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Jonathan A. Flatow

Selling from the
Outside In
Today, the B2B landscape is faced with an interesting state of affairs. Consumers are
savvier at seeking the solutions they need independently, impacting the number of
salespeople making their quota.

o help, sales managers are trying
to better equip their sales teams,
but the focus remains on coaching
them to communicate their value
through a more effective sales pitch,
overlooking key information that could
signal a better opportunity. These
challenges are echoed by the annual
Forrester study of executive buyers,
which found that only 20 percent of
decision makers feel the sales
agenda focuses on their needs. The
other 80 percent of respondents said
that sales conversations focus on

T
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varying degrees of the seller's
objectives.
Many of the major players that
specialize in sales enablement
recognize that the typical B2B model
must better align with priorities set
forth in age of the consumer, but there
are varying opinions on how to
facilitate this transition. Intercepting
the “buyer’s journey” to keep up with a
more knowledgeable consumer often
means time and resources that B2B
companies do not have. Yet
implementing
an
outside-in,
customer-centric
approach
can
provide the focus and perspective
these companies need to efficiently
and successfully provide information
that is truly of value.
According to Forrester, sales
teams too often follow a traditional
approach in customer engagement
that is guided by corporate agendas
and messaging specific to the
company's product. Salespeople at
companies that are used to this
approach are at a disservice as it puts
pressure on them to convey value to a
customer that may or may not be
relevant. The key idea, then, to taking

on a customer-centric approach, is to
focus on the initial step of identifying
the right customer and when, as it
aligns with their priorities.

Step One: Search for
prospects according to
concepts
All the business information and data
in the world is useless unless it is
leveraged in a way that boosts
productivity and effectiveness for
salespeople. When taking on an
outside-in
approach,
companies
utilize business information coupled
with Big Data to pinpoint the most
relevant markets, the businesses
participating in those markets, and
their associated contacts to engage
with.
Prospecting that focuses on new
market concepts, customer priorities
and needs cannot be done easily
through rigid search parameters such
as size, location, revenue, sector, etc.
These traditional approaches fall
short as rate of change and business
innovation has accelerated. In fact, in
many cases there are no traditional
parameters
to
easily
identify
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businesses that are participating in
exciting new markets. Instead, search
for companies based on their areas of
involvement, how they are engaging
with their customers or new types of
initiatives they have taken on.
Exploring opportunities based on
these concepts will ensure the
salespeople have in-depth knowledge
of what is driving the prospect so that
they can more effectively meet and
interrupt the buyer’s journey.
When exploring new opportunities
through
an
outside-in
lens,
salespeople must establish and then
zero in on potential business
conditions
that
indicate
the
importance of their prospects’ current
status in relation to their own
company's products and services.
This important step will help avoid a
one-size-fits-all
approach
that
assumes every customer will benefit
from the value your company is
offering. This approach will create
time saving efficiency and improve
execution by allowing sales to put all
of its efforts into the opportunities that
have already been determined to be
most likely to yield results.

All the business
information and data
in the world is
useless unless it is
leveraged in a way
that boosts
productivity and
effectiveness for
salespeople.

Step Two: Engage prospects
according to the customer’s
agenda
Intercepting the buyer’s journey is
tricky because a crystal ball does not
exist allowing B2B companies to
automatically know when a prospect
is seeking out new solutions.
However, engaging prospects should
be done according to a time that’s
right for your customer, not when the
salesperson reaches their name in a
spreadsheet. So what can B2B
companies do in the absence of this
crystal ball?
The
data
explosion,
while
overwhelming at times, provides B2B
companies with a wealth of
information that, if used correctly,
provides salespeople with more
notice of when a buyer’s journey
begins. Most, if not all, companies
today have a digital footprint. They
have a website, social presence, blog,
and participate in online media and
news. In addition, whether they know
it or not, they are emitting business
signals that communicate information
about what they do, what markets
they participate in or are investing in,
what their current business health or
operational priorities are and much
more. These business signals can be
intercepted, interpreted, weighted and
scored.
Industry
analyst
John
Blossom refers to this as, “The Signal
Economy.” This set of criteria, or
“signals” as they have been referred
to is critical for salespeople as it

allows them to prioritize what
companies to engage and when to
engage them.
For companies shifting to an
outside-in approach, this key step
represents a whole new way of
understanding, profiling, prioritizing
and engaging companies that have a
need for your products and services in
relation to their business goals. This
shift celebrates the age of the
consumer by making the strategy and
tactics for salespeople far more
attuned to real-time changes in your
target businesses' status.
The competitive selling landscape
combined with a more educated and
empowered consumer will surpass
B2B companies that still operate
according to their priorities and equip
sales teams with a set list of contacts
and resources. The age of the
consumer goes beyond information
retrieval by demanding that B2B
companies effectively uncover the
right prospects based on the
customer’s priorities, and engage at a
time that is right for them. The outsidein approach to sales will also help B2B
companies in the midst of aggressive
growth while dealing with limited time
by converting the data explosion into
tangible action that should shorten the
sales cycle and increase win rates.
This
alone
demonstrates
the
increased return-on-investment B2B
companies can experience by
reorganizing their engagement model
according to an outside-in approach.

To find out more about Jonathan A. Flatow,
visit: http://www.avention.com/
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Linda Richardson
sales conversation framework and
models that salespeople could use to
meet the new needs of the then new
customer, it was clear to me a linear
process was not the full story. I
developed a sales framework that
mapped the dialogue from opening to
close and supported that with
models.
But
something
was
missing—the engine to move the
dialogue. And the Six Critical Skills—
Presence, Relating, Questioning,
Listening, Positioning, Checking—
became that engine to execute the
framework and create a lexicon for
the new sales dialogue.
How relevant are the Six Critical
Skills today? As relevant as ever. But
each one must be torqued up to meet
the challenges of “new selling.” I
think of the new selling as I-Selling,
Internet -influenced Selling, because
the Internet has been a true game
changer. Let’s compare the Six
Critical Skills Pre I-Selling with the
refinements needed for the New Six
Critical Skills:

The Six Critical Skills for the
NEW Sales Dialogue
The longstanding compact customers once had with
salespeople is broken and it’s not coming back. Just a
short time ago customers relied on salespeople to learn
about services, products, and solutions. But now
customers are advancing in their buying cycle without
salespeople, going it alone until they are mid-way
through the sale—or later. This clearly has changed the
face of selling and with it the sales conversation.

6

his problem is relatively new. The
change has come quickly, and to
succeed
in
the
new
sale
environment,
salespeople
must
move just as quickly to begin building
a new sales dialogue that is insightful
and compelling.
As I think about the new narrative,
I think back several decades when I
pioneered Consultative/Need Based
Selling. As I worked to develop a new

T
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Presence:
Presence in Pre I-Selling era was
primarily external: eye contact,
handshake,
demeanor,
body
language, attire to create a message
of confidence and identification.
These remain important of course.
But presence today has many more
dimensions. It is as much inside as
outside.
First there is the mind-set.
Presence has always been about
projecting confidence but the bar on
confidence
has
been
raised.
Customers want to speak with
salespeople who come to the table
as business equals with the depth of

business
acumen,
industry,
company,
and
stakeholder
knowledge needed to solve business
problems.
Presence isn’t limited to face-toface,
phone,
and
email
conversations. One speaks now of
having an “Internet presence,”
meaning how much of an identity a
salesperson has online. There is
even a service “Klout” that gives you
a number for it! In this environment,
salespeople must curate their brand
through social networks such as
Linked-In, Twitter, and Facebook.
Just as salespeople research their
customers, customers return the
favor and on-line presence whether
blogs or videos are a part of the new
credibility.

the conversations they have with
salespeople are honest and open,
salespeople must communicate in a
way
that
is
authentic
and
transparent. And this means backing
up words by taking the extra step and
be willing to give before getting.
In the not-too-distant past,
relating was about breaking the ice
and connecting on a more personal
level. Today establishing rapport and
connecting remain important but
there is a new key to it. Relating
today means more than making
interesting
chit-chat—it
means
establishing trust. Customers are risk
adverse and without this vital factor,
they lack the confidence needed to
buy.

Questioning:
Relating:
While customers are using analytics
to make decisions, their emotions are
busy at work.. A new research study
by McKinsey showed that number
one thing that customers value from
their providers is honest and open
dialogues. For customers to feel that

Customers are not
interested in backing
up to explain what
they think
salespeople should
already know. They
are not keen to listen
to what they already
know or think they
know.
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It is no secret that salespeople are
expected to add value to even their
most knowledgeable customers if
they are to gain access. They need to
bring
value
from
the
first
conversation. Customers are not
interested in backing up to explain
what they think salespeople should
already know. They are not keen to
listen to what they already know or
think they know. Because there is a
surplus of knowledge, an expertise
explosion of sorts, it is more difficult
to add value.. Therefore, the level of
preparation that salespeople must do
today is greater than most have done
or was even possible or practical
before the Internet.
So what has happened to
questioning in this new sales
environment? Is there still a role for
asking questions if you are supposed
to know so much before you meet
with a customer? Questions remain

7

Linda Richardson
important—and in fact are more
important. But the nature of effective
questioning has changed. In the
past, the primary purpose of
questioning was discovery. The
discovery model has become a
teach-learn model in which insight,
expertise, and knowledge sharing
are used as a lead-in to questioning
to engage customers in a dialogue
they value.
There are two key changes in
questioning
that
will
help
salespeople
engage
smart
customers in a need dialogue: 1)
Insight-led
questions:
These
questions open sales conversations
by providing an insight on an issue
the salesperson believes is a priority
for the customer. The insight opens
up probing into the customer’s
perceptions or experience with the
insight and moves into a business
challenge and outcome dialogue,
and 2) informed questions: These
questions are based on business
acumen, industry, customer, or
stakeholder knowledge and show
that the salesperson knows the
customer’s world. For example, How
have the October call center
regulations … impacted your calling
strategy? vs. What is impacting your
call center strategy?” Combining
these two kinds of questions builds a
productive dialogue and leads to a
collaborative solution.
The flow of questions in the new
Need Dialogue Model moves the

focus fom product needs to business
outcomes and looks like this:
 Position Insight
 Explore Business Challenge
 Explore Opportunity
 Position High-level Approach
 Set Next Step

Listening:
Listening is the ability to understand
customers, influencers, or team
members’ direct and underlying
message and communicate that
understanding verbally and nonverbally. Listening has expanded
beyond person to person, face to
face, phone, and email to include
social media such as blogs and
twitter … and not only to what
customers are saying but what they
are reading, viewing, and following.
There are “silent voices” that
customers are listening to that
salespeople must be privy to before
they can fully understand where their
customers are in the buying cycle,
what they know, and what they
value.

Positioning:
Positioning is the ability to customize
solutions to meet customer’s need.
The story that most salespeople told
in the recent past was about product
superiority and fit. Still important, this
message is far from enough today.
The selling message today tells a
story of understanding and solving

To find out more about Linda, visit:
http://lindarichardson.com/
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business problems and proof of
value. It must include elements that
build consensus and drive home the
theme of the business outcome.

Checking:
Checking has been and remains a
key skill for keeping the dialogue
interactive. It is a skill in which a
salesperson asks for feedback on
something the salesperson has just
said—for example: How does that
mesh with your plan? What are your
thoughts on that?
Of all the Six Critical Skills
checking has been the skill that most
salespeople consistently identify as
their weakest skill, meaning the one
they rarely do. Especially when a
salesperson comes to the table with
greater expertise, fresh ideas, and
insights, being skilled at checking to
gain the customer’s perceptions and
experience is essential to creating
collaborative conversations and not
drifting into lecture mode.

Six Critical Skills for You
The Six Critical Skills in name are the
same but what it take to execute them
is different, more demanding. Your
customers expect more across a
variety of venues. The Six Critical
Skills remain vital to effective
communication, but they must evlove
supplemented
with
expertise,
insights, and ideas. Customers want
honest and open dialogues. Your
sales conversations are your most
important sales tool for delivering this
and building lasting relationships.
Selling at its heart is dialogue. The
Six Critical Skills are tools for getting
your message of value and heart to
your customers.
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CHANGING THE SALES CONVERSATION
In this era of iPads, iPhones, and apps, sales communications may be growing, but sales
conversations are dying-and so are too many sales. Globalization, the explosion in competition, the
slow economy, and fast-emerging technologies all have changed buying habits. Salespeople can no
longer rely on the traditional sales methodologies.
It is time to change the conversation.

The most successful frontline sales professionals are highly
competitive by nature, and we are confident that this brand new
annual contest is going to attract the best of the best!
This is an opportunity to benchmark yourself against the global
sales “superstars”, and be judged by the crème de la crème of sales
and marketing gurus. For the finalists, not to mention the medal
winners, the kudos will be immense!
We have created 8 industry categories, plus two additional
classifications for salespeople who sell across several sectors –
Inside Sales and Field sales, as well as management and director
level sections ….

The Timeline
March 11th
Contest Launched &
Nominations Invited
September 2nd
Nominations Close
September 9th to
September 30th
First Round of Judging Takes
Place & Finalists Selected
in All Categories
October 7th
Finalists Informed

Who Are the Best Salespeople
on the Planet?
In 2014, Top Sales World is going to find out.
We are running a contest to identify the Top Sales Professionals in the world.








Advertising
Finance/Banking
Healthcare
Insurance
IT
Leisure/Travel








Pharmaceuticals
Utilities
Field Sales
Inside Sales
Sales Management
VP Sales/Sales Director

October 15th to
October 29th
Finalists Announced
on Top Sales World
November 18th
Gala Awards Dinner
Takes Place

Sponsored By

READY TO NOMINATE?

Dave Kurlan

The Biggest Sales Skill
Gap of Them All
What’s the most crucial skill in cooking or baking? I
would suggest that it’s recipe creation. Get it wrong and
it doesn’t matter how skilled one is at mixing
ingredients, cooking time, or plate presentation; the
meal will still suck.
hat’s the most crucial skill in
construction? I would suggest
it’s the ability to take an exact
measurement. Get that wrong and it
doesn’t matter how skilled one is at
using a table saw, nail gun or custom
finishes. Those “gaps will be as
obvious as white on rice.”

W
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Selling is very much the same as
cooking and building. Get the one
crucial skill wrong and the outcome
will suck. But just what is that one
crucial thing? Many will argue with me
here, but I’m used to it.
It takes close to forever for
salespeople to learn to sell

consultatively. It’s different from a
transactional sale in that the
emphasis shifts from telling to asking
and from us to them. But more than
that, it’s really about having a sales
conversation. We have conversations
with people all day long so why is the
sales conversation so difficult? Is
asking questions really that hard?
The short answer is, “No.” But
there’s a reason it seems that way.”
There are two skills that are more
important than asking questions. The
first is listening and most salespeople
don’t grasp how difficult listening is. If
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you are thinking one or two moves
ahead, you couldn’t possibly be
listening closely to every word your
prospect says. If you are strategizing
how to get this deal closed, you are
absolutely not listening to what your
prospect is saying. You must be 100%
in the moment and focused on every
word just to reach the starting line!
Then, you must know what to listen
for. Your prospect will say an awful lot
but only a few words will get you
where you want to go. If you can’t pick
out those few words then you can’t
ask the next question! For example,
let’s make up a product and pretend
we are selling software that manages
your weekly errands.
As the salesperson, you ask about
which errands your prospect runs
each week and you hear about the
grocery store, dry cleaner, bank, gas
station, video game store, nursery,
office supplies store, bakery, and
nursing home.
You say, “Wow, does that seem

After a positive
response to that you
have taken the first
step to building a
case – establishing
value – without
saying a thing about
yourself or what you
do. You are not
selling software; you
are helping to give
back her life!

like a lot of errands to you?
Your prospect says, “Well, yeah –
it’s a miracle I get to it all each week.”
You are a genius and know which
word is the important one and ask,
“Why is it a miracle?”
Your prospect says, “I work 60
hours a week, I have a 1-hour
commute, my 3 kids have different
sports, lessons and events to be
chauffeured to all weekend. There’s
no time!
You still seem to know what you’re
doing and you ask, “How do all of
those hours and commitments affect
your home life?”
Note – we haven’t said a word
about software.
Note – if this were real most of you
would be very uncomfortable having
gone this far. But we’re just getting
started!
Your prospect says, “What home
life? I never see my husband, I don’t
have time to cook, we never eat
dinner as a family; I feel like a failure!”
Now this is getting good, right?
Very softly now, “Tell me about that.”
She says, “This just isn’t what I
envisioned.”
You ask, “What did you envision?”
She says, “I would come home,
open some wine, cook dinner, turn on
the music, sip the wine while I’m
cooking, everyone sits together at the
table, we eat, have dessert, watch
some TV as a family, talk about our
days, and go to sleep. And we would
get a good night’s sleep too.

You ask, “And instead of the wine,
music and cooking?”
She says, “Fast food. I hate it. I
hate this!”
We could keep this dialog going for
pages but I have an 800-word limit so
I need to wrap it up. Most
salespeople, mistakenly believing that
they were selling consultatively, would
have jumped in long ago and offered
up their solution.
Instead, if you have identified all of
the issues, you need to summarize
what you heard, emphasizing the real
problem; the compelling reason to
buy:
You would now say, “It seems to
me that the errands just make the
work/life balance even worse and you
desperately want your life back!”
After a positive response to that
you have taken the first step to
building a case – establishing value –
without saying a thing about yourself
or what you do. You are not selling
software; you are helping to give back
her life! That is how one approaches
consultative selling. You are far from
done, but at least you have begun.
So what is the single biggest skill
gap? It is knowing and recognizing
what to listen for. Review the dialog
above and watch how easy the
questions are when you identify the
right (italicized) words, from the
prospect’s response, to use in the
next question.
Identify the wrong word and the
conversation sucks.


To find out more about Dave, visit:
www.kurlanassociates.com/
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Zorian Rotenberg

Using Metrics to Build
Your Inside Sales Team
“How do I know how to build my Inside Sales team?” I
get this question all the time, and I’m glad, because it’s
one of the most important (but easily overlooked)
questions a sales manager can ask.
oo many sales managers use a
standard inside sales structure
(often the one they inherit) and try to
shoehorn a sales process into it. But
this is backwards: You must design
your sales team around your sales
process & revenue goals.
The main reason sales managers
stick to cookie-cutter team structures
is because there isn’t a single blueprint
that works in all sales contexts.
Because of this, sales managers often
rely on overly general, pre-made
design plans that operate on industry
averages and simple ratios instead of
one tailored to their needs and
context.
The truth is that designing the right
inside sales team requires a deep and
nuanced understanding of your
company’s
revenue
goals,

T

It may seem like a lot
to wrap your head
around, but these
metrics will help you
build the perfect
inside sales team for
your specific context.

historical performance, and sales
process so that you can create the
team that’s right for you.
Here are some of the most
important metrics to use to help you
build an inside sales team with the
makeup, size, and structure you need
to achieve results.
1. Sales Results Metrics – Know
your revenue goals and use historical
data about your sales team’s
performance to determine the number
of deals and opportunities you need in
order to hit that number. For that, you
need your Average Deal Size, Win
Rate, and Sales Cycle.
2. Sales Activity Metrics – Once you
know how many opportunities you
need to generate enough deals and
revenue, you must understand how
well the activities your reps perform
lead to deals. How many opportunities
does it take to create a single deal
(opp : deal ratio)? How many calls
must your Business Development
Reps (BDRs) make so that they create

enough opportunities (dial : opp ratio)?
Answering these questions will tell you
how many BDRs you need (and what
activities they should be performing) in
order to generate enough pipeline to
hit your revenue targets.
3. Marketing Metrics – Most likely,
your leads will not all come from your
sales team – Marketing will contribute
some too. Look at marketing’s
historical pipeline contribution and
average marketing cycle to determine
how many sales reps you need to
convert marketing leads into deals.

It may seem like a lot to wrap your
head around, but these metrics will
help you build the perfect inside
sales team for your specific context.
And if you want some help, you’re in
luck: Our FREE eBook on the topic
has a lot more information – and 3
Excel spreadsheets to do the tricky
math for you!


To find out more about Zorian, visit:
www.insightsquared.com/
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Jonathan Farrington Uncut

Latest News Around the Sales Space ...

Linda Richardson Reaches Out to GB Winter Olympic Team for Help
When Linda Richardson - New York
Times bestselling author, educator,
sales leader, and the founder of the
Richardson consulting firm – heard the
news of Team GB’s silver medal for the
Curling event at the recent Winter
Olympics in Sochi, she couldn’t wait to
seek their advice. Here is Linda with a
brand new hair-do, thanks to those
heroes from across “The Pond” A
delighted Linda said “Oh my, thank
goodness we got that straightened out.”

This month, my Italian cousin Jonatelli Farringtonioni is standing in for me, to bring
you the very latest news around the sales space.

Why it Pays to Keep Your LinkedIn Profile Updated

Last year, best selling author and
sales strategist, Jill Konrath, decided to
change her LI introduction to better
reflect her vast appeal. For a short
period of time, Jill described herself as
“Intergalactically Recognized” (Note: Jill
has now reverted back to the more

mundane, “Sales Speaker, author of
AGILE SELLING, SNAP Selling &
Selling to Big Companies”)
It so happens that the producers of
Barbarella a 1968 French-Italian
science fiction film based on JeanClaude Forest's French Barbarella
comics, starring Jane Fonda (seen
here) in the title role’ spotted Jill’s profile.
A remake of Barbarella had been
planned for years, and original
screenplay writer Roger Vadim said that
he would be open to making a sequel
with actresses Sherilyn Fenn or Drew
Barrymore in the title role, but nothing
came of it, that is until now.
The planning of the long proposed
remake has now begun. It will be
produced and released by Universal
Studios, with one time James Bond
screenwriters Neal Purvis and Robert
Wade penning the script, and Dino and
Martha De Laurentiis heading as
producers.

Suffice to say, Jill is delighted at
this change of course in her career,
and hopes that all of her many
followers and fans will allow her this
brief sabbatical, before the launch of
her new book “Agile Selling” in May.
This is how we will see her in the title
role.... "Jillarella the Movie."

Arise Sir Kurt - Kurt Shaver Awarded Honorary Knighthood
Staying with LinkedIn: We are able
to announce the remarkable news
that social selling expert, Kurt Shaver,
has been awarded an Honorary
Knighthood,
by
Her
Majesty’s
Government of the United Kingdom,
for services to online enterprise. Sir
Kurt, who will now be affectionately
referred to as “Skurt”, was too
shocked to comment when we finally
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caught up with him last week, but
when we asked his wife Lady Shaver
(pictured here) if she was excited, she
responded “I am just buzzing!”
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The Borgias – The Next Generation Coming Soon
It has been almost three years since
the hit TV series “The Borgias”
disappeared from our screens. You
may remember the saga of history's
most
infamous
crime
family,
conspiring with ruthlessness typified
by
the
poisonously
seductive
daughter Lucrezia. They were
mercilessly cruel and defiantly
decadent; intimidation and murder,
their weapons of choice.
You will no doubt be delighted to
learn that a new series is planned for
the Fall, starring a host of well known
faces from the sales world – from left
to right: Pope Gethard the First, is
played by himself; Cardinal Sin, is
played by Top Sales World’s
Jonathan Farrington, and everyone’s
favorite follically challenged nun –
Sister Hood – is played by SALES
SheBang’s Lori Richardson. Keith
Rosen turns up in the role of Father
Ivor Bigun, and finally, ex-Eloqia, exOracle, social media wannabe, Jill
Rowley, plays Lucrezia Borgia.
Schedule follows soon ....

Top Sales World Magazine April 2014
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Jonathan Farrington Uncut

Top Sales World’s Top 10 Sales Articles & Top 10 Blog Posts
Judging Panel Revealed

Top Sales World Editor Switches Sides
Paul Simon, Top Sales World’s
editor, has a very active social life
outside work, and one of his favorite
roles was as head of recruiting for the
Denver branch of The Optimists
Society – well that is until very
recently. In February, Paul was
interviewed by the Denver Post, and

Each week, a panel of judges select
and announce the Top 10 Blog Posts
and the Top 10 Sales Articles from the
previous week. This is them at work …
And here they are again, having
managed to finally reach the end of
one of Dave Brock’s blog posts. That
is what you call dedication!

when asked how many new members
he expected to recruit on the latest
campaign, he replied “Realistically,
not many.”
Paul is now the head of recruiting
for the Denver branch of The
Pessimists Society.

Can Benioff Really Walk on Water?
There can be no doubt that Marc
Benioff has a massive following who
now gather every year at the foot of

Mount Salesforce, to listen in awe and
adoration, and share the “Dream”
Here is Nancy Nardin of Smart

Jonatelli Farringtonioni is an Italian
director and producer of films and
television. He is also a director and
designer of operas and a former
senator (1994–2001) for the Italian
centre-right Forza Italia party.
He is principally known for his
1968 version of “Negotiation is for
Dummies – I am Going to Make You
an Offer You Cannot Refuse” for
which he was nominated for an

Academy Award, although his 1967
version of “Death of as Many
Salesmen I Can Get My Hands On”
(with Elizabeth Taylor and Richard
Burton) remains the best-known film
adaptation of that play as well. His
miniseries “Win-Win is Never an
Option” won acclaim and is still shown
in many countries. He was awarded
the Premio Colosseo in 2009 by the
city of Rome.


Selling Tools, clearly spellbound, at last
year’s gathering of the disciples.

Woman Attempts to Penetrate Secret Society
Talking of “follically challenged”
and Lori Richardson, Founder and
CEO of ScoreMoreSales.com - her
recent attempts to join the highly
exclusive “Bad Bald Boys Club” have
failed. Unfortunately, the membership
committee (seen here) comprising of
Anthony
Iannarino,
Jonathan
Farrington, Tony Parinello and Jeffrey
Gitomer decided that it had to be all or
nothing, and as Lori retained what
might politely be called “A bit of a
Mohican”
her
request
was
unanimously rejected. However, the
bald fab-four wanted to make it clear
that should Lori wish to apply again,
after liaising with Lady Shaver - see
previous page - they would be open to
a new application.
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Deb Calvert

Chameleon-Style Selling
The first time someone told me that a good sales rep is like a chameleon, I vehemently
argued against the notion that sellers would ever “change their color.”

ow disingenuous! My position was
that the best sales reps are
authentic,
true
to
themselves,
transparent and consistent in how they
represent themselves and their
companies.
I’ve come around. No, I haven’t
changed my mind (or my color). But I
have realized that these two qualities
are not mutually exclusive. I still hold
firm about the need to be authentic in
selling because robo-selling just
doesn’t work. What I’ve learned,
though, is it is possible and even
essential to adapt my style to the
people I’m selling to… without giving
up who I am or in any way
misrepresenting myself. This is a fine
line, so let me explain.
In a way, I’ve always understood
the need to adapt to others. I did it
instinctively. As I defined “being
myself,” I noticed that empathizing with
others and modifying my style choices
to communicate effectively are parts of

H
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me that I value. There have been times
when I have withheld adapting to
others and times when I have tried too
hard and forced myself to adapt in
ways that were not comfortable or
authentic. Both extremes took me
down the path that felt disingenuous.
Being true to myself includes
naturally adapting to others, making
space for their style and preferences. It
makes me (gasp) a chameleon! And
I’m okay with that. You see, a
chameleon doesn’t really change. Only
its appearance changes as it blends
into its surroundings. For the
chameleon, this is a matter of survival.
Perhaps that could be true for sales
reps, too.
Sales reps who pitch the same
product the same way over and over
again fail to connect with prospects
and customers. Sales reps who pitch
what they want to sell seldom fare
better in forming genuine connections.
I’ve observed both types, and I’ve

heard both types justify their selling
style with comments like “This is who I
am. Take it or leave it.” Some go
further, saying they’ve chosen the
selling profession because it’s one with
lots of freedom to be yourself.
I’m not buying it any more. I think it
actually boils down to a lazy,
lackadaisical way of doing business.
Being a chameleon requires far more
effort than doing what you please, how
you please.
Buyers want us to be chameleons.
This isn’t about being fake or
manipulative. It’s about being tuned in
and responsive. What we hear from
empowered buyers is that they want
sellers they can trust. At the heart of
trust is connection. Being a chameleon
enables you to connect and, therefore,
to be trusted.
At the risk of being misunderstood,
let me magnify this distinction even
more. I am not talking about putting on
an act, turning on the charm, or
schmoozing to gain favor. The
stereotypical con artist behaviors that
give our profession a bad name are
exactly the opposite of what I’m
suggesting. Adapting your style does
not mean you are trying to fool
someone. Adapting is the equivalent of
speaking more slowly when you
interact with someone who has a
different first language than yours. It is
a courtesy similar to yielding in traffic
even though you’re in a hurry. The
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purpose of adapting is to make room
for someone else to be in the
relationship with you.
Psychometric instruments like
DISC and MBTI include training on
how to adapt style in selling situations.
It’s not difficult to understand or to do,
but relatively few sales reps adapt their
style from one sales call to the next,
treating all buyers the same. The
opening patter when they greet the
customer is unchanged from one sales
call to the next. The manner in which
they present information is rote. Their
tone, mannerisms and pacing through
the sales call is “cut and paste.” When I
ask sellers about this, it often takes
them by surprise. Most have not
thought about making stylistic changes
to suit the buyer.
At a minimum, the following
considerations should be made. Even
without studying personality type,
these are common sense adaptations
that can easily be integrated into any
sales process and into every sales call.
1. For prospects and customers who
ask detailed questions, provide more
details. Some people need to have
concrete examples, facts, figures, and
a logical case laid out when they make
a decision. You’ll know who they are if
you ask a few questions about how
they make decisions and what they
value. You’ll see them go straight into
the numbers you provide. And you’ll
notice little clues in their office, too, like
spreadsheets to be analyzed and
neatly organized shelves.
2. For prospects and customers who
talk about the future and get excited by
new possibilities, brainstorm away.
Some people need time to create and

envision themselves where no one has
ever gone before. You’ll know who they
are if they perk up when you ask
questions about what they are
creating, about their vision, and what
they value. You’ll hear them describing
long-term goals and dreams. And you’ll
see them showing less interest in facts
and figures which may bore or alienate
them during your presentation.
3. For prospects and customers who
seem more people-oriented, indulge in
personal conversation. Be sure to ask
about
family
and
co-workers.
Remember the details about life events
and send cards or well wishes on
birthdays and anniversaries. When
asking for a decision, be sure to
include the people part of the equation
– what it means to the team, how the
family or group will be impacted, etc.
You’ll recognize these buyers by the
photos of people they surround
themselves with, the open way they
ask about you and your colleagues and
who you might know in common, and
their expectation that there be “small
talk” before getting down to business.
4. For prospects and customers who
seem introverted, pausing before they
answer your questions and perhaps
acting a bit reserved, give them space
and time. Introverts prefer to process
information
internally
and
feel
pressured when there is a rapid-fire
dialogue and the expectation of a quick
reply. Silence is very important here, so

ask a question and pause. Be
comfortable in the silence instead of
trying to fill it in. You’ll be surprised at
how much more effective you’ll be
when you allow just 10 seconds of
thinking time for these buyers.
5. For prospects and customers who
want a plan of action, lay it all out up
front. Some people prefer to “make it
up as they go along.” If that is your
style, just know that the buyers who
prefer a solid plan with schedules and
structure in place will think that you are
“flighty” and may have a tough time
trusting you. You’ll know who these
buyers are if you ask them what they
expect of a sales rep and if you hear
questions or comments that suggest a
need for rigor.
Adapting to some of these styles
will be a stretch, and it may even be
uncomfortable. If you’re not into
numbers and logic, adapt your style to
show respect for your customer’s
finesse. Don’t be afraid of their
questions about the analysis – take
someone on the call with you from
marketing or finance if it’s going to get
so deep in minutiae that you truly won’t
be able to keep up. Figure out similar
workarounds for whichever style
makes you squirm. You will be more
effective when you do this, and you will
develop a sense of ease over time if
you stretch yourself. Soon, you’ll be
just like the chameleon, adapting
automatically in response to your
environment.


To find out more about Deb, visit here:
http://peoplefirstps.com/
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Colleen Stanley

Do You Have What it Takes to Be in Sales?
Sales is a profession. Let me repeat that statement.
Sales is a profession. Unfortunately, it’s a profession
that most people fall into or default to as a last resort.
As a result, sales leaders waste a lot of time trying fit
round pegs into square holes.
o what does it take to be
successful in sales? We know that
the internet has changed the game of
sales. The prospect is more educated.
Many are researching you and your
company before they engage in a
formal dialogue. Others simply meet
with you to validate a decision they
have already made. There are more
competitors than ever. Is it tougher to
sell today?
Let me offer a resounding no! It’s
easier than ever. How many of you are
old enough to remember selling
without a GPS system? You had the
steering wheel in one hand and a
Rand McNally in the other trying to find
the prospect’s office. (Is there really
any reason for someone to show up
late today….?) Anyone remember cold
calling from the yellow pages because
the internet did not exist? It was the
equivalent of throwing darts at a dart
board blindfolded. There wasn’t a
website or LinkedIn profile to preview
before a phone call or meeting.
While technology has changed the
game of sales, there are timeless
principles that work and have always
worked to be successful in sales.

S

#1: Work. Well-known actor, Denzel
Washington, shares that his Dad often
said these words to young Denzel. “Do
the work so you can do the work.”

There are books written about the four
hour work weeks. Others are touting
work life balance. Still others write
about
achieving
financial
independence. All of those things can
be achieved---after you do the work!
#2: Preparation and organization.
Even back in the yellow page days of
prospecting, the best salespeople had
a script and a planned approach to
their cold call. Fast forward to the
information age and you will still see

that the best salespeople are
prepared.
When asking their best clients for
referrals and introductions; they have
a one-sheet referral page prepared
that helps clients recognize referable
opportunities. When prospecting, the
prepared salesperson has developed
a customized value proposition by
industry, position, trigger events and
trends, not just a generic ‘here’s what
we do’ elevator pitch.
#3: Relationships. Contrary to many
current
publications,
relationship
selling is not dead. Prospects and
customers don’t want a professional
visitor showing up to shoot the breeze.
(We now have air conditioning…)
However, they also don’t just want a
technical expert with absolutely no
personality or heart running the
meeting either. The best salespeople
build relationships and bring high
value to the meeting. Value is added
by being a shortcut and a problem
finder. Value is added by doing
something very simple: doing what
they said they would do!
Change is the one thing we can be
certain of. However, some things don’t
change.
Do the work, be prepared and
build relationships. Do you have
what it takes to be in sales?


To find out more about Colleen, visit:
www.salesleadershipdevelopment.com/
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Barb Giamanco

Change Requires Ruffling
Some Feathers
Last month, I talked about creating WOW experiences
for prospects and customers. As companies look for
unique ways to stand out, delivering stellar experience
in every interaction is the way to do it.
et me clarify what I mean by
“experience”. I mean the positive
or negative reaction at every touch
point in the process of first connecting
with a prospect, moving them to a
sales
opportunity,
closing
the
business and retaining them as a
happy customer for life.
What I find interesting is that the
conversation
surrounding
the
importance of delivering great
customer experience has been
ongoing for years. Which is why I’m
mystified that service appears to
actually be declining, rather than
improving.
This isn’t just my personal opinion
based
on
experience
and
observation, there are hard facts to
back me up.
Aberdeen reported that “85% of
business leaders who participated in
their 2012 Chief Service Officer (CSO)
Summit, stated that their organization
was placing an increased importance
on customer service, given the
constraints of the global economy and
an
extremely
competitive
marketplace.”
Eight-five percent of business
leaders said “service” was important,
but we didn’t see much improvement
in overall experience statistics in
2013.

L
72.6% OF SALESPEOPLE USING SOCIAL MEDIA FOR SELLING
ACHIEVED QUOTA MORE OFTEN THAN THEIR PEERS!
Selling today is tough. Decision makers are harder to reach. They
aren’t just more informed, but busier. They block emails and
phone calls from salespeople they don’t know.
More than having a great looking LinkedIn profile, Social Selling
is a new approach to selling that requires a strategy for
cultivating relationships with hard to reach buyers. Training,
ongoing mentoring support and measuring the right activities
leads to improvement in sales results.
Social Centered Selling announces their Platinum Mentoring
Program for aspiring Social Selling RockStars. Only serious
players need apply. This program is for salespeople who still
haven’t mastered the how to use social media for selling but
know they need too!

Program includes:





Strategic planning advice and tools
Training in the effective use of social tools
Monthly mentoring calls
Individual mentoring sessions for targeted support and
measurement review

Your Platinum Mentor Guide is Barbara Giamanco. She is a
globally recognized expert in Social Selling. Barb is the co-author
of The New Handshake: Sales Meets Social Media and published
author in the Harvard Business Review. She has a proven, 30-year
track record in generating sales and capped a corporate career at
Microsoft, where she led sales teams. Throughout her sales
career, Barb has sold $1B in products and services.

Learn more at www.scs-connect.com or call 404-647-4925 (USA)

SCS

SOCIAL CENTERED SELLING
CONNECT, COLLABORATE, CLOSE!

According to a CEI Survey, 86% of
buyers will pay more for a better
customer experience. But only 1% of
customers
feel
that
vendors
consistently meet their expectations.
In 2013, only 37% of brands
received good or excellent customer
experience index scores. That leaves
a pretty big gap with 64% of brands
earning a rating ranging from OK to
very poor from their customers.
And in Oracle’s report: Why
Customer Satisfaction is No Longer
Good Enough, they report that one of
the key drivers for a customer to

Eight-five percent of
business leaders said
“service” was
important, but we
didn’t see much
improvement in
overall experience
statistics in 2013.

spend more with a company is the
overall improvement of the customer
experience.
What’s the Stumbling Block?
Companies are often too internally
focused. They rarely, if ever, truly walk
in the shoes of their prospects and
customers. They forget that keeping
customers happy is their number one
priority. Instead, there is the constant
push to bring in “new business”.
The bigger companies become,
the more complex it is to change
things. This also leads to a certain
amount of complacency. Now that you
add social and mobile into the mix, the
ability to create great experiences
across multiple channels becomes
critical.
Companies generally do not have
a well-defined strategy for how they
will move the needle on the customer
experience. Without a strategy and
commitment to change, it will never
happen.
Recently, a series of my blog posts
ruffled a few feathers. I called out a
company that I fired. I didn’t set out to
give them a hard time, but after
problems with their service, I finally
decided to cancel my account. The
problem is that they didn’t make it
easy.
Be ruthless in evaluating your
processes – often – from the
customer’s point of view. Don’t wait for
former customers to start spreading
the word about your failings’. By then,
it’s too little too late.


To find out more about Barb, visit:
http://barbaragiamanco.com/
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Nancy Nardin

Why Every day is April Fool’s in Sales
It’s a natural human tendency to fool ourselves. We
don’t acknowledge when we do it, of course. Cloaking
foolishness in optimism after all is how we’re able to
fool ourselves.

ali Sharot, is a faculty member of
the Department of Cognitive,
Perceptual and Brain Sciences at
University College London, and the
author of “The Optimism Bias: A Tour
of the Irrationally Positive Brain.” She
looks into what happens in the brain
that allows optimism to conquer in the
face of reality.
Her research shows that believing
that a goal is within reach motivates
us to act in a way that will help us
attain it. Optimism then, is the energy
that fuels our achievements. Not only
that, research shows optimism
actually makes us healthier. It turns
out, when we imagine happy
outcomes our stress and anxiety
levels go down – which could be why
nature has installed the “optimism
bias” in 80% of us.

T

Salespeople decide how optimistic
to be about hundreds of factors. This
question alone: “Is this the right
person to call?” forces salespeople to
dial their level of optimism on a
number of smaller, sub-questions: will
they take my call, will they be
interested, will they be annoyed I’m
calling, will I know the right thing to
say? No matter how well prepared,
salespeople can’t know for sure what
these outcomes will be. You can see
why a salesperson needs a healthy
dose of optimism to put one foot in
front of the other.
You might be thinking that
optimism side-tracks salespeople
from reality and that that’s a bad thing.
But is it? The optimism bias causes

You might be thinking
that optimism sidetracks salespeople
from reality and that
that’s a bad thing.
But is it?

people to underestimate harm as in,
“it
won’t
happen
to
me.”
Underestimating harm is indeed bad.
However, optimism also causes
people to overestimate success and
that is a good thing. As Ms. Short
notes, optimism doesn’t just change
subjective reality, it changes objective
reality. It makes you try harder, work
longer hours, and do what it takes. For
a profession like Sales, optimism is
essential to motivation, inspiration,
and perseverance.
I’m not suggesting that reality
doesn’t have its place. But managers
should be careful not to dampen
optimism
when
directing
and
coaching. The ability for salespeople
to maintain optimism is essential to
success. In Sales, every day is—or
should be—April Fool’s.
Note: This column is usually
where I write about sales tools and
their impact on productivity. So I will
leave those of you who are in
management with a question; are you
underestimating the harm that can
happen if you choose not to deploy
sales productivity tools? Statistics say
you are indeed, if you find yourself
saying something like, “Getting left
behind and being out-executed by
competitors won’t happen to us. We’ll
be just fine doing things the way we’re
doing them.”


To find out more about Nancy, visit:
www.smartsellingtools.com
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Keith Rosen

12 Coaching Questions
That Fuel Momentum &
Change

Here are 12 action-oriented questions that instill
accountability, fuel momentum and inspire people to
create their own solutions.

30
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e’re all looking for results today
– fast. But standing at the
podium preaching to your team about
change and needing to work harder
gets real old and tiring for both you
and your team. Moreover, it simply
doesn’t work to effectively and
consistently drive the changes and
the activity you need for the long
term.
Accountability-driven
questions
get people out of their head,
challenges their well crafted stories
(excuses) and redirects their focus
towards a solution they generate
which in turn, gets them inspired and
into action.
Rather than continually overengineering the conversations with
your
salespeople,
shift
the
conversation towards the actionable,
measurable tasks they can engage in
to achieve the specific and
measurable results you seek, rather
than you telling them what they
should do or believing you need to
know every painful detail about every
situation so that you can then rebut
with advice or a solution. After all, if
they come up with the solution, then
they own it. And if they own it, they’re
going to be more willing to act on it.
Treat these questions like a buffet.
So, take what you like and leave what
you don’t. Depending upon your

W

After all, if they come
up with the solution,
then they own it. And
if they own it, they’re
going to be more
willing to act on it.

situation and the individual you’re
coaching, every question may not
work for everyone. However, since
we're all looking for new and better
results, take some of these questions
out for a test drive before you dismiss
any of them or assume they won't
work (on you or your team), as you
will not know how effective they are
until you actually try them out.
1. What is most important for you to
achieve now?
2. What’s the right approach for you
to take in this situation?
3. What are the steps you are going
to take in order to resolve this? What
are you willing to do or change in
order to achieve this goal?
4. What are the three measurable
activities you can commit to this week
and the outcomes you expect that will
move you closer to your goal?
5. What change in your thinking
would help you achieve your goals
faster and in a more enjoyable way?
6. What drastic change can you
make today that would support your
goals?
7. What would you like to have
completed by our next (meeting,
coaching session, etc.)?
8. What’s the biggest change you are
willing to make this week, starting
today?
9. What are you going to begin doing
immediately after our meeting that
would reduce your stress and help
you hit your sales objectives?

10.What are you willing to commit to
this week that would give you a
sense of accomplishment?
11.What behavior or assumptions do
you need to give up or abandon in
order to achieve your goal? This
holds true in thinking as well as
strategy,
action
and
habit.
Sometimes in order to grow, you
have to let go.
12.If I wasn't here, in your opinion,
how would you move forward (handle
this, respond to that customer, etc.)?
This one is one of my favorite
coaching questions for managers
who are looking to reinvent their role
and move away from being the chief
problem solver and solution provider
and instead, help their people grow
and develop the mental muscle to
confidently generate solutions on
their own. After all, everyone has an
opinion, whether right or wrong, good
or bad. It's your responsibility when
coaching not to judge but to seek to
understand the other person's point
of view. The benefit here is, when
you respect someone's point of view,
they, in turn, will respect yours.
Remember, the answer you get is
only as good as the question you ask.
So, make sure you give each person
the time and space needed to truly
process the question in order to come
up with a more structured and thought
out, honest answer that would shift
outcomes
and
create
new
possibilities.


To find out more about Keith, visit:
http://keithrosen.com/
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Ed Calnan

Is the Perfect Sales
Meeting a Myth?

I

I have spent the last 20 years of my career in B2B technology sales. Almost everything
has changed during that time: the Internet, cloud technology, mobile devices, tablets,
the consumerization of business applications, and even the way that buyers buy. But
one stubbornly annoying thing hasn’t changed: the all-important first on-site sales
meeting never goes according to plan.

The Stereotypical Meeting

am in search unicorn, a myth. I am
in pursuit of the perfect sales
meeting.
If you’re an outside sales rep,
sales manager or VP of sales, please
tell me that you find comfort in this
Groundhog Day.

Here’s the typical scenario.
I have a prospect—let’s say it’s
Pat—who is an advocate of our
product and is in Sales Ops. I have
shown Pat the demo via WebEx. Pat
gets the value proposition and has
need. Pat has the budget. Pat wants
me to come into HQ and show “a few
more folks from the team.”
I know that if this meeting isn’t a
home run, there is no next meeting. I
need to nail it.
But there is always one stubborn
fact that gets in the way of recreating

Now at this point, a
strange thing
happens. I hate Pat.
But really I should
love Pat, because Pat
just delivered on even
more than I had
asked: Pat has pulled
together the entire
decision-making team
on a silver platter for
me. Pat’s reputation
with colleagues is on
the line.
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that relevant connection that you
made with your sponsor: you can’t
control who’s in the room.
It doesn’t prevent me from trying.
“Who exactly will be in the room,
Pat?” I ask. “What are their names
and titles?” I work with marketing to
pull together a presentation that will
resonate with the audience in the
room. I triple check with Pat in the
days leading up to the meeting. Pat
assures me that it will just be the VP
of Sales, another person from the
sales ops team and the director of
marketing.
I have that presentation on my
computer and a hard copy in my bag.
I feel confident. But I’m walking into a
gun fight with a pocket knife.
I greet Pat, who seems a bit more
excited than during our past
conversations.
“I’ve convinced a few more folks to
attend the meeting,” Pat says.
And in that moment, even though
the meeting hasn’t even started yet, I
know that perfection has slipped from
my grasp.
“We’ve got a few folks from our IT
team in the room and the SVP of
Marketing, who is big on brand
compliance,” Pat says. “I hope that
won’t be problem and that you can
talk a bit about how your product
works for them.”
Pat is talking in that slightly
nervous, softer voice. I know what
he’s thinking – “Please make me look
good.”

Now at this point, a strange thing
happens. I hate Pat. But really I
should love Pat, because Pat just
delivered on even more than I had
asked: Pat has pulled together the
entire decision-making team on a
silver platter for me. Pat’s reputation
with colleagues is on the line.
I don’t want to make Pat look bad,
but why would Pat expect that I could
just whip up the right thing to show
folks from different departments while
we’re sitting there at the meeting?
I can’t build a sales presentation
that is customized to the different
audiences in the room at the snap of
a finger. Doesn’t he know that I’m just
a sales guy?
Well, I’m declaring an end to that
scenario—forever.

The Dream Solution
A few years ago, I co-founded
Seismic to put some power in the
hands of the salesperson. Armed with
just a tablet, I can go into a sales
meeting and deliver the perfect pitch
that resonates with the audience,
regardless of who gets pulled in at the
last minute.
Sales presentations that build
themselves in the snap of a finger
based on the audience. Even though
it’s not magic, I don’t mind being
called a magician.
I close more deals than I used to.
So do our customers.
The perfect sales meeting is no
longer a myth.


To find out more about Ed, visit:
http://www.seismic.com/
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Top Sales Article
March 2014
MARCH 2014

Each week we select the
very best sales articles
from the major article
sites, written by top sales
gurus from around the
world. The overall winner
for March was Jill
Konrath.

Don’t Make These 3 Video
Meeting Mistakes
If you’re not using video meetings to
connect with prospects and clients,
you’re wasting tons of time. There’s
no reason to spend hours driving to
and from sales meetings anymore.
Just open up a browser, log onto
an
online
meeting
site
(ala
GoToMeeting) and send the link info
to who you want to talk with. Voila!
You’re connected.
Using video makes it even better.
You can quickly establish personal
relationships with new people at a
much deeper level. And, with ongoing
relationships, it keeps the momentum
going.
That’s the good news. But …
there’s always a but … doing it well
requires mastery of new skills. Believe
me, I’ve made a ton of mistakes in the
process. Here are a just a few:

Mistake #1: Technology
Screw Ups
If you’re like me, using new
technology is not second nature. I
freak out when things go wrong. To
ensure that doesn’t happen, I practice
ahead of time with safe people who
will still love me even when I’m a total
loser. Or, I rope in a savvy geek to
give me step-by-step instructions.
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Top Sales Blog Post
March 2014
MARCH 2014

Make your mistakes before you go
live – or risk embarrassing yourself.

Mistake #2: Unwanted
Interruptions
After my husband barged into my
home office during an important online
meeting, I realized I needed to do
something. Today, my office has a
huge “Do Not Interrupt” sign outside it
when I’m online.
Make sure you shut down text
message and email too. I’ve heard
horror stories about what’s popped up
at a most inopportune time.

Mistake #3: Inappropriate
Looks
If you’re using video meetings to
create a personal connection, then
doggone it, you need to be looking
people in the eye. Obvious, yes. But
when you’re talking to someone
online, I’ll bet you’re looking at where
their video shows up on your screen –
which may be in the lower corner.
Make sure to move their smiling
face right up under your camera. That
way you’ll be looking directly at them –
not at their navels.
If you haven’t tried using online
Read More Here 
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Nobody knows precisely
how many blog posts are
made every day in the
“sales space” but it is
probably thousands.
Each week on Top Sales
World we will publish the
details of the top ten posts
– in our opinion – and then
announce one winner. The
four weekly winners will
battle it out for the “Top
Sales Blog Post of the
Month” title, and be republished here in our
magazine. March’s winner
was Linda Richardson.

Alan Alda’s Magic Selling Sauce
by Linda Richardson
Selling at the end of the day is about
the dialogue. When you can combine
the science and art of selling you
strengthen your dialogue. It is said
that genius is 99% perspiration and
1% inspiration. The art of selling is the
superb execution of the science –plus
the 1%. Every insight into the art of
selling helps us get us closer to the
1%.
Alan Alda, known for his role as
Hawkeye in M*A*S*H and many hit
movies, provides such an insight
based on techniques from his acting,
directing, and writing. He put his talent
to work in the Alan Alda Center for
Communicating Science at Stony
Brook University to help scientists
connect with and sell their ideas to
potential contributors.
With his team of professors he
developed courses
that teach
scientists dialogue skills such as
distilling a message, giving oncamera interviews, and speaking on
panel.
Progressing from good and great
often happens in small increments
and Alan Alda offered a take away for
one of those small increments, one
that is easily neglected: observation.
Like many salespeople and
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subject matter specialists, scientists
were spraying information in lecture
mode without making contact. But
with keen observation Mr. Alda feels it
is possible for scientists to anticipate
what a “buyer” will do and almost read
his or her mind. He sees observation
as a way to connect, a critical step in
persuasion.
There actually is science behind
his focus on observation. Research
by kinesiologists who studied memory
and observation confirmed what has
been recognized for a long time, that
women are better at remembering
faces than men.
Why? Because
women scan back and forth as they
look at a face, almost twice as often
as men. Observation with scanning
increases understanding. It increases
memory. And it increases the ability to
connect based on that understanding.
“Observe your customer” sounds
like common sense but in fact most
people are busy thinking about what
they will say or what they hear and fail
to really observe. Observation is
enhanced with scanning because
scanning generates a more visual
picture in the mind and therefore
increases
visual
information.
Read More Here 
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Back in 2011 HubSpot broke the Guinness World record for World's Largest Webinar with 12,000
attendees, and we are back to break it again! Help us make history and be part of the new World's
Largest Webinar.
Join us for this once in a lifetime opportunity to watch experts, live, from the three top social sites
- Facebook, Twitter + LinkedIn - come together to answer all your social media questions! As a
bonus, hear them discuss how to use all three networks simultaneously in your online campaigns
to achieve the best results possible.
Start the conversation now and ask your own questions with the hashtag #WLW14.

For More Details CLICK HERE

Babette Ten Haken

Time to Shovel Elephant
Poop….Again?
I’m an opera lover. I grew up listening to the
Metropolitan Opera broadcasts every Saturday
afternoon with my Dad. He had quite a sense of humor,
especially when we listened to Verdi’s “Aida,” complete
with live animals in the processional march. He would
quip: “I’m glad I’m not singing in the chorus that follows
the elephants.”

ow many of you feel like that
opera singer following the
elephants? You focus on your sales
role and making your numbers. Yet
you mentally step around a herd of
pachyderms, and their poop, every
time you conduct a meeting with
decision makers.
Meetings can create the large-
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scale drama of grand opera. Various
departments are justifying their
position to win whatever concessions
and budget they can. Individuals
mentally prepare for an Us versus
Them battle with their colleagues
whom
they
consider
to
be
combatants.
Some
folks
are
marginalized, others vilified. There are

heroes and heroines and usurpers to
the throne. Energy is high and it’s not
necessarily positive.
The Elephant in the Room is alive
and well in your company, your
customers’ companies, institutions
and classrooms. It’s all the stuff that
you avoid discussing or won’t discuss
honestly. It’s the baggage and biases
everyone in that conference room or
on that conference call lugs around
with them. It’s all there, but you
pretend it’s not. With everyone’s
personal pachyderms present, there’s
very little room for innovation and
forward momentum. Elephants may
have a lot of energy and strength, but
they prefer the comfort of the status
quo unless prodded otherwise.
It’s no wonder that most grand
operas do not end with everyone
living happily ever after. There’s too
much “poop” getting in the way of
seeking collaborative and profitable
solutions. However, it doesn’t have to
be that way.
By being proactive, you can avoid
many of the elephants from showing
up in the first place. Understanding
the context and history of where the
elephants came from allows you to
figure out how to diffuse their chaotic
and disruptive energy and direct them
elsewhere. Employing a slightly
different perspective for your meeting
agenda shifts everyone out of their
comfort level and engages them
productively.

Top Sales World Magazine April 2014

For your next meeting, work with
the decision makers – and their
elephants - differently. Set an agenda
with the following goals:
Acknowledge the diversity of
opinion. Depending on where we all
sit around the business table, we see
the same things, differently. These
diverse and hybridized perspectives
are the source code upon which
robust and nimble outcomes can be
created. However, the energy
required to direct these all-over-theboard personas and perspectives
requires a specific type of skill set.
Otherwise, it’s like herding cats the
size of elephants. You’ve been in
that room, at that type of meeting,
haven’t you?
By acknowledging the divergence
of opinions, you create yet another
perspective: it’s not a matter of who
has the right perspective or wrong
perspective, the right solution or the
wrong one. Once you give everyone
at the meeting permission to have
their opinions and personas, their
status quo expectations about
meeting dynamics are altered. In fact,
they probably won’t know what to
anticipate. That means you’ve set an
agenda that gives them latitude to
combine their insights more creatively

Work towards
creating agendas that
focus on opportunity
creation and move
away from status quo
mindset in the
process.

with their colleagues’ perspectives.
Eliminate
the
competitive
energy. Meetings usually involve an
element (or elephant) of competition.
If this competitive atmosphere is
pervasive, it becomes a legacy
scenario. How many times have your
meetings been hijacked by Us versus
Them competitive mindset? If people
are used to bringing their defensive
elephants to the business table, they
will think from a combative and
defensive stance. There’s no room for
creativity or collaboration from that
position. Instead you become focused
on creating factions and defeating the
other folks in the room. You’ve
participated in those types of
meetings, haven’t you?
If you’ve created a meeting
agenda based on acknowledging the
diversity of opinion around the table,
you’ve also altered the rules of
engagement as well. With diversity
being the accepted norm, rather than
the enemy, solutions can be tackled
using collaborative input rather than
“my way or the highway” mindset.
Elimination of Us versus Them
mindset allows for We solutions.
Collaborative problem-solving allows
for additive problem-solving instead of
compartmentalized solutions.
Consider that root causes have
really big contexts and create
opportunities. All too many times,
meetings involve finger pointing and
the blame game. Something went
wrong and everyone’s mission is to

determine Who Did It. When your
agenda focuses on opportunity
creation, instead of business mea
culpa, more elephants are thrown out
of the room. Diversity of opinion, in a
collaborative atmosphere, which is
focused on how root causes can not
only eliminate error but create
business opportunities results in
everyone around that business table
getting to the finish line – together.
How refreshing is that outcome?
Root causes have fairly large
contexts. Consider the typical status
quo “hunt” for the root cause. In the
status quo scenario, everyone wants
to dig down to the heart of the matter.
However, in their exhaustive search
to finger point and blame, they end
up
tossing
away
information
responsible for creating many other
issues in your organization. Consider
having meeting participants focus on
paying more attention to the layers of
issues discovered in their drill-down
hunt for the alleged root cause. Sift
through issues rather than digging
straight for the root cause. You will
uncover opportunities for process
improvement
and
collaboration
which can lead to business
opportunities as well.
Meetings will become less like
grand opera once you toss the
elephants
out
of
the
room,
permanently. Work towards creating
agendas that focus on opportunity
creation and move away from status
quo mindset in the process.


To find out more about Babette, visit:
http://salesaerobicsforengineers.com/
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Stay Connected with Top Sales World ….
Join our lively LinkedIn group and rub shoulders with the top sales experts in the
world. And follow us on Twitter (we will follow you back).

Sales Management Training
Open Enrollment Seminar
May 14-15, 2014
Atlantis Hotel & Casino
Reno, NV
FOR MORE INFORMATION VISIT HERE

Etien D’Hollander

Answer Three Questions and
Revolutionize Your Company
Want to revolutionize your company? Capturing data
and analyzing it could be all that’s standing between
your current situation and total success.
irst, you have to address a
problem that most companies
face and that’s the fact that only 50
percent of their sales reps are
submitting sales reports. How
valuable can your analytics be if this
is the case?
To get the most out of your data,
your sales reps need to be able to
answer three questions:

F

1. How did you contact the client?
2. What was the title of person you
contacted?
3. What was the result of the
discussion?
Those are just three simple
questions, but the answers provided
are the keys to getting your company
on track for huge success.
Did the contact take place in an
email, phone call, cold call, face-toface cold call or a face-to-face
appointment? Was the person a
president, VP, secretary or someone
else? Did you make the sale, get
absolutely no interest or did the
person need more information before
they could make a decision?
Armed with this information,
you’re able to compare close ratios
between modes of contact. Maybe
you’ll find out that your phone calls

are more profitable than your
attempts via email. Perhaps your
appointments
for
face-to-face
discussions are the way to a more
successful transaction. You won’t
know unless you’re pulling down the
data in your sales reports.
With all sales reps buying in to the
sales reporting regimen, you’ll be
able to determine which sales reps
are spending their time doing what.
You’ll
see
who
is
making
appointments and who is doing walkins and who is relying on email. With
an excellent grasp on your sales
reporting, you can see your close

You need insight into
why you’re losing
business in some
areas and gaining in
others. Consider it an
audit of your sales
department.

ratios on who is contacted most often.
Perhaps you’ll find that appointments
made with the president results in
better transactions that those made
with VPs.
You need to know your sales reps
extremely well. If you know which
reps are getting through to the right
people, you can focus more one-onone time with reps that are missing
the mark. When you dig into the data
supplied by sales reports, you’ll be
able to determine what aspects of
the
job
make
your
reps
uncomfortable, which helps you
determine the course of your next
training exercise.
You need insight into why you’re
losing business in some areas and
gaining in others. Consider it an
audit of your sales department. With
100 percent buy-in from your
salesforce, you can see how many
times a client has been visited in the
last month, last quarter or year. You’ll
see when prospects were created
and from where. You’ll get a
complete view of this contact and see
how the relationship evolves over
time – all from three questions. To get
the information you need to be
successful, what three questions
would you use?


To find out more about Etien, visit:
www.frontrow-solutions.com/

Top Sales World Magazine April 2014

43

Brad Childress

CEOS Beware: Do You Have a
Product-Centric Sales Focus?
Every technology company must continually and convincingly tell their product (and
service) differentiation story, particularly newer or less established companies.
owever, while having a great
product gets you into the game, it
is not enough to win a complex, B2B
sale. The tech company graveyard is
littered with the bones of companies
that had great products, but failed.
How do you recognize when the
organization is betting too heavily on
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its product’s features and benefits?
And how can you swing the pendulum
back from product-centricity?
This
briefer
reviews
some
fundamental issues and fixes for
newer
technology
companies,
particularly those in which the CEO is
founder and chief product developer.

Some signs to look for:
How do you fare against larger
competitors head-to-head? Does any
part of this scenario sound familiar: In
pursuit of a sale, you’ve worked
extremely hard to reach those whom
you believe are the decision makers.
You have addressed how your
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product can ease or eliminate the
prospect’s pain. You’ve completed an
impressive demo. These stakeholders
are sold!
Then you find out they have to
pass it by the CIO for approval (in fact,
your contacts weren’t the decision
makers,
they
were
the
recommenders). No problem, you’ve
thoughtfully and carefully walked
through implementation, timeline,
expected results and ROI; this is just a
formality. Then you find out that the
CIO asks, “Will the offering from our
strategic supplier (e.g. IBM, SAP, etc.)
do the job?” Your “decision maker”
replies, “Yes, but this recommended
product is much better.” The CIO
doesn’t care that much about your
superior functionality; he/she prefers
to buy an inferior and possible more
expensive product that “does the job”
from a larger player that they are
already doing business with. All your
hard work has effectively created a
lead and sale for your competitor.
You hear: “If we can just get the
product in front of people, they’ll
buy…” Whether it’s your CEO, your
head of sales or engineering, there is
a prevalent belief that the only thing
needed for success is for the right

eyeballs to see it. The product is so
special, so compelling, so earthshattering that it sells itself. The
response is typically more aggressive
attempts at cold calls, appointment
setting, ratcheting up the volume and
intensity around databases and ads.
Each sales call begins with “The
Solution” – In your sales pitches, after
some introductory niceties, the
conversation goes immediately to the
solution you’re offering with a full
description of the features and
benefits. The centerpiece of the
discussion is the solution with very
little discovery and questions about
the customer.
Here are some fixes to consider if
you believe your organization is too
“product-centric.”

Does any part of this
scenario sound
familiar: In pursuit of
a sale, you’ve worked
extremely hard to
reach those whom
you believe are the
decision makers.

2. Understand Transitioning Points
of Emphasis in the Sales Process -Over time, the buyer’s issues shift in
priority. Early in the buying process,
the main concern is “Will the product
or solution fit my needs?” Once they

1. Doing the Right Things at the
Right Time -- It takes a seasoned,
patient, mature professional to take
the time to work through a discovery
process. The prospect will likely want
to jump right to the solution. Make
sure you are unearthing all the issues
and defining problems on mutually
agreed upon terms. If the prospect
wants an ERM solution, make sure
you’re defining ERM the same way.

are convinced that your product will
meet the needs (and maybe also your
competitor’s product), the customer’s
focus shifts to risk and value. Be
ready to talk about risk and value
strategically.
3. Decision
Makers
–
Businesspeople understand that you
have to be in contact with decision
makers but it takes adept selling to get
in front of the right people, particularly if
you’re being blocked from the decision
makers. In a committee buying
process, for example, not all of the
buying influencers care about the
product in the same way. Some are
looking for a product that will do the job
at the lowest cost. Some are looking for
a product that is from an established
supplier because it poses lower risk (in
their perception). Knowing all the roles
and meeting their expectations and
apprehension takes skill.
4. Adjusting Sales Intensity – Sales
intensity ebbs and flows. And intensity
does not just mean more frequent
calls. It may mean less frequent
contact but contact that is face-to-face.
Finding the right balance is relatively
easy with the right metrics being
evaluated and appropriate turns of the
screwdriver.
Many times one or more of these
elements is at the root of your
sales/revenue problem; not the ability
to demonstrate your products in an
exciting way.


To find out more about Brad, visit:
http://www.revegy.com/
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Tamara Schenk

Missing in Sales Enablement: Customer Core
Getting prepared for a five-mile/km run is one thing;
getting prepared for a marathon is a totally different
challenge. The context is different, the requirements
and the success criteria are different.
asic running training will get you to
the five-mile run. But just trying
harder is never enough to successfully
get you through a marathon. Preparing
for a marathon requires a different
approach, a well-thought-through
concept and a consequent execution.
So it is with buying environments
that become more complex and
uncertain every day. And so it is with
today’s buyers who are more – but not
always better – informed, who are
often more confused, but definitely
much more demanding than ever. With
more people involved with different
points of view, different levels of
experience and diverse knowledge
bases, sales professionals need a
higher and broader knowledge level,
specific business acumen and a
mastery
of
their
customer
management strategies. Buying teams
expect relevant, valuable buying
conversations that build on their
specific context, their concepts and
their way to make a decision this time.
Today’s sales enablement leaders
face a multitude of diverse challenges,
especially if they have a regional or a
global responsibility in a large
corporation. However the role may be
defined, this person will spend a lot of
time with activities like: dealing with
content creators, negotiating with
technology and training providers,
creating and managing budgets, etc.
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Much time is spent conducting crossfunctional meetings, orchestrating
different, often siloed views to aligning
critical messaging, market insights and
customer requirements into meaningful
enablement services. All that to create
impact for the sales professionals to
drive the business. And the list goes on
and on. Sales enablement leaders
often feel like they are either executive
cross-functional program managers or
VPs for Internal Selling.
The concept of customer-core
rarely exists in a sales enablement
leader’s daily work. Many approaches
are still designed around internal
design points such as products and
services, which are mapped to the
customer’s journey, but only on the last
mile. That’s a customer-oriented
approach, not an approach with the
customers at the core.

A
customer-core
enablement
approach is designed from the
customers to the internal universe. The
customer’s journey and all the relevant
decision makers and impacted
stakeholders along this journey are the
main design points. The different
stages along this journey have to be
defined for your customer’s specific
buying environment. Then, these
stages have to be connected back to
the sales process. Next, enablement
requirements
for
the
different
stakeholders have to be derived for
each stage along the customer’s
journey in terms of enablement
content, client-facing content and the
related training services. The goal is to
have valuable conversations based on
the customers’ context, concepts and
decision dynamics at a certain stage
with the relevant decision makers and
impacted stakeholders. How to shape
these enablement services, this is
where your sales force’s current
maturity level has to be considered.
The idea of a customer-core sales
enablement approach is to facilitate the
customer’s journey to help clients make
their best decision to achieve their
desired outcomes and wins. Integrating
a provider’s products and services in
those buying visions and perspectives
– that’s providing perspective, that’s
putting your customer at the core of
your business.


To find out more about Tamara, visit:
http://blog.tamaraschenk.com/
http://de.linkedin.com/in/tamaraschenk
http://twitter.com/tamaraschenk
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Colleen Francis

Measuring a Sales Pipeline
in Percentages
It’s common for leaders to measure their sales pipelines by the probability of the deal
closing. And, a common mistake. Probability of close is a subjective measurement that
requires the sales rep to make a judgment about their chances of making a sale. It
requires interpretation, bias and is ripe for abuse. Instead, you should be measuring the
progress of a prospect through your sales pipeline, with each stage representing the
percentage of the way through the pipeline that the opportunity has reached. A
complete sale is defined as one that is either closed or lost.
his eight-stage pipeline is a good
example of how measuring the
percentage of progress through the
pipeline can assist with sales
forecast accuracy. In this pipeline, we
have several phases: We start with
discovery and prequalification, and
then
move
into
qualification--
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checking on a prospect’s budget,
timeframe and the decision makers
for the process.
A fully qualified prospect would
get a proposal, go through a
negotiation stage and enter a closed
stage. Whether the deal is won or
lost, it’s still, in the end, closed.

Measuring an opportunity in terms
of the percentage of the pipeline
completed instead of the probability
of the sale itself happening helps
emphasize that sales pipelines and
forecasts are objective, scientific
tools that require sales reps to follow
a very specific process.

When a seller thinks that moving
an opportunity through the pipeline
increases its probability of close,
they’re less likely to use that pipeline
accurately. They will hold back on
moving deals into fully qualified
stages until they are convinced that
they
will
close,
limiting
the
opportunities they put into the
pipeline in the initial stages because
they don’t want to use the pipeline to
mange deals that they might lose.
They
arbitrarily
change
the
probability percentage to match how
they “feel” about the opportunity.
However, when the measurement
is changed from probability of close
to percentage complete, sellers will
use the pipeline to track all
opportunities and you will have an
accurate
measure
of
how
opportunities convert from inception
to close.
This change requires a shift in
thinking, of course. Saying that a
negotiation is 90 percent complete
no longer means that it’s necessarily
90 percent likely to close. You may
only close 60 percent or 70 percent
of the deals you negotiate, which is
something that you’ll know based on
past data and history.

If the sales team is
properly using the
pipeline, then sales
leaders can get a
truly accurate view of
the conversion ratios
between one stage
and the next.
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In rethinking the sales process
this way, every step of the process
represents a set of tasks or activities
that have to be complete in order to
move the deal through the pipeline.
It’s no longer the probability of
close—a subjective opinion from the
sales rep—but the percentage
complete in the sales cycle—an
objective statistic based on facts.
If the sales team is properly using
the pipeline, then sales leaders can
get a truly accurate view of the
conversion ratios between one stage
and the next. After watching these
conversion ratios for a few quarters,
you will be able to create an accurate
forecast based on historical facts.

From here, you can develop a
forecast that is within 5% accuracy
every time.
By applying this fundamental
change of measuring percentage
complete as opposed to probability of
close to your sales process, you’ll not
only gain accuracy in your forecast
but also will encourage your sales
team to utilize the sales pipeline in
the way that it is supposed to be used
and in the way that will allow you the
most visibility into your opportunities.
In our next article, we’ll be taking a
deeper look into the specific stages of
the sales process, and how applying
percentage complete can help your
team move through them.


To find out more about Colleen visit:
www.EngageSelling.com
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In The Spotlight

Focus On

Tamara Schenk
“Leadership is the art of giving people a platform for
spreading ideas that work.”
Seth Godin
y name is Tamara Schenk and I
serve as Research Director for
the Miller Heiman Research Institute.
My blog is dedicated to a topic I’m really
passionate about – Sales Enablement,
in a strategic and holistic way to
increase sales productivity and to drive
sales force transformation, and my
thoughts are the thoughts of my role at
Miller Heiman.
My knowing and understanding of
sales enablement is based on
experience… and experience:
It’s based on my own international
experience as a sales enablement

M

executive in a large corporation and
on overall twenty plus years of sales
and consulting experience in
different roles and industries.
Additionally, my experience is based on
continuous learning, unlearning and
relearning.
Sales Enablement is still a discipline
that means many different things to
different
people.
Here,
Sales
Enablement covers the entire sales
system
regarding
strategy,
methodology,
processes
and
technology along the customer journey
in order to equip sales people with the

right skills, the right tools and the right
content to create winning perspectives
and long-term value for their
customers, always aligned to the
different
customer
management
strategies.
Often overlooked, but key to
success: Sales Enablement has also to
focus on front line sales managers,
how to equip them to become better
coaches to leverage a sales force’s full
potential. That’s a must have
foundation to make enablement
services really valuable and to increase
sales productivity and to drive profitable
growth.
Last, but not least, Sales
Enablement is always based on a truly
collaborative
foundation,
which
requires engaged, learning minds and
hearts as well as state-of-the-art
technology to leverage the potential.
More about me – please check out
my LinkedIn profile and my about.me
profile!
“If there were a map, there’d be no art,
because art is the act of navigating
without a map.” Seth Godin
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A very special thank you to
our Top Sales Sponsors
for their continuing
support and loyalty
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2014
If you would like to learn more about the benefits of becoming a
TSW sponsor and our existing Partner Program, please email us:
sponsorship@www.topsalesworld.com

The Final Word ….

The Final Word ….
We caught up with a few of our featured “sales stars” to see what they made of
Jonatelli Farringtonioni’s April update on Pages 16-18.

Jono, you…you….
But I do look great
don’t I?

I guess I am on
a roll(er)!

Jill Konrath

Linda Richardson

I said no
photographs
before lunch!

Twelve Hail
Mary’s now!

Gerhard Gschwandtner

Jill Rowley

Hats off to you
Jono – second
thoughts, maybe not,
it’s freezing here!

Big what?

Keith Rosen
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