


I hope everyone now accepts that
standards of selling are spiralling

downwards alarmingly; the quality
of skills being displayed is now
worse than I have ever witnessed
and companies are investing less
and less in their front-line sales
teams - and yet are expecting
higher levels of achievement.

Have we become over-reliant on
technology and sales process?
Yes, I think we have. Rather than
using all these new tools to
compliment what we already had,
we have forgotten why people
actually buy, and we most certainly
have forgotten to take into account
how our customers and prospects
want to buy.

I challenge you to make your
way around the sales space today.
Read articles; check out adverts;
notice what webinars are being
promoted. I guarantee that 80%
refer to social media activity or
"prospect attraction" or lead
management etc. Less than 20%
offer advice on developing our
sales skills - it is almost as if it has

become passé to mention such
things.

So here is a wake-up call for all
front-line sales professionals and
the people who manage them. It
really doesn't matter how efficient
your lead tracking system is, or how
organized your CRM system has
compelled you to become, or how
much time you spend (invest)
cultivating your Twitter/LinkedIn
presence - if you cannot sell, you
are going to fail sooner rather than
later.

Of course the level of skills
required will vary, and be
dependent on the role, but we can
broadly divide the sales space into
four categories: Inside sales,
external sales, consultative sales
and sales management - each
require very different skills,
although obviously some are
"fundamental" and common to all.
For example, I cannot imagine
anyone succeeding for very long if
they lack communication skills, or
the ability to present, or they are
hopeless at planning or closing.

And if they are unable to qualify or
negotiate, they are not going to be
particularly profit-focused. Then we
must consider business
development and account
management ..

What's to be done? How are we
going to get the people who are
clinging desperately to the purse
strings to wake up, smell that
caffeine orientated aroma, and
realize that unless they act soon,
they won't have companies to run.

We face an uphill struggle,
because as I have suggested
before, investment in human capital
is now seen as a cost, not an
investment on the company's
balance sheet, with no obvious
return. So it is time for sales
professionals everywhere to take
matters into their own hands and
work to a new mantra: "If it is to be,
it is up to me" 
Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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You Will Not Succeed in
Sales Unless ...

http://jonathanfarrington.com/
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Christian Maurer describes
himself as a sales leadership

methodologist. He provides
consulting, training and coaching
to his global clients. Christian is

passionate about the primacy of
understanding customer needs.
While this concept is one most
sales organizations espouse, he
finds that it is not one that many

practice.
Most sales leaders, he says,

invariably first turn to the numbers
when they attempt to gauge sales
effectiveness. He feels while the
financials tell them where they are,
there are more telling parameters
to focus on that would impact
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Chasing the Numbers vs. Making
the Numbers
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results. Christian starts with a
simple definition of sales
effectiveness. For him, it is talking
to the right people, at the right
time, about the right subject, and in
the right way.

We know that is easier said
than done. To help his clients
increase their sales effectiveness,
Christian has developed a one
page Balanced Scorecard for
Sales made up of four levers. The
scorecard has its roots in the
original four perspectives (financial
customer, internal business
processes, learning and growth)
developed by Robert Kaplan and

David Norton, presented in their
book The Balanced Scorecard.
Christian brings two important
innovations to the scorecard. He
has translated their strategy
framework into a sales framework
with concrete steps and has
literally turned the scorecard on its
head to make it customer centric. 

Kaplan and Norton start their
scorecard with the financials,
which is where most sales
organizations focus. Christian’s
scorecard starts not with the
financials, but with the levers that
sales leaders can control: First and
foremost understanding the

customer followed by establishing
a sales process, and then
providing for learning and growth
of the sales and support teams, so
they can successfully execute on
the process. The final lever is
analyzing the data and financials,
which provide insights into
learning and growth needs of the
sales force. 

Inverting the framework is more
than a structural change. It is a
change in mind-set. Christian’s
reason for the inversion is that the
financials are an outcome. He
feels that sales leaders cannot
directly control the financials, but



The Linda Richardson Interview

they can manage the process and
people, and that is where they
should place their attention. He
says that while there is a plethora
of tools today, which offer pretty
dashboards that show what has
happened (KPI’s/lagging
indicators), these are rarely useful
for coaching, which would actually
improve performance. He
referenced Jason Jordan’s book
Cracking the Sales Management
Code which reports that about
83% of KPI’s that managers look at
on their dashboards and screens
cannot be managed, and only
about 17% of a sales manager’s
attention is focused on areas that
they can really manage and
change. 

He has a deep respect for the
numbers, but the problem he sees
is “that sales managers focus on
one primary thing: will they make
the numbers? And the higher up in

the organization, the worse this
becomes.” He sees the relentless
chasing of the numbers as the key
reason why it is so difficult to get
sales managers to coach.
Christian helps his clients redirect
their attention to understanding
their customers and how
customers buy, setting their
process, and putting learning and
growth initiatives in place - all
aimed at creating an outcome of
better financials. 

Central to executing the
Balanced Scorecard for Sales is
being clear on the mission of the
sales force. While that seems self-
evident, Christian sees a flaw in
how many sales organizations
think about and measure sales.
For him, the mission of the sales
force is to produce and sustain
sales (bookings). In the complex
sale, the issue of determining
when the sale is made is not that
easy. There is often a gap in time
between the booking of the sale
and when accounting recognizes
the sale (Sarbain’s Oxley) or even
when payments are made. In most
situations, he strongly supports
compensating salespeople on a
booking sales plan, and not a
revenue plan, so salespeople can
keep their focus on selling. Of
course, he recognizes there are
things salespeople can undertake
to avoid obstacles to revenue
recognition and to help facilitate
payment, but in these situations
the salesperson is assisting and
not being held accountable for

revenue recognition. He feels that
the later commissions are paid, the
less time salespeople focus on
core activities of selling. 

Christian is passionate about
the primacy of customer needs. He
believes that in today’s world,
sales leaders and salespeople
must understand the concept of a
“contribution and service attitude”
vs. only selling to meet quota. I
had not heard the term
“contribution and service attitude”
before, but it struck a cord within
me. It captures the desire to make
work have meaning and to bring
value with change. Certainly in
sales that starts with really
understanding the needs of the
customer. 

Christian’s Advice:
For Sales Managers
Understand how your customers
want to buy. Based on that,
determine your hiring criteria and
the training your people need.
Make coaching a priority, so that
your sales team can facilitate or
initiate the customer’s journey. If
you do that right, financials will
follow.

For Salespeople: 
Take an “outside in” - not an “inside
out” view. It does not matter what
or how you want to sell.
Understand your customer’s
buying journey to influence and
facilitate it.                                       n
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Find out more about Christian Maurer and The
Ultimate Sales Executive Resource here.

He says that while
there is a plethora of

tools today, which
offer pretty

dashboards that show
what has happened

(KPI’s/lagging
indicators), these are

rarely useful for
coaching, which would

actually improve
performance.
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No one formally taught me that
principle, it was something I

intuitively knew. Perhaps because
even at an early age, I’d had
enough buying experiences to
know the difference between
salespeople who cared about truly
helping me and those merely
looking to increase the size of their
commission check. 

Prior to the internet and social

networks, buyers, often having little
choice, had to put up with a buying
process largely controlled by the
sellers. It was a never ending cycle
of being pitched. Today, the data
shows clearly that buyer behavior
and their expectations of
salespeople have radically
changed. 

Largely uncontested is that
buyers have easy access to

information that aids them in the
early stages of their decision
making process. It doesn’t mean
that salespeople have no role in
early stage education, but it does
mean that by the time a
salesperson enters into a sales
conversation, buyers expect more
than the traditional feature dump or
product demo. They expect
salespeople to know how their
product capabilities solve their
specific business challenges. 

Sales predictability relies on a
number of factors, which include
people, process and technology.
From the people side of the
equation, a factor in consistent
sales success hinges on a

From the moment I stepped onto the sales floor of a major
retailer more than two decades ago and started talking to
customers, I have been a believer that our job as
salespeople is not to sell products, it is to work with
buyers to solve problems. 

Solve the Problem – Close the Sale



Barbara Giamanco

salesperson’s ability to problem
sell. Harvard Business Review
reported in their Winning at Sales in
a Buyer Empowered World
whitepaper, that “72% of decision
makers say the sales rep’s ability to
solve business objectives is a major
influence on their buying decision.”

Problem selling is a huge
opportunity for sales organizations
that want to break the cycle of
inconsistent pipeline and revenue
attainment. Salespeople often say
that they help buyer’s solve
problems, but do they really?
Problem selling means salespeople
know the unique problems that
each customer is facing. Armed
with that knowledge they then
skillfully adapt their skills, sales
strategies and behaviors to align
with the individual, changing and
complex situations of each
company they encounter. Instead,
salespeople typically sell the exact
same way to every potential
customer they meet. As noted in the
2015 MHI Sales Best Practices
Study: Decoding the Decisions
Dynamic, “salespeople must be
able to apply their knowledge to the
customer’s context and provide
perspective on how the customer
will realize success, as they define
it, using the proposed solution.
Salespeople unable to pass this
test are eliminated early, or worse,
dragged along as “spreadsheet
fodder”.”

When forecasted deals aren’t
closing, a careful analysis will
reveal that a major factor was that
the salesperson never understood
the problems that the buyer was
trying to solve. 

For example, let’s say that you

sell a business technology solution,
of which there are, in the mind of
the customer, a number of
companies offering a similar
service. You are meeting with the
person who has the power to drive
the decision to buy from you, the
VP of Sales. During the course of
the conversation, the buyer reveals
that he’s not completely sold,
because they have already
invested in the competitor’s product
with the result being limited
adoption among his sales
organization. He wonders why he
should pay for a similar service
when the one he has right now isn’t
working. 

And what happens next? 
The salesperson defaults to

what he/she has been trained to do.
Tell the Sales VP all about their
product’s features and pitch why
their platform is so different. The
assumption is that because the
product features are “superior”,
they will solve the buyer’s business
problem, except for one thing. The
salesperson doesn’t actually know
what the real problem is because
they missed the VP’s critical cue
and never bothered to investigate
further. 

The result is predictable. 
The Sales VP decides to let

sales operations figure it out and a
series of useless meetings and
demo’s ensues. Though giving the
impression that closing a sale is a
real possibility, a deal never
materializes and the salesperson
is left scratching their head

wondering why.

A better approach
Ask questions that uncover the
problems in the sales organization
that led to the salespeople not
adopting the incumbent’s solution.
In other words, they were not using
it. Why? Was there a problem in
how the sales operations team
rolled out the new product?  Were
the salespeople not trained
properly? Did the salespeople not
see value because they did not
understand how using the tool
would improve their sales results?
Asking strategic questions to
figure out what went wrong with
the implementation of the
competitor’s product is where the
sales conversation needed to go.
That’s problem selling. If the
implementation didn’t work with a
competing product, of course, the
Sales VP is naturally going to think
that trying to implement a similar
solution will lead to the same
outcome.

Once the Sales VP believed the
buying decision was a technical
one, which is the fault of the
salesperson, the seller’s product
was viewed as nothing more than
a commodity. Once that happens,
if you have a shot at a sale at all,
the focus will be on securing the
cheapest price.

Does problem selling take more
time? Yes, it does. The effort is
worth the investment!                     n
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Jeff Shore

All too often customers
associate the word sales with

negative sentiments and deeply
held biases. (For a full treatment,
see Daniel Pink’s book To Sell Is
Human – plenty of good research
on the topic of anti-sales thinking.)

The question to me is, “Why?”
Why the discomfort with sales?
Why the biases against sales? 

And, in many cases, why the
vitriol direct toward sales people?

The short answer: we earned it.
My guess is that right now there

is a voice inside your head saying,
“Yeah, but that’s not all
salespeople, and it is certainly not
me!”

Fine, I will give you the benefit of
the doubt on both counts, but that
does not make you (or me)
innocent.

Too many sales professionals
find very nice, polite, kind, warm
and generous ways to be
manipulative. The sale might not be
in the customer’s best interest, but
if that buyer feels good about the
exchange, well… no harm, no foul,
right?

I cannot speak for you, but I can
tell you that the passion to succeed
drives me to be the most productive
salesperson I can be. I enjoy the
process of converting leads. I like

objections. I appreciate the hunt for
the next sale, and it ticks me off
when my competitor wins a sale
that I had in my grasp. In short, I
want – no, I NEED to win.

But at what cost? Am I so intent
on winning a sale that I act against
the best interests of my customer?
Do I rationalize a statement or a
technique that moves the sale
forward? Do I think to myself or
even state out loud that I clearly
have the best offering for everyone
out there so it only makes sense for
me to steer buyers away from my
competition?

Like you, I tend to think that I am
looking out for my customers. And

even as I write this post, I believe in
my heart that I provide a valuable
service. And I believe that the value
I bring far exceeds the cost that I
charge.

At the same time, I know it is
healthy to constantly evaluate my
motives. I serve customers more
fully when I challenge myself with
the question, “Is this for them or is
this for me?”

Don’t jump to conclusions here. I
have no desire to let salespeople
off the hook with this conversation. I
have little tolerance for, “I don’t
want to be pushy so I will let them
come to me when they are ready.”

I just think it would be wise for all
of us to pump the brakes on a
regular basis, and to slow down
long enough to prioritize the most
important question: How do I
change this customer’s world?      n

Is Your Passion to Succeed In Sales
Actually Hurting Your Customers?
I have been thinking and writing quite a bit lately about the
disdain non-sales people express when they even hear the
word sales.
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In order to compete and grow
today, sales intelligence helps with

devising campaigns that target the
right customer by delivering the
right content in order to ensure a

successfully closed deal. Typically
sales intelligence can be defined as
“Sales intelligence refers to
technologies, applications and
practices for the collection,

integration, analysis, and
presentation of information to help
salespeople stay up to date with
clients, prospect data and drive
more business.”

Campaigns based on sales
intelligence enable sales
professionals to stay in front of
customers for longer durations. The
sales team shouldn’t be wasting
their precious time on crafting
follow-ups for prospects that aren’t
ready to buy. Instead, they should
identify interested prospects with
the help of accurate engagement

Sales Intelligence is where firms are willing to invest
heavily. Competition nowadays has reached new heights
globally. Along with that, the customers are also becoming
more difficult to sell to as they are much more literate
about alternatives and our products. Thanks to the
internet, nothing can be hidden now.

Sales Intelligence is the Next
Sales Gold Rush



Fileboard

data and start automated nurturing
campaigns. These campaigns
nurture the prospects over time and
at the same time eradicate the
manual process for sales.

The added advantage is that
while the goal is to help the sales
team, the campaign can be handled
mostly by the marketing team. The
only thing that needs to be ensured
is that there is ample
communication between the two
teams. The sales reps would act as
advisers to the marketing team who
would be on the front lines dealing
with the leads.

Arm your sales team with
sales intelligence
Here are a few tips that would help
you design smart sales nurturing
campaign.

Focus on the goal
The nurturing campaign is a means
to an end so you should first decide
the goal that you want to achieve.
Goals can be qualitative and
quantitative. Qualitative goals will
help you in developing the best fit
sales nurturing strategy for your
company. On the other hand,
quantitative goals will help you in
determining the scale of your
campaign.

Share the right content
The content that you share with
your prospects should be
consistent. Try to communicate
content that can be backed by the
products that you have in your
inventory. Moreover, use the
concept of sales funnel when
sending content to the prospects.
Leads in the top of the sales funnel

look for basic information, leads in
the middle of the funnel look for
solutions to a particular problem
and leads in the bottom are the
ones who are poised to purchase
you product. They are ready to buy
your product. Don’t make the
mistake of offering bottom of the
funnel content to someone who has
just given you a sign of general
interest and not of readiness to buy.

Sales intelligence tools
integrate with social streams
to provide additional
information about a prospect
Keep it short & simple
Ideally, you should stay focused on
one topic in the email. This will help
in keeping the email brief. Try not
showing off by adding custom
HTML, cool fonts or multiple
images. The lead should be able to
get to know the value that you
provide to them in just a glance.
Remember to mention the next
steps that they have to follow.

Keep track of your customers 
In order to find out whether your
strategy is an effective one or not,
you must track the behavior of the
prospects after the nurturing
campaign is implemented. With up
to date sales and marketing
technology, teams can track down
how many times emails are
opened, who clicks on the links and
who downloads the material
provided. Marketing automation
generates reports that can help
diagnose the sales funnel and what
part of the cycle each prospect is in.

Firms that make best use of
sales intelligence such as lead
nurturing campaigns see a
significant upward change in their
performance.                                     n
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One way to move leads forward
is with insights tied to the

prospects’ needs. Insights don’t just
appear. They, much like eventual
B2B sales, come from a gradual
process. In this case, the process
starts with data and moves to
intelligence before becoming
actionable insights that B2B
salespeople can act upon and use.

Making a sale is a gradual process, especially in the B2B
space. Salespeople work tirelessly to establish
relationships with prospects, build trust and demonstrate
their company’s ability to solve a problem with its
products or services. The step-by-step approach isn’t
quite an exact science. It takes time to nurture a lead and
pinpoint the best time to start pushing a bit more. 

Why Salespeople Need To Understand
The Difference Between Data,
Intelligence And Insights



Roseanne McCauley

We all have access to more data
than ever before. Just having big
data isn’t a competitive advantage,
nor is business intelligence.
Databases with granular bits of
information are a good starting
point. The information needs
analysis, though, to apply the
proper context and become
intriguing talking points that appeal
to decision-makers. Insights
change the paradigm of sales
conversations and inform
salespeople when it’s time to act.
How, though, do we define data,
intelligence and insights?

Data
Data is where it all starts. Every
basic piece of information related to
prospects is an example of data:
the regions in which they do
business, company size and annual
revenue or profit. Raw, hard facts
are all pieces of data to inform the
approach to a sale with a specific
prospect. Firmographic and
demographic data needs to be
collected and available to
salespeople. However, it’s only a
starting point. Data needs context
to be of any value.

Intelligence
As sales departments gather data
on a prospect, combining bits of
information will offer some
conclusions about the organization.
This is intelligence. Business
intelligence, for example, takes
disparate data points, such as a
recent series of hires and some IT
infrastructure upgrades, and helps
salespeople glean a relevant frame
of reference about the prospect.

Insights
Insights developed from data and
intelligence tell salespeople when
to target certain prospects and how
to compel sales. Insights lift the veil
to major market trends and
behavior and inform sales
strategies. From the timing of
outreach to the specific product or
service specifications likely to
appeal to the prospect, insights are
the product of data and intelligence.

Insights make sales team work
efficiently
Integrating a platform for managing
data and using analysis to process
it helps glean relevant insights.
Solutions designed specifically for
these tasks help keep sales teams
free to target their prospects most
effectively. Salespeople don’t want
to spend hours trying to extrapolate
meaningful intelligence and insights
from data; they want to be speaking
with prospects and nurturing
relationships. As important as the
information is to the sales process,
businesses need to arm their
development teams with the tools
that automate some of this work.
That said, salespeople need to

actively leverage their insights,
whether it’s a fact-based conclusion
or predictive analytics, to keep
prospects engaged and close
deals. Moreover, insights make
teams more efficient. There’s no
time wasted throwing irrelevant
information at prospects, hoping it’s
what will make them convert.
Insights make conversations more
meaningful and cut down on
unnecessary phone calls to
prospects.

B2B buyers have come to
expect blindly made sales calls that
offer no valuable information. With
real insights, salespeople stand out
from the pack, effectively
controlling the sales process and
demonstrating a commitment to
working with a prospect as he or
she makes a decision. Insights
reveal sales triggers and concepts
most relevant to individual targets.

Sales executives and team
leaders like to talk about building
relationships. Selling isn’t just about
money, especially in the modern
economy where customers have so
many options. Insights don’t just tell
salespeople how to close deals –
they help salespeople understand
the best way to nurture a lead,
close a specific deal and foster a
customer relationship.

Want to give your sales team more
insight? Check out Avention’s blog
to learn more about arming your
team with the right information.      n
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Roseanne McCauley is senior vice president of
enterprise sales at Avention. Find out more here.

B2B buyers have come
to expect blindly made
sales calls that offer no

valuable information. 
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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
http://www.avention.com/blog/?&utm_source=LinkedIn&utm_medium=Organic&utm_campaign=ExecBlogSeries&utm_region=Global
http://www.avention.com/
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How secure and confident do
you feel about your level of

business competence and your
ability to execute in all sorts of
business scenarios?

How secure and confident do
you feel about your leadership’s
and management’s business
competence?

There’s nothing wrong about

coming to terms with areas of
overlap and redundancy and
defining gaps in capabilities and
mindset in your organization. As
long as you have made your
employees feel secure and
comfortable with being invited to
participate in this conversation. As
long as your business competency
as a leader isn’t in doubt.

As long as you are prepared to
listen.

Working together with various
levels of management from shop
floor to C-Suite can help your
company become more committed
to creating a better tomorrow for
everyone. That is your healthy
organizational goal: when
everyone, clearly, is committed to
having each other’s backs.

Helping your employees
(including yourself) achieve
business competence can be a
major factor in catalyzing your
business to a new level of

Business competence refers to the collective set of
capabilities, including knowledge, skills, dedication,
mindset and commitment, which allow you to be effective
in a job or situation.

Is Your Business Competence Showing?

http://ceoworld.biz/2014/09/03/increase-productivity-profitability-continued-learning


Babette Ten Haken

productivity and profitability.
While there is a lot of

“leadership” talk being talked these
days, providing opportunities to
continue your employee’s
education once in the workplace,
may be the first “thumbs up” they’ve
received since leaving high school.
Yes, I just said high school.

While companies may take a
look at professional development
based on pay grade, they
marginalize or minimize the
importance of some of the greatest
assets of their organization: the
people who work on the lines, on
the loading dock and in an
administrative or customer service
function.

Some of these folks were told
when they were in high school that
they weren’t good students. They

believed the teachers who doled
out this pronouncement. Now they
are living out what they believe is a
self-fulfilling prophecy.

When you acknowledge your
employees by “buying in” to
developing their business
competence, they become more
invested in your company.
Sometimes it is a matter of a
certification in quality or CNC-
machining, which can be their
springboard to a bigger educational
goal. Sometimes it is a matter of
letting them know that they are no
longer invisible within your
organization.

If this task seems daunting,

perhaps it is time as a leader or
manager for you to examine your
own level of business competence
as well. The knowledge and skills
that got you to where you are today,
well, may be insufficient to lead
your company into tomorrow.

A bit of healthy leadership
introspection goes a long way,
especially when times are good and
you have a positive revenue
stream. Why wait until you discover
your business is in crisis mode?

What is the first order of
collective business competence
that you will address next month?  n

Babette Ten-Haken is a management consultant
and business coach. Find out more here.

Join This Week’s Discussion …

When we think of all the skills and attributes necessary
to succeed in a frontline sales role today - to be one of
the very best - what are the top 3? What do you think?

Please share ...
Please join the discussion HERE

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

http://babettetenhaken.com
https://www.linkedin.com/grp/post/1857130-6040449812212572163?trk=groups-post-b-title
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Book & Contributor of the Week

Kevin has more than 30 years of
experience in every aspect of sales,
sales management, and sales
training. Early in his career, Kevin
was a sales representative,
account executive, sales manager,
and district general manager during
a distinguished career with Lanier
Worldwide, a Fortune 200
company. Frustrated with the lack
of customer focus on most sales
approaches at the time, he founded

his own company in 1989. Since
then, Kevin has delivered sales and
management/leadership training to
tens of thousands of tenured
salespeople and sales managers.

Kevin has a second book, Slow
Down, Sell Faster! Understand
Your Customer’s Buying Process
and Maximize Your Sales that
breaks one of the most entrenched
myths of selling: that a faster sales
pitch leads to a faster close. It

follows in the path of his first book,
Getting Into Your Customer’s Head:
8 Secret Roles of Selling Your
Competitors Don’t Know, which
was selected one of the top 30
business books of 1996 by
Soundview Executive Book
Summaries.

Kevin’s formal education
includes a B.A. in Business
Administration from California State
University-Chico, and extensive
post-graduate work at U.C.
Berkeley on the subject of
instructional design. Kevin and his
wife, who have two children, live in
the Reno-Tahoe area.                      n

“The world of relationship selling has not died. It has
taken an evolutionary leap forward. If you want to be
powerful in this new world of selling, you need the
insights Colleen Stanley teaches in Emotional
Intelligence for Sales Success. Any salesperson,
regardless of market or years of experience, will take
away priceless nuggets on improving his or her
connection and effectiveness with buyers.”

Tom Searcy, author of Whale Hunting: How to Land
Big Sales and Transform Your Company
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Kevin Davis -  Top Contributor of the Week
President of TopLine Leadership Inc.

TopLine shows companies how to dramatically increase
top line revenue growth by implementing a consistent
sales process based on a deep understanding of how
customers buy.

See what other readers thought and buy here

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
http://www.amazon.com/gp/product/0814430295?ie=UTF8&isInIframe=1&n=283155&redirect=true&ref_=dp_proddesc_0&s=books&showDetailProductDesc=1#iframe-wrapper
http://toplineleadership.com
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Some of the most passionate people you’ll ever meet when it comes to
business information applications, data, and sales enablement are

charting the course for Avention. 

Solution of the Week

http://www.avention.com/?utm_source=Top%20Sales%20World&utm_medium=Top%20Sales%20World&utm_campaign=Top%20Sales%20World
http://www.avention.com/?utm_source=Top%20Sales%20World&utm_medium=Top%20Sales%20World&utm_campaign=Top%20Sales%20World


Top Sales Article & Blog Posts

This Week’s Top Sales Article
How to Plan the Perfect First Sales Meeting
by Phil Kreindler

Here is one scary statistic that will
make reading this blog worthwhile –
in our recent research we found
52% of customers were dissatisfied
with their first meeting with a
potential vendor. Even if you are in
the top 48% you want to stay there
– here’s how to do it

You only get one chance to
make a good first impression

It sounds like the sort of thing
your Mum or Dad might have said
to you. And they were right. But
before we get onto the how, let’s
just remind ourselves why it’s so
crucial to make a good first
impression.

First, it takes a lot of effort to get
a meeting so you are wasting
valuable resources if you don’t
make good use of it. Secondly,
getting the first meeting right builds
trust – the most valuable asset you
can have in the customer
relationship. Thirdly, as the statistic
above suggests, you can
differentiate yourself by doing a
good job at the first meeting. And if
you get the first meeting wrong and
the competition get it right your first
meeting will be your last one.

Some critical questions ...
Read More Here u

Since the organization of Major
League Baseball in the 19th
century, the New York Yankees
have a .567 winning percentage,
higher than any other MLB team.
The Yankees, like every other team,
have always had to play the next
team on the schedule. We could
speculate that if they could have
chosen which team they played and
when, their 112-year winning
percentage might be .900 or higher.
CSO Insight’s 2015 Sales
Management Optimization Study
data indicates B2B win rates are
only 47.9%, lower than the 49.3%

odds of winning at craps in Las
Vegas. Playing the games you
know you can win dramatically
increases the odds of winning, and
increasing win rates is one of the
best ways to improve sale
performance. Increasing your win
rate by 5% would have a significant
impact on top line revenue growth.
For this reason, it is important to
qualify leads and prospects before
sales professionals expend their
time, energy and the company’s
resources in pursuing an
opportunity ...

This Week’s Top Sales Blog Post
Winning Starts at the Top of the Funnel 
by Tom Chamberlain

Read More Here u
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http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
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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...

http://www.avention.com/
http://corporatevisions.com/
http://www.fileboard.com
http://www.frontrow-solutions.com/
http://www.pgi.com/imeet/
http://www.infoteam-consulting.com/
http://www.knowledgetree.com/
http://livehive.com/
http://www.membrain.com/
http://www.mhiglobal.com/
http://www.objectivemanagement.com/
http://www.pointclear.com/
http://www.saleselement.com
http://www.seismic.com/
http://www.toplineleadership.com/
http://yooba.com

