelves are stacked with jars containing
every conceivable variety and flavor – it is difficult to know
where to begin. As a consequence, nobody has any
excuse anymore for not knowing what they don’t know,
because it is now so easy to find out – to embark on that
journey of discovery.

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.

Editorial
You Don’t Know What You Don’t Know – So Go Find Out!

http://topsalesworld.com/
http://topsalesworld.com/
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There was a time when sales
leaders had little regard for

research. Gut feel ruled. In today’s
competitive marketplace sales
leaders often turn to sales research
as a key component of their
decision-making. But there is a
whole side of cutting edge sales
and marketing research that does
not appear anywhere on their radar.
Mike Ahearne is dedicated to
changing that. He is taking
academic research from the ivory
tower to your bottom line. 

Mike Ahearne, PhD, C.T Bauer
Chair in Marketing at the University
of Houston, Executive Director of
the Sales Excellence Institute, and
Principal at ZS Associates, and his
colleague Tom Steenburgh, PhD,
Professor of the Darden School of
Business, conceived and
implemented the Thought
Leadership on the Sales Profession
Conference. 

After two decades of attending
segregated academic and
practitioner conferences Mike and
Tom recognized an opportunity to
create an event that would bring

Is it worth the effort to delight vs. satisfy your customers? Is cash king or do prizes
have greater impact on performance? Does incentivizing on input (activities) or
incentivizing on output (results) have greater impact on motivation?  Do sales
incentives used as penalties outweigh the effect of incentives used as windfalls? This
week, Linda Richardson interviews PhD, C.T Bauer Chair in Marketing at the University
of Houston, Executive Director of the Sales Excellence Institute, and Principal at ZS
Associates to find out.

Academic Research from the Ivory
Tower to Your Bottom Line 
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The Linda Richardson Interview

together leading academics
(university professors) and high-
level practitioners (consultants and
sales leaders) from around the
world. By closing this gap and
joining forces they could leverage
the best of both worlds. Academics
would bring the rigor and
sophistication of their research and
innovations to practitioners and
report their findings in terms
practitioners would value and
understand. Practitioners would
provide feedback and insights to
increase the relevance of the
research and help direct it to high
priorities. Most importantly sales
organizations would benefit from
the combined thinking and
broadened perspectives. 

This union was not easy to pull
off. Academics were excited to
share their work with practitioners
but initially nervous about their
ability to make their state-of-the-art
research sound relevant and
interesting to practitioners. The
practitioners, many of whom never
heard the academic perspective,
worried that their research would
be critiqued and challenged as soft
by the academic. 

The first conference was hosted
by Harvard University in 2012. I
was privileged to participate in the
second conference at Columbia
University, 2014. In addition to
more traditional keynote talks,
presentations at this event took on
a number of innovative formats.
These included point counterpoint
sessions where consultants and
academics engaged in debates on
hot topics as well as numerous
TED style talks by academics
followed by panels of practitioners

providing feedback and discussing
potential impact on practice. These
sessions were very valuable with
the 100 academics gaining insight
into sales problems they should
tackle and practitioners gaining a
new appreciation of the value and
application of academic research.
The win for the 150 sales
executives was a broader
perspective and new ways,
resources, and tools to make
decisions and solve their problems.

It was two days of insights and
innovations. The research in all
sessions was conducted with real
sales organizations, the gold
standard of research. I asked Mike
to identify two of the sessions what
would illustrate the synergy of
academics and practitioners. He
selected Customer Delight and
Sales Force Compensation: 

Customer Delight: The Debate
The debate made for a lively
session. On one side was Nick
Toman from CEB presenting his
work on CEB’s new ideas on
Customer Delight/Effortless
Experience. On the other side was
Dr. Roland Rust, University of
Maryland, luminary in the field of
customer satisfaction. The debate
centered on the question of
delighting vs. satisfying basic
customer needs, a topic that many
academics have spent their
careers researching. 

Nick presented CEB’s
perspective that focusing on
delighting customers is not optimal
since achieving customer delight
often leads to decreased
profitability. He argued that
companies should be more

concerned with satisfying the base
needs of customers in order to
achieve optimal outcomes. Roland
presented research aimed at
dispelling this by pointing out that
satisfaction (which deals with
satisfying base needs) and delight
(which requires an element of
surprise that the customer did not
expect) are on two different
spectrums--being high on a
satisfaction scale does not mean
the customer is delighted—a
customer can be highly satisfied
but not delighted. He further
pointed out that although delight
often leads to increased customer
expectations, it also raises the
expectations of the competition
and gains market share. Roland
concluded that firms should be
using inexpensive, interpersonal
ways to delight customers. 
� View Video Here.

Sales Force Compensation
(Three Sessions: What Works/
What Doesn’t)
Mike introduced this session and
described to the group how
companies continue to struggle
with compensation and most
decisions are based on gut feel
because there is so little solid
research on the topic. The
research presented in TED style
format by the academics in this
session all involved field
experiments (treatment vs. control
studies) executed in leading sales
organizations. These field
experiments are considered the
“gold standard” for research and
are not common since companies
are often reluctant to experiment
with compensation. 
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Is Cash King?
Dr. George John, University of
Minnesota, Carlson School of
Management, answered the question,
“Is Cash King?” He focused on the
impact of giving away cash vs. non-
cash prizes in incentive programs.
Based on a field compensation
experiment with a major corporation,
one of his main findings was that non-
cash prizes have a stronger impact on
a salesperson’s performance
because these prizes are more
memorable than cash (which tends to
be used to pay bills). 
� View Video Here.

Reward Effort or Results
Dr. Ian Larkin, UCLA, Anderson
School of Management, dealt with the
question of incentivizing salespeople
on inputs (like sales activities and
product knowledge) vs. the outcomes
themselves (like total sales or market
share). He made an analogy to
education where many children
perform better when given quizzes
throughout the year as opposed to
just final exams. By conducting a field
experiment in a large sales
organization, he was able to test the
two approaches and found that sales
performance significantly increased
when input incentives were also
included in the compensation system.
He further found that these input
incentives were most useful for new
salespeople. 
� View Video Here.

Rewards, Penalties, Gifts
Dr. Doug Chung, Harvard
University, conducted a field
experiment with the sales force of a
major corporation that showed that
incentives used as penalties
outweigh the effect of incentives
used as windfalls. There were
three conditions in his study:
Reward (a bonus given at the end
of the week if sales exceeded
quota), Punishment (a bonus given
at the start of the week but taken
away if sales did not meet quota),
and Gift (the control condition
where a bonus given at the start of
the week that was not dependent
upon performance). Surprisingly,
the punishment condition induced
the greatest level of performance
and increased firm profits by 21%
verses a control condition. 
� View Video Here.

A panel of sales leaders and
consultants reacted to these three
presentations and provided
excellent feedback and
suggestions to the academics such
as new ideas for creative
approaches that can be
researched in the future as well as
a discussion of possible barriers
they may face in implementing
these methods in their sales
organizations.

One of the biggest challenges
has been taking academic
research and making it more
usable on the line. Mike

recommends two academic
journals that aim to accomplish
this: The Journal Personal Selling
and Sales Management—for every
article that is written in this journal,
authors are required to write a one-
page Executive Summary to
explain the value of findings and
impact on practice. 

The Journal of Marketing—the
journal for top-end marketing,
sales, and sales management
articles that typically features at
least one article on sales force
management in each edition.

The Thought Leadership on the
Sales Profession Conference is
unique in bringing together
academics and practitioners. The
conference features an open call
for papers where researchers are
asked to submit their ideas in a
short presentation format. These
submissions are screened by a
high level group of sales
executives and leading academics.
This process is quite different from
the pay for podium trends that we
are all too often seeing at events in
our field where consultants
sponsor an event in return for
presentation opportunities. 

Mike’s vision is to bridge the
gap between academia and
practice in the sales area by
creating opportunities for the two
groups to interact and share ideas.
In addition to the obvious benefits
this has for sales organizations
looking to improve practice,
formalizing sales knowledge is an
important step in integrating sales
education into the curriculums of
leading business schools around
the world. This is a vision I
subscribe to.                                    �

To contact Mike Ahearne and learn more about 
the research and the 2016 Conference at Stanford
University please email: mahearne.uh@gmail.com 
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Most sellers I know go to great
pains to point out to me just

how customer-focused they are.
They want to make sure I know that
they're not pushy or manipulative or
sleazy in any way. Yet when they
get into meetings with prospective
clients, they quickly switch into a
seller-centric mode of operation

before they even know what's
happening.

That's exactly what occurred in
my sales call with Terry. Before we
went in, I asked her to tell me what
she'd said to get the appointment.

"I told him that we'd introduced
some exciting new services that I
thought could help reduce

turnaround time in their production
area," Terry told me 

While the meeting appeared to
have a customer-centric agenda,
what actually played out during our
time with the prospect was an
entirely different matter.

After a few minutes of genial
exchanges and a bit of data
gathering about the business and
operation, the decision maker
asked Terry about her new offering.

Excited to learn of his interest,
she started talking about it. Then
she pulled out brochure. And she

"I really care about my customers," Terry told me as we were
driving to an appointment. "I try to do the very best I can for
them and make sure that their needs are met." "Sounds
good," I thought to myself. "But I wonder if it's true."

Being Customer Centric is Not
About Being Nice!



Jill Konrath

kept on talking - answering his
questions, one-by-one, in
excruciating detail.

Before we knew it, her time was
up and we were escorted to the
lobby. The decision maker thanked
us for our time and instructed Terry
to keep in touch.

Out we walked. Empty-handed.
With no hope of ever selling
anything.

But Terry was customer-focused,
right? She graciously answered all
his questions and told him exactly
what he wanted to know about her
offering.

I'm sorry. I beg to disagree. Terry
wasted that man's time. She wasn't
one bit concerned about his
business operation. She just cared
about being perceived as a service-
oriented and helpful person.

If you want to truly be
customer-focused, then stop
being so darned NICE!

Mind you, I'm not talking about
being rude, mean or ornery to
prospective clients. Instead, your
job today is to help customers figure
out how to improve their business
operations. That means increasing
or decreasing something - and
especially "something" that's tied in
to one of their key business metrics.

Here are several ideas on how
you can truly be customer-
centric in today's marketplace
1. Become an expert in your
client's business.
Nothing beats an immersion
course. Roll up your sleeves and
become an apprentice for a week.
Identify the goals and objectives,
mission-critical business
imperatives and critical success

factors. Find out what's happening
in their industry.

Learn how your product or
service fits into their work flow.
Discover where the gaps are - what
kind of problems occur in their
current process or methodology.
Explore the business ramifications
of these problems and the value of
solving them.

Some sellers tell me they can't
take the time to do this ... that they
need to be out making sales calls
and signing contracts. Or they say
their boss won't let them do this.

Yet their customer knowledge is
so shallow - and I mean incredibly
shallow - that they can't even hold
an intelligent conversation with a
key decision maker for longer than
five minutes.

You can't be customer-centric if
you don't understand your client's
business. You can only show them
your offering, albeit in a very nice
manner, and hope that they
understand the difference it makes
in their organization.

2. Sidestep early discussions
about your services.
Many sellers inadvertently set
themselves up to talk about their
services right away. In phone calls
to prospective buyers, they mention
their new "stuff" to get their foot-in-
the-door. This type of lead-in
guarantees that they'll to be asked
to talk about their offering.
Requests for appointments should
always focus on business results.

When asked about your services

in a first sales call, answer very
briefly and guide the conversation
back to the prospect's business. It's
not nice to waste your customer's
time talking about something that
may be entirely irrelevant to their
business.

3. Prepare your questions ahead
of time.
You may not know this, but top
sellers always prepare a list of
questions to ask before they go on
the call. In fact, these questions are
carefully planned to elicit very
specific types of information about
the customer's business, goals,
objectives, current situation,
challenges and more.

You can't be customer focused
unless you write your questions
down. Otherwise, when you're
talking to a prospective client you'll
continually be thinking of what you'll
SAY next.

If you're not listening and totally
tuned into what your customer is
saying, you're not being nice -
you're being rude!

Honestly, the real key in selling is
to not delude yourself into thinking
that being nice is what customers
are looking for. They don't need
more friends. Nor do they really
care about your service offering.

Customers want someone to help
them improve their business. They
want a seller who brings them ideas
and insights. That's what's valuable
today - it's the new NICE! �
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Jill Konrath is a sales strategist and bestselling
author.  Find out more by visiting here.
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Barb Giamanco

Social selling, as it is often defined
by experts, is simply a set of

tactics focused on the front end of
the sales cycle – prospecting, lead
generation and pre-sales call
research. Jumping straight to tactics
is always short-sighted, often
leading to frustration that results are
not materializing.

Social selling success, ultimately,
requires three things: Strategy, Skills
and Execution.

I want to zero in on creating and
implementing a social selling
strategy, because not enough sales
organizations are taking this step
seriously. Under pressure to make
quota, sales leaders may be thinking
that there isn’t time to create a
strategy; sales are needed now.
Make time. This is a new world;
salespeople need to do things
differently.

Do not assume that your
marketing team has strategy
covered. Even if they have a plan for
using social media on behalf of the
business, it probably does not
address the specific needs of the
sales organization.

The planning process should
answer questions like these and
more:
� Who is our target audience and
what do they care about?

� What problem do we solve for
them? 
� What social channels are our
prospects likely to engage in?
� How do we make it easy for sales
people to track their online
connections and conversations as
part of our current CRM process?
� Have we created a training plan
to ensure that salespeople are
properly prepared with the right
sales and technology skills?
� What will we monitor, measure
and track?
With more variables to consider in
today’s selling environment, there is

great risk in ignoring these questions
and others. Blindly jumping forward
is not the answer.

Once your strategy is set, it is
time to address the skills. Expecting
salespeople to integrate a social
strategy without help is unrealistic.
Invest in training programs that are
followed up with a process for
coaching new behaviors.

Think of social selling as you
might a winning sports team. You
need a strategic play book, sales
people with the right skills who
execute well - at all phases of the
game. Without the trinity of
Strategy, Skills and Execution,
sales people may be seen by more
prospects or bring in a few new
leads, but they won’t win the big
game over time!                                   �

Implementing a Corporate Social
Selling Strategy 
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Barb heads up Social Centered Selling. Find out
more by visiting here.

In the rush to achieve short-term sales objectives,
important points about what constitutes social selling
success are often absent. 

http://scs-connect.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=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


http://hubs.ly/y09KZ40


Etien D’Hollander

Some systems can also provide
accountability, giving your sales

managers date- and time-stamped
entries when the sales team adds to
a customer profile.

The information available through
CRM allows your sales managers to
hold sales reps accountable and also
identify areas in which additional
training may be necessary. While
these functions of CRM may appear
to position the sales rep and sales
manager against one another, they
instead offer both parties the tools
they need to increase sales. This
objective serves both sales rep and
sales managers well.

New technology is now available
in CRM mobile tools that allow sales
managers to see not only the real-
time entry, but also the GEO location
of the sales rep. The sales manager
receives an entry with the location of
the sales rep in the sales report. With
the tool, sales managers are able to
view map pins corresponding to
sales report entries, with a variety of
customizing options available. 

Sales reps may question the
addition to CRM apps, with
complaints that the feature increases
a feeling of micro-management from
their sales manager. However, sales
managers are increasingly asking
for this feature in CRM apps, making
it the number-one request in CRM

mobile tools.
When using a CRM app, your

sales rep can finish up an entry in less
than 30 seconds, and the sales
manager can have it in their hands in
less than 60 seconds. When receiving
the report in a GEO location-enabled
mobile app, the sales manager can
view a map identifying the locations of
the sales rep during each entry. 

With this feature enabled, your
sales manager can identify the
reporting habits of the top-selling
sales reps and use their techniques
for training purposes. A sales rep that
enters data while still on a customer
site, for instance, may produce better
information that helps close a contract
or develop a new opportunity. 

Sales managers also have the
flexibility to use the GEO location
feature depending on what they
decide to track. They may want to
turn on the GEO location feature to
trouble-shoot with a struggling sales
rep, or they may want to watch the
patterns of successful sales reps to
establish best practices. 

With the data available through
GEO location, sales managers can
identify patterns in the sales process
and develop a repeatable sales

model. With information about how
sales reps enter their data, including
GEO location entries, the sales
manager will be able to implement
training objectives to optimize the
capabilities of the CRM. 

The capability has made a
significant impact with sales teams
that implement it into their sales
reporting. Compliance rates, sales
productivity, accountability and
information flow are all areas that
have been improved through the use
of GEO location in CRM mobile
tools. The additional information
provided through the GEO location
feature allows your sales manager
to make decisions based on
insightful and relevant information.

Front Row Solutions provides the
first mobile CRM app to offer GEO
location to sales managers and
sales reps. This feature is in high
demand from sales managers
because of its strategic role in
producing sales reports that lead to
opportunities for growth. 

Front Row Solutions has the
unique ability to support real-time
sales reporting, which only enhances
the GEO location feature. With Front
Row Solutions, the manager has the
ability to view a sales report displaying
not only which customers the sales
rep called on, but where the sales rep
was located when the sales report
was entered.                                             �
Try the app yourself for free and
experience the Front Row system.
Enter your contact information  HERE
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Etien D’Hollander is the CEO and Founder of 
Front Row Soultions. Find out more by visiting here.

GEO Capability Provides Location
Information to Sales Managers 
The use of customer relationship management (CRM)
tools allows your sales reps to keep their sales managers
in the loop on a number of variables, including pipeline
activity and opportunities with existing customers. 

http://www.frontrow-solutions.com/Free-Demo
http://www.frontrow-solutions.com/
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OMG is working on a major sales
effectiveness study that looks not only at
traditional sales effectiveness, but also
inside, inbound and social selling
effectiveness.  The study must be inclusive
and not just for huge companies and that's
why we need your help.  

We would be so appreciative if you
would take just 5 minutes from your
busy day to provide your anonymous
input.  No names, no emails, no follow-
up.  Although it's an easy survey to take,
it's crucial that we produce this
important, unbiased study.  Won't you
please help us?

Take Survey Here

https://www.surveymonkey.com/s/NMBFP69


Dave Kurlan

You would think that’s a good
thing, them checking with me

first to make sure they were on the
right track.  And no, it’s not a sign of
weakness; it’s a sign of
thoughtfulness and taking
advantage of the resources that are
available to them.

However, despite being
devotees of Objective Management
Group’s (OMG) Sales Candidate
Assessments, all three of them
asked me about candidates that
were not recommended.  Making
this even more incredible was that
their new sales recruiting
processes and sales candidate
assessments had helped all three
to identify and hire several great
salespeople this year.  Even better,
their new salespeople were all
doing great. 

Despite their excellent track
record and the rule that says they
shouldn’t even speak with
candidates that aren’t
recommended, here they were, all
three of them, trying to sell me on
moving forward with candidates
with whom they should not have
spoken in the first place.

In all three cases, there were
attractive women involved.  Strike
one.  Did these three men feel that
they needed attractive women
working for them, or did they
believe that their attractiveness
would help them open doors?  Or
both?

I asked them that very question
and they each said that “had
nothing to do with it.“

“Then why did you mention it?” I
asked.

In order to preserve the integrity
of your recruiting process, for the
future of your business and
personal integrity, it is critical that
you select, hire and on board only
those candidates who meet the pre-
determined criteria for the role.
That criteria includes the required
experiences, technical expertise,

selling capabilities and likely ability
to succeed in the role.  An
individual’s sex, race, religion or
beliefs should never be taken into
consideration.

I tried to help them understand
why these candidates were not
recommended, how their individual
weaknesses would undermine
them in the field, the near
impossible coaching that would be
in store for them, and the statistics
that show that 75% of the
candidates that are not
recommended, but hired anyway,
fail within 6 months.

In the end, they listened to me
and that’s good.  However, for
every sales leader that does call
and check, there are thousands
more putting themselves in the
exact same position and making
what is nearly guaranteed to be a
hiring mistake.

The tools, science and best
practices are available to everyone,
but why bother paying for them,
learning them, and using them, if
you aren’t going to follow the rules? 

It’s not hard to get this right.  But
it’s way too easy to get it wrong.  The
best way to stay on track is to remain
objective, rely on science and follow
the process guidelines. �
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Why Sales Leaders Continue to
Hire the Wrong Salespeople
Today I spoke with three different sales leaders and
discussed specific candidates they liked for various sales
roles in their companies.  

Dave is the founder and CEO of OMG and Kurlan
& Associates. Find out more by visiting here.

http://www.kurlanassociates.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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If you are in an industry where
social selling has high

applicability, peddle faster. If you
don’t modify your core sales model,
your competitors will beat you. It is
unwise to play it safe in this
situation. Social selling is a zero
sum game. Win with it and you are
likely to win big.

If you are in an industry where
social selling has low applicability,
ignore it. You do not need to
modify your sales model. Let your
competitors get distracted. Keep
your eye on the ball and you will
beat them.

How do you know which one
you are?

We track 19 industries. A post
reviewing all 19 would not be a
post, but a book. Therefore, I have
developed three industry “clusters”.
Use them to quickly determine if
social selling is applicable to your
industry.

Legacy Buyer Industries
For these industries, there is
unlikely to be a wholesale shift to
social selling. Examples include
medical devices and
pharmaceuticals. We project a gain
of 5 percent in medical devices. We
project a gain of 3 percent in
pharma. It will be 2019 before these
gains are realized.

The reason for modest growth is
medical devices, and
pharmaceuticals, have persistent
buyer behaviors. Social selling
capabilities can only go so far in
simulating the experience of selling.
Reps need to be in doctor’s offices
and operating rooms.

Innovative Buyer Industries
These industries are likely to see a
more transformative effect from
social selling. Buyers in these
industries are rapidly changing how
they buy. For example, Software
and IT Infrastructure offer virtual
rather than physical products.
Buyers can make a purchase
decision with little help from a sales
rep. This makes these industries
highly susceptible to social selling
transformation.

We project social selling

The potential impact of Social Selling varies greatly by
industry. Social Selling will be highly disruptive to some
industries. Not so much to others.

Social Selling Applicability by Industry



Greg Alexander

revenue gains to average 40
percent here. Companies in these
sectors have their work cut out for
them. They need to absorb sales-
model changes while fending off
competitors. The onus will be on
the companies to act decisively and
quickly. This means streamlining
and repurposing their legacy sales
models. They need to redirect the
freed-up resources to build out their
social selling capabilities. Such
change may come with a stiff price
tag. But these industries may have
little choice but to step up in a
sustained way. The current
trajectory suggests they are
headed toward greater disruption
from social selling.

SOP Buyer Industries
These are the industries that have
completed several rounds of social
selling disruption. This is how the
buyers buy. Social selling is
standard operating procedure at
this point. Sectors like publishing,
electronics, and travel have seen
their sales models permanently
changed. For instance, publishing
and travel is expected to originate
over half of their revenue from
social channels in five years. This
will continue to reshape the sales
model for companies in this cluster.

These industries will need to
implement social selling in new
areas. For instance, companies can
leverage big-data social analytics to
boost sales coverage efficiency.
Sales teams in this cluster that
succeed will be those that make
bold bets to reshape themselves.
Failure to do so is swimming
upstream. It is no longer if, or when,
to implement social selling, but how

big to bet? Typically there are small
organic growth rates in these
industries. Growing revenue by a
few percent will translate into
significant top-line impact.

Invest Proportionally
The message from our research is
that sales teams need to embrace
social selling. But they should do so
in line with their own unique
opportunity. Why invest in social
selling if improvements to the current
sales force will suffice? Conversely,
why mess with small experiments
when the revenue is large?

To assess and act on the social
selling opportunity, we recommend
four steps.
1. Estimate the revenue at stake.
Sales teams need to get a handle on
the revenue opportunities available
to them. Social selling originated
revenue should be assessed at the
product level. It should be checked
against competitor performance.
The aggregate impact should be
computed. The numbers should be
turned into social selling targets to
monitor progress.

2. Rank the opportunity. Most
sales organizations don’t have the
resources to execute on multiple big
opportunities at once. Be selective.
Figure out what areas are likely to
deliver the greatest amount of
revenue and start there. Social
selling requires some
experimentation. However, too
many ad hoc projects lead to
scattershot investments that fail to

deliver growth. One SaaS company,
for instance, ended up with 20
different prospecting methods.
Social selling is in replacement of old
prospecting methods. It is not in
addition to.

3. Take a complete view. One
business services firm increased
sales appointments by 35% but did
not see a revenue increase. The
reps could not perform once they
were on the sales appointments.
Think through the impact social
selling has end to end.

4. Align the sales teams
accordingly. In the long run, some
sales models will simply be
destroyed by social. Tweaking them
is futile. Sales leaders need to act
purposefully and divest where it
makes sense. Identify which sales
teams are likely to be cannibalized
and shut them down. Conversely,
some sales teams will clearly need
new capabilities. Companies often
do not have the luxury to build up
skills organically over time. One
client hired SBI to rapidly build out
its social selling capabilities. If
speed is important, get help.

In summary, capturing the value
of social selling will be important in
most industries. It will be critical for
survival in some. But not all.

If you are new to social selling,
and need help, go here. One of our
experts can help you through the 4
steps above.                                      �
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Greg Alexander is CEO of Sales Benchmark Index
(SBI). Find out more by visiting here.

http://www.salesbenchmarkindex.com/find-out-if-social-selling-applies-sbi
http://www.salesbenchmarkindex.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
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October 1st 
“Implementing a Corporate 
Social Selling Strategy” 
presented by Barb Giamanco, 
Jamie Shanks & Kurt Shaver
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 01
2014 - 2015

RegisterSponsored by

October 8th
“Secrets to Becoming a
Master at Sales Coaching” 
presented by Dave Kurlan
Time: 12:00 Noon Eastern.

TOP SALES ACADEMY SESSION 02
2014 - 2015

RegisterSponsored by

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


Top Sales Article & Blog Posts

I’ve about had it with a lot of the
garbage floating around about

sales voice messages.
I’ve always had the same

stance, but It’s time that I get more
vocal and ask for your help in
spreading the word.

Seems like every day someone
is putting out a blog, article, tweet,
“free” webinar, video, LinkedIn
update or whatever on how to leave
a sales voice mail.  I am sometimes
amused by the funny suggestions,
but usually annoyed by the tactics
suggested. 

Some are asinine, others just flat
out deceptive, which is

unacceptable.
For example, one I saw online

recently instructs you to call a
prospect, leave only your name and
number, tell them to call you, and
say the call is in reference to one of
their competitors. Really?

And of course there’s the old,
“Just leave your name and number
and nothing else” -technique
because you are mysterious, and
then they must call you back.
Please.

When it comes to voice mail in
sales, I firmly believe that the
means does not justify the end ......

Isee that the NFL has two major
issues to resolve.

The one at hand-dealing with off
field violence and crime within the
player ranks.

The coming issue of how NFL
players are three times more likely
to die from neurodegenerative
diseases than the general US
population and four times more
likely to die from Alzheimer’s
disease and (ALS).

While NFL Commissioner
Goodell must address #1 now, if he
were smart he would also be
working to resolve #2 proactively
before he sees himself in a media

firestorm yet again. And, if I were
Gary Bettman (NHL
Commissioner), Dana White (UFC
President), or the head of any other
hard hitting sport such as boxing,
rugby or wrestling, I would be
looking at these two issues closely
now to get ahead.

The best leaders are proactive.
They create policies, plans, and
action them before they need to.
The NFL has failed in this regard.
While I applaud the work they are
doing now to deal with future cases
of domestic violence, one gets the
sense they are only doing the .....

Read More Here�

Read More Here�

This Week’s Top Sales Article
Voice Mail: Enough of the Crap Already. Here’s the
REAL Story by Art Sobczak

This Week’s Top Sales Blog Post
Leadership Lessons from the NFL
by Colleen Francis
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http://topsalesworld.com/sales-library/articles/voice-mail-enough-of-the-crap-already-heres-the-real-story/
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Big Data for Marketing & Sales
Everyone in the company knows their world is changing and that they all want a
say in the data.  It’s not about the data quantity and quality, it’s about the insights
you get from the data that make you more efficient, more productive and more
successful.

Download this free whitepaper and learn the results of IDG's study and
analysis of how Big Data impacts marketing and sales.

Download Your Copy Here

http://info.avention.com/1409-idgDataEbook.html?utm_program=70160000000oiVZ&utm_source=Top%20Sales%20World&utm_medium=Email&utm_campaign=IDG%20Whitepaper&utm_role=salesperson


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).

https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
http://topsalesworld.com/topsalesawards/nominate/
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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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