


You have to sell and prove
yourself first before you can

hope to develop a relationship…
Leading with the notion that you can
build any sort of relationship from the
outset is hopelessly out of touch, but
that is precisely what around 90% of
front-line sales professionals are still
trying to do.

But be assured, relationship
selling is alive and well, and reports
of its death have been wildly
exaggerated.

I think that, in order to fully
comprehend what I mean, you need
to imagine a couple on a first date –
think of this in sales terms as the
“exploratory meeting”. The two have
never met before, but they have both
done their homework: They have
asked friend’s opinions; they have
checked out each other’s Facebook
profiles, etc. In fact, they have
conducted as much research as
possible so that, when they finally sit
down to eat, the conversation is
flowing and they discover
considerable synergy. But this early
attraction, and discovery of mutual
interests and values, in no way leads

either of them to instantly think of
marriage – the desire to grow the
relationship is established, but they
are not ready to open joint bank
accounts!

Our commercial relationships are
very similar to that scenario if you
think about it: Trust, which is the
basis of all symbiotic business
partnerships, cannot be created
overnight – it takes time. Don’t
ever mistake lust for love!

You see, on day one of any new
potential relationship, we are simply
in the “Me too” bracket: Lots of other
companies may be bidding; we have
not yet had the opportunity to
demonstrate and prove our
uniqueness, let alone our superiority.

If we are lucky enough to win that
first order, we establish a foothold – it
is never more than that.

At this point, we work diligently to
ensure that all of the after-sales tasks
are performed reliably, efficiently and
on time. Our aim is to reach that next
stage “Me first”. In other words,
every time this customer has an
additional requirement, they call us
first for a quotation. We are not yet

trusted advisors, but we are
preferred suppliers.

Finally, we reach the hallowed
ground – if we have followed all the
rules of engagement, and if we have
continually worked to “earn the right”.
We become the chosen ones and we
enter “Only me” territory. We now
work with our customers to define
strategy; we are not only trusted
advisors, but also long-term allies.
We have a relationship and both
parties work very hard to maintain it,
both aware of the costs of starting all
over again from scratch – not unlike a
marriage!

So in summary, I repeat,
relationships take time to blossom
and grow. There is no instant magic
dust. But when a strong commercial
relationship is formed, it can provide
rich benefits – including substantially
increased profitability and stability for
both partners.

Jonathan Farrington,
CEO Top Sales World

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

Relationship Selling: Don’t Propose Marriage on the First Date!
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In case you are unaware, Dave is,
among other things, the Founder

& CEO of Objective Management
Group Inc. the pioneer and
industry leader in sales force
evaluations and sales candidate
screening. OMG are celebrating
25 years of sustained success, and
so this interview focuses on his
work in that field.

I call Dave Kurlan “Ice-Berg Man” which has nothing to do
with his disposition or personality, because actually he has
a very warm and engaging personality. It is simply because
what you see and hear is just the tip of his vast knowledge
of the sales industry, and it is why he is one the top sales
experts in the world. I have never shared that nickname
with him, but he was bound to find out one day…!

Getting Sales Selection Right Has
Never Been More Important



Dave Kurlan

JF:  Why testing before hiring
today?
DK:Getting sales selection right
has never been more important.
Selling is more difficult than ever
before, and mediocre salespeople
are having significant difficulty filling
their pipelines, gaining traction, and
getting deals closed. The proper
sales assessment enables hiring
managers to save time, interview
only those salespeople who will
succeed in the role, and make
better decisions.

JF:  With the slowing economy
what is the market like today to
find great salespeople? 
DK: The economy may be slowing,
but today it is a challenge to find
any salespeople - never mind good
ones... There is tremendous
competition for salespeople, and
companies must use sales
recruiting processes, methodologies
and tools to attract the right sales
candidates into the pool, identify
the right ones, and interview
effectively for selection success.

JF:  Why are average salespeople
so good at interviewing like “A”
players? 
DK: It’s not really that average
salespeople are so good at
interviewing, as much as it’s that B
and C sales managers are so bad
at interviewing. When the sales
managers do most of the talking,
and the questions are predictable,
even mediocre salespeople can
nail the interview!

JF:  Why do as much as 50% of top
performers in one company
perform like average salespeople in

the new company? 
DK: That happens a lot, but it’s not
what it seems. In the company
where they came from, the sales
cycle was easier, the salesperson
may have had established
accounts and residual business.
The salesperson moves to another
company in another industry, and
may have to start over, at a time
when it is extremely difficult to
reach new prospects by phone,
supplant incumbents, and compete
against low-priced competitors.

JF:  What are the biggest mistakes
you see companies make in
hiring salespeople?
DK:This is an unfair question!
There isn’t a single biggest, there’s
a list longer than the 10
commandments! If I had to pick a
single biggest though, it would be
lack of patience – inability to wait for
the right salesperson while rushing
to fill the position.

JF: What are all the elements of a
strong hiring program? 
DK:
1.    Identification of the role

specifications (not a job
description)

2.    The Killer Ad (describes the
ideal salesperson and their
desired past experiences
rather than the opportunity,
company and role)

3.    Online Application with role
specific questions

4.    Sales Candidate Assessment
(OMG’s is preferred)

5.    Short 5-Minute Phone Interview
with recommended candidates

6.    30-45 Minute Interview with the
candidates who performed

best on the phone
7.    Final Interview with 1-3

strongest candidates
8.    Due Diligence
9.    Job Offer
10.  Formal 90-Day On Boarding

JF: Where are most companies
strong and weak?
DK:Most companies are very
strong at presenting, demos,
proposing and quoting, with product
knowledge and application, and
with compensation and culture.
Most companies are weak and
inconsistent with sales selection,
sales process, consultative selling,
qualifying and messaging.

JF:  Where does testing fit in? 
DK:Evaluating the sales force
provides companies with all of the
reasons as to why their particular
salespeople are struggling to meet
and exceed expectations. The
science behind a sales force
evaluation provides insights that
explain all of the results they are
seeing with actionable steps to
correct the issues that were
identified.

JF:  Who typically is doing the
hiring of salespeople?
DK: In bigger companies, HR is
doing the hiring while in smaller
companies, it is often the sales
manager.

JF:  Who should be doing it? 
DK:Hiring should always be
performed by the manager to whom
the salespeople will report, even
though those sales managers often
lack the skills to effectively identify
the right salespeople for their roles.
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JF:  For the tests that you
administer, when and how has
the profile of a salesperson
changed?
DK: In general, twice as many
salespeople are now intrinsically
motivated (by praise, recognition,
love for what they do, mastery,
being part of something bigger than
they are) rather than extrinsically
motivated (by things, money,
rewards). This change began to
take place in 2009. At the same
time, we began to see more
salespeople that are comparison
shoppers, making them vulnerable
and ineffective with prospects that
wish to comparison shop.

JF:  What are the new
characteristics of salespeople
that you have added?
DK:This is a difficult question to
answer, because we are constantly
going wider and deeper with
additional findings that can help
executives select better
salespeople and develop their
existing salespeople. We enhance
our evaluations and assessments
on a monthly basis and have been
doing that since 1990! Just this
month, we added the following
additional findings:

l  6 internal preferences (i.e. love
to win or hate to lose) that we can
share with sales managers to help
them understand how to more
effectively motivate each salesperson
l  2 additional findings that can
explain why salespeople aren’t
reaching decision makers
l  An additional competency
around Presentation that shows
whether salespeople are

presenting the right things, to the
right people, at the right time, and
for the right reasons
l  An additional attribute in the
Hunting Competency that is
predictive of a salesperson that will
not prospect.
l  Ideal Role Recommendations -
In a larger sales force with multiple
roles, we can now recommend the
roles for which their salespeople
are best suited.

JF:  How important is it to
customize testing for a particular
industry? Company?
DK: It’s crucial! Without
customization, one size fits all,
when we know that a salesperson
who can sell in one industry,
business, role, marketplace,
competitive environment, may be
unable to duplicate those results
under a different set of conditions.

JF:  How did your work in sales
training influence your interest in
testing?
DK: I loved working with underdogs,
helping them outsell the stars. In
doing so, I had a strong interest in
learning what made struggling
salespeople have such poor results
compared to their more successful

colleagues. Since I was not, and
still am not, a behavioural scientist,
I did not have to interview 1,000
successful salespeople to learn
what they had in common, because
I knew that the lousy salespeople
had the same traits, that those traits
were not differentiators. So back in
the 1980’s, I identified 4 crucial
success elements (Will to Sell), 5
major hidden weaknesses (Sales
DNA) and 21 Sales Core
Competencies, which, together, did
differentiate the top from bottom
performers. That led to the
development of the very first sales
specific assessment in 1990.

JF:  Success story? ROI? 
DK:Every sales force evaluation
includes an opportunity analysis
and ROI where we can accurately
predict how much more revenue
the company will generate by
addressing the issues identified.
Typically, these predictions run
from 25-300%!! 

JF:  What does initiating a testing
program entail?
DK: It’s much simpler than it might
seem. Whether it’s a sales force
evaluation or sales candidate
assessment, a 1-hour phone call is
usually enough to determine
logistics, fees, expectations, timing,
resources, configuration and
customization.

JF:  What are the innate sales
characteristics you look for in
most sales situations?
DK:Strong Sales DNA! Strong
Sales DNA allows a salesperson to
execute the strategies, tactics and
skills they have learned, while weak

It’s not really that
average salespeople

are so good at
interviewing, as much

as it’s that B and C
sales managers are so

bad at interviewing.



Dave Kurlan

Sales DNA will sabotage even their
best intentions for execution.

JF:  What are the learned and
experience skills you generally
look for in most situations?
DK:Depending on the role, we may
be looking for Hunting, Posturing,
Consultative, Qualifying, Presentation,
Closing, Account Management, or
Farming Competencies, as well as
the existence of Intangibles.

JF:  With the move to more and
more telephone and on-line
selling, how does that impact
what you test for?
DK:We have configurations for
Inside, Inbound, Outbound, Top of
the Funnel, Account Management
and phone-based traditional sales.
So while sales forces take on a

different look, the evaluation and
assessment of those teams are
adapted to fit modern selling
requirements.

JF:  How do you customize for a
particular industry and at the
specific client level?
DK:We use 37 customizable
variables to configure and
customize the requirements for a
salesperson to succeed in this role,
at this company, in this industry,
selling into this marketplace, calling
on their targeted company and
decision maker, with their price
points, competition, requirements,

and expectations, given the
corporate culture, and degree of
sales management practices and
intensity.

So now you can fully appreciate the
science and the creativity that goes
into ensuring OMG’s remain the
most accurate and the most
sophisticated assessment tools
available. I know this to be true,
because Dave was kind enough to
allow me to go through the process
myself, and frankly I was stunned at
the accuracy – and you will be too! n

Dave Kurlan is the Founder & CEO of Objective
Management Group Inc. Visit here.

Visit the TSW Sales eLibrary – probably the
largest and most significant resource center
for frontline sales professionals anywhere –
whenever you are seeking inspiration. The
shelves are stocked with every resource
imaginable, including: articles, white papers,
eBooks, webinars, podcasts, books,
interviews etc.

The eLibrary is updated daily by the TSW
editors, so do return often.

The TSW
Sales eLibrary

Visit Now

http://www.objectivemanagement.com/
http://topsalesworld.com/sales-library/
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Tom Chamberlain 

There are some who still insist
that the best salespeople are

"lone wolves" who just somehow
figure out how to get the job done
and the sale made.  However,
several studies conducted by the
MHI Research Institute clearly show
how important teams and
collaboration are to successful selling. 

Recent findings from the 2015
MHI Sales Best Practices Study
reveal that 93 percent of World-
Class Sales Performers said their
management team is highly effective
in helping sales advance
opportunities.  That assistance is
more than just coming in at the 11th
hour to add much-needed gravitas
or to offer an extra discount. The
very best sales managers are
involved at every stage of the
customer's journey and focused on
five key areas: coaching,
prioritization, personalization,
engagement, and speed.

World-class sales management
starts with coaching excellence, and
the key is to provide proactive
versus reactive counseling. If a
sales professional comes into your
office asking for help at the last
minute, it may be a good learning
opportunity, but it's probably too late
to save that particular deal.

The next key area, prioritization,
is a crucial element of coaching. In
today's team-selling world, sales
professionals will need to call on
resources from outside sales to help
close the deal: executives,
consultants, subject matter experts,
etc. Asking for help on deals that
stand little chance of closing hurts
credibility. Sales managers are
instrumental in ensuring those
opportunities that need help get it and
that resources aren't squandered on
those that stand little chance of
closing.

Because sales managers work
with so many sales professionals,
they've seen far more opportunities
flow through the funnel than most of
the individual contributors they

coach.  They can offer suggestions
to personalize an early proposal for
the customer situation to overcome
obstacles. Or, they may know "just
the thing" that will help the sales
professional win the deal.

Of course, sales management
can and should be called on to
engage in an opportunity when it is
warranted. When a customer CFO
wants to speak to your CFO or the
customer’s VP of Sales wants to talk
to the vendor's VP, the sales rep
should look upon it as an
opportunity. The best sales
professionals will use peer-to-peer
selling to help ink the deal. While the
sales manager might not be the role
that is needed, he or she will be
closer to the executive team and can
help the sales professional find time
for the opportunity on the executive's
schedule.

Finally, not every department
"thinks like sales," and even World-
Class Sales Performers have
internal barriers and obstacles that
get in the way of selling. Sales
managers can be that point of
escalation for salespeople needing
corporate assistance.  By tearing
down the barriers and helping sales
overcome the internal issues, sales
management can speed up the
sales cycle and keep the funnel
flowing.

This article originally appeared in
the April 2015 edition of the Sales
Performance Spotlight, a publication
of MHI Global.                                      n

Sales Needs Leadership
There are some who still insist that the best salespeople
are "lone wolves" who just somehow figure out how to get
the job done and the sale made.  However, several studies
conducted by the MHI Research Institute clearly show how
important teams and collaboration are to successful selling. 
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Tom Chamberlain is a Research Director for MHI
Research Institute. Find out more by visiting here.

“Our management team
is highly effective in

helping our sales team
advance sales opportunities”

Source: 2015 MHI Sales Best Practice Study
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From cold calling to entrepreneurship to negotiating to writing
effectively, and more, business gurus share their expertise on the
Accelerate Your Business Growth radio show, and within this book.
We've gathered the wisdom of the best business minds in the world in
an effort to provide you with insights you can use. You'll find
invaluable information to help you grow your business with the details
of some of the most listened to episodes. Read on, tune in, and
embrace success.

Buy This Book Here
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The results were disastrous.
Many of the salespeople lacked

the technical knowledge to work
effectively with clients’ IT departments.
Pricing was a problem, because the
physical and digital services had very
different cost structures. And in spite

of being trained to bundle offerings—
a key to the new strategy—reps often
sold only the lower-priced, digital
service. Contract renewals for
traditional services fell sharply, as did
profits. DSM modified its sales
compensation plan, but then digital

sales dipped; meanwhile, new
competitors began signing clients.
Ultimately DSM spun off its digital
unit.

What went wrong at DSM goes
wrong at many companies:
Management embarks on a
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For many years Document Security Management (a pseudonym) had a thriving business
in retrieving and shredding or securely storing organizations’ documents. Executives and
their assistants loved its one-stop-shopping value proposition, and the sales force
cultivated deep relationships with them. By the early 2000s, however, it was clear that
cheaper digital storage technology, especially the cloud, would disrupt the company. So
DSM introduced its own cloud-based storage and directed the sales force to bundle it
with traditional services.

Putting Sales at the Center of Strategy

Frank Cespedes 
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strategy without considering the
realities facing the people who must
execute it with paying customers.

Research indicates that only a
fraction—according to some
studies, less than 10%—of
companies’ strategic plans are
effectively executed and that firms
deliver just 50% to 60%, on
average, of the financial performance
their strategies promise. One reason
is that strategists, years removed
from customer contact, are often
blithely unaware of the embedded
strategic commitments that daily
field activities represent and have
an obsolete vision of the company-
customer interface. I describe the
problem as a divide between
“strategy priests” and “sales
sinners,” to convey that plans made
in the C-suite can be “sullied” by the
people who live and die by monthly
quotas if those plans say nothing
about how sales should allocate
resources.

Strategists, years removed
from customer contact, often
have an obsolete vision of the
company-customer interface.

The sales organization should
be part of every conversation about
strategy. U.S. companies cumulatively
spend about $900 billion annually
on sales efforts—three times their
spending on consumer advertising,
more than 20 times their spending
on online media, and more than
100 times their spending on social
media. Predictions that the internet
would disintermediate sales have
not panned out: Although sales
forces in some industries have
shrunk, the overall number of
salespeople in the economy is
unchanged.

My research reveals four steps
companies can take to improve the
alignment between strategy and sales.

Communicate the Strategy
People can’t implement what they
don’t understand. Yet few strategic
plans articulate the implications for
customer-contact behaviors in the
field, where value is created or
destroyed. Moreover, the process
for introducing and reviewing plans
often exacerbates the separation of
the strategists from the “doers.” It
typically involves a kickoff sales
meeting followed by a string of e-
mails from headquarters and
periodic reports back on results.
There are too few communications,
and most are one-way; the root
causes of underperformance are
often hidden from both groups.

Similarly, even when sales
teams are trained in negotiation
and selling tactics, the larger
strategic context—especially the
implications for target priorities—is
often left out, either because the
company isn’t clear on its strategy
or because leaders are afraid of
leaks to the competition.
Companies suffering from the first
problem should recognize that
clarifying strategy is a leadership
responsibility. When the second is
the issue, leaders should realize
that they’ll have bigger troubles
than competitors’ reading their big-
picture strategy documents if their
own people don’t understand those
documents.

Continually Improve Sales
Productivity
Three variables drive the
productivity of a sales model:

customer call capacity, close rate,
and profit per sale. The relative
importance of each differs from
company to company. Managers
can boost capacity by providing
better leads or giving salespeople
incentives to make more calls; they
can increase close rates by
emphasizing the need to select the
right customers and match them
with optimal products or services;
and they can increase profit per
sale by lowering selling costs,
improving the pricing or product
mix, or selling more to each
customer. If the sales team doesn’t
know how a strategic goal affects or
should affect any of those
variables, it will devote resources to
activities that don’t help, and
probably hinder, execution.

Business Processing Inc. (a
pseudonym) discovered and
remedied such a problem. An
outsourced payroll service founded
in 2000, BPI had a 75-person sales
team and $40 million in revenue by
2004. But then growth stalled, and
in 2008 a board member urged the
CEO to analyze a question that
should be central to any actionable
strategy: “Who are our ideal
customers?” A deep dive into the
customer relationship management
system yielded an answer: Clients
with 15 to 50 employees, in urban
locations, with at least five years of
operating history. With this insight
BPI shifted its selling focus. It
started tracking how many calls
reps placed to CPA firms in search
of referrals, along with the contacts
thus obtained, and paid
commissions only on sales to
customers of the designated type.
Some salespeople hated the new



Frank Cespedes 

system—within a year the number
of reps dropped to 35. But during
that time bookings increased by
25%, churn slowed, and profits and
revenue jumped. Salespeople
knew exactly what criteria to use to
maximize productivity, and
incentives encouraged behavior
that supported strategy.

Improve Human Performance
Research by Jim Dickie and Barry
Trailer of CSO Insights shows that
the average annual turnover rate in
sales organizations is 25% to 30%,
which means that companies
essentially replace their sales
teams every four years. And
individual performance differs much
more than in other functions. In B2B
contexts, rep performance in similar
territories often varies by 300%
between the top and bottom
quintiles, whereas in retail selling
productivity typically varies by a
factor of three or four.

Yet much of the hiring and
training of salespeople is ad hoc—
overly reliant on gut feelings and
sales experience elsewhere.
Research by my HBS colleague
Boris Groysberg shows that “star
talent” isn’t very portable, and that’s
especially true in sales. Sales tasks
are determined by a firm’s strategy
and choices, and selling behaviors
are driven by the sales control
systems and culture—not by a
generic selling methodology or
what a rep has learned at a
previous firm. Companies need to
understand which sales skills are
most important to their particular
strategy and work to upgrade them.

HubSpot, a Massachusetts-
based inbound marketing firm,

does this well. Its chief revenue
officer, Mark Roberge, hadn’t run a
sales organization before joining
the company, but with a degree in
engineering, he had the skills to
create hiring and training processes
based on metrics and analysis. He
devised specific job criteria and
carefully scored each of the 500
candidates he interviewed in the
course of a year; subsequent
regression analysis at six- to 12-
month intervals showed how his 20
hires performed, letting him see
whether he was correctly weighting
particular criteria. Instead of having
new reps shadow a star, as is
common practice, Roberge
instituted a monthlong classroom
training session, a 150-question
exam, and six certification tests
about HubSpot’s products, sales
methodology, and overall strategy.

Make Strategy Relevant
The goal of strategy is profitable
growth, meaning value above the
firm’s cost of capital. There are
basically four ways to achieve it:
investing in projects that earn more
than their cost of capital, increasing
profits from existing capital
investments, reducing the assets
devoted to activities that earn less
than their cost of capital, and
reducing the cost of capital itself.
Most C-suite executives know
these value-creation levers, but too
few understand and operationalize
the sales factors that affect them.

In most firms, projects are driven
by revenue-seeking activities with

customers, so customer selection
efforts directly impact which
activities the firm (knowingly or
unknowingly) invests in. Earning
more from existing investments
requires all elements of sales
productivity. Reducing the assets
devoted to underperforming
activities requires understanding
evolving customer realities and
therefore depends on communication
between the C-suite and the field.
And financing needs are set in large
part by capital on hand against the
working capital needed to conduct
and grow the business. The selling
cycle is usually the biggest driver of
cash out and cash in: Accounts
payable accumulate during selling,
and accounts receivable are largely
determined by what’s sold at what
price and how fast. So increasing
the close rates and accelerating the
selling cycle is a strategic issue, not
just a sales task.

If you and your team can’t make
the crucial connections between
strategy and sales, then no matter
how much you invest in social media
or worry about disruptive innovations,
you may end up pressing for better
execution when you actually need a
better strategy or changing strategic
direction when you should be
focusing on the basics in the field. As
I once heard Sam Walton remind his
executives, “There ain’t many
customers at headquarters.”
First Published in Harvard
Business Review.                            n
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For others, it implies they are
everywhere, kind of like an

omnipresent force hovering over
their marketplace compelling their
customers to buy from them. (Or so
they wish!)

Is Omni-Channel a Good
Thing?
Omni comes from a Latin word
meaning "all." Therefore, omni-

channel in its purest sense means
taking "all routes to market." 

But is taking all routes to market
a good idea? Clearly, there are
some examples where it doesn't
make sense. For example, the
Sears Catalogue was first published
in the late 1880s. For years, it
served as Sears' primary route to its
key market: rural America. Sears
didn't open its first store until 1925,

and even then, catalogue sales
remained strong for many more
decades. 

As we all know, times change.
American consumers became more
mobile, and it was no longer a
challenge to make into town to shop
at a Sears retail outlet - or one of its
competitors. Fast forward a few
decades and a version of catalogue
shopping is back, but it's all on the
web, and consumers in Ohio are
buying products directly from
retailers in Osaka. Sears finally
stopped publishing their famous
catalogue in 1993.

Why, Why, Why
If I were to ask a hotel conference
room full of salespeople why Sears
stopped publishing the catalogue,
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Are Your Results by Design or Default?
The Omni-Channel Customer Reality
It seems like everybody's talking about this term “omni-
channel” these days: the omni-channel customer
experience, omni-channel selling, and on and on. It’s clear
that different organizations have different definitions of
what exactly "omni" means. For some, it means having
both indirect and direct routes to market. 
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they'd probably tell me it was
because it wasn't making enough
money for the company. While
that's true, we need to dig a little bit
deeper to learn a lesson from this
example. Why wasn't it making
enough money?

OK, you say, it wasn't making
enough money because customers
didn't buy from catalogues anymore.
Good answer, but why didn't Sears
customers buy from catalogues
anymore?

The ultimate answer is that other
ways to buy emerged that were
more convenient, less expensive,
more enjoyable...pick the driver that
motivates consumers to choose
one channel over another.

The point of this example is that
Sears executives could have taken
a look at their dwindling catalogue
sales and decided they needed to
do something about it. But no
matter what promotions they ran;
no matter how they tried to hype the
glamour of catalogue buying, the
writing was on the wall: consumers
didn't want to buy from the
catalogue. In today's mobile, highly
connected world, true omni-channel
selling really means selling through
every channel through which your
customers want to buy. Or, at least
every profitable segment of your
customers. 

Assessing Your Omni-Channel
Strategy
When we work with a sales
organization, one of the first things
we do is help executives assess
their go-to-market strategy and
determine if the results they're
seeing are by design or by default.
Are your results coming due to

superb execution of a well-thought-
out strategy, or merely because
your customers are voting with their
hands and feet and choosing which
route they take to bring you their
money?

Take a look at a typical analytical
framework we use with a new
client:

l  First, we make a list on the
whiteboard of all the ways they go
to market —but we do so from the
customer's point of view. By
inquiring about the ways customers
can access their products and
services, it opens up the thinking.
Responses might include inside
sales, outside sales, cross- or up-
selling by support organizations,
marketplace alliances, web sales
and a wide variety of channel
partner relationships.
l  Then we ask the team what
percentage of their profitable
revenue comes from each of these
routes “from customer.” It's important
to look at profitability because when
it comes time to set strategy, we'll
want to know if a particular channel
is a net benefit or a drain on
profitability. 
l  Next, we ask what the trend is in
their organization for each of these
routes. Is the profitable revenue

growing, shrinking or staying the
same? Again, while a source of
funds may be growing, if another
more modest source is more
profitable, that could impact your
strategy decisions.

l  Finally, we investigate whether
the results are by design or by
default. The Sears catalogue is a
good example of a reduction in
revenue by default. Customers just
weren't buying through mail-order
catalogues anymore. Many
organizations will see a rise in
revenues by default through online
channels if their product or service
lends itself to being bought that
way. Other companies will see a
rise in revenue through integrators
when there are significant pieces of
the “whole solution” that the
customer buys that cannot be
bought any other way.

A by-design change would be the
result of a conscious decision by
the organization to promote that
channel. For example, when Sears
stopped publishing its catalogue,
the collapse in sales would have
been by design. Conversely, an
organization that just opened up a
new channel would hopefully see a
by-design rise in sales through that
channel.

We're not (yet) casting any
judgments based on the percentage
of revenue by route, or by the type
of rise or decline in sales. A by-
design change can be just as
beneficial to the organization as a
by-default rise and vice versa. If
customers want to buy through a
certain channel, we want to see a
rise in those channel sales. If a

First, we make a list
on the whiteboard of

all the ways they go to
market —but we do so

from the customer's
point of view. 



Rich Blakeman 

channel is no longer profitable, or
just doesn't fit our business model,
it makes sense to deemphasize or
discontinue that channel.

Making the Call
In order to round out the picture and
be ready to make judgments and
recommendations, we have to take
a look at one key outstanding
factor: the competition. We have to
dig into what the competitors are
doing and what's happening in the
marketplace. 

First the marketplace. How are
customers accessing similar goods
and services? What are the trends?
The analysis can get quite detailed
here. For example, many big box
retailers spend a lot of time
studying trends in cross-channel
interactions and consumer habits,

e.g., What percent of customers
shop online but then buy in-store
and why? Conversely, what percent
shop in-store, but then look for a
better price online? 

It’s basically doing the same
competitive analysis as we’ve done
for our client company. If you did
this same analysis for your top
three competitors, what would the
results be? Would their categories
be the same? Would the trends in
each category be similar to yours?
If not, you need to spend some time
asking yourself why. Maybe your
organization in the one that has
adapted to market trends. Or
maybe not. 

The Omni-Channel Customer
Reality
At the end of the day, the mantra is
simple: customers are going to buy
as they choose to buy, not
necessarily based on how you
choose to sell. The question is
more difficult than the answer:

Can you out-design and out-
execute your competitors, creating
an omni-channel customer
experience that is consistently
excellent enough for customers to
choose you first – regardless of
which route they choose? 

Rich Blakeman is the Managing Director of
Channel Enablers. Find out more by visiting here.
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World ….
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Clearly, those companies have
no doubt that contextual search

will eventually fundamentally
change the way we search and
locate information and content,
both personally and professionally,
especially for sales and marketing
organizations. What's more,

If you haven't yet paid attention to contextual search, it's
time you did. Contextual search is a form of web-based
search whose results are based on their value to the user
rather than their relevance to the query, as with traditional
engines. And it's nothing new: Leading companies have
been developing and investing in this functionality for years.

Traditional Search is Dying as Sales
Organizations Make Way for 'Context'



Doug Winter

contextual search isn't some
futuristic possibility. Companies
today, right now, are using it to
drastically increase the efficiency
and effectiveness of their sales and
marketing teams; and laggards will
soon be far behind the curve.

Indeed, three big names are
trailblazing the road to contextual
search, and their identities won’t
surprise you: Apple, Google and
Yahoo have been working for years
to offer search results based on
signals from and recorded
behaviors of users. (These efforts
include past searches and oft-
accessed web pages or apps.) Just
how large is this new craze?

According to Quartz, leading
search engine Google is “ready to
disrupt itself” with its Google Now
service. If Google is doing it,
everyone else will be (or at least
trying to) soon enough.

So far, contextual search is
really only affecting consumers
(e.g., mobile phone and Internet
searchers). But what does this
mean for businesses? More
specifically, where does contextual
search come into play for
companies’ internal content?

This is where it gets exciting for
sales and marketing teams. Right
now, many sales enablement
professionals, tasked with solving
the “spending too much time trying
to find the stuff we need” problem
that sales reps experience, believe
that the Google-style keyword
search is the only way to navigate
the mountains of content housed in
SharePoint, Box or any other
enterprise content management
(ECM) system.

But contextual search, unlike
traditional search, eliminates some
of the steps in the process:
Examples include typing in a
keyword that needs to be in a title,
to be tagged or to show up in a
document. In a contextual search,
the materials that a sales rep
requires in the context of his or her
selling situation are just there, and
the rep won't be bothered by seeing
thousands of other documents
show up.

Contextual search seems a bit
like sci-fi -- and, here, the spoon-
bending scene in The Matrix comes
to mind. Sales enablement
professionals think that traditional
search is the only way to solve the
problem of serving up relevant
materials to the field, like the
unbendable spoon Neo confronts.
Contextual search, however, is a
mind-bending paradigm shift in the
way that search occurs, because,
to the sales rep or the person
searching for a nearby restaurant
on her phone, you don’t actually
search at all -- at least not by typing

something into a search bar.
There is no spoon.
Whoa, as only Keanu Reeves

could say.
The key to how contextual

search delivers on its magic is the
fact that the most advanced

ECM systems are, like Google’s
search algorithms, much more
knowledgeable about the person
searching than we care to admit.
What you as a sales rep see is
tailored to you because when you
sign in, the system knows what
types of products you sell and in
what geographic areas.

Tie in customer data from your
customer relationship management
(CRM) system and now the ECM
knows what buying stage and
industry your prospect is in.
Leveraging that data, you as a a rep
shouldn’t then see a universe of
content you have to manually sort
through. Instead, according to Ring
DNA, you should see just a handful
of useful pieces you otherwise
would have spent 30 hours a month
searching for on your own,

All this leads to a logical
conclusion: The most forward-
thinking sales-enablement
professionals will latch on to the
same trend that we’re seeing in the
consumer market. That trend will
entail using contextual search to
solve the problem of sales reps
finding what they need. After all, a
sales team full of Neo's can’t be all
that bad.                                             n
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Doug Winter is the CEO of Seismic. Find out more
by visiting here.

All this leads to a
logical conclusion: The
most forward-thinking

sales-enablement
professionals will latch

on to the same trend
that we’re seeing in the

consumer market. 
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These companies, including
market leaders like Box,

Comcast, and Groupon, have
adopted not one or two, but all three
critical technologies needed for
tomorrow’s sales success:

1.  CRM 
2.  Marketing automation 
3.  Sales acceleration 

Most organizations, whether they’re
a small startup or a large Fortune
500 company, have been using
CRM systems for years. Marketing

automation has also quickly
become a business mainstay, with
more than 60% of top-performing
companies using marketing
automation. Without a doubt, these
systems have proved their business
value. 

But the companies that are the
early adopters of the third piece of
the puzzle, and embrace the sales
‘rule of three,’ are the ones best
positioned to get the upper hand
and long-term competitive
advantage in the changing sales
landscape. 

An Incomplete Customer
Profile
By letting every member on a team
quickly see where things stand at a
given moment, CRM systems give
companies an efficient way to
manage and store customer data.
But CRMs primarily maintain the
seller’s activities, the seller’s
interactions, and the seller’s
records.

Showing that a buyer visited a
website and clicked on a piece of
free content or offer, marketing
automation provides its own insight
regarding buyer activity. But, as sales
teams have discovered, this data
falls significantly short in its ability to
adequately qualify a buyer. Just
clicking on a marketing generated
mass email doesn’t indicate a
customer’s true buying interest. 

The rule goes that things in threes are more effective. 
And, if you take a look at today’s highest performing
organizations, you’ll see that the rule of three is definitely
working to their advantage.

To Beat the Competition,
Follow the Rule of Three



Suresh Balasubramanian

Because both CRM and
marketing automation only deliver
partial views, organizations can’t
create the type of customer profile
needed for the new selling
paradigm. Additionally, without
having this complete customer
profile, sales reps waste a lot of
time tracking down leads that
simply turn out to be dead ends. All
of this detracts from the time
needed to get a better understanding
about the most viable customers. 

Shining a Spotlight on Buyer
Activity
By augmenting CRM and marketing
automation systems with sales
acceleration technologies,
organizations gain a powerful trio
that delivers more insight on the
buyer side. As the early adopters
are already discovering, this new
‘set of three’ brings enormous value
– completing the buyer picture
while improving overall efficiencies.

The key to understanding why
sales acceleration is so critical to
the future of sales comes from its
ability to drive repeatable sales
processes. Two areas dominate

sales acceleration, and both power
repeatable sales processes that
increase the speed and timing of
the purchasing cycle: buyer side
engagement and automated tasks.

Buyer side engagement
analytics
With deep engagement analytics,
sales acceleration increases
understanding about the buyer, so:

l  Sales teams can see how long a
prospect views a document;
whether they’re more interested in
content related to feature A or
feature B; and tailor their follow-up
l  Sales teams can filter out
unqualified leads to focus their
efforts where they have the biggest
return
l  Sales teams get an advantage in
complex sales situations by
instantly receiving alerts every time
documents are re-shared and
downloaded, including profile
information for all recipients that
helps them quickly spot
stakeholders across multiple
departments in an organization

All of this gives sales incredible
insight into the purchasing process.
Furthermore, teams can reuse this
knowledge for future deals within
the account and as a repeatable
template for success across similar
accounts. 

Automated tasks
Sales acceleration delivers
automation that increases the focus

on core selling activities, so:

l  Sales teams can eliminate time-
consuming routine tasks – 65% of
businesses say their reps spend
too much time on non-selling
activities, limiting time to
understand client needs 
l  Sales teams get more unique
customer insights, such as which
content produces the highest
engagement, by combining analytics
with task and sequencing
automation
l  Sales teams get systems that
have been specifically designed for
them, with the features sales reps
need to personalize interactions
and engage with prospects in
context

Get the Edge with the Set of
Three
Top companies are always looking
for new ways to grow their business
and stay ahead of the competition.
Market leaders are rapidly adopting
sales acceleration tools to give
them that edge. 

To outperform competitors, 21st
century sales organizations must
have the set of three – CRM,
marketing automation, and sales
acceleration. Businesses that
embrace all three categories the
soonest will give their sales teams
the biggest advantage to increase
buyer understanding, strengthen
customer relationships, and speed
the purchasing cycle.                       n
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By augmenting CRM
and marketing

automation systems
with sales acceleration

technologies,
organizations gain a

powerful trio that
delivers more insight

on the buyer side. 
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In complex B2B sales, we have to
deal with various customer
stakeholders who come from
different functions, roles, and
backgrounds. Their degree of
involvement regarding a specific
situation is different, and their ideas
about how to master the challenge
are different across the customer
stakeholder community. Now, let’s
see what perspective means from a
sales professional’s point of view.

Providing perspectives is an
engagement and messaging
principle that enables salespeople
to create specific customer value at
each phase of the customer’s

journey and for each buyer role.
This principle allows sales
professionals to successfully
navigate complex customer
stakeholder networks in a dynamic
way.

Providing perspectives defines
the entire customer’s journey as
main design point. While the core
principle of providing perspectives
remains the same, the focal points
in each phase are different, which
evolves the principle to a dynamic
level.

Navigating CHANGE DYNAMICS
to get to a shared vision of future ...

As it turns out, for a lot of people,
lists – with their name on them – or
not – are a pretty big deal. I get it.
Everyone likes to see their name up
in lights, so to speak. I’ll be the first
to admit that I feel a little puffed up
with pride if I make the “top expert”
of whatever list. It doesn’t really
matter if someone created it as a
vanity or marketing list…it’s still
kind of fun.

Let’s talk about those “lists” for a
moment in a bit more detail. What’s
the point of them? Do they really tell
the real story about who has the
cred in any particular field and who

doesn’t? Where do they come
from? Who decided one person
made the cut when someone else
did not? Was there any research or
methodology behind the list
creation?

There are 3 types of lists that
I’ve seen:

1.  A list created by an individual
that includes people they happen to
follow and like.
2.  A list that is actually backed by
independent research with specific
criteria decided upon in advance ...

Read More Here u

Read More Here u
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