


Customer Expectations
Have customers changed? In a
word – yes! But you knew that
already. How have they changed?

They:
� Are more demanding
� Have higher expectations
� Have a more pressurized
lifestyle
� Want everything, but don’t
necessarily want to pay for it
� Are less tolerant
� Want more for their money, time
and effort
� Are driven by customer service
issues in their own workplace
� Are more likely to seek
recommendation from friends and
colleagues than rely on advertising
� Are driven by new technology -
particularly the internet
� Don’t want to be sold to - they
want to be part of the process, not
part of the audience.

But the key to supplier differentiation
lies within these increased
expectations since customers now
value closer links with efficient,
competent suppliers who are willing
to act as long term allies, and that
means - speaking their language.

As an exercise, list out your ten

most important customers. Then
think about everything you know -
really know – about them. For
example, do you know:

What their commercial objectives
are in 2015?

What their trading trends are?
Up, down or static?

Are they expanding or
contracting?

Did they make a profit last year?
Etc. etc.
And most important of all, do you

know where or how you can make a
significant contribution in helping
them achieve their overall goals this
year?

How can you help them save,
gain, reduce, increase or
improve?

Those are the five magic words
that will make you very attractive - if
indeed you genuinely do have
something to bring to their party.

They have absolutely no interest
in you, your company, your past
successes, your ability to stage a
dynamic presentation, or even your
products/solutions - unless they
impact on their commercial
objectives, profitability, market
share or overall success.

In short, customers today buy for

their reason - not ours.
We have met the Sales 2.0 sales

professional… Welcome to the
Sales 3.0 customer!

Jonathan Farrington,
CEO Top Sales World

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

PS: Do get across to Top Sales
World as often as you can – there
are new resources being added
every day, from the world’s
leading sales experts, and it is all
FREE.

Five Magic Words and the Sales 3.0 Customer

Editorial
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Drawing from his experience as a
bond trader, marketing

executive, model, and rocker, David
has authored ten best selling books
including The New Rules of
Marketing and PR and Marketing
Lessons from the Grateful Dead
and his latest book The New Rules
of Sales and Service. He’s dazzled
and educated global audiences at
corporate events, conferences, and
seminars. For salespeople who
have not yet leveraged mobile
technology and social networking,
he sounds a loud wake up call. 

David dismisses expensive
advertising and traditional, costly
PR as old world. To him, content is

the best form of marketing on-line
for getting in front of buyers at
exactly the right time. While
marketing is a company’s reach to
many buyers at once, and sales is
an individual salesperson’s reach to
one buyer at a time, he explains that
his concept of Real-Time Sales and
Marketing applies to both marketing
and sales. Real-Time Sales and
Marketing happens when an
organization operates on the
buyers’ timetable - not their own.
With it “speed and agility win”. 

In our conversation we focused
on how individual salespeople can
use Real-Time Sales and Marketing
to succeed in a digital world. Clearly,

the way clients buy has changed.
Clients go to search engines and
social networks to do research and
learn about what they are interested
in buying. As a result, the balance of
power has shifted from the
salesperson to the buyer. And the
salesperson’s job has changed to
educate and inform instead of
interrupt and sell and to usher the
buyer through the process, adding
value along the way. This change,
David emphasizes, is not a matter of
dabbling. He says it demands “a
complete and utter shift in mind-set
of how salespeople think about
selling.”

David feels there are three
integrated levers available to every
salesperson to help them make the
shift needed to be a salesperson
buyers seek out and buy from: 

� Curate Content—The job of the
salesperson is to curate content.
Content generation starts with
building expertise. Salespeople
must be very quick to curate content
for their buyers. 

� Respond in Real Time—Speed
of response is critically important.
The environment is such that
salespeople are no longer in
charge. They no longer choose
when and where to reach buyers.
When buyers have a request,
salespeople must get back at the
speed of technology.

� Be Visibly Active in Social
Networks—Buyers who are going
through the sales process not only
want to know about the company,
they want to know about the
individual salesperson. David

In the first sentence of his LinkedIn bio, David Meerman
Scott boasts of being sacked in 2002 in one of the worse
job markets in history.  The same radical thinking that got
him fired has made him one of today’s most respected
sales and marketing strategists and thought leaders. 

Real-Time



The Linda Richardson Interview

hammered away that salespeople
must be active on various social
networks. It is important that when a
buyer goes to Google and enters
the name of a company or a topic,
the name of the salesperson should
also come up. To David “If nothing
comes up about the salesperson,
that salesperson does not exist.”
For him, it seems to be post or
perish. But if Google returns
information about the salesperson
such as an article the salesperson
has written, a great LinkedIn bio,
and activity on Twitter, that helps the
buyer see the salesperson in the
light of trusted advisor. Social tools
become another way to build trust.

� Start Newsjacking—Newsjacking
is the process of injecting oneself
into a breaking news story, for
example when Oakley provided its
sunglasses to the 32 trapped and
rescued Chilean miners to wear as
they emerged into the sunlight. An
individual salesperson can newsjack
too by doing many of the kinds of
things companies do. For example,
they can share content relevant to
their buyers. This takes being very
observant, actively watching the
news, and acting quickly. 

David recommends Google
News at News.Google.com as a
source for newsjacking. He uses it
three or four times a day and
sometimes more. For example, the
day before this interview, Time
magazine announced its person of
the year. Ten minutes after the
announcement David, who had
checked Google News, Tweeted
this to his network. He knew it would
be interesting and that he would
likely be the first to inform his

followers. Similarly, salespeople can
Tweet industry related news, such
as an acquisition, a new
government regulation, or a new
product a company in their industry
has released, or any relevant
information to their prospects and
clients. David sees bringing relevant
content to buyers as a way to move
salespeople from product pushers
to trusted advisors. 

Buyers want expertise, value add -
not product pitches. David
emphasizes that salespeople who
are up on industry news, active on
social networks, leveraging sales
tools, and who are adept at content
creation will be more successful
than those who aren’t. The tools
salespeople choose depend on
their type of sale and their
preferences - for example a content
platform if they are text based, or a
video platform such as YouTube,
Slide Share, and Instagram if image
based. For example, David’s
SlideShare The New Rules of
Selling has been viewed over
150,000 times. 

His bottom line is that
salespeople “must be as expert in
the web as they were in cold calling
and selling products and services.” 

David recognizes that salespeople
must understand that we are going
through the biggest, most powerful
communication revolution in human
history. The magnitude surpasses
the change in communication
brought about by the invention of
the printing press 560 years ago.

With the printing press books could
be created more cheaply. People
could read and learn for
themselves. And from this emerged
the Renaissance. David sees the
technology revolution as even more
profound, because “The tools we
have allow almost every human
being on the planet to communicate
with another human being on the
planet in real time.” For David, not to
use these tools is not to succeed.

His concern is that most
salespeople don’t recognize the
magnitude of the change. He says,
“It is radically important for
salespeople to change how they
communicate with their clients. For
example, “Understand today’s buyer
preferences and meet face to face
when the buyer wants it to happen.”
Salespeople must live and breathe
the new tools of mobile technology,
the web, and social networking.” 

His advice to salespeople comes
from his Grandma Jones (Dorothy
Miller Jones – 1905-1996). When
he was a child, she taught him that if
you want to receive letters, you’ve
got to write letters. He wishes he
could share with her the same thing
is true today about social
networking and customer
engagement: you have to give to get.

It is true that the rules have
changed—but not for Grandma
Jones. I know first hand that David
practices what he preaches. He’s
the role model for Real-Time and we
are the beneficiaries of his giving. �
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David Meerman-Scott is a Keynote Speaker and
Bestselling Author. Find out more by visiting here.

http://www.slideshare.net/freshspot/the-new-rules-of-selling-38281832
http://www.davidmeermanscott.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Out+now+first+edition+of+top+sales+magazine+for+2015+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Social Selling
The term got a lot of play in 2014,
as anyone who thought they could
tried to capitalize on the term. Using
social as part of the selling process
isn’t going away. That’s true for
email and the phone too. Going
forward, social selling will be
viewed for what it is – a set of
tactics that are integrated into a
seller’s sales process. With buyers

blocking emails and phone calls,
social channels provide other
vehicles for demonstrating credibility
and capability. But if you can’t sell,
that social activity did you no good. 

Bringing in new business and
nurturing existing customer
relationships relies on multiple
strategies – online and off. Strategy,
great selling skills and consistent
execution of sales basics are all

part of the selling equation. This is
something many “experts” don’t talk
about, because they haven’t lived it.
I predict that the social selling
pretenders will be exposed and
fade quietly into the night.

Agile Learning
In 2015, greater emphasis will be
placed on continual sales learning
and development. With buyers
expecting more from sellers than
demo’s and feature/benefit
presentations, sales leaders will
ensure that investments are made
in training salespeople how to sell.

In my first article for Top Sales Magazine this year, 
I couldn’t resist the urge to share a few of my predictions
for the profession of sales in 2015. Here we go…

Peering Into the Future



Barb Giamanco

This will be the year that more
leaders recognize that learning is
not a one-time event. They will
invest in agile learning programs for
all sales team members throughout
the year. Salespeople will augment
these learning programs by
investing in their own professional
development. Low and no cost
options abound on the web. The
salespeople who stand out and
earn more, are the ones that
continually invest in themselves.
The only thing more costly than
investing in learning is what
happens when you don’t!

Focus on Customer
Experience
In 2014, more organizations began
talking about making customer
experience a bigger priority. As they
should. Experience affects the
bottom line. According to a CEI
Survey, 86% of buyers will pay
more for a better customer
experience. But only 1% of
customers feel that vendors
consistently meet their expectations. 

In 2105, I believe that sales and
marketing will spend more time

aligning around a customer
experience strategy that considers
the impact of communication with
potential buyers and customers
through multiple channels. In
particular, I think the leaders in both
camps will evaluate and monitor
more closely the messages being
used in sales activities. Today, there
is not enough oversight in this area.
I believe that sales leaders will
finally recognize that boilerplate
sales pitches are having a negative
effect on the ability to generate
sales opportunities. I further predict
that they will stop measuring
activity for activities sake. Greater
emphasis will be placed on
evaluating the outcome that the
number of phone calls made or
emails sent have on sales
objectives.

Maximize Opportunities with
Current Customers
In a recent blog post, Jonathan
Farrington was quoted as saying
that it now costs fifteen times as
much to locate and sell to a new
customer, as it does to an existing
one. And, he said that 80% of
organizations neglect their existing
clients, despite the fact that there are
so many incremental opportunities
just waiting to be harvested. 

It is common practice in sales to
chase new business, which leads to
seller’s blindly racing after almost
anyone they think will listen to their
pitch. Most of that activity ends up
being wasted. All it takes is one
poorly thought out email or

inarticulate phone message to turn
a buyer off. Like hamsters on a
wheel, when those communications
are not responded to the solution is
to do more of the same, which also
doesn’t work. In 2015, my hope is
that salespeople will make selling to
existing accounts more of a priority
and that sales compensation will be
adjusted to incent this focus.

Better Tools Alignment with
Sales Process
On the technology front, new tools
will keep cropping up, but I believe
that sales leaders will expect more
seamless integration of these tools
to support their sales process,
industry and customer type. When
this happens, salespeople will
spend more time doing their job –
selling. A recent Microsoft Dynamics
e-book noted that sellers spend
22% – or less – of their time actually
selling. More technology is not the
answer. Better alignment of the
right technology with the
salesforce’s business processes is
what’s needed.

In Summary
This year the stakes for
salespeople will be higher. Buyers
have raised the bar. Sales leaders
need to prepare their teams to
respond to these elevated
expectations. The predictions that
I’ve shared are more of a personal
wish list for sales, because there is
no business as usual in 2015!        �
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Barb Giamanco heads up Social Centered Selling.
Find out more by visiting here.

It is common practice in
sales to chase new

business, which leads
to seller’s blindly racing

after almost anyone
they think will listen to
their pitch. Most of that
activity ends up being

wasted. 

http://scs-connect.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Out+now+first+edition+of+top+sales+magazine+for+2015+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


January 5th Edition 2015  Top Sales Magazine  8

We do a tremendous amount of
role-playing when we train

and coach salespeople and sales
leaders. The main purpose is to
demonstrate the two primary
components of consultative selling,

uncovering compelling reasons to
buy, and differentiation. The
lessons learned from our role-plays
provide us with enough feedback to
know how they were selling prior to
their training.

Over and over again, I hear
some version of, “Wow, you asked
about 25 more questions than I
would have asked. I would have
explained how we could help as
soon as I heard their first issue.” Or,
“Why did you continue asking
questions? I would have presented
after about the third question.”

Some believe that asking
questions means having a list of 50
questions. Others think it’s to
conduct a needs analysis. There
are even some who think that

Most salespeople believe that consultative selling involves
asking questions prior to presenting solutions.  They
would be right, but only if they also believe that software
programming is one’s ability to configure email accounts
on multiple devices.

Consultative Selling: What You
Think versus What I Think



Dave Kurlan

consultative selling means that they
should behave like a consultant.

The reality is that consultative
selling is a horrible phrase and
there is little agreement on what
that phrase actually means and
how it should be executed. In my
opinion, it refers to the critical
conversation that takes place early
in the first scheduled meeting or
call, and it requires mastery of four
crucial skills:

1. Asking questions
2. Listening
3. Inspection
4. Note-taking

Those four skills appear very
simple but nothing could be further
from the truth. It takes most
salespeople 8-12 months to
develop those skills to the degree
necessary to master consultative
selling. Why does it take so long? I
don’t think it’s the questioning, but
the listening, inspection and note
taking are very difficult for people
that have spent most of their
careers talking.

For example, in a role-play
today, I said, “You said the
company needs to make

improvements after falling 10 years
behind. What compelled the CEO
to begin this initiative now – what
changed?” 

The prospect responded with,
“My role is to bring the company up-
to-date and I was hired to do that.”

A question was asked and an
answer was provided and for most
salespeople, that’s good. But skill
#3 calls for inspection and after
quickly inspecting that answer, it
becomes obvious that the question
I asked wasn’t answered. That is a
very common occurrence early in
the conversation, and most
salespeople miss it. So I asked,
again, “But what changed to make
this important now?”

When you are selling
consultatively, you’ll find yourself
using dozens of the same words
and phrases from one meeting to
the next. Here are 10 that I like:

� “What does that mean?”
� “How does that manifest?”
� “Could you elaborate on that a

bit more?”
� “Tell me that story!”
� “How long has that been a

problem?”
� “Why is that a problem?”
� “Who else cares about that?”
� “How does that impact you?”
� “Why have you put up with

that?”
� “What would be better?”

As we head into the New Year, I
hope you can incorporate some of
these tips into your selling. But
more than what you’ve already
read, the single most important tip
is to refrain from presenting until
you have a completely qualified
opportunity!                                       �

Dave Kurlan is a top-rated speaker, best selling
author, radio show host, successful entrepreneur
and sales development industry pioneer.

Dave is the founder and CEO of two companies, which
between them, have been named four times to the Inc. 5000 list
of fastest growing private companies.  Objective
Management Group has been named the Top
Sales Assessment Tool for 3 consecutive years.
Kurlan & Associates is a global sales consulting
firm.

He has written two books, including the best
seller Baseline Selling, and contributed to many
others, including Stepping Stones, with co-authors
Deepak Chopra and Jack Canfield.

In 2014, Dave won “Top Sales Article of the
Year” with “Increase in Social Selling Yields No
Improvement in KPI’s” and his daily blog
Understanding the Sales Force was named “Top
Sales Blog of the Year”
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Others think it’s to
conduct a needs

analysis. There are
even some who think

that consultative
selling means that they

should behave like a
consultant.

http://www.kurlanassociates.com/articles/2014/increase-in-social-selling-yields-no-improvement-in-kpis.htm
http://www.omghub.com/salesdevelopmentblog
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Out+now+first+edition+of+top+sales+magazine+for+2015+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Steve Backley, British javelin
athlete and three-time Olympic

medalist, offered a very different
experience at our Miller Heiman
Sales Performance Summit in
London in November, based on his
book, The Champion in All of Us.

“Clever people, like you, value
relationships and develop a team
of people around you whom you
trust. You will understand the
power of perspective and,

therefore, will be keen to
understand the ideas of others.”

Relationships do matter – in
sports, and across the sales team
and the customer organization. The
team you prepare yourself for the
Olympics and the sales team you
work with – it’s a similar situation.
Even if you are opponents during a
competition, or when it comes to
promotions, you work together to
get better every day, led by a

coach. This is how we all can learn
from each other’s viewpoints,
approaches, thoughts and most
importantly – from each other’s
mental attitude and
professionalism. Relationships are
based on being valuable for each
other. That’s the same principle in
sports and sales. No buyer makes
time for a coffee meeting anymore,
if there is nothing valuable added to
the coffee. Developing existing

It rarely happens that I’m impressed by motivational speakers. Too often, they cannot
build a bridge that enables people to tap into their wisdom, right after the conference. 

Why World Class Sales Performers Are
Always Keen To Learn  



Tamara Schenk

relationship, and building new
relationships with prospects and
new buyer roles, is a key
competency of any top sales
performer. 

Why is that so important? Look
at our engagement principle
“Providing Perspective.” To
understand the customer’s specific
context, every different viewpoint
and any relevant information a
salesperson can gather adds value
to the big picture, and enables the
salesperson to provide an even
better perspective. Furthermore,
understanding each buyer role’s
different approaches and ideas -
especially if they come from
different functions and have
different organizational roles - is
essential to co-create a shared
vision of future success together
with these groups of buyers.
Understanding and learning from
others’ ideas, and taking that to the
next level, is a key differentiator.
Therefore, analyzing, understanding,
interpreting and synthesizing
across the network – that’s what top
sales performers do before they
provide a tailored solution to help
the customers to achieve their
desired outcomes.

“Champions do this by seeking
to consult and understand others,
and by networking well. You will
not only learn from the relevant
people around you, but will be
able to reapply their skills in an
even better way. The point here
is not the ability to store or
regurgitate facts that you have
learned from others, it is the
application of the understanding
of the key principles that
matters. Sustained performance

is not about learning something
parrot fashion, it is about
understanding others, interpreting
and then applying knowledge.” 

Learning new techniques in
sports or new methodologies in
sales, the process is very similar.
Learning and practicing to become
a top performer has to be guided by
regular coaching. Coaching, when
done well, improves the athlete’s
technique and performance step by
step, leveraging his/her potential.
That’s always an individual journey
with common milestones. The first
milestone is that the athlete/
salesperson can repeat and
perform the new method or
technique pretty well in familiar
situations. The second milestone,
though, is to coach the
athlete/salesperson in a way that
he/she can adapt the newly
learned techniques in any new,
changed or complex situation.
That’s much more than practicing
new stuff in a repeatable way. To
achieve this level, athletes and
sales professionals have to
develop their adaptive
competencies. That’s their ability to
quickly adjust their behavior and
their activities to different
situations. Developing adaptive
competencies – in sports and sales
– can be done in different ways, in
simulations within the same
professional area or completely
different areas. That means
working with people, often out of
the business context, so that they
learn how to better connect the

dots between their left and their
right brains. Adaptive learning
experiences in other fields may be
beneficially transferred back to a
business context. 

A prerequisite to applying
adaptive competencies successfully
is situational awareness.
Situational awareness means
understanding a given situation and
quickly noticing what’s happening
in this situation. Then, adaptive
competencies enable us not only to
know, but to understand the
situation with all the involved
people and elements. Even more,
adaptive competencies enable us
to synthesize all findings into a
bigger picture, and to draw the right
conclusions. In sales, that means
providing a tailored, differentiating
and highly valuable perspective for
a customer to help them to achieve
their desired results.

Adaptive competencies are
based on identifying the underlying
principles and adopting these
principles to different situations.
Champions learn, practice and
adopt what they learned and take it
to the next level, based on those
embedded core principles. That’s
the main difference between the top
performers and the ordinary
performers on the team - in sports
and sales.

“Champions also consult
opinion across industries. It is
never about who is right or
wrong - it is about what’s best.” �
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.

http://www.mhiresearchinstitute.com/home
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Out+now+first+edition+of+top+sales+magazine+for+2015+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


Factoring Psychographics Into
the Buying Process
Join Social Media Selling Expert Paul Gillin at the next PowerViews
LIVE video webinar to learn how you can factor psychographics into
the buying process—and drive business results.

Paul joins me on Thursday, Jan. 8 at 1 p.m. EST to discuss the
important difference between demographics and psychographics.

� He’ll explain why sending marketing messages on buyer’
ambitions, fears and motivations—vs delivering content based
solely on title, budget, company size—speeds the buying
process. 

� We’ll talk in-depth about why communication that moves
prospects emotionally moves them through the pipeline more
rapidly.

� And you’ll have the chance to ask questions, live, about how
talking to buyers as people, not statistics, helps you sell more.

I urge you to register for the PowerViews LIVE video webinar:
Factoring Psychographics Into the Buying Process today.

If you're already booked Tuesday, don't worry. Register and you'll
receive the on-demand version of the webinar after the event.

There's More in Store

Watch your email and register
to interact with these other
well-known authors and
industry experts at upcoming
PowerViews LIVE webinars.

Social Media: Why It Doesn't
Work

With Jamie Turner
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By the Numbers: Driving
Sales Through Analytics

With Kyle Porter

Date & Time TBD

REGISTER NOW

https://events-na12.adobeconnect.com/content/connect/c1/1283843984/en/events/event/private/1284265106/1305892246/event_landing.html?sco-id=1306120347&_charset_=utf-8
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Linda Richardson

Where does insight come from?
No one really knows, but we

know knowledge, experience,
research, and data feed it—but
there is something else, something
intuitive, instinctive, a vibe.

The ability to discern is
particularly relevant today because,
more than product expertise, your
clients want business expertise from
you, and that takes judgment. Your
goal is to use your acumen to help
your clients see things differently
and recognize the value in changing
the status quo. 

It is the ability to discern that
allows you to do this. The ability to
discern helps you know the
difference between good and great,
important and unimportant, to make
decisions that lead to success and
avert failure. 

In talking about his work with
independent films, Ethan Hawk
summed it up when he said, “You
got to be very discerning about
where you put your five bucks, and
where you cut, and where you don’t
cut.” Every day you must make
similar decisions about where to
spend your time, where you don’t,
what ideas make sense for your
clients and what don’t, what deals
will close and which will never close,

go to competitors, or drift to the land
of no decision. It is just as important
to discern when something is wrong
as when it is right, even if you don’t
know at the moment how to make it
right. Discernment captures the
ability to do all this.

Are we born with the ability to
discern? Surely some more than
others—but like selling, most of us
can learn it. What does it take to
discern? The answer makes me
think of the joke about How to get to
Carnegie Hall. Practice, practice,
practice. We have all heard the
expression “a discerning eye.”
Discerning is developing that
discerning eye. It takes work, but it
will change how you communicate
and what you are able to perceive.

After client meetings, after client
phone calls, in emails, and in
conversations with colleagues, take
a moment to ask yourself how did
what you say resonate with your
client, prospect, or peer. Heighten
your ability to notice how they react.
Stop and think about it. Little by
little, you will see more. We are
going so fast from one activity to

another, the ability to discern itself is
becoming obsolete. You can
change that through conscious
observation. The simple question
How did … (what you just
communicated) resonate? will help
you begin to discern the subtle
messages that are being sent. 

We all have the ability to discern,
but somehow it gets beaten out of
us. Think of children, the masters of
discernment— just try to fool them.
It is a progression. Your clients must
trust you to make a change. Gaining
that trust requires that you listen to
them. Listen to them with a
discerning eye, and you will hear a
lot more…

Here’s to peace and the wisdom
of discernment for 2015—knowing
the real from the unreal, and finding
the real.                                               �

Discern -The Word for 2015
Recently, a radio host used the word discerning - a word
not commonly heard. Even she commented that the word
has become obsolete. Discerning is the ability to see and
understand people, situations, and things in a deep and
clear way. And I believe it is the key to insight.
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The coastline, off the 90 mile
beach, is teaming with red

snappers and other delectable salt
water species. It's a gorgeous
pristine area with huge sand dunes,
no hotels and no piers.

To complicate matters even
more, the sandy beach often goes
out for hundreds of yards, making
it difficult to fish from shore. And
the waves are so powerful that, if
you wade out too far, you risk
being swept away. Of course, you
could rent or buy a big ocean-
ready boat, but that costs a lot of
money.

Clearly, fresh fishing strategies
were needed to address this
impossible challenge.

The solution? Kite fishing. All the
"Average Joes" need are a kite, a
special airborne rig, the right bait
and a beachside seat. When the
kite starts bobbing, they jump up
and fight like crazy to haul their
catch into shore.

I'll tell you, seeing those kite
fishermen is truly a sight to behold.

As sellers, if we're going to be
successful landing the big ones,
we need to expand our thinking
about what's possible.Instead of
giving up, we need to consider all
the variables we can impact. For
example, we could:

� Use some new bait. If your
message isn't enticing to the big
fish, they'll swim right by it.
� Change where we're fishing.
Perhaps you need to target
different decision makers. Or,
maybe you need to go to events
that they attend.
� Cast a wider net(work). Maybe
someone you know can make a

connection. Go to LinkedIn. Check
out your 2nd level connections.

The point is, if your current
prospecting methods haven't
yielded results yet, then you need
to try something new. Experiment.
Change things up. Get creative.
That's what it takes today to land
the big ones!                                      �

Tackling the Impossible Sales Challenge 
How do you get a targeted account if all your previous attempts have failed? If you want
to catch a big fish, perhaps the sports fishermen of New Zealand can give you some
ideas. After all, they face a very difficult, if not insurmountable, challenge that would stop
most fishermen entirely.

Jill Konrath
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