


This is a question that I am asked
so often, and my response is

always the same... I describe the
“Running Away” personality and the
“Running Towards” personality.

The running away person is
awoken by their alarm clock and they
immediately hit the snooze button.
Ten minutes later, the buzzer goes off
again. “Just ten more minutes” they
say to themselves, “I won’t exercise
this morning”… and they again
activate their friend, Mr Snooze. This
happens three more times and each
time they determine that they will skip
a vital activity in order to enjoy a few
more minutes slumber. They have
already decided to skip breakfast and
they will shave/put on make-up in the
car on the way to the office. Finally, a
full hour after their first alarm call,
they leap out of bed, the image of
their boss standing outside the office
door, purple with rage at their
continual poor time keeping is just
too horrible to contemplate and it acts
as their spur.

As someone famously once said:
“Some people make things happen
whilst others just stand and watch

what happens” My take on that is: “A
few people make things happen,
others just watch what happens, but
the vast majority wonder what the
heck happened”!! The running away
mind-set falls into the last category.

Let’s look at the other side of the
coin, let’s see how a running towards
personality handles their relationship
with their alarm clock…

To begin with, our running
towards person has invested some of
their time the previous evening
preparing for the next day - the suit
has been pressed, shoes cleaned,
notes prepared for those important
meetings, etc. In fact, all of the next
day’s objectives have been
thoroughly rehearsed mentally and
planned for.

When the alarm clock goes off,
our running towards person typically
awakes refreshed and completes
final preparations for the day. They
have plenty of time for exercising, for
bathing, and to eat a proper
breakfast with their family - they are
in control. They arrive at the office
before most of their colleagues (80%
of whom arrive at 8.55 am, just in

time, only because they fear the
consequences of being late!) so that
they can respond to e-mails and
attend to essential administrative
tasks, which would otherwise take up
valuable business time. Life for these
people appears effortless, relatively
stress free, because they have made
it that way!

These people are “Winners” –
are you?

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit

What Defines a “Sales Winner?”
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Sales targets continue to grow, while territories continue to shrink. The pressure is on for sales reps

to ensure that every lead that is passed on to them is qualified. Quickly identifying whether a lead is

a qualified one is crucial, to ensure a reps’ time is as effective as possible. What options do sales

reps have to quickly focus on the right lead and be able to convert it into an opportunity?

Join our live webinar with Mason Neely, Account Executive at CircleBack who will share his story of

how he uses LiveHive, a sales acceleration platform to:

l Generate new business using LiveHive’s email and document analytics

l Focus his time on the most qualified buyer

l A/B test his email subject lines for the most effective follow-up

l Better understand the interest level of his prospects

Don’t miss out on this live webinar to learn how to use intelligent insights to build a winning

repeatable sales process.

http://livehive.com/how-circleback-uses-email-and-document-tracking-analytics/


Dr. Marc Bassin is an Executive
Coach who, for two decades,

has worked with the top two levels
of leading global sales
organizations to improve the

leadership impact of their
executives. Some of his client
relationships have spanned ten
years and all of his business comes
through referrals.

Almost no topic in sales has
been researched and written about
more than coaching. Yet we know
creating a coaching culture remains
a puzzle for most organizations.
There are numerous slants on how
to embed coaching into an
organization, many of which add to
solving the puzzle. Most focus on
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Too Senior to Fail? The How and
Why of Executive Coaching   
Linda Richardson interviews Executive Coach, Dr. Marc
Bassin.

The Linda Richardson Interview

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=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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the front line manager as the key —
and too often the stumbling block.
Marc points to the critical role of
front-line managers, but feels that
alone is not sufficient. His belief,
based on his deep experience in
helping his clients build coaching
cultures and making teams work, is
clear: start at the top. And he
means the very top, and here is
how and why. 

Change the Culture from the
Top
Marc sees the big issue around
coaching in general is that it is
viewed as remedial vs. as an
opportunity. Many companies, he
says, are stuck in the idea that if
you need coaching you have a
problem. Because of this thinking,
he emphasizes that companies
miss the most powerful intervention
there is to reach a high level of
performance. 

The biggest challenge that he
sees, however, exists in coaching
at the executive level. Paradoxically,
executive coaching is the hardest -
but the fastest - path to creating a
coaching culture. The hard part
Marc attributes to an unwritten code
that exists in many organizations
among top-level executives.
Clearly, executives have
accomplished so much to get
where they are. But that makes it
tempting for them to think they are
exempt from coaching. The
informal, often unconscious,
agreement among many
executives, is that because they
have reached the top, “have made
it” and have been rewarded for that,
they don’t give feedback to one
another, and most of their

subordinates don’t dare give
feedback to them. 

Too Senior to Fail?
Marc has found that “nothing is
more erroneous that the
assumption that executives don’t
need coaching.” No one in his view
needs development more than
executives, because of the impact
they have on culture. The reason
executives are executives is that
they have some exceptional
strengths that have carried them
very well, but often leave other
areas underdeveloped. 

Marc described how the typical
executive profile reveals one
primary strength that the executive
has finely honed. Often, that one
key strength carries the executives.
While they can get by without
certain skills, certain underdeveloped
skills begin to hurt them as they
move up. Marc points out that 90%
of the work that executive coaches
provide centers not on content or
analysis, but rather the relationship
aspects of their impact. 

Marc has found that the ability of
executives to lead has much to do
with how they relate to people. In all
executive actions with colleagues
or direct reports, the executive
either gives energy or takes energy

away. Many senior leaders are
unaware that they are taking
energy and enthusiasm from their
people, because of how they relate
to them.

As an example, Marc discussed
a high potential client who is being
groomed for a very senior position.
He is superior in content, analysis
and strategy, but needs to work on
improving his relationships with key
people. He was missing the
inspirational aspect of leadership.
To correct this, he worked hard on
things such as the amount of time
he spent on relationships, his
interest in growth and development
of others, building teams, and
empowering others. Over 6 months,
he significantly changed the
percentage and manner in which he
was spending his time. Marc’s goal
with his clients is not just to help
them be thoughtful, capable
business people, but also
inspirational leaders.

The Impact of Executive
Coaching
Marc emphasized that, once
executive coaching is in place, the
impact is exponential. The real
power of executive coaching is its
boomerang effect. It goes beyond
improving the performance of
executives. It raises executives’
awareness of coaching and that
heightened interest invariably
pervades the culture. As Marc puts
it, the only way to change a culture
is from the top.

He recognized that executive
coaching is hard territory to get into.
In large companies, HR
professionals often coach middle
level managers. Most executive

Self-development is a
life long journey.  Take

every opportunity to
embrace coaching and
feedback for yourself
and your colleagues. 



The Linda Richardson Interview

coaching must be provided by
external coaches, because it is too
difficult for a subordinate to give
frank feedback. 

For example, Marc described a
phone conversation he had with
another executive coach about a
client who runs the biggest division
of a global company. His colleague
said, “Somebody actually had the
guts to tell Tom that the way he was
meeting with his people was
scaring the heck out of them, and
that they were terrified. Tom said he
had no idea that was the case. I
can’t imagine who would have had
the guts to say that to him.” It was
Marc who, as an external coach,
could give that feedback so Tom
could think about it and make an
adjustment. Marc’s experience is
that internal coaches typically
would not say that. 

Executive coaching is often
painlessly introduced as a part of
succession planning to identify high
potential team members. When that
is coupled with coaching of the
most senior people, a coaching
culture becomes real for an
organization. 

Marc’s message to executives,
to engage them, is that their people
will do what they do and not what
they say. For coaching to permeate
the organization, he holds that
executives must be coached. If they
are exempt, it is a big failing. 

Marc not only talked about what
executive coaching is, but what it is
not. It is not therapy, it is not trying
to understand where behaviors and
attitudes come from, and it is not
trying to change the executive’s
personality. Instead, it is identifying
one or two major themes that the

executive can focus on, to change
his or her behavior, to become
significantly more effective. 

The change process consists of
two phases over 6 to 12 month
period: 1) the behavior(s) is identified
by the executive coach and the
executive, 2) the executive is given
the opportunity to try some different
behaviors and hone those behaviors
and skills to internalize them. 

Marc finds that the most forward
thinking companies make executive
coaching an essential part of the
way they treat two groups of
people: their senior executives and
their highest potential people.
When others see executive coaches
working with these people, it
becomes clear that the people who
are really good get a coach. In
these organizations, executive
coaching is positioned as an
investment. It is made very public in
that seniors talk about their
coaching, are seen with their
coaches, and include them in
meetings. 

If Marc had to pick one
characteristic to identify the kind of
people to think of as high potential
future leaders, it would be “an
openness to coaching and self-
development, a craving and desire
for it.” Marc said, “The minute they
lose that desire to be better is the
minute they should stop moving up
in the organization.” Top performers
are always looking for the next
level. He feels there is no such
thing as mastery, but it is the
journey toward it that provides the

energy to keep moving forward and
getting better. 

Marc comes to executive
coaching from his early work at
Columbia University where he
focused on group dynamics. After
that, he worked with troubled high
schools and alternative schools,
their principals, and in the prison
system in New York City. He moved
from the public sector to the private
sector as a director at J.P. Morgan
before starting his executive
coaching practice. 

For decades, Qigong and Tai
Chi has influenced Marc’s thinking
in his drive to mastery, his
welcoming of feedback, and his
belief that we are only as strong as
our connections to others. At the
center of his approach to executive
coaching is his belief that being an
exceptional leader has so much to
do with how leaders relate to
people and inspire their people, as
much as business insight. Marc is
fervent today about coaching and
team building, because he has
found these to be the most powerful
way to bring about growth and
change. 

Marc’s advice: Don’t fool yourself
and become stagnant. Self-
development is a life long journey.
Take every opportunity to embrace
coaching and feedback for yourself
and your colleagues. Your
organization and colleagues will
thank you for it. Besides you will
find it energizing and fun!                n
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To reach Marc to explore the power of coaching:
marcbassin@yahoo.com 914-584-4982
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There is no question that with
each job change I was able to

learn a lot on how to be better at
selling. But what was even more
valuable were the 'soft skills' - the
people part of the business that
really helped set me up for even
greater success. There is no
question that learning how to
acclimate into any new 'job' is tough

Early in my sales career I changed jobs every 18 months
landing myself at 8 different companies over a 12 year
span, which means I had a lot of #First90Days. The first
question I would often get from friends and family is "why
do you change jobs so often"? I am sure they thought it
was because I couldn't keep a job - rather than it was my
choice to get a better job - but that is for another post.

Sales: Work Your Plan During
the First 90 Days 



Tiffani Bova

enough, but learning how to
become part of a team full of big
personalities, extremely competitive
and highly driven 'sales' people will
definitely keep anyone on their
toes. And anybody who has ever
been in sales, especially technology
sales, you should totally
understand what I mean.

The #First90Days for any sales
person can be a gift (stay with
me....). You will spend time training,
learning products, systems and
processes (ok maybe that isn't a
gift, but you get my point). It can
include time shadowing other sales
reps, listening into sales calls,
conducting mock sales scenarios.
But what it isn't - is a quota fueled
first 90 (and sometimes longer)
days, filled with pipeline review
meetings and the stress to hit your
numbers. So what would be my
advice to anyone who is about to
embark on a new sales job?

Become who you aspire to be
- You should take the #First90Days
to personally push yourself beyond
your comfort zone - move beyond
what got you this job and the last

job, and look out 3-5 years of who
you want to be. A sales manager,
leader, executive? In order to do
that you have to try new things, take
the clean slate of a new job as an
opportunity to better yourself, and
learn. Don't only focus on the
required 'sales' activities you will be
asked to do, but become a student
of your ‘future’ profession.

Treat the customer network
you have built with respect - With
each new sales job you have the
opportunity bring your 'Rolodex'
(wait….do Millennials even know
what that is?) of customers with you
(as long as you aren't tied to a non-
compete of course). And over time,
that Rolodex of clients is part of the
value you bring to your new
employer. However, don't make the
mistake and reach out right out of
the gate and expect that just
because you have a new job that
they will buy whatever it is you are
selling. You need to think carefully
about leveraging those relationships
when appropriate and don't abuse
the trust they have put with you in
the past too quickly. I would suggest
sending a communication letting
them know about your new position
and how much you appreciated their
support while you were at your last
company, and provide them your
new contact information. Let them
reach out to you, or wait until you get
your bearings and you really
understand how what you are selling
today can add value to their
business. That way when you do
reach out, you do it from a place of

real benefit and not from a place of
trying to sell something.

Introduce yourself to those
who will be supporting you -
Regardless of the fact that you and
you alone may own your quota,
sales is a team sport. There are so
many parts of the company which
support you every day whether you
know it or not and getting closer to
them is one of the best things you
can do. There are the obvious
places like product management,
marketing and engineering which
will be part of your extended team -
but I am talking about finance, who
helps you with pricing and turning
around complex quotes faster,
shipping and logistics, when you
need a rush delivery handled,
customer services, who your
customers will often talk to. Figure
out who those people are who are
two steps removed from your day to
day life and make sure you
establish a relationship with them,
otherwise when you really need
help, you won't know where to go.

Go sell something! – Last but
not least, as sales people our
careers are quite simple really. It
doesn’t matter if you do all those
things I suggested above, or
anyone else has suggested in the
#First90Days series - if you don’t hit
your numbers – you will once again
be faced with another first 90 days.
So now it is up to you - Go sell
something!                                         n
Originally posted on LinkedIn.

Top Sales Magazine  April 14th Edition 2015 9

Tiffani Bova is a Vice President, Distinguished
Analyst with Gartner Research. Visit here.

Figure out who those
people are who are two

steps removed from
your day to day life and

make sure you
establish a relationship
with them, otherwise
when you really need
help, you won't know

where to go.

http://www.gartner.com/analyst/27453
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=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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When you think about your
customers’ experience with

your company it’s tempting to focus
on post-sale implementation and
support. But their experience
begins long before the contract is
signed. It starts with their experience
throughout their buyer journey.

Consider your champion. In
many B2B sales your champion will
be intimately involved in the vetting
of vendors and the building of a

business case. They’ll spend
internal capital on getting your
solution in place and negotiate the
final deal. But come implementation,
they often take a back seat. 

Yes, they want to see their
decision work effectively, but the
day-to-day post sale is often out of
their purview. They may even have
limited contact with your team until
the next renewal or upgrade cycle.

So, the purchasing experience

has a major impact on the
champion’s perception of your
company. How much? A McKinsey
study found that that ‘perceived
sales experience’ was the second
most important criteria among B2B
buyers in determining the value of a
vendor. 

Further, a study by CEB reveals
that the sales experience is worth
53% of the buyer’s likelihood to be
a loyal customer and brand
advocate. In a world where B2B
buyers see 80% of their sales
engagements as being valueless, it
is a major differentiator for your
company to deliver a positive,
value-based experience.

So, what can you do to enhance
your customers’ experience in this

Do your customers enjoy working with you? Will they
promote you to their peers? Or are they so dissatisfied
that they’re counting the days to the end of the contract –
when they can get a better experience via one of your
competitors. 

Customer Experience Starts with
Buyer Experience



Peter Mollins

critical phase? How can you
enhance the buying experience to
make your customers long-term
advocates?

1.  Simplify Your Buying
Process
There are few things more bizarre
and frustrating for a buyer than
struggling to get a vendor to take
their money. Consider your own
sales process and the many things
that get in between you and your
buyer. Your web conferencing
system, your email drip programs,
your website with its marketing
content, and even your contracting
process.

Each of these elements may
seem ‘business as usual’ to you.
But to a buyer they can be added
frictions that lead to aggravation.
Evaluate your processes from their
perspective. Is your web conferencing
tool annoying prospects before
every one of your meetings? Could
you digitize repetitive or annoying
processes?

Digitizing processes improves
the customer experience by
streamlining interactions and
delivering more relevant information
to prospects. And also to collect
better data and feedback so that
you can understand what drives
performance. For example, marketing
can use real-time analytics to tell
them what content works, what is
missing or needed, and how to
focus their efforts.

2.  Provide Value at Every
Stage of the Sale
Your buyer is moving through a
process to get from first awareness
of the problem you solve to being a

customer. To help you need to
engage and support them, not
pester them at every step. An
endless stream of ‘just checking in’
emails doesn’t accelerate anything
– or at least anything you’d want.

Instead, you need to evaluate
what value you can provide to your
prospects throughout the journey.
Test what works to advance your
prospects. Does a case study
support earlier sales conversations?
Does a particular demonstration
convince technical buyers? How
should you confront competitors?
How do you build a compelling
business case?

Stepping into the buyer’s
position to understand what
information they need to advance
the deal is more effective than
focusing on your own needs. Yes,
you need to guide the conversation
and challenge your buyer. But be
valuable to your buyers, not a
nuisance.

3.  Challenge Your Buyer to Be
the Hero 
Your prospects aren’t sitting idly by,
waiting for your call. They are
actively engaged in other high-
profile, important projects. Your
solution is going to be judged
versus the other priorities that are
already in flight. If it can’t compete,
it’s going to get ignored. 

That’s why Challenger and
Snap Selling methodologies
emerged. To confront the harried
buyer and challenge the status
quo. Making the buyer

uncomfortable with their current
situation – showing them how
much they’re giving up through
inaction – can help steer a buyer to
adding you to their restacked
priorities. But this has more of an
impact than just advancing your
sale. It affects your buyer’s
perception of the experience.

Think of it from your buyer’s
perspective. They’re in the process
of reshuffling the priorities of their
company, pushing your solution to
the fore. They’ve invested a lot of
internal resources and their own
reputation in your solution. That’s
not a negative at all; that’s a
calculated risk. Your buyer has the
opportunity to be a thought-leader
in their own organization –
someone who’s willing to shift the
direction of the company to
improve things. 

Support their initiative. Provide
them with as much internal
ammunition as possible to support
their business case. That means
analyst data, customer successes,
and ROI data. And it also means
pushing best practices from other
customers to help your new
customer position themselves for
success. 

You can make sure your buyers
are primed for a long, mutually-
beneficial relationship with your
company by improving the buyer
journey. A rewarding process in
these early days will pay dividends
over the long haul.                           n
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Peter Mollins is VP of Marketing at
KnowledgeTree. Find out more by visiting here.

http://www.knowledgetree.com/
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After high-fiving the rest of the
team, what’s your plan? 

1.  Start cutting and pasting from
previous presentations.
2.  Review your prospect’s website
and get the needed information. 
3.  Plan a discovery call with key
members of your prospect’s team.

If you do anything other than
number three, you may very well be
wasting your time. Preparation, and
discovery in particular, plays a
critical role in the ultimate success
of your presentation. While much
information about a company can
be found on-line, the best source of
information and greatest payoff
potential comes from having a
conversation with key people within
your prospect’s company. 

Asking for a discovery
conversation 
So go ahead and ask. It’s a
reasonable request to ask for input

from those within your prospect’s
company who can shed light on the
situation. It benefits not only you,
but also the prospect. After all,
gaining a better understanding of
their needs shortens your
presentation time by allowing you to
provide a more accurate and
precise recommendation and get to
the point quicker.

Conducting a discovery
conversation 
The key to a great discovery call is
knowing what you want to discover
and leaving room for your prospect
to surprise you. Following are some
of the key findings you want to look
for when speaking to someone
within your prospect’s company: 

l  Get their point-of-view. Don’t
assume that everyone will have the
same understanding of the problem
or agree on the solution. Ask each
person for their perspective. If the
answers are conflicting, circle back

with your primary contact and ask
him or her to help you understand
the issues so that you can properly
address the best interests of the
company.
l  Define impact. Impact is key
with today’s decision-makers. It’s
critical that you find out how the
current problem affects the
organization and quantify it if at all
possible. This will help you address
cost and value with metrics to back
it up.
l  Perceived value. What’s the
value of the solution? What is the
perceived value to the prospect?
How much is it worth to have the
problem solved? This will help you
gauge your prospect’s commitment
to change as well as produce a
value proposition with some weight
behind it.

Strategic benefits of discovery
In a competitive market it’s unlikely
that you will be the only one asking
your prospect questions to prepare
for your presentation. How can you
set yourself apart in the discovery
process if you are the third or fourth
vendor doing the questioning? Here
are some areas where you can start
to use discovery to your advantage: 

        
l  Insights. Each question is an
opportunity to gain insight around a
prospect’s experience, expectations,
and preferences. You’re looking for

Congratulations! You’ve been asked to present your solution to a qualified prospect! No
easy feat in today’s competitive marketplace.  

The Real Benefit of Discovery 



Julie Hansen

anything that can give you an
insider’s view. That may include
information on how bad the
problem is, what’s at stake for the
company and the employees and
why they need to make a change.
The answers you receive will help
you to tailor your presentation to fit
their needs and expectations. 
l  Language. Every company has
their own buzzwords and
acronyms. For example, do they
call their salespeople “account
executives” or “business consultants”?
Do they refer to “customers” or
“clients?” Instead of expecting the
prospect to learn your language,
make the effort to learn theirs and
try incorporating some of their
terminology into your presentation
to build your credibility.
l  Create anticipation. Discovery

is not the time to make a full court
press, but you do want the prospect
to get off the phone with a sense of
anticipation about your presentation.
Statements like, “It sounds like you
could really use the extra time to
focus on your new responsibilities if
this were resolved quickly” can set
expectations early. Aim for subtlety
and be careful not to slip into a
sales pitch.
l  Build rapport. Asking questions
isn’t just about getting answers. You
have a prospect on the phone or in
person, why not use this valuable
time to strengthen your relationship
and create some early interest
going into your presentation? You

can achieve this in two ways: 
1. Really listen. This means not

making assumptions or finishing
your prospect’s sentences for them.
Listen with an open-mind and a
ready pen. You’ll have plenty of
time to speak during your 

2. Show empathy. You’re
talking to real people about real
problems. Taking a moment to
express appropriate emotion can
go a long way toward establishing
rapport. For example, “Wow, that
sounds really frustrating” will make
your prospect feel validated and
may get them to open up more.     n

You can find out more about Julie Hansen
by visiting: www.actingforsales.com

www.actingforsales.com
https://kevineikenberry.clickfunnels.com/b2b-webinar
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Left to figure it out, one customer
and opportunity at a time

creates a performance dilemma for
the sales rep. They can’t afford
10,000 failures before they begin to
recognize and apply the patterns,
activities and messages that
happen when customers buy. They
can’t lose winnable opportunities
because they missed a common
variable or failed to execute on a
specific selling activity. They don’t
have time to individually craft
uniquely brilliant, one-off strategies
for each interaction only to see
them fail. Sales professionals must
deliver revenue and they have to
perform, now. That’s the reality of
professional selling.

To perform, sales professionals
must efficiently manage multiple
accounts and opportunities
simultaneously. Every customer

decision is made for different
reasons, but the activities, behaviors
and criteria that lead to a customer
decision follow a recognizable
pattern. These patterns form the
basis of the customer management
strategies that highly productive
sales professionals use repeatedly
to connect and interact with
customers. The only way to
successfully manage enough accounts
and close enough opportunities to
achieve quota is through the
efficiency and productivity realized
from naturally and regularly
following proven customer
management strategies.

Absent of a defined strategy to
follow, individual tactics and
activities will flourish as salespeople
flail away trying anything to gain
traction. New hire time-to-time
productivity will become much
longer as new salespeople will
need more time to figure it out
individually leaving a trail of blown
opportunities. Frontline sales
managers will be unable to coach

Inventor Thomas Edison,
dubbed the “Wizard of
Menlo Park,” is credited
with saying, “I have not
failed, I’ve just found
10,000 ways not to do it,”
summing up the inventor’s
dilemma. With no proven
approach or established
best practices to follow, he
had little choice but to
“figure it out,” one failure at
time. The result, maybe on
attempt 10,001 was the
light blub.

Trial and Error 



Joe Galvin 

as individualism will trump
organizational execution and
performance. When a salesperson
leaves, account transitions will
present more creative opportunities
for the new sales rep to figure out a
new account, most assuredly with a
different approach from the exiting
rep. The customer will need to start
over as well with the new sales rep
because there will be no corporate
relationship, no sense of brand
loyalty, only the broken individual
connections with a now departed
rep. The good news is transition
meetings will be quick.

More complex selling environments,
involving multiple customer-facing
sales resources, will require even
more time to collaborate as now the
group must determine how they will
interact with a customer on each

opportunity. The team will need
time to establish their special
framework for managing that
account, the factors they think that
matter, the terminology they will use
and activities that need to be done,
and then consider the unique
message to deliver. After each
interaction, the group will need to
reconvene to create the next
customer interaction.

On the white board, empowering
highly autonomous and creative
people around a problem might
appear viable. Hire smart people,
give them a pitch and let them
figure it out. Ask a salesperson and
they would love a world where they

don’t have to worry about quarterly
numbers, commission dollars or
managers asking about performance.

In the real world of sales, where
performance drives income, time is
money. Sales leaders won’t be
sales leaders very long if they don’t
deliver, every month, quarter and
year. Salespeople won’t last long
either if they can’t quickly and
efficiently create opportunities,
successfully manage opportunities
and manage the customer
relationships that lead to revenue.
Every time you go for a ride, you
don’t need to rebuild the bicycle.   n

Joe Galvin is the Chief Research Officer and EVP
at MHI Global. Find out more by visiting here.

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).

http://www.mhiglobal.com/
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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So can you nurture it? Is it
something you can have

control over?
I would say a very big YES!

Motivation is under your control.
You need to be aware of the

cornerstones which give us all
motivation in order to feel that

energy yourself and pass it onto
your team.

These are the fundamentals
needed for good motivation:

1.  Know yourself
First of all you have to be honest
with yourself. What are you doing

the job for? What gives you a buzz?
Is it the money? The respect you
will get from your line manager?
The reward you feel when your
customer is satisfied? Is it
motivating to see your company
grow? Do you enjoy negotiation
and confrontation or do you enjoy
balancing the books?

By understanding what you love
doing and what your strengths are it
makes sense you can visualise how
even the most mundane task can
contribute to the most mundane
goal.

Once you know you and your

Lack of motivation or despondency is like a virus. It’s
catching. It only needs one bad apple in a group with poor
motivation and a bad attitude to suck the life out of a
project, nullify the enthusiasm of the others in the group
and bring the project to a faltering full-stop.

7 Essentials to Get Motivated 



Dylis Guyan

team’s STRENGTHS and
WEAKNESSES and preferences
you can administer tasks which suit
their positives and negatives.

2.  Know the road ahead
If you are sure of the journey
ahead, you know what to expect
and can deal with unexpected
problems more easily and with less
stress. You can prepare for
eventualities rather than dealing
with a crisis everyday which will
leave you battered, frustrated,
angry and exhausted.

If you live in a present day
bubble you are only dealing with the
task in hand. You cannot see how
that may satisfy customers, boost
the business, or how you can win
respect.

Take time to organise and
prioritise your actions, taking into
account how your role affects the
BIGGER PICTURE.

3.  Have clear measurable
goals
Without goals, work can be just a
constant drudge. Committing to a
goal allows you to organise your
work better and gives you an end
point of achievement. Meeting a
goal can be highly satisfying
rewarding and addictive.

But the goal needs to be

ACHIEVABLE or you will end up
getting frustrated and probably
despondent. So it has to be
measurable in some way.

Remember as well that long-term
goals can sometimes be too distant
to enhance enthusiasm. So find
ways to break that long term goal
down into smaller chunks – and with
each milestone feel the BUZZ!!
4.  Don’t be afraid to reward
yourself
Work is just a four letter word.
There is the philosophy that you are
not working unless you are doing
something you don’t want to do and
have a really bad time doing it!!!
Nonsense! If you can find work you
are passionate about, skilled at,
and one that you enjoy you are
much more likely to succeed and
have fun while you are doing it.

So when you complete a task
put icing on the cake – give yourself
a treat and enjoy it without any guilt
– you deserve it!!

5.  Be flexible
There is a tyrant and a dictator on
your desk: they are called your task
list and your diary. Seeing a long list
of tasks first thing on a Monday
morning can be terribly
disheartening.

But learn to give yourself space.
Be flexible in order for you to do
your job to the brilliant standard that
you are capable of. Stop thinking of
the task list as the list for the day
and prioritise and spread tasks over
the week where necessary. You
know you are going to have to

factor in life during the day – and
that’s ok. It happens, so give
yourself a break deal with the now
and spread your tasks accordingly.

6.  Be kind to yourself when
things go wrong
Things will go wrong. You are not
superhuman. If you are doing your
best – no one can ask more from
you. You can spend too much time
wallowing in frustration and anger
and this only wastes time and
cripples your functioning on future
tasks.

Put a line under it. You are still
the same capable individual. Learn
from your mistakes and be even
better next time.

7.  Cute reminders
This is all about a change in mind-
set and it doesn’t change overnight.
So fill your office with reminders
about wrong-head thinking.

Start with yourself. Then cascade
those good feelings down to your
team. Have a regular workshop on
motivation and the feel good factor.
Now that’s the kind of training
course that may get overbooked!!

I found very quickly that
motivation is catching too!! A virus
we could all do with!!

If you haven’t already
downloaded your FREE “21
Surefire Ways to Find Your Ideal
Clients” Do it today. CLICK HERE
Find a Way and Be The Best You
Can Be!                                               n
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Dylis Guyan is an International Sales & Marketing
Leader, Coach and Speaker. VIsit here.

First of all you have to
be honest with

yourself. What are you
doing the job for? What
gives you a buzz? Is it

the money? 

http://dylisguyan.com/lp/21-sure-fire-ways/
http://dylisguyan.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=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


I know you are extremely busy trying to hit your sales targets and improving the performance of
your team, but stop for just a moment and take a look at who we’re flying in to speak at this year’s
Sales Innovation Expo on 13th 14th May at Excel, London.

Among the 80 strong expert speaker line up, I am delighted to announce that we have confirmed
huge coup to fly in Tiffani Bova for a rare UK speaking appearance. She is one of Gartner’s most
distinguished Analysts who has received their thought leadership award for her work on the
Future of IT Sales. 

On top of that we have secured Tamara Schenk one of the world’s top 10 sales influencers, and
our very own Jonathan Farrington, CEO of Top Sales World and probably the most connected
man within the sales industry. It’s going to be unmissable so why don’t you register for your free
ticket here.

The event will also showcase some of the most innovative new sales technology and tools for
2015, we have also negotiated terms with world leading experts in numerous sales fields for you
to utilise their knowledge for free and as an added bonus we have also sourced 50+ of the best
sales service providers in the UK & Europe to help solve the dilemmas you have.

This is still the only Sales Expo in the UK which is completely free to attend. Register for your
ticket and to find more info visit www.salesinnovationexpo.co.uk

http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSM1
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http://go.pgi.com/dg-sls-wp-better-way-mtgs?utm_campaign=%5bSL%5d%20MOFU%20%233%20Online%20Sales%20Meetings%20Whitepaper&utm_medium=email&utm_source=Eloqua&elq=cd3845db42214140aa2ad098ac975cd1&elqCampaignId=20


2015 Top Sales Academy
Next Session Released on April 17th

Every success or failure has a M.O., a modus
operandi or way of behaving that led to that outcome.
There is a group of behaviors that we've identified
which constitute your Success Velocity™, that is your
rate of progress toward your intended goals. Learn to
shorten the Gap between you and your success,
increase your Angle of Approach to your goals and
multiply your Speed in achieving it.

Jim Cathcart is the original author of the bestseller
Relationship Selling™ and a total of 16 books. He’s in
the TSW Sales Hall of Fame and the Speaker Hall of
Fame. As a professional speaker Jim has received
virtually every award and recognition in existence,
with 38 years of 3,000+ speeches around the world
his followers number in the hundreds of thousands.

FREE Registration for Academy Here

Increasing your Success Velocity™
Jim Cathcart 

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


Top Sales Article & Blog Posts

In the time it takes you to read
this article, your sales manager
may have caused the death of a
sale. Here's how to avoid it.

When your direct reports
approach you with a question or
problem, the easiest, most visceral
reaction and path of least
resistance is to leverage your
experience and provide what you
perceive as value in the form of an
answer or solution. This way, you
can get back to the prior reactionary
task or responsibility you were
dealing with that got dumped on
you at the last minute which needs
to be handled immediately and as

such, becomes your ever-shifting
priority.

But wait! Before you regurgitate
a solution or directive, think this
through; all the way through. Not
just to the myopic result that was
achieved with your help around one
particular issue. Look two or three
steps or consequences beyond that
and consider how your daily
reactions and the choices you
make compounded over time affect
the overarching culture you create
amongst your team.

Your Defining Moment Is Now

Even as we celebrate the icons of
entrepreneurship, our government is
making it more difficult to join their
ranks.

Last month, Inc.com celebrated
the icons of entrepreneurship and
rightly so. Successful entrepreneurs
are inspiring as role models and
have a great deal to teach us about
life and business.

However, if you keep your eyes
focused on the horizon, you can
miss what's happening right in front
of your feet. And what's happening
is that the U.S. government, with
the aid of both political parties, is

strangling small businesses to
death.

Gallup CEO Jim Clifton explains:
"The U.S. now ranks not first,

not second, not third, but 12th
among developed nations in terms
of business startup activity. This is
our single most serious economic
problem. Yet it seems like a secret.
You never see it mentioned in the
media, nor hear from a politician
that, for the first time in 35 years,
American business deaths now
outnumber business births."

Put another way, even we ...

Read More Here u

Read More Here u

This Week’s Top Sales Article
Lost Sales and the Bottleneck Boss 
by Keith Rosen

This Week’s Top Sales Blog Post
How America Is Strangling Small Business
by Geoffrey James

Top Sales Magazine April 14th Edition 2015 21
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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

Our 2015 Partners...
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