


I have always maintained that my
most favorite time of the day is

what I call "my thinking time" It
usually comes at the end of each
day and it is not only a time of
reflection - looking back over the
day and confirming to myself that I
achieved all of my key objectives -
but also a passage of time that
prompts me to look ahead; to plan;
to strategize. People who know me
well, will tell you that I produce an
endless stream of new ideas. Some
make it off the drawing board; some
get parked up in the "pending" part
of my brain, and others are simply
discarded as not being viable at that
time. 

“A foolish consistency is the
hobgoblin of little minds” Ralph
Waldo Emerson.

For “foolish consistency” read
“dull routine”?

Routine - doing things by habit,
subconsciously, without thinking –
is, I believe, the enemy of success.

The fruit of thinking is knowledge,
and knowledge is the medium from
which skills are built.

In skills learning, there are four
steps ....

First we have the "Unconscious

Incompetent" They don’t know what
they don’t know. This salesperson
that is making mistakes, but is not
aware of them.

Then comes the "Conscious
Incompetent" They know that they
don’t know. This is the beginning of
wisdom. This salesperson is aware
they are not cashing in on their full
potential and wants to learn how to
improve.

Next, the "Conscious Competent"
has learned and they are aware of
what they have learned. For
example, the salesperson who
knows how to make a successful
approach call and can program and
execute their presentation to
achieve their objectives.

Finally, the "Unconscious
Competent" They have learned so
well that they use their knowledge
with a semi-automatic skill. They are
free to devote their efforts to the
needs of others. The professional
salesperson who does the right
things to get results, but functions
without conscious attention to what
they are dong or why.

Note that I say semi-automatic.
Even the "Unconscious Competent"
should have the ability and the

sharpness to call forth self-
awareness.

Purposeful self-awareness, plus
a knowing application of skill,
generates maximum personal
horsepower.

The handmaiden of creativity is
imagination. Imagination is the well
that brings forth the new ideas that
are essential to our growing
success.

“Je pense, donc je suis” (I think
therefore I am) Descartes

“Je suis parce que je pense” 
(I am because I think) JF

Jonathan Farrington,
CEO Top Sales World

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

I am, Because I Think!
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In business, enterprise mobility
has become the general trend;

increasing numbers of employees
are working away from the office
and using a range of mobile device
to perform a full range of business
tasks. 

Nowhere is this more prevalent
than within sales forces: The days

of populating and updating our
CRM from a desktop computer
have been consigned to the annals
of history. Virtually every CRM
vendor now claims mobility as part
of their features and benefits
(advantages?) My personal view is
that far too many people read the
word “mobility” in an offering and

automatically think “usable.”
Nothing could be further from the
truth. While there are some very
effective and usable mobile business
apps available many are anything
but.

My advice? Before making your
final decision about any type of
mobile application, is to try it, try it
again and even try it one more time
after that! 

I suggest that you begin by
making a list of three critical things
that you want your sales reps to
accomplish using the app. For
example, submit sales report,
update opportunity, create a new

I think that it is easy to say that the mobile device has
become the focal point of our lives. It gives us instant
access to information and contacts and allows us to stay
connected wherever we are – do we ever leave home
without one these days? 

Mobility does not mean Usability –
Despite What You May Have Been Told 



Etien D’Hollander

client, assign or update a task,
update a forecast, retrieve historical
client information etc. then try that
yourself.

Once you have completed that
task, ask yourself, “Was it easy to
learn, was it fast and easy to use,
was it intuitive in its function, did I
need outside support, was outside
support available and effective, did
it help me improve my
productivity?”

Whatever your personal results
were during this try it yourself trial,
you have to believe that your sales
reps will be worse. Why? Because
logically, they are less motivated
and less tech savvy than you are
and as a consequence, will have
extra challenges in order to make it
work. 

During a recent implementation
for an organization with more than
200 sales reps in the industrial
supplies industry, we had (to say the
least) some interesting support
challenges. To give you a flavour,
below are some calls that were
logged into our customer support
division – the guys that were dealing
with these sales reps. While some
of these calls may be deemed
amusing, my intention is to assist
you in understanding the critical

importance of usability. Never has
the “kiss” principal been more
important than dealing with sales
reps and technology. Here we go …

� “What is an app?”
� “What is an apple account and
can you create one for me?”
� “I’m in my car and ready to get
the app, where do I find the app
store.”
� “It’s asking me about a data
package.”
� “I loaded your app yesterday
and now it’s gone”
� “Ever since I loaded your app my
phone doesn’t ring anymore.”
� “I use an I-pod Touch and it’s
asking me about a data package.”
� “I don’t want any of your techno
mumbo jumbo, just fix it.”
� “I think your app has a virus,
every couple of minutes my screen
turns black”
� “My fiancée loaded the app for
me and I don’t know what it looks
like”

Never has the “kiss” principal been
more important than dealing with
sales reps and technology!

The second step would be to ask
the sales rep that is selling you the
product to show you how they use it
on their mobile device themselves.
The results may be surprising.

The third option is to try it with
your sales reps on a free trial basis
and obtain their feedback, this is by
far the best way to find out if an app
is usable and effective.

In addition to usability for the

sales force there are several
addition factors you need to
consider before making that final
decision. 

� How much bandwidth is needed
to power the app effectively and
what is the data cost?
� How does the app function when
you have no connectivity, is it still
usable and will the app store your
activity until connectivity is re-
established?
� Does the app use battery power
and data when running in the
background and how much?
� How much IT effort is required to
activate the app?
� How much training and support
is required to initiate and to use the
app?
� What mobile devices does the
app function on and what devices
do your sales reps have. Very
important in a BYOD (bring your
own device) company?
� Does the app have a history of
crash or malfunctions?
� Does the company have a
history of providing enhancements
to their apps?

But whatever you do, don’t let any
of these challenges keep you
awake at night. Simply email me –
etien@frontrowsolutions.com. We
are here to provide restful nights for
time constrained sales managers,
seeking to achieve total control of
their sales operations.                      �
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Etien D’Hollander is the CEO and Founder of Front
Row Soultions. Find out more by visiting here.

Whatever your
personal results were

during this try it
yourself trial,

you have to believe
that your sales reps

will be worse.  
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The candidate I referenced
above once worked with two

people from the prospective
company’s team. Ten years had
passed and in the interim he
continued to be a top performer.

Let’s assume the company was
right in its concern he might march
to the beat of his own drum. Is that
a reason not to hire him today? 

Today we operate in a team-
selling environment that is

sophisticated and complex. In such
a world it would be hard for one
person working independently to
succeed. Without a doubt a lone
wolf without internal relationships
would struggle without team

After a client declined to hire a high performing salesperson for fear he would be a “lone
wolf” I began to think about the lone wolf  candidate. Is there a place for him or her in
today’s sales world? I asked this question to several heads of sales and the responses
varied from maybe to no. 

Is There Room for the Lone
Wolf Salesperson?  



Linda Richardson

participation. We are in an era of
collaboration with colleagues and
customers alike. 

Yet the lone wolf often brings the
characteristics of creativity and
innovation that sales organizations
desperately need today. Sales
organizations want salespeople to
“challenge” their customers to think
differently and question the status
quo. Well these professionals have
that in their DNA.

To add to the puzzle, I interview
Doug Hughes, Professor of
Marketing at Michigan State
University, author, and Editor-in-
Chief of Journal of Personal Selling
& Sales Management for the
February 3 issue of Top Sales
magazine on gaining sales force
commitment vs. compliance as a
way to increase productivity. Doug
raised a red flag on sales managers
who over rely on process and
metrics. His research showed that
what he labels behavioral controls
such as over adherence to process

diminish sales force creativity and
problem solving. He recognized
that process, metrics, and
directives are important and
needed, but his research shows
that it is sales force autonomy and
self-efficacy that produce long term,
superior sales results. The bottom
line of his extensive research is that
greater autonomy increases sales
performance. 

When I asked Doug if he would
hire a lone wolf he qualified his
answer. Factors to consider he said
are the culture of the organization
and how extreme the candidate is.
But he reinforced that sales
organizations need salespeople
who can and will think outside of the
box and question the status quo
and that lone wolves bring with
them some of the qualities they
need.

Can a lone wolf fit in? I recently
saw the academy award nominated
movie The Imitation Game, largely
based on the life of Alan Turing who
broke the “unbreakable” German
Enigma machine code during the
Second World War and in doing so
saved countless lives. Mr. Turing,
credited as the father of computer
science, was the quintessential
lone wolf. But in the right
environment he collaborated and
built relationships.

Of course disruption to the
whole organization or system is not
ok but wouldn’t it serve organizations
well if sales managers could make a
place for what may be a lone wolf in
a more team-centric sales world? In

the article I referenced above, Doug
gives some ideas on how to do just
that. I certainly appreciate that
research, data, and process have
permeated the world of sales and
made for superior performance. But
data alone isn’t the answer. We
need to balance that with judgment
and trust.

Helping sales managers
understand how to effectively
motivate salespeople and influence
salesperson decision-making has
been a focus of much of my
research. Because sales personnel
typically operate in a relatively
autonomous environment, they
enjoy a considerable degree of
discretion in terms of what they
focus on and how they allocate time
and energy. So when a firm
introduces key initiatives, such as a
new product launch, how do sales
managers ensure that their sales
forces make appropriate resource
allocation decisions in terms of the
effort they expend against such
initiatives?

This concern is amplified when
one also considers the external
sales organization, that is, the sales
personnel of channel intermediaries
that firms often rely on to market
their products downstream. The
challenge here is that these
intermediaries often carry competing
brands, complicating the task of
motivating the salesperson to
allocate sufficient effort to the firm’s
brands versus that of competitors. �
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Linda Richardson is the Founder and Chairman of
Richardson. Find out more by visiting here.

So when a firm
introduces key

initiatives, such as a
new product launch,

how do sales managers
ensure that their sales

forces make
appropriate resource

allocation decisions in
terms of the effort they

expend against such
initiatives?
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Sales Leaders are always looking for the latest
systems, tools and advice to improve sales

performance. So why wouldn't you want to put
your business in front of 3000 of them?

Sales Innovation Expo was created to provide the one-stop marketplace for Sales
Leaders to find THE cutting edge. It is the largest and most important event for
professional sales leaders and is a must-attend event in the calendar of any sales
leader. 

We attract quality, high value visitors where attendees are not only the decision-
makers within their sector but are also engaged with the content of the event and want
to learn how your product or service will improve their sales. We ensure that Sales
Leaders are happy to take time out of their busy schedule by:

� Creating an educational environment where insightful information can be actioned
to make practical changes to your operations 

� Offering a line-up of innovative, thought-leading International speakers 
� Ensuring our workshops cover contemporary topics, addressing the real-life issues

a Sales Director faces
� Unlike other sales trade exhibitions, Sales Leaders can take advantage of all of this

completely for free.

With the likes of MHI Global and Top Sales World exhibiting, Sales Innovation Expo
attracts world-renowned companies in the industry.

http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL


Accompanying the extensive list of suppliers is a comprehensive seminar schedule
with industry experts sharing their thought-leading guidance. The likes of Gartner’s VP
Distinguished Analyst Tiffani Bova, MHI Global’s sales expert Tamara Schenk and our
very own Jonathan Farrington and will be sharing their expertise with visitors who will
be inspired to see how exhibitors can help them put that guidance into action. 

The event is well-established and ensures that, as an exhibitor, you can feel confident
that the footfall to your stand will generate the results you are looking for.

For further information please view the media pack, visit the website or to enquire
about exhibiting contact: 

Eddy Lawrance on 07855019037 or eddy.lawrance@prysmgroup.co.uk.

http://www.salesinnovationexpo.co.uk/speakers/tiffani-bova-vp-distinguished-analyst
http://www.salesinnovationexpo.co.uk/speakers/tamara-schenk
http://www.salesinnovationexpo.co.uk/speakers/jonathan-farrington
https://www.dropbox.com/s/qgieuh6o9w6ipx6/SIE_Sales_Brochure2015.pdf?dl=0/tracker.asp?code=TSWSALESEMAIL
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL
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Dan McDade

For this reason, when I met with
my SVP of Marketing and

PR/Publicist for our annual planning
meeting at the start of this year, it
was clear that the focus of our
content for 2015 would be:
nurturing.

I believe nurturing is one of the
most effective, yet underutilized
marketing activities. In the
whitepaper “Mind the Gap!”
(available on pointclear.com), I go
into detail about how taking
advantage of every outcome can
triple the return on marketing
investments. At PointClear, close to
20% of all leads generated last year
were the result of emails or call
backs in response to what we call
our multi-touch, multi-media, multi-
cycle process.

Once we have either had a
conversation with a prospect or
have exhausted the first cycle
(invested sufficient touches into the
prospect), we categorize the
different outcomes—which we call
dispositions: 

1. Lead (self-explanatory)
2. Pipeline (qualified company and
contact, specific next step
scheduled, high likelihood of
conversion to a lead)
3. Nurture (qualified company and
contact, wrong time)

4. No Response (one completed
cycle with no connection made)
5. Bad

Over the course of 2014 we saw
these results across all programs:
5% Leads, 5% Pipelines and 25%
Nurtures. Average results. But by
nurturing the non-lead dispositions,
we were able to increase the
number of leads significantly. 20%
of the Pipelines became additional
leads. Nurtures and No Response
dispositions were re-segmented
based on analysis of the first cycle,
and with further nurturing, both
generated leads at a higher rate

than the original lead rate.
I realize it’s confusing to have a

“Nurture” disposition when nurturing
should occur on Pipeline, No
Response, AND actual Nurture
dispositions, but that’s just our in
house term. While researching
options for renaming the “nurture”
disposition, I found that synonyms
for nurture were cherish, cultivate,
nourish, appreciate and embrace;
antonyms were squander, neglect,
starve, deprive, forget and ignore.
Which term most accurately
describes how your field sales team
views marketing leads? 

Regardless of the term, don’t
give up too early. Ultimately, if
anyone asks you if you should
leave a voicemail or send a follow-
up email when you get a prospect’s
voicemail, answer with an
affirmative, “heck yes!”                      �

2015 Word of the Year: Nurturing 
I don’t know of a single company that can afford to throw
away two out of every three potential leads.
Unfortunately, if we were to take a closer look, that’s
exactly what’s happening. 
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Now, Ann tells me she’s working
harder than ever before—and

yet her team’s results are mediocre
at best. My words of advice to her
and other new sales managers
come from Sun Tzu (The Art of
War), the great Chinese philosopher.
He wrote: “Eventually your
strengths will become a weakness.”

In her job as a sales rep, Ann
developed and honed certain
attributes that contributed greatly to

her sales success. But now as she
tries to become an effective sales
manager, those instincts that
worked so well in the past are
holding her back because they are
the polar opposite of what she
needs to do to lead a team.

For example, when Ann was a
sales rep, she was keenly focused
on making the close and getting
results.

Now, as a sales manager, that

instinct causes her to pay the most
attention to her reps when their
deals are approaching the close. It
is what I call the “über-closer”
syndrome—a manager leaves a
rep alone but then swoops in at the
end to help close the deal and save
the day.

Trouble is, that’s too late in the
sales process for an effective sales
manager to coach salespeople!
The dollar amount of a sales
opportunity—which reflects the
urgency and extent of the
customer’s needs and the
customer’s selection criteria—are
determined early in the sales
process, long before the close step.
How often do your salespeople
make a smaller sale when the
customer should have bought
something larger?

Also, an über-closer sales
manager can only provide
evaluative-type feedback—comments
that come after an event has
happened. Reps perceive such
comments as criticism, not
coaching, because it doesn’t help
them solve an immediate problem
or prevent future problems.

Effective sales managers
understand that their purpose is to
develop the skills of their sales
reps. To achieve greater results,
therefore, they must do more
coaching during the earlier phases
of a sales opportunity: where high-
value sales skills such as account
penetration, diagnostic questioning
and architecting the customer’s
solution vision, are being applied.

Ann spent years developing into a stellar sales rep for her
employer, a tech company. She had a well-earned
reputation for producing results far beyond expectations.
Six months ago, they rewarded Ann’s hard work by
promoting her to the position of sales manager.

Sun Tzu’s Tip for New Sales Managers 
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I don’t want to sound too critical
of Ann. Her reliance on prior skills is
not unusual, especially for someone
who was so good at what she did.
One thing we know from behavioral
research is that the most successful
people have the greatest difficulty
giving up the activities and
competencies that made them
successful in the first place!

Ann has learned that Sun Tzu
was right. For her to become a
successful sales manager she must
become aware of how some of her
sales strengths can now become a
management weakness. She must
develop a specific action plan that
will help her focus on coaching
early-sales-cycle sales skills. I’d
advise her, for instance, to coach
someone first thing every
morning—before she checks email
or makes phone calls. This ensures
that coaching is proactive, not
reactive. She also needs to
document the development goals
for each rep and follow up with
them as appropriate.

These changes have many
benefits. If a rep makes a mistake,
Ann will recognize it sooner, while
there is still time to put the deal
back on track. She’ll start to see
better-qualified deals in her team’s
pipeline. Also, she will start
providing coaching and feedback to
reps in a more timely and
consistent way. Her comments are
thus more likely to be seen as
constructive and helpful. That helps
instill a team culture of continuous
improvement.

When Ann sees her team’s
results start to improve, she’ll know
that she has won this particular war
with herself!                                        �

Kevin Davis

SALES COACHING
&LEADERSHIP

WORKSHOP

March 3-4, 2015,
DFW Airport Marriott Hotel, Dallas, Texas

Limited Seating, reserve your spot.

Click Here For A Detailed Program Agenda
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Four years later, we’ve just
passed 2,000 unique blog

posts. I used the 1K blog milestone
to reflect on what it had meant to
me and the business, and although
it took less time to hit the next
thousand posts, the impact – and
the lessons – have expanded. Here
are a few things on my mind that
are also impacting how we think
about the next thousand posts.

I’ve been writing this blog for eight years now, but it was
about four years ago in March that we committed to start
publishing something every day.  We did this for several
reasons, in part because content here had driven a
significant portion of our sales pipeline and revenue
growth, and we thought we could expand that impact with
a more regular, daily commitment to content.

What I’ve Learned About Blogging
& Writing, 2,000 Blog Posts Later 

http://www.heinzmarketing.com/2012/03/one-thousand-blog-posts-later-was-it-worth-it/


Matt Heinz

It takes discipline
There are many days I don’t feel like
writing, don’t have something
queued up for tomorrow, or just got
way too busy or behind. But that’s a
slippery slope. The systems we
have created for recording and
triaging potential topics makes it
very easy to find something strategic
and targeted, even if written at the
last minute. Beyond that, blogging
daily requires a daily discipline of
writing. As comfortable as I am
generally with the written word,
sitting down to craft something
worthy of publication still takes time
and discipline. But it’s worth it.

It’s a numbers game
Some posts go nuts. Others give us
a one-day spike and trickle off.
Rarely is one or the other
predictable. But if we maintain a
standard of quality on everything
that goes out our door, the numbers
game on daily blog posts works in
our favor.

It takes a village
I still write the majority of content but I
write a far lower percentage of
overall content than I did for the first
thousand. We’ve encouraged
everyone on staff to contribute
regularly to our blog, and have
regular features (such as the
Saturday B2B Reads) that give me at
least one day off from writing every
week. That diversity will continue to
grow as we increase the internal and
external voices contributing to our
editorial calendar.

It takes time
I distinctly remember writing what I
thought was pretty good content in
the beginning, then looking at my
pitiful traffic numbers for what felt
like weeks and months at a time. It
took hundreds of blog posts to start
to generate readers. Today, we’re
blessed with great regular followers
across channels – email, social,
RSS and more. But it’s literally
taken 2,000 blog posts to get there.
Blogging works, but it definitely
takes time. There really aren’t any
shortcuts.

It’s worth the investment
I’ve never paid someone to write a
blog post for us. Never paid for
traffic. My investment in this blog
has been purely sweat equity. And
yet, the percentage and dollar
volume of business I can attribute
back to our investment in content
continues to grow. I’ve written
previously how I don’t believe in
inbound marketing alone to sustain

a predictable pipeline, and that’s
still absolutely true for me. But I
shudder to think about how much
money I’d have to have spent on
sales & marketing to hit the growth
numbers we’ve been thankful to
achieve without the blog.

It’s my top sales rep by far
It opens doors. Makes cold
introductions easier. It keeps my
prospects warm. Generates inbound
inquiries. It literally helps me close
deals, including with prospects I
haven’t even spoken to yet.

It’s the foundation for
numerous repurposing
opportunities
Our best practices guides, as well
as many of my books, have started
as blog posts. The discipline of
thinking and writing daily makes it
far easier to stitch together
valuable, relevant content into a
variety of other formats – webinars,
keynote presentations, white
papers, templates and more.

It can be systematized
Three days a week now, we run
regularly-scheduled content. Thursdays
it’s our highly-popular “How I Work”
series. Saturday it’s B2B Reads.
Sunday is our App of the Week.
These take time to do consistently
well, but are far less labor intensive
than coming up with something
new, from scratch. They make daily
blogging easier.                                 �
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Matt Heinz is President of Heinz Marketing.
Find out more by visiting here.

Some posts go nuts.
Others give us a one-
day spike and trickle
off.  Rarely is one or

the other predictable.
But if we maintain a

standard of quality on
everything that goes

out our door, the
numbers game on daily

blog posts works
in our favor.
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Sales, marketing and customer experience writer/
editor Ginger Conlon of Direct Marketing News
leads an insightful discussion on current—and
future—marketing trends. This is your chance to get
unparalleled perspective on where spending’s
growing; what approaches are in decline; and how
the industry is innovating.

Join Ginger and PowerViews LIVE host Dan
McDade of PointClear, as they take a look at what’s
happening in marketing and make predictions about
what to expect in the year ahead. Where is
Marketing Going … and Growing … in 2015?
sheds light on what you need to know to direct your
marketing and sales organization’s course in the
coming months.

This live video webinar, scheduled for Tuesday,
March 3, at 1 p.m. EST, will answer these questions
and more:

� What’s driving growth trends in display, mobile,
search and social?

� How should these trends impact my spending?
� Why is the traditional channel of direct mail

gaining ground?
� What channels are slipping and why?

� What role does personalization play in recent
shifts?

� How is social targeting impacting the buy/sell
process?

� How can I most effectively leverage data?
� What role will the hybrid marketing/technology

professional play in my organization’s success?
� What competitive opportunity can I achieve by

following the trends … or bucking them?

Don’t miss this PowerViews LIVE video webinar
featuring Ginger Conlon, editor-in-chief of Direct
Marketing News. Take advantage of this exceptional
opportunity to get the valuable insights you need to
understand where marketing’s going … and growing
… and how marketers like you are staying ahead of
the curve.

Register today for PowerViews LIVE and learn more
about this year’s most important marketing trends—
and what they mean to you.

Note: event limited to 100 attendees.

P.S. If your calendar is full on the day of the webinar,
sign up and receive an on-demand version after the
event concludes.

Where is Marketing Going ... and Growing ... in 2015?
Tuesday, March 3, 2015 6:00:00 PM GMT - 6:30:00 PM GMT

REGISTER NOW

https://events-na12.adobeconnect.com/content/connect/c1/1283843984/en/events/event/private/1284265106/1318422860/event_registration.html?sco-id=1318479227&_charset_=utf-8


DOWNLOAD HERE

We’ve all heard the adage that you can’t continue to do the same thing and
expect to get different results. This holds true in the sales profession. If you
want to accelerate sales, you will have to do something different than what
you’re doing today.

This playbook tells you what’s required to turbo-charge and accelerate your
sales. Just like any engine, turbo charging requires additional technology. You
can’t get faster acceleration by pressing the pedal harder onto the floor board.
Acceleration and speed is limited by the capabilities of the engine itself. And the
same is true of selling.

Read this ebook and learn what’s needed for your team to turbo-sell its way to
quota achievement.

http://info.avention.com/1408-turboSellingEbook.html?utm_program=70160000000ohTZ&utm_source=OnlineAd&utm_medium=Paid&utm_campaign=TurboSelling&utm_region=Global


2015 Top Sales Academy
The Faculty – Phase Two
(March to September)

Once again this year’s Faculty
represents the brightest and
most successful sales experts
on the planet. They will be
delivering leading-edge
presentations, that are short,
sharp and highly relevant.

The March timetable has been
released here

http://topsalesworld.com/topsalesacademy/phase-two/


Top Sales Article & Blog Posts

The minute I heard the Always
#LikeAGirl ad during the Super
Bowl, I knew I had to write today's
post.

I’ve been rebelling from the day I
entered this (still) male-dominated
profession. I didn’t intend to. In fact,
when I first started out, I tried really
hard to do what the guys did.

But being pushy, wasn’t part
of my nature. I hated pitching; it felt
so self-serving. I detested anything
that smacked of manipulation. And I
never was able to bring myself to
use the trite closing techniques that
my male colleagues claimed were
so effective.

I was repeatedly told that I
needed to “play with the big boys”
and to “get in bed” with my
customers. I learned that it was a
“war” out there; that my competitors
were the enemy and my job was to
destroy them.

And, despite being in an
environment where people took
great pride in making tons of calls
(“Sales is a numbers game!”), I felt
it was a waste of time if they weren’t
good ones.

Yet I was wildly successful.
Beyond what I ever thought
possible …

I was taught the Triangle in 1969 by
Bob Trudeau while undergoing
sales training. Where Trudeau
learned about it I know not, but he
believed in it passionately and 46
years later I can say it meant more
to my success as a salesman than
any other tidbit of information. We
all tell a story in our own imitable
style, and if today Trudeau listened
to myrendition of the Triangle, no
doubt he’d hear an altered version;
but I hope he’d be pleased that I’ve
passed on the Triangle to hundreds
of people, in speeches, sales
seminars, and airplanes I flew to
and from work. I’d reach for pen

and paper, draw a triangle, label
each side, and tell my story. The
triangle is a sturdy geometric figure,
if all three sides are solidly
connected; otherwise all you have
is a wobbly structure which eventually
will crumble into a pile of naught.

Mental Attitude
The first side is Mental Attitude. You
must possess a positive mental
attitude made out of titanium.
Anyone can be up when she’s
winning, when everything is running
like a well-oiled machine and
success is the norm; show me ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
I Sell #LikeAGirl—And I'm Proud of It!  
by Jill Konrath

This Week’s Top Sales Blog Post
The Triangle 
by Robert Terson
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https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


February 17th Edition 2015 Top Sales Magazine 20

If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

Click on our Sponsors to find out what they can do for you.

Our Principal Sponsor is

Our 2015 Partners...
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