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Commoditization virtually eliminates seller
buyer human interaction and, at the time of
writing this, it is a B2C “phenomenon.” It is of

course due largely to consumer’s new affection for
online shopping via the Internet and sales
organizations desire to capitalize on the breadth of
audiences they can reach, and the lower costs of
sales and delivery.

However, it would be foolhardy to not anticipate
that, as buyers continue to become increasingly self
educated about our products, companies and our
market sector, the sales role in many industries will
undoubtedly become diminished. The role of sales is
shifting to a consulting model that brings expertise in
the areas of business, industry, company,
stakeholder, and capabilities.

While the role of the order taker salesperson will
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There is an air of
inevitability that at some
point, in the not too
distant future, many of

the tasks now routinely handled by
“salespeople” will become automated –
in fact, it is already happening.

Selling: The Survival of the Fittest
go the way of the Internet, for the complex sale for
the foreseeable future, the role of the salesperson is
secure. There will always be a place for the
professional business consultants – the “Top 5%
Players.” These people consult more than sell, as
they assist their clients in making sound buying
decisions.

I am not a clairvoyant, but in working with
salespeople, sales leaders and customers, a vision of
sales is emerging. Let me share those ideas…

The ability to gather and analyse data will help
salespeople be more precise in identifying
customers and anticipating their needs, so they get
to them before those customers get to the market.

Everything will be more precise. I see sales
organizations not having a defined sales process, but
rather multiple processes for renewals, new
business or accounts at risk, etc.

Telephone and online conferencing will be the
way of the sales, and facetoface will be reserved
for major deals and major milestone points in the
sale.

Sales training will go to the Universities as the
foundation with majors in sales (currently this is
starting to grow).

As machines get smarter, they will do more of the
work – will they be personal assistants, provide sales
coaching, figure out pricing, set the sales strategy



Editorial

and so on? How far am I looking out—maybe 10
years?

So how does a sales organization survive in this
current changing world? How do we get ready for
the world of sales hot on its heels?

I see two avenues that are vital… The first is
expertise and the second is relationship. I see the
second as the greater challenge.

Expertise is exactly what customers are looking
for today. The bar has been raised for sales
organizations in how they select and develop their
people. Customers will spend time with salespeople
who they believe will bring them relevant expertise,
and who will help them solve their business
problems. In the content era, expertise was product
expertise, but today it goes far beyond that to
business acumen, industry knowledge, company and
stakeholder knowledge, and team leverage
knowledge and access, etc.

Relationships: Technology has given us so much,
but as young people rely more and more on online
communication, they are not developing relationship
skills such as the skills to read people’s expressions,
read body language, or tone of voice. People need to
relate, they need to trust and to use intuition in
making decisions. Research shows emotions are
more a factor in decisionmaking than data (David
Brooks). The need to connect is hard wired into
people.

But my concern is salespeople and customers
alike will not have the skills needed to connect. The
ability to connect and build relationships will be the
big differentiator. 

It is the ability to earn trust and connect built on
transparency, vulnerability and genuine concern in
working with customers to bring value, that will help
them grow their business. Young people would
rather send a text than use the phone. Facetoface
is warmer than phone and video, and both of those
are warmer than text. Computers will win out with
data, but making emotional connections is the
advantage humans bring to the table.

Sales 2.0 gave us improved technology and did

accelerate the rate at which more and more sales
teams went inside. The image that we had of an
inside sales professional performing routine tasks,
cold calling, dealing with account administration
issues, and all the time looking enviously out of the
window as their external sales colleagues drove
away in the expensive company cars to wine and
dine clients, has now been replaced. Today’s insider
is a career professional who is able to manage the
entire sales/buying process from open to close,
utilising video technology when required – they are
no longer simply on the first step of the sales career
ladder.

Obviously, economics has played a big part in this
lemminglike rush for companies to convert their
sales teams – it is not all technology influenced.
Typically, an outside sales team costs twice as much
to run as an inside one, which makes it a nobrainer
in most scenarios especially here in the UK, where
one could be forgiven for thinking we are attempting
to create the largest car park in the world, stretching
from John O’Groats to Lands End, and sideways
from Felixstowe to Anglesey!

Survival, let alone reaching a Sales Superstar
status, requires significant changes in our worldview,
how we think about ourselves and how we think
about our relationships with key stakeholders. We
are faced with new ways of thinking, many of which
directly challenge what has proven successful in the
past.

Despite my predictions, we all know that nobody
has a crystal ball! Perhaps the way to look at the
future of selling is to compile a team consisting of a
sales and marketing professor, a technology
professor from MIT, maybe someone from Apple
and Disney, a few buyers and, for good measure, a
science fiction writer – history has shown writers
like Ray Bradbury have been truly prophetic.

Sales organizations have a long way to go!           n

To read more of Jonathan's articles, posts,
white papers and thoughts visit his

personal site  here
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PGi, the world's largest dedicated provider of
collaboration software and services and
Christine currently leads a topperforming

team of sales managers and account executives,
driving revenue for the company through new
customer acquisition. 

JF:  First, tell us about yourself and the sales
organization that you run.

CP: I’m primarily tasked with finding new business
for PGi. I grew into my leadership role after starting
as a collaboration software sales engineer five years
ago. I now run a team of fifteen sales reps, whose
territory covers the center of the US. My team is
dispersed, with offices in Chicago and Austin, and a
few sales reps who work remotely from home. I
have team members in six states. 
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The Modern, 
Technology Savvy VP of Sales

It was an immense
pleasure to catch up with
Christine Pavalon this
week and better

understand how she is fully utilizing
technology to both manage and coach
her teams remotely. 



The Jonathan Farrington Interview

accountability. The expectation is you know what
the call standards are and if you are not prepared
then you don’t add any value in attending.

Additionally, we use our iMeet technology for
oneonones, business strategy and maintenance
conversations, plus a weekly team meeting.
Everyone can be seen, heard and engaged. The
technology fosters personal connections and that
makes us more successful as a team. 

That being said, I don’t force my reps to attend
every internal meeting  that would stop the flow of
business. If a prospect wants to meet, I want my reps
in that revenuegenerating meeting. We record and
share internal team meetings so any absent reps can
watch it later on. Trying to huddle up 15 people, all
with conflicting schedules is difficult. After a
meeting recording is sent, we circle back to the reps
that watched the meeting playback to ensure they
understood what was discussed and address any
followup questions. 

JF:  Presumably you coach and guide your sales
reps through these virtual meetings?

CP: Yes, and we also record meetings with
prospects. Cold calling, email and networking events
was the old sales way. And cold calling still works for
us, my reps are good on the phone. I measure the
appointments set by reps each week. I look at how
many meetings were held. You can see pretty
quickly if there’s a disconnect. For example,
someone might have high activity but it’s not
translating into opportunity. The first thing we’d do
in that case is look at the recorded meetings where
the rep was on their own. If a manager can look at
meeting or pitch, we can quickly identify problems
or things to be improved. Maybe the rep let meeting
end without securing next steps. Or they need to
customize their message to the audience, by
researching the prospect’s website, for starters. 

As a manager, you can only see these issues upon
close inspection. If you are trying to diagnose why a
rep is operating at a Blevel, you have to see why, in
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JF:  I know from personal experience the
challenges involved with leading remote teams,
what advice would you give to someone faced with
managing a remote, dispersed sales team? 

CP: Although we are dispersed, my team
communicates effectively daily. Collaboration and
communication is so critical to everything that we
do. It’s very important that we operate as a team and
hold each other accountable to goals. 

We meet virtually a couple of times a week, using
PGi’s web conferencing solution, iMeet, and we
always use our webcams so we can see each other. I
try to include a movie clip or sports clip to keep
things light or inspirational (when needed) and to
keep the reps engaged in a meeting. 

My Sales Directors lead a “newnew” virtual
meeting once a week, where we only talk about
deals cultivated during the week. If a rep does not
have a “newnew,” they are asked to leave the call,
which leads to personal as well as team



order to help them to upgrade to an Alevel. Even
for my best reps, I revisit their meeting recordings 2
3 times per year. Reps that need more coaching, I
revisit monthly. 

The Salesforce activity, the dialing numbers,
that’s only half of the story. You have to be able to
see a translation from activity to opportunity and
when there is a disconnect, looking at recorded sales
meetings allow you to inspect and uncover what’s
going wrong. 

JF:  OK, so we have a virtual meeting tool what
other sales tools would you say are essential to you
as a sales leader (for management/oversight) and
to your sales reps (enabling them to meet quota)?

CP: As a leader, Salesforce.com is king. That’s where
we measure our funnel, activities, and opportunities.
If it’s not in Salesforce.com, it doesn’t exist. I’m held
accountable by my bosses by what is in
Salesforce.com, so I hold my reps accountable based
off Salesforce data. 

Now, how do you populate Salesforce.com with
Opportunities? Cold calling is not dead for us. We do
very well setting appointments. We use ZoomInfo as
a sourcing tool for lists and prospect contact data.

LinkedIn Sales Navigator is a business
encyclopedia – if you want to know about a
company, recent developments, see who you are
mutually connected to, reps should be using this for
research before reaching out with messaging in an
attempt to set an appointment. 

PGi recently launched a new purposebuilt sales
tool called iMeet Sales Accelerator and my team has
100% adopted it. iMeet Sales Accelerator allows you
to create a video message, accompanied by
marketing material that you can send prospects or
customers. The great thing about these video
messages is that they aren’t voicemails that get
deleted, and it’s not an email that looks like spam.
The material is personalized and more engaging. My
reps can post a broad message to LinkedIn or other
social networks, or create a pointed onetoone

message. They get realtime analytics so the reps
can see who has opened the video and thus follow
up with those people more quickly. 

We have a 2% appointmentset rate off of
standard emails. We’re experiencing a 12% set rate
from iMeet Sales Accelerator. The videos can’t be
long, no rambling. People are hungry for video, they
engage with video. My team is using video to set
their appointments for the week. These videos get
people’s attention – it’s something they’ve never
seen before. Going back to the inspections I
mentioned earlier, I’m able to review my reps
outgoing messages in iMeet Sales Accelerator as
well. 

JF:  You’ve talked a lot about how your sales team
uses video – for internal and external meetings,
attentiongrabbing prospect communications. Are
there any other ways that your team uses video in
the sales process?

CP: We use video in customer service fashion. After
a meeting is held, my reps send an iMeet Sales
Accelerator “thank you” video. Or if we have a
customer service question or issue, we reply back
using a video with an attachment. When prospects
or customers see one of our iMeet Sales Accelerator
videos, they immediately see how they can use the
tool within their own companies. The response has
been amazing. 

My reps also use video as a way to stay in touch
with a prospect. For example, if a rep sees a good
article relevant to a business case, they’ll send it to
the prospect via a video introduction. 

People want to work with people who care about
their business. Personalized videos lend themselves
to nurtured, customer service approach. 

For example, we were recently working with a
home builder company. They sell you a home, you
have a warranty. One of the ways they are thinking
about using iMeet Sales Accelerator is as a video
thank you for buying a home. Clients are coming up
with their own unique use cases. 
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We have also seen these personalized videos
lend themselves to referrals. We send an iMeet
Sales Accelerator video – they are impressed, and
forward to someone else. In the meantime, my reps
can see this activity which triggers more
conversations. 

We see that with video, some people see the
value and are willing to use webcams. Others are
uncomfortable with webcams. You don’t have to use
your webcam if you don’t want to. 

JF:  Changing tack slightly here, what has been
your greatest sales challenge in 2015?

CP: Prioritization. Look at clients and prospects, they
are all wearing so many hats, have so many
responsibilities. Unless you have hair on fire because
something is broken or there is a quality issue, it’s
difficult to get focus on our solutions. Collaboration
tools, meeting tools are the air that we breathe.
People are in meetings, conference calls all day long.
It is a businessessential tool, but it’s a matter of
prioritization amongst other pressing initiatives. We
have to stay focused on progressing the business
and educate and inform clients of changes that will
benefit them in the long run. We have to be the
consultant in this process. 

JF:  Where have you seen the most success?

CP: PGi has done a great job of providing the sales
organization with a portfolio of solutions that we can
provide our clients. We’ve done extremely well in
the areas of video, as I’ve mentioned earlier. Our
new iMeetLive tool (webcasts, streaming video
technology) is a hot topic right now, there’s a lot of
interest and focus in this area. Part of our success is
riding the wave of focus on video and PGi truly does
have great tools. Plus, there’s a solution in our
portfolio for everyone, in different departments and
industries. 

The other thing we’ve seen success in, is our
initiative to “sell local.” Looking for business in our

backyard. I sit here in Chicago, there are a ton of
businesses right outside of our door. I could have a
rep here in the Chicago office calling into Nebraska,
but we also need to make sure we are taking care of
the businesses nearby. For example, people in
Minnesota buy from people in Minnesota. They
want to have coffee, lunch, they want to see you.
That’s not to say that selling remotely doesn’t work,
because it does. Let’s make sure we are penetrating
the markets where we are.

Again, the inspection is important for success.
We are using iMeet Sales Accelerator as a marking
mechanism in our blitz tools. I measure dials, how
many appointments the team gets from that effort. I
measure emails, how many appointments come from
that. Now I’m looking at how many videos they
make, how many appointments come from that.
That enables me to see that my penetration rate
using iMeet Sales Accelerator is higher, so I guide
the team to throttle up use of that tool. Or if a
particular message is driving more appointments,
then we focus more on that message. It’s powerful
for me as a leader to look at the analytics and see
what’s working and what’s not, in order to accelerate
our business. 

And finally, great people are an important part of
our success. I’m fortunate enough to have a great
team that supports each other and comes together
with common goals – you get where you need to go.
I always say to my team, we don’t want to be the
tallest pygmy. It’s great that we’re number one, but
how do you keep growing, how do you get better? In
sales, it’s a “what have you done for me lately?” kind
of world. You close that big deal, so congratulations,
but then what’s next? We’re going to have to keep
upping our game. What worked in 2015, may not
work in 2016. We have to learn more tricks, keep
utilizing our own technology to get in front of clients
and continue to have pertinent conversations. iMeet
Sales Accelerator will help us do that.                         n

Christine Pavalon is Vice President
of Sales at PGi. Find out more here
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They simply adapt the basic principles. Sales
enablement leaders must define the principles
of how to create value messages. Then,

salespeople can adapt specific value messages
(recipes) to suit the individual buyers' contexts and
concepts.

The inability to communicate value messages is
a key inhibitor to sales success.

Three years of surveys have shown that this is
the top inhibitor to sales success. Improving the
ability to show strategic value is now an urgent sales
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Value Messaging 
Goes Dynamic And
Requires A Dynamic
Framework

Experienced chefs don’t
need a separate recipe
for each menu variation
they create. For example,

once they have learned to cook a
risotto, they can create lots of different
variations with ingredients such as
mushrooms, pumpkins, zucchini or
spinach. 

management effectiveness priority, according to our
CSO Insights 2015 Sales Management Optimization
Study. 

Organizations still struggle with value messaging.
Value messaging training is not ranked very
effective, according to our CSO Insights 2015 Sales
Enablement Optimization Study: 53.4% reported that
value messaging training needs improvement or
major redesign. Also, messaging guidelines seem to
have similar challenges regarding effectiveness:
52.6% reported that messaging guidelines need
improvement and major redesign. It’s interesting
that the training services and content types we’ve all
known for decades, such as product training,
process and methodology training, product sheets
and brochures are ranked as much more effective.
While the results might reflect respondents’
“comfort zones,” there is no doubt that organizations
have challenges providing and executing effective
value messages.

Value messages are only effective if they are
designed from the customer’s perspective and
tailored to different buyer roles and customer’s
journey phases.

Buyers are not interested in getting information
on something they already know, such as features
and functions. Instead, they want value messages
that focus on their issues and business goals,
messages that create value by highlighting how they
can achieve their business objectives better and
faster. But it is precisely this “customercore”
approach to value messaging that remains a
challenge for many organizations.

Many organizations are still designing around
products. This leads not only to productfocused
content (and training), but also to a situation in which
product management and marketing teams compete
against each other to get the sales force’s attention,
not to mention the customers’ attention. In these
insideout, productoriented environments, it’s
difficult to drive change towards a customercore
approach, and to create value messages based on
the customer’s journey, the related buyer roles and



Tamara Schenk

customer business challenges. 
There is no “one size fits all” value proposition –

value messaging goes dynamic.
Customers decide how they want to connect and

collaborate with salespeople, and they also decide
how to calculate value, their value. In a nutshell:
every customer makes every decision differently,
every time. Consequently, we cannot expect to be
successful with “one size fits all” value propositions.
Instead, in our customercentric world, organizations
need dynamic value messaging frameworks that
consider the relevant messaging criteria and
different focal points and goals in different buying
situations throughout the entire customer’s journey.
Examples of messaging criteria include the relevant
buyer roles, the different phases of the customer’s
journey, the customer’s context, the buyers’
different approaches to how to tackle the issue and
the desired business results and wins. 

Furthermore, value messaging also depends on
the specific buying situation. If a customer is in a
renewal situation, they know exactly what they want
and don’t want. But if they have to tackle a challenge
they haven’t dealt with before (such as buying their
first virtualization software, or their first business
process outsourcing), they will need different value
messages, and they’ll need them earlier along their
customer journey.

The value messaging types along the customer’s
journey are value hypothesis and value propositions
in the awareness phase, specific value propositions
in the buying phase and value confirmations in the
implementation and adoption phase.

Building a dynamic value messaging
framework 

The enablement effort to design, create and deliver
dynamic value messages must not be
underestimated. The complexity of various elements
that impact the different value messaging types (as
defined above) can be overwhelming. The core idea
to drive efficiency is to create messaging modules

that can easily be tailored by salespeople. A few
criteria help enablement leaders to build their
messaging framework initially: 

l  The enablement production process used as a
foundation:
Such a process defines how and from whom
value messaging content is designed, created,
localized, provided and tracked. 

l  Defining messaging modules:
The most important buying situations and buying
roles should be identified to increase the value of
modules and limit the number that need to be
created.

l  Consider the organization's business and sales
model:
The more vertical the business, the more likely
messaging modules by vertical will be needed
even if the organization's products and services
are horizontal in nature. Campaign, territory or
accountbased sales models have to be
considered as well.

l  Establish a process of trigger events and
feedback loops:
Establish a messaging lifecycle process to keep
the value messages uptodate. Such a process
should include trigger events such as new
products, changed buyer behaviors, feedback
from salespeople and their managers, and regular
check points.

The "right" design for the value messaging
framework and for the value messaging modules
depends not only on the various value messages that
are required along the customer’s journey, but also
on the specific selling and buying context and on the
design of the sales organization.                                  n

Tamara Schenk is Research Director at CSO
Insights, a division of MHI Global. Visit here
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First, this phrase must be used by the sales
manager on a regular basis; after every sales
call they make with their sales team members

and after every role play situation in their sales
training meetings. Its purpose? It really has multiple
purposes or results; 1) after a sales call it allows the
manager to create a dialogue with the salesperson
regarding the performance of the salesperson during
the sales call and it allows the salesperson to also
critique themselves before the sales manager offers
their insights. One of the other benefits is during a
sales training classroom situation. Using this phrase
allows the salesperson to critique themselves prior
to the sales manager asking the other participating

salespeople for their reactions to the role play
before the manager provides their ideas. This group
focus increases the use and redundancy of using this
important coaching tool.

After asking this question an onsite sales call I
have had salespeople tell me they thought the call
went well except for something minor, when in
reality they had not develop rapport, trust or closed
the call without next stepseven after using our
PreCall Planning Checklist! However after using this
question phrase over a period of time during our
consulting engagement, we begin to see self
corrections and better insights into call preparation
and sales call execution. It’s the attention to detail

If You Had It To Do Over Again; 
What Would You Do Differently-If Anything?

Every high performing salesperson and sales leader most likely has
used this phrase to increase their professionalism. Have you? During
the past 18 years of working with and training sales managers around
the world this phrase is one of the most powerful lessons I believe we

pass on to our clients, but it leads to additional unexpected benefits as well.



Ken Thoreson 

Ken Thoreson is president of Acumen
Management Group, Ltd. Find out more here
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me to see how increasing the professionalism/
success of salespeople and sales leaders sometimes
increased their levels of personal success. This
balance between personal and professional levels of
performance is the long term critical success factor. 

I ask my audiences to evaluate their lives and
while we can’t relive our lives we can change the
way we live our lives.

In my many years of business life, the individuals
who live their lives providing a fulfilling experience
are the ones that win in the end. Ask yourself about
your life, if you had it to do over again; what would you
do differentlyif anything? As a sales professional you
have the opportunity to impact the lives of those
around youbeyond what you sell but you first must
be in control of your life. We have found that those
individuals who are not in lifebalance burn out,
become ineffective or simply cannot connect on a
personal level. 

In my keynote I use a “Personal Pizza” and a
“Professional Pizza” assessment each having 8 slices
and I ask each person to rate themselves on a scale
of 17 on each slice. Each slice represents one
aspect of professional/personal life. If you want
copy of this assessment send me an email:
Ken@AcumenMgmt.com

Focusing on how to improve is making a
commitment but it’s the difference between
professionalism and being an amateur:

l  A professional has a commitment to a calling…the
education, training, and expertise that an
amateur does not have. This commitment to
become a true professional is a key to
differentiating yourself in the marketplace.

Which are you?

If you had it to do over again; what would you do
differentlyif anything?                                                        n

that is critical.
This is the payoff for the sales managercreating

salespeople that are independent of their sales
manager and that are self improving. These are the
keys to building predictable revenue.

Why all the attention of using this phrase so
often and consistently? The reason is simple, most
sales managers are not on every sales call!
Consequently the objective for the manager is to
drive into the salesperson to ask themselves after
every sales call or customer interaction: if I had it to
do over again, what would I do differentlyif anything?
This selfreflection is a must if you are going to
create a selfmanaged and increasingly higher
performing sales team. Only through immediate
review and correction can a professional continue to
improve their skills and learn how to increase their
personal effectiveness.

Let me switch to the second purpose of this
question. I use this phrase as an opener in one of my
keynote programs, I describe that training and
consulting on sales management issues has allowed

mailto:Ken@AcumenMgmt.com
http://www.acumenmgmt.com


By analyzing player performance numbers in
new ways, one losing team went from nearly
last place to win the Western Division of the

American League in 2000, 2002, and 2003. The
team was the Oakland A’s – and you might know the
story as “Moneyball.”

Sales leaders have an opportunity to learn
something from modern baseball. As in baseball,
tracking metrics in sales isn’t new. But today – like
“Moneyball” – sales has the potential to capture new
insights and analyze and apply them in new ways to
transform sales methodologies.

Confound your competition with analytics

Quality connect rate is the biggest contributing
factor to your team’s overall performance. And to

understand and increase the quality connect rate,
you need to monitor metrics. Metrics can tell you a
lot about your sales processes and where you might
need to make adjustments. Sales leaders know that:

l  Every email, every phone call, every
conversation impacts your reps’ performance –
making insight into these activities critical

l  Behavioral differences exist between top and
bottom performers – by pinpointing them, you
could coach the team more effectively

l  With increased velocity, your reps can increase
the volume of activities – increasing your team’s
odds of making quota
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Sales Lessons
From Baseball’s “Moneyball”

Tracking baseball stats has been part of the game since the very
beginning of the sport. But, about 20 years ago, baseball’s ‘game of
numbers’ changed – becoming more precise, more prescriptive – and
much more powerful. 



Micheline Nijmeh

Realtime engagement analytics give you more
visibility to see rep activity levels, to quickly compare
activity levels between reps, and to prioritize
prospects, increasing efficiencies by focusing efforts
on the best leads.

Improving visibility into rep activities

Asking your reps to do more is not the right answer.
It’s being able to pinpoint which type of activity they
should be doing more that will generate the right
result. 

Sales acceleration tools like LiveHive help you
understand which activity is delivering the optimal
ROI, so you can repeat it and optimize across your
whole organization. With LiveHive, you get a single
dashboard, where you can see exactly how many
emails have been sent on a repbyrep basis and the
effectiveness of those emails, such as open, click
through, and response rates – all delivered in a real
time ataglance report. You can also identify best
practices and share them across your organization
for repeatability. 

Comparing rep productivity 

These analytics also make it easier to compare rep
activities across the team. What is your top
performing rep doing that others may not be? Are
they sending more emails? Or is it the type of emails
that they’re sending that’s making a difference to
their success?

With LiveHive, you can look at how many
activities it takes certain reps to convert a qualified
lead compared to others and trace back behaviors.
With more accurate metrics easily compared across
the team, you can spot areas for improvement and
clearly identify the activities that can help make it
happen. 

Working ‘smarter’ not harder

The A’s chose an unlikely catcher at the University

of Alabama as a first round pick. But their selection
had nothing to do with his catching or hitting ability
– but rather his extraordinary number of high walks!
Their analysis had revealed that walks were critical
to winning games.

Want to know how sales acceleration tools can
help your reps work smarter not harder? 

l  Quickly identify which prospects are most likely
to become quality connects 

l  Determine what messaging (in what email
templates) has the best response rate

l  Find out the right number and the type of
activities that close more deals 

“In baseball, every pitch, every hit, every catch or throw
depends on an individual's success or failure, so it can
be given a precise numerical value. Take those numbers
and analyze them dispassionately and you just might
have the makings of a championship team.”1

With sales analytics, sales leaders have more
information about their pipeline and can make
smarter decisions. They can see what type of
customers are engaging most frequently to filter
poor leads from good one and raise your team’s
productivity.

LiveHive customers are already increasing their
quality connect rates up to 35% with our sales
acceleration platform – measuring interactions more
accurately, prioritizing prospects, and identifying
repeatable processes through prescriptive analytics. 

Like baseball, sales is not a pure science and
never will be – but analytics have definitely become
a player in the game.

1 Mathematician Keith Devlin, “Devlin’s Angle,”
Mathematical Association of America                              n

Micheline Nijmeh is Chief Marketing Officer,
LiveHive Inc. Find out more by visiting here
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So if your organization is similar to the others in
our study, your sales force is making an
enormous investment in managing your sales

pipeline.  Literally, you’re probably spending hundreds
or thousands of hours on it every month.  

So what do we get for all that effort?  Not much,
really.  It turns out that the primary reason sales forces
engage in these sales pipeline discussions is not very
productive.  We don’t do it to help our sellers win
more deals.  Nor do we do it to identify bottlenecks in
our sales processes or to shore up sales rep

performance.  No, the number one reason companies
maintain a sales pipeline is something that has almost
zero impact on business results.   Sales pipelines are
primarily used to generate sales forecasts.  

In fairness, sales forecasting is a necessary activity.
Senior leadership uses them to communicate
expectations to shareholders, to allocate corporate
resources, and to identify strategic initiatives. But are
they really the most important thing we can do with
your sales pipeline?  Are they really worth the
thousands of hours each month that go into preparing
them?  Surely there is something else we could do
with all that time. 

A Smarter Investment

Yes, there is something better to do in these
meetings between our sales managers and their
reps… It’s called coaching.  While forecasting is an
attempt to predict the future, coaching is an effort
to do better today.  Forecasting involves scrubbing
sales data and ‘doing the math,’ while coaching
involves scrubbing sales behaviors and doing the
right things.  Sales forecasting might be necessary,
but sales coaching is important.  So how would we
integrate coaching into these pipeline review
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Sales pipelines are a big
deal.  In recent research,
we discovered that 72%
of business-to-business

companies expect their managers to
hold pipeline review sessions with their
reps at least once per month and most
often weekly.  We also learned that
those sessions last an average of 53
minutes each.  

When Sales Pipelines 
Meet Sales Coaching… Imagine the Possibilities



Jason Jordan

sessions?  Literally, how would coaching fit? 
‘Coaching’ is a term that is loosely defined in most

people’s minds, but the most classic image is that of a
sales manager making joint sales calls with a seller.
During these calls, the manager observes the
salesperson’s behaviors and provides feedback on the
interaction to improve the seller’s skill.  And while joint
sales calls are great opportunities for coaching, they’re
not the only venue where coaching can take place.  In
fact, I would argue that call coaching is less valuable
than the coaching that can occur during those 53
minute pipeline reviews.

The joint sales call is at the tail end of a series of
critical decisions that salespeople have already made.
They first have determined that the potential
customer represents a qualified opportunity to
pursue.  They then prioritized that customer over
others that they could have alternatively visited that
day.  They have also crafted an approach to win that
opportunity – what to say during the sales call and
how to position themselves against the competition.
In essence, the sellers have decided that this is the
best use of their time.

If these preceding decisions were made poorly,
then a sales manager is making a joint sales call on the
wrong customer at the wrong time to say the wrong
things.  The coaching that will take place on this call
might improve the salesperson’s skill in executing a
customer interaction, but that coaching will not result
in a sale.  It will not move the seller closer to achieving
their quota.  It really won’t matter.  It’s a waste of
everyone’s time – the seller, the manager, and the
bewildered customer.

But if the sales manager had used that 53 minutes
earlier in the week to really vet the salesperson’s
pipeline of opportunities, some better decisions might
have been made.  Perhaps the manager and seller
would have concluded that this was in fact not a
qualified opportunity and shouldn’t even be in the
sales pipeline.  Maybe they would have identified a
better opportunity to pursue instead that would have
yielded a better outcome.  Perhaps they would have
taken the time to map a winning strategy for that

customer, and the sales call would have been
impactful.  Maybe the manager wouldn’t even have
needed to tag along, because the stage would already
be set for a successful conversation.  Just maybe.

This is the power of coaching when it is applied to
the sales pipeline.  The sales pipeline defines a
salesperson’s weekly agenda.  It’s like the seller’s
roadmap to achieve their quota.  And if that roadmap
is littered with road blocks and dead ends, then the
seller is on a long road to nowhere.  But if that
roadmap is sure and true, then the path to quota is
easily traveled.  The salesperson will spend their week
dancing from one successful sales call to another.  The
conversations will be productive, and the deals will be
won.  Things will be good for everyone involved.

A Brighter Future

When coaching is applied to the sales pipeline, good
things happen.  If the pipeline is plump with qualified
opportunities, then the seller is on a fast road to
quota.  In fact, our research showed that companies
with effective pipeline management grow revenue
15% faster than those without.  But our research also
revealed that the sales pipeline is generally relegated
to a much more mundane and administrative task –
creating sales forecasts.  And honestly, that’s a waste
of valuable time.  Hundreds and thousands of hours
each month, in fact.  

So if your sales force is in the majority that views
the sales pipeline primarily as a forecasting tool,
imagine the possibilities.  Imagine a world where all of
those hours spent of forecasts become hours spent
coaching.  A world where your sales pipeline is clean
and your sellers are pointed toward their best
opportunities.  Imagine a week filled with brilliant sales
calls and won deals.  Ironically, imagine a world where
your sales forecasts are actually achieved… Because
you’re paying less attention to them.                             n

Jason Jordan is a Partner at Vantage Point
Performance. Find out more here
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By 2020, Forrester has predicted that 1 million
sales positions will simply be gone. From
where I sit, the reason is clear. Old school,

feature/benefit pitches fall on deaf ears. The lack of
consultative, problem solving skills that buyers want
are often in short supply. It turns out that not only
do buyers expect sellers to help them solve
problems and make informed buying decisions,
Forrester also predicted that this is the area where
sales jobs will expand. They expect that some

500,000 new consultative selling positions will
emerge by 2020.

So what does this have to do with going to the
SPA? Maybe not quite what you think.

There is a hyperfocus on squeezing every drop
of productivity out of salespeople. Often,
technology is seen as the way to do that.
Technology has its place, but at the heart of what
drives the sales goals forward are people. Think of it
as pSPA.

l  People with the right Skills.

l  People following the right Process.

l  People who are held Accountable for exceeding
buyer expectations and delivering consistent
results.

Skills
So much emphasis is placed on technology
utilization, entering data into CRM and utilizing
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Is It Time
to Take Your Sales Team to the SPA?

Selling is a tough
business to be in these
days. A great business,
but a tough one. Buyer

expectations are higher than ever, and
sales organizations are not moving fast
enough to ensure that their salespeople
have the right skills to adapt. 



Barb Giamanco

social channels to amplify the sales message, that
the basics of selling is often ignored. It doesn’t much
matter how well you used technology to secure the
sales meeting. What matters is the actual
conversation that happens during the sales meeting.
It is the quality of the sales conversation that counts,
but leaders seem more focused on measuring the
number of meetings booked. 

A recent personal example brought this point
home painfully. A very negative experience with a
marketing automation provider and their platform,
had me hesitant to try another one. I also know that
the right marketing system is exactly what my
business needs to grow further. The presales
representative at the company that I’m evaluating
did a great job uncovering needs and setting up the
sales meeting. The account representative chartered
with moving the sale forward blew it in the first 3
minutes she was on the phone with me. This,
unfortunately, happens all the time.

In my podcast interview with Robin Saitz, CMO
at Brainshark, she told me that roughly 40% of all
companies lack a formal onboarding process for
their salespeople. We both agreed that even if a
company has a program, it is generally focused on
training people on the technology they will use to do
their job, and the features and benefits of the
products or services that they sell. What’s missing?
Investment in training people how to be great
salespeople.

Process
I think of the sales process as a systematic approach
that involves a series of steps salespeople follow to
network, nurture referrals, fill the funnel with
qualified leads, secure sales meetings and move
buyers from interest to decision to buy. 

The key is in ensuring that a process is followed
on a consistent basis. Perhaps more important is that
the steps in the process must progress in a logical
order. Pressure to close deals can lead salespeople
to cut corners, which leads to stalled opportunities
or no deal at all. For example, a common sales

approach is to connect with someone, push to get a
meeting, and in that meeting jump to product demo
or proposing a solution. Understanding the problem
the buyer is trying to solve and qualifying the
viability of sales opportunities are steps that need to
happen before skipping right to prescribing a
solution. World class sales leaders know this and
their organizations have a clearly defined sales
process that their salespeople are trained to follow. 

Accountability
Finally, there is the importance of continual coaching
and accountability. While sales leaders complain that
they don’t have an accurate view of the pipeline, and
no faith in the quality of the leads in the sales funnel,
it is because they are not holding their sales reps
accountable to following a sales process consistently
worked. In a recent conversation with a sales leader,
he told me that he has a baseline requirement for
calls made and sales meetings booked, which for the
record seemed reasonable and attainable to me.
However, he said his people are barely hitting 50%
of that goal. This has been going on for months, and
that begs the question, why aren’t the salespeople
being held accountable to meeting the objectives? If
there are no consequences for consistently missing
the mark on expectations, nothing changes.

Summing it up…
There will always be business problems to solve.

Buyers want to work with the salespeople who have
the consultative skills to help them do that. As
annual sales quotas are coming to a close for many
companies, this might be the ideal time to take a trip
to the SPA. Find out if your people have the right
Skills for the job, are following a Process that leads
to revenue attainment, and if you are holding them
Accountable to the expectations you set for them.
People drive sales results, not technology, and I
don’t see that changing any time soon.                       n

Barb Giamanco heads up Social Centered
Selling. Find out more by visiting here
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Most salespeople ignore all five of these
topics all together; choosing to focus on
features and benefits instead. I would

really like to help everyone to at least understand
the differences between these five topics so that
they would like to learn more, become more
effective, and win more business. 

When it comes to examples, it tends to be
difficult for salespeople in one business or industry

to understand the examples we use for prospects in
another business or industry. In consideration of our
readers and all of the various industries from which
they come the most common area of understanding
is probably with this industry that we are all
participating in at this moment – with me as your
sales expert and you as my reader – the sales
training and development industry.

Let’s pretend that a CEO contacts me and

One of the most challenging things for sales leaders and salespeople
to comprehend is understanding the difference between needs, issues,
problems, quantification and a prospect’s compelling reasons to buy
from you. For some in sales, these five things are essentially the same.

For others, the differences represent nuances that don’t need to be further explored. 
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You Must Understand 
How to Get Your Prospects to Buy from You



Dave Kurlan

7.   Ineffective sales coaching
8.   Lack of accountability
9.   Poor targeting
10. Ineffective qualifying 

I would go on and on and on about possible reasons.
Typically, the CEO will tell me that he doesn’t know.
There’s your problem –not sales training, not sales
cycle or win rate, but lack of information.

Next, I would ask about the impact: “How long
has this been going on? And as a result of the longer
sales cycle and lower win rate, how has this
impacted your financial plan? What is your current
revenue and where should it have been at this
point”? Let’s pretend that he says, “We’re at $15
Million but we were supposed to be at $25 Million.
$10 million is the quantification.

Finally, I ask how this is affecting the CEO – what
it’s doing to him, how he feels, if there is board
pressure, whether his job is in jeopardy, if the stress
has spilled over to family, etc. He might say that the
board has been placing a lot of pressure on him,
he’s working extra hours, he’s irritable at home,
and his wife has given him an ultimatum. That
becomes his compelling reason to buy from me 

My solution would not be sales training – the
very thing the CEO called in to ask about. Why?
Because sales training was not his problem. The
problem is the lack of information! So my solution
would have to reduce his stress, save his job, please
his wife (his compelling reason to buy) and provide
him with the answers that will identify and explain
the cause of his longer sales cycle and worsening
win rate and recommend action steps.

If this was a real situation, I would win this
business over my competition because I understood
it better, found the cause and the real problem, and
identified his compelling reason to buy from me. I’ll
be the only salesperson addressing what really
needs to be addressed.                                                 n

Dave Kurlan is the Founder & CEO of
Objective Management Group Inc. Visit here
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suggests that their company needs sales training.
There – you have your need and it is that simple.
The challenge for salespeople who believe that all
they need is the need is that they may very well
attempt to provide the wrong solution! Read on…

Next, I ask a question about the stated need.
“Why do you think you need sales training?”

The CEO explains that the sales cycle is getting
quite long, the win rate is down and he believes his
salespeople might need some finetuning. There
you have your issue. Once again, a large percentage
of salespeople would now address how they can
help with fine tuning but that may be the wrong
solution.

My follow up question asks the CEO if he has any
idea why this might be happening and he says he
doesn’t. I ask whether it could be the result of any of
these 10 things:

1.   Poor sales selection
2.   Ineffective on boarding
3.   Messaging
4.   Sales DNA
5.   Skill gaps
6.   Expectations

http://www.objectivemanagement.com


TOP SALES MAGAZINE DECEMBER 201524

How to Boost  
Sales Productivity Through Q4

cost, effort, and time. The 20/60/20 rule says that
about 20% of your sales team are top performers
who often meet or exceed quota. That leaves a
majority of your team with room for improvement
and opportunity to increase productivity. 

How to Increase Sales Productivity

1)   Embrace Automation
Less than 1/3 of a sales person’s times goes to core
selling, and the distractions of the holiday season will
reduce this even further. Time spent on repetitive or
nonbest practice tasks is time spent not selling.
When you can automate an activity, you will save
steps and time so that sales reps can get back to core
selling activities. Reduce or eliminate admin tasks,
such as data entry, and automate the sales workflow
as much as possible.

2)   Align Marketing and Sales
Forrester research shows that only 8% of B2B
companies have tight sales and marketing alignment.
The lack of communication can cause organization
wide disconnects, missed opportunities, and lost
revenue. However, alignment and shared goals can
result in 25% increases in quota achievement and
15% increases in win rate, emphasizing the need for
collaboration, particularly during this critical time of
the year.

3)   Provide the Right Content at the Right Time
Sales reps spend 30% of their day looking for or
creating content – one of the biggest consumers of
their time. Yet 70% of marketing content never gets
used by sales. Why? They can’t find relevant material.
And when 95% of B2B deals are influenced by
content, this is not only a waste of time but can also
negatively impact opportunities. Q4 is not the time
for stalled deals! To make content productive, the

Q4 is a precarious time
for productivity. The
chaos of the holidays
combined with the end-

of-year crunch means competing
priorities for employees and plenty of
opportunities for performance to slip. 

As Fast Company says, “The season is rife with
distractions in and outside work, where
everyone is twice as busy and half as

focused”. Indeed, a study by the Institute for
Corporate Productivity found that 62% of companies
experience a dip in workplace productivity during the
holiday season. 

But being productive this time of year doesn’t
have to mean working overtime. Turn a productivity
slump into a productivity spike with these helpful
holiday hints, and Q4 can be one of the most
wonderful times of the year.

What is Sales Productivity?

Sales productivity means maximizing sales results
while minimizing the resources expended, such as



Shelley Cernel

sales team needs to know what content to use and
when to use it.

4)   Get Social
The power of social selling can help sales reps relate
to and engage more intelligently with buyers. And as
the holidays draw near, people are generally in good
spirits and willing to connect or engage in
conversations. Sales can use social media in every
stage of the sales process, from prospecting to
customer service. With insights about prospects such
as demographics, pain points, and industry trends,
sales reps can more quickly and effectively drive an
engaging and meaningful conversation. And
according to Aberdeen, sales reps who leverage
social media in their sales process are 79% more
likely to attain quota. 

5)   Measure Key Metrics
Measuring ‘sales’ is easy – revenue and dollars are
good indicators of success. Measuring ‘selling’ is the
challenging part. Many organizations are not
consistently improving sales productivity because
they don’t regularly track productivity gains and
results. Consider metrics such as call rate, win rate,
sales cycle length, pipeline conversion rates, and
average number of touches. Collecting and analyzing
the proper data can quickly uncover opportunities for
improvement. And now is a great time to evaluate
what worked and what didn’t throughout the year, as
well as during Q4 in previous years. Use those
successes to boost momentum for the endofyear
push and to get the new year off to a good start.

6)   Invest in the Proper Tools
Tis the season for giving, so give your sales teams the
right tools to help them do their job efficiently and
effectively. Sales enablement technologies, for
example, aim to align marketing processes and goals
and then arm sales teams with the tools and content
to improve sales execution and drive revenue. Sales
enablement, by nature, empowers and enables sales
reps to work more efficiently. And remember, a more

productive sales team means more revenue is being
generated!

7)   Focus on the End Goal and Prioritize
This time of year can be overwhelming for many
people. The key to surviving Q4 is to have realistic
expectations for the rest of the year. Identify the
most important milestones and critical tasks you
must achieve by January 1 and then prioritize
accordingly. Be realistic – what can you actually
accomplish? Having a focus on a manageable goal is
better than trying to do too much while achieving
nothing. 

Secondly, clear what you can from the todo list;
this is not the time of year for pointless meetings,
changing the sales process, or launching brandnew
initiatives (unless they are seasonal). And work
smarter, with a focus on quality over quantity. For
example, instead of prioritizing prospecting,
reconnect with past customers and lost opportunities
– those people who have already journeyed through
a majority of your sales funnel. Your decisionmakers
may be distracted by their social calendar, holiday
happenings, and upcoming vacations, but they also
may be even more ready to buy as endofyear
urgency sparks the pressure to use up 2015 budgets
or to acquire tools and technologies for the new year.

8)    Relax!
All work and no play means burnout for the new
year! Taking some time to refresh will help to beat
mental fatigue and recharge. Studies show that
people perform at their highest levels when they feel
energized and that even small breaks will improve
concentration and job performance. And enjoying
the holiday cheer has been proven to reduce work
stress. So take the time to participate in the office
holiday party, the secret Santa gift exchange, or the
hot cocoa social!                                                               n

Shelley Cernel is Senior Demand
Marketing Manager at KnowledgeTree.

Find out more here
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Phil Kreindler

The basis of the ads was that because they
were not the market leader they had to try
harder, paying greater attention to every

detail and providing a better service all round. The
campaign certainly worked, in four years their
market share went from 11% to 34%.

This got me thinking; is being a Sales Person in an
underdog company better than working for a market
leader? 

Meet the Underdogs

I know a lot of Sales People, some from market
leading organisations and some from those
companies striving to win business from the market
leaders. I go back to quite a few of these
organisations repeatedly over several years and
there is something I have come to recognise – the

Sales People from the underdog companies take on
board much more of the training than the Sales
People in the market leading companies. Why is
that?

I think it is because the underdogs have a much
tougher task and have to work smarter and harder to
succeed. They are hungry for anything that will help
them win, so they listen to what we say, use the
techniques in real situations and find they work so
they use them again and again.

No one ever got fired for buying IBM

Excuse me for quoting another ad campaign, but this
strapline from IBM in the 1980’s sums up the
difference between selling for market leaders and
underdogs. Market Leaders get on the short list
because it’s seen as a low risk option to purchasers.
Sales People in the market leading companies may
well make sales and meet targets but sometimes
they are little more than order takers.

An underdog that is fast becoming top dog

One of my favourite customers is an international
private equity fund headquartered in Switzerland.

Back in the 1960’s the US
car rental company Avis
ran an advertising
campaign with the

strapline ‘We try harder’. 

Why The Underdog 
Is Better At Sales Than The Market Leader 



When they started they were tiny compared with
their competitors but they continue to win business
and grow faster than the competition. Not only
because of their funds’ performance record– but
because of the way they sell. They are in my opinion
one of our best adopters of a systematic sales
process.

Should you hire Sales People from market
leaders or underdogs?

One of my contacts runs the Sales Teams globally
for a very large software company but he started
working in small tech companies competing hard to
win business from the market leaders, often IBM as
it happens. After a few years he moved to a large
company, but he brought with him a huge amount of
experience of selling in tough situations. He was able
to galvanise the Sales Team in his new organisation
and help them retain their market leadership.

Ultimately you should make the right hire, based
on the best fit with your organisation and your Sales
Process. But when you are looking through CV’s
don't be seduced by big name past employers and
ignore people who have worked for underdogs. I
have seen more people make a success of moving
from a successful underdog to a market leader than
the other way round.

Should graduates look for jobs with
underdogs?

This is the time of year when final year students are
thinking about where to apply for jobs. The market
leaders want the brightest and best talent and who
can blame them? They invest in building a strong
‘employer brand’ and spend time and money on
campuses getting students interested in their
established graduate schemes.

They also tend to offer higher starting salaries, a
good onboarding process, a clear career path and
promise a good name on the candidates CV. And by
no means least of all, parents feel more comfortable

when their children start work for a wellknown
name.

But graduates are increasingly choosing to take
sales roles in startups, the very underdogs I have
been referring to. When they start working for a
small business, they will often have a role with more
flexibility and responsibility than in a marketleading
organisation. There is less hierarchy so junior Sales
People have more exposure to the company’s
decisionmakers than they would in a large
organisation. This means they get exposure to every
part of the business and can work closely with
subject matter experts and can even help shape the
solutions.

Perhaps most importantly, they will rapidly build
sales experience and see the impact of achieving a
sale firsthand – a huge motivator and something
that can be applied to any future Sales role. 

Why should market leaders care?

Underdogs and startups are only snapping at the
heels of the market leaders, not threatening their
supremacy, so why should they worry? In a word –
disruption.

In the past competitors might creep up on the
market leaders, but now a single technical
innovation can disrupt the whole business model for
existing companies. Google Analytics and changes in
the Google search algorithm have wiped out web
analytics companies and SEO companies. Recorded
music retailers have virtually disappeared from the
high streets and video hire shops are more or less a
thing of the past.

A market leader can suddenly find itself fighting
for every last sale as they desperately try and adapt
to rapid change – just like the underdog.

What can a market leader do?

As I said earlier, Sales People in underdog
organisations adopt every bit of the training we
deliver and use it effectively. Take up in market
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leading companies is much lower and it’s often
dropped quite soon. The Sales People in the market
leading organisations simply don't feel the need to
make challenging changes and if they do the impact
is not always clear to them. In their role they don’t
feel they have a pain that needs resolving.

The responsibility rests with managers.

3 things a market leader can do to sell more
like an underdog

l  Build a burning platform – if Sales People don’t
feel the need to try harder why should they?
Raise targets and be on the look out for
complacency.

l  Coaching  training does not work unless Sales
Managers become effective coaches and the
whole organisation understands the need to use
the Sales Process all the time.

l  Win interviews – use these to help you
understand why you won the business. If it’s not
about how you are selling then how much more
could you sell if your skills were up to scratch?

Ask yourself

l  How would your Sales Team cope if your market
were disrupted tomorrow?

l  Could you win more sales or retain more profit in
the deals if you sold better?

l  Have you worked for an underdog? What were
the pros and cons?                                                    n

Phil Kreindler is the CEO and Founder of
Infoteam. Find out more by visiting here

http://www.infoteam-consulting.com
http://timoaijo.com
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This equates to approximately 22% of B2B
sales positions being lost to the forces of
commoditization or automation. I think they

are both wrong… my prediction is that onethird of
B2B sales roles will become extinct within 5 years
for those who fail to elevate their value and the way
they operate. 

But not all sales roles are created equal. Andy
Hoar predicts that 33% of ‘transactional order taker’
roles will disappear, 25% of ‘tactical / explainer /
hunter’ roles will be gone, and 15% of ‘relationship
manager’ roles will be lost. Interestingly, amidst all
the negativity and apocalyptic predictions for
professional selling, there is one type of sales

Gartner Research
predicts that 85% of
business-to-business
(B2B) sales transactions

will occur without human intervention
in 2020. Andy Hoar from Forrester
Research predicts that more than 1
million sales roles will disappear in the
USA within the same timeframe. 

The 3 Pillars 
Of Modernised Selling



persona that will prosper while all others struggle to
survive – ‘strategic consultative’ sales roles will
grow by 10%.

Every seller must therefore modernise the way
they operate if they are to survive the disruption
driven by the machine age. Here are the three
things for companies and individual sales
professionals to focus on to remain relevant and
prosper.

1.    Sellers must be micro marketers with strong
personal brands to leverage social platforms and
create their own pipelines. People have always
bought from those they like and trust but buyers
are redefining the value of relationships. This is
because they are time poor and don’t see value in
sales relationships that merely provide information.
Sellers today instead demand value when investing
their time. The best sales people therefore provide
insight and innovation to serve as a partner who can
help deliver transformation and manage the buyer’s
risk.

For this reason sales people should modify their
LinkedIn profiles to become personal brand
microsites where they publish insights to
differentiate themselves from the competition. The
modern approach to selling is to ‘attract and
engage’ rather than ‘interrupt and push’. The best
are engineers of value rather than warriors of
persuasion. They use online platforms such as
LinkedIn to evidence the business value they deliver
and the personal values by which they operate.
According to IDC, 70% of buyers research a seller
online and this can be where the process of
establishing trust and setting the right agenda
occurs, well before the first conversation.

The current catch phrase for this is ‘social
selling’, which I define beyond building a strong
personal brand to also include: listening for trigger
events (people changing roles, etc.), publishing
relevant content to evidence credibility and attract
clients, researching buyers, connecting and
engaging in platforms such as LinkedIn, and then

using technology to collaborate conveniently and
cost effectively.

Social platforms and strong personal brands also
play and important role in delivering outstanding
customer experience and that is because, according
to Corporate Visions research, buyers prefer to do
business with the first to provide value through
education and insight.

2.    Customer experience is the single biggest
factor in achieving competitive differentiation and
customer loyalty. The way we sell is just as
important as what we sell. Research done with
5,000 buyers by Corporate Executive Board was
published in The Challenger Sale in 2012 and it
revealed that customer loyalty was 38% derived
equally from brand (company and product) and the
features and capabilities offered; 9% of positive
influence was from price, and a huge 53% of
influence was from the ‘sales experience’ the buyer
received.

Positive ‘sales experience’ was defined by
offering a uniquely valuable perspective on the
market, helping to navigate alternatives and avoid
potential land mines, and educating on relevant
trends and how to best manage risk. The sellers
who thrive today understand this and focus on their
individual buyer’s journey to provide valuable
information and insights early in the buying cycle.
They monitor in social media for trigger events and
also attract and engage with appropriate content to
identify the best time to engage.

Innovation is key in delivering best customer
experience as you support multiple channels of
social, mobile, websites, phone, field sales and
resellers. When potential buyers are positively
surprised by excellent service and convenient
manner in which they can research, engage and
transact; they become customers. Increasingly
today however, a great buying experience does not
always require a facetoface sales person. This
highlights part of the reason why field sales people
must move to value and focus on where they can
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manage complexity and risk for clients in order to
fund their roles. 

3.    Methodology, process and [CRM] technology
must be integrated for sales enablement. The holy
grail of sales enablement is to use the right
methodology to drive repeatable quality processes
inside CRM as a transparent coaching platform.
Playbook concepts belong inside CRM to intuitively
guide sales people in how to ask the right questions
and create progression as they align with the buyer.

This is why sales and marketing must finally
come together to map buyer’s journey to sales
process and tools with a playbook approach to
providing guidance and resources for every phase
of the sale. This includes qualification, discovery,
designing solutions, pricing and proposals, proving
capability, negotiating, closing and onboarding
clients. Technology can be used to help people
easily transact while inside sales cost effectively

stepsup where buyers want human interaction.
Field sales must surrender commodity products

and services to focus on high value solutions where
there is both complexity and risk for the buyer. The
role of field sales is to proactively create
opportunities with early engagement that sets the
right agenda.

Every seller must modernise by embracing social
to build personal brand and create leverage and
reach. Every sales organisation must create
exceptional customer experience as their
sustainable point of competitive differentiation and
also integrate methodology, process and
technology to reduce cost while efficiently driving
consistent execution of sales process across
multiple channels and touchpoints.                         n

Tony J. Hughes is Managing Director of
RSVPselling. Find out more by visiting here

http://rsvpselling.com
http://timoaijo.com/sales-intelligence/
https://www.facebook.com/Sales-Intelligence-The-Book-625136940922082/timeline/
https://www.facebook.com/Sales-Intelligence-The-Book-625136940922082/timeline/


If your company is like most,
you probably spend tens of
thousands, or even hundreds of
thousands, of hours each year
defining, creating and
distributing the next new
product or product
enhancement. In this eBook, we
will walk you through clear and
tangible steps to make your
next launch is a true success.

Much of the success or failure of a
product or service comes down to
how it is launched. This eBook
outlines 3 very important steps to
ensure your product launch or
enhancement won’t drain your
time or resources: PLAN,
COMMUNICATE, MEASURE.

THE Guide to a
Cost and Time
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Launch

Download this FREE eBook today to learn how to take
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Lead Nurturing by Tickle & Woo: 
Finally, a Way to Banish that Nagging Guilt

Sales professionals are still dealing with the
legacy of the Great Recession: too few people
handling too much work. We’re all spread very

thin. Turning to technology for answers, we use
email and social media for blanket communications
that, often, feel like too little frosting spread over too
large a cake. Gaps and holes turn into missed
opportunities.

Developed to address this situation, Tickle &
Woo is a turnkey B2B lead nurturing solution. Use
our handoffs, hasslefree Tickle Box™ mailings to
keep your company top of mind. 

Tickle Boxes™ deliver companybranded, highly
personal, tactile experiences that solve problems
you face every day:

l  You’ve enjoyed numerous conversations with a
prospect, you need to keep circling back, but
you’re short on time

l  Your quotes languish on the client side while
decisionmakers and key influencers debate the
issue

l  You’re currently doing business with a client with
whom you have little to no personal contact

l  You have valuable clients who buy intermittently
and are currently MIA

l  You’d like to warm up cold calls and make them
more productive

l  You need a clever way to get past the gatekeeper

l  Your industry has a long sales cycle and you have
to stay relevant between occasional calls and
emails 

l  You’re grasping for topics to discuss besides
business

Admit it. You’ve done your homework. You’ve crept
around prospects’ social media pages, scoped out
office mementoes and scribbled notes at any
mention of hobbies or personal information. 

Guilt. It’s always there.
And I’m not talking about
that fudgy brownie from
last night. While we’re

busily reaching for the low-hanging
fruit, relationships with other prospects,
customers and key influencers tend to
suffer. It’s difficult to stay in touch with
everyone. 



Bonnie Longbotham

Recently, a longtime client of mine complained
about terrible hemorrhoid pain. I’m not ashamed to
admit that, within minutes, I had shipped off one of
those holeinthemiddle pillows via Amazon.
Besides being grateful (and relieved), she was
amazed that I had actually been listening to her…
really listening. 

You can cater to your prospects’ personal
interests by signing them up for Tickle Box™
subscriptions in one of 14 themes: Avid Golfer,
Business Traveler, Dog Lover, Outdoor Recreation,
etc. 

We’ve seen companies attempt to create lead
nurturing programs on their own. Sales tells
Marketing they need support and here’s how it
typically unfolds: newsletters, blogs, eblasts and
postcards are churned out on time…for a few
months. Eventually, Marketing struggles to gather
content and images, their focus turns to other
priorities, and the program is abandoned. 

Consistency is the key. In 1988, when I first
opened Longbotham Strategic Marketing, Tickle &
Woo’s sister company, I targeted a large
manufacturer as a prospect. Since they were already
using a renowned, global ad agency, my first call was
quite depressing. But I was young, tenacious and
had my heart set on landing that account. For three
long years, I consistently dropped off treats, made
calls and stopped in. Long story short, after finally
earning their business, we enjoyed a relationship
that spanned a decade…well worth my early
attempts at lead nurturing (although I had no idea
what it was called at the time). 

To ensure consistency, Tickle Boxes™ are
available in 6 and 12month subscriptions, each of
which includes monthly mailings that feature your
full color company logo, your sales message, a
themerelated tip and a themerelated item. 

Tickle & Woo’s curators select items that feel
special, useful and memorable. Even prospects who
shy away from gifts due to company policy happily
accept these small tokens masquerading as direct
mail promotions. To elevate perceived value, our

elegant, matte black boxes are artfully diecut and
wrapped in decorative bellybands. 

Getting past gatekeepers can be a challenge for
the best of us. In my early days in business, I had
little money but an abundance of creativity.
Accordingly, I tried to get “my foot in the door”…
literally. I stocked up on brightly colored acrylics and
swirled the paints on an old cookie sheet. After
dipping my clean, bare foot into the mixture, I
stepped on a large, white envelope. As I lifted my
foot, the paint rose up in stiff points, creating an
unusual, tactile impression. After drying my
creations on clothesline strung around the office, I
filled them with our sales literature and delivered
them to prospects prior to the first cold call. Most
people picked up the phone.

Since then, Longbotham Strategic Marketing has
created highly sophisticated sales support and lead
nurturing programs for numerous clients, projects
that required a significant investment.

A few years ago, building on our experience, we
created Tickle & Woo, an affordable solution that
any B2B sales team can implement quickly and
easily. 

We spoke with reps in a variety of industries and
noted their requests. A full color logo. A custom
sales message. A proof. Mailings that go out
automatically, requiring no (emphasis on ZERO)
effort on the part of the rep. And the list went on. In
the end, Tickle & Woo was developed by sales
professionals for sales professionals. 

Learn more about our lead nurturing solutions at
www.TickleAndWoo.com. Getting started is easy.
Simply sign up your prospects and customers, supply
a logo and a sales message, approve the proof and
you’re done. 

You’ll be surprised at the relief you’ll feel once
you’ve outsourced the work to Tickle & Woo. 

Now you can return to that lowhanging fruit,
100% guiltfree. n

Bonnie Longbotham is Founder/CEO of
Tickle & Woo. FInd out more here
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I fly on planes – a lot. I’m not much of a talker on a
plane; I prefer to put on the noisecancelling

headphones and cocoon.
I confess that to me these gadgets are “people

cancelling” headphones.
However, I can still kinda sorta hear the

conversations around me.
So I’m on a plane recently and there are two guys

behind me engaged in a conversation.
Only it’s not a conversation; it’s a monologue.
One guy is being polite and the other guy is doing

all the talking. ALL the talking.
Let me tell you – this guy had an incredible knack

for stringing together seemingly random thoughts
for endless verbal barrages.

That situation identifies, by the way, the reason I
tend to cocoon on planes.

Some of these flights are several hours long.
Can you imagine being stuck with that guy?
I was thinking about Chatty Chuck and the poor

sap next to him, and wondering how he could be so
utterly clueless as to his own ramblings.

Of course, my mind went to salespeople who
display similar behaviors from time to time.

That really got me to thinking, how much should I
be talking during my sales presentation?

This Month’s Top Sales Article
Want Better Results? Align Your Sales Strategy
With The Communication Curve by Jeff Shore

Forecasting is universal in sales. No matter what
or how you sell there is no mistaking what it

means to submit a forecast. Leads, qualified
opportunities and funnel stage definitions have very
different meanings in different organizations and
within organizations, but there is absolute clarity
about what it means to forecast. The forecast is the
salesperson’s, manager’s and leader’s commitment
of business that will close in the month or quarter. It
is one of the rare data points in sales that can be
compared across all organizations.   

Getting to the forecast is an entirely different
proposition. Everyone does it differently. Sales has
always been a “figure it out” role. The blizzard of

variables that impact any opportunity makes it
impossible to apply assembly line thinking to the
nonlinear decision dynamic of customers. Funnel
values are especially vulnerable to the individual
tactics and interpretations of salespeople, and as a
result are notorious for their inconsistency and
inaccuracy. But the forecast – there is no mistaking
the forecast.   

It should be no surprise that those salespeople,
teams and organizations with higher forecast
accuracy levels also perform better. Forecast
accuracy demands a clear understanding of the
customer and their decision dynamics. Smart
salespeople don’t spend time on...

This Month’s Top Sales Blog Post
Any Road Will Get You There by Joe Galvin

Read More

Read More

https://www.linkedin.com/pulse/want-better-results-align-your-sales-strategy-curve-jeff-shore
https://www.csoinsights.com/blog/november-2015/any-road-will-get-you-there
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