


If we start from a position of
agreeing that as human beings we

are all unique, then we must concur
that all prospects/customers/ clients
are also different : In terms of their
commercial requirements, they
each have a unique set of values,
their own way of doing business –
and how they expect the buying
cycle to be managed. With me so far?

So, with all of this in mind, why is
it that some people – many people
actually – believe that a “vanilla” or
“generic” sales methodology will
serve the needs of all? The reality is
that there is no single one way to
sell – all situations, industries, roles,
cultures, etc. require a totally
different approach.

Let’s begin by thinking about
sales roles. There are effectively
three “stages” of a sales cycle,
which requires us to recognize that
there are actually three identifiable
sales functions – or as I prefer to
refer to them, “Sales Phases” i.e.
Phase One: lead generation/
prospect attraction. Phase Two:
prospect conversion/closing the
deal, and finally, Phase Three:
client/customer retention and
development.

We then need to think about the
skills needed in each of our phases,
because they are completely

disparate: For example, when you
are working in Phase One, logically
you need to be skilled at cold-
calling, or email marketing, or
referral selling. Most social media
pro-activity is also focused on
creating incremental opportunities. 

During Phase Two, if we follow
the “traditional” sales/buying cycle
path, we need to qualify the
opportunity, create a solution that
precisely fits our prospect’s
requirements, present that solution,
negotiate, and close. That all
sounds rather simplistic, and we all
understand that complex sales can
be far more … well complex. Here
most sales methodologies come
into their own.

Finally, Phase Three. This is the
phase where most companies are
weakest, preferring to concentrate
the majority of their resources on
Phase One - the ability to first build
and then develop a strong customer
base, which promotes strong two-
way loyalty, and is founded on a
totally symbiotic philosophy. This is
what differentiates highly successful
companies from the also-rans – and
for also-rans, read much less
profitable. Again, you will not gain
anything from a sales methodology
program if you wish to take these
skills on board.

So far, I have merely illustrated
how out-of-the-box sales team
development can never provide a
precise solution in terms of skills
development.  We then need to look
at industry/sector specialization.
And what about culture? Do we all
sell the same wherever we are
located in the world? Of course we
don’t.

Be assured, one size will never
fit all – in fact, it won’t fit many…

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.

One Size Will Never, Ever, Fit All

Editorial
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The Linda Richardson Interview

Because of his background in
engineering Mark describes

himself as a quant (short for
quantative analysis) who had not
even been in sales before the
HubSpot journey. As such he
viewed the world through a lens of
metrics, data, and process as any
engineer would. And many people
attribute HubSpot’s achieving great
scale in sales so quickly to leaning
on metrics, data, and process.

When he accepted his role at
HubSpot his self imposed mission
was clear: predictable, scalable
revenue growth.

To build the HubSpot sales
machine Mark crafted and
executed four tactics: 

� how to hire the same successful
salesperson predictably every time
� how to train salespeople in the
same way to key them for success

� how to provide salespeople with
the same quality and quantity of
leads and demand every single
month
� how to ensure that salespeople
work leads using the same process
to maximize success.

Organizations that can accomplish
all four certainly are on their way to
scaling and predictably growing
revenue. Mark shared key take-

Double Click: HubSpot’s Formula for
Predictable, Scalable Revenue Growth
In thinking about my interview with Mark Roberge, Chief Revenue Officer of HubSpot
Sales Products my intention was to focus on HubSpot’s all in one sales and marketing
solution designed to transform businesses.  But as I learned that Mark increased revenue
over 6,000% and expanded his sales and services team from 1 to 450 team members
from 2007 to 2013, I couldn’t bypass how he achieved such results.  Knowing Mark’s
background in mechanical engineering and his MBA from Sloan School of Management I
knew we wouldn’t get a string of platitudes.
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aways for each of these spokes in
HubSpot’s sales machine. 

Hire the Same Successful
Salesperson Predictably Every
Time
In the first year Mark hired 10 new
salespeople, averaging about one
per month. All of them were the top
performers from their past
environments. However, not all of
them evolved to be top performers
within the HubSpot environment.
The lesson learned was the
importance of the context and the
buying journey of HubSpot to the
type of salesperson who would
succeed there. Mark tags general
questions like “What do you look for
in a salesperson?” as irrelevant
because the right salesperson for
one company at a particular time is
not the same for another company.
The complexity of the sale, buyer,
and buying journey are different.
They yield differences in who is the
right salesperson for an organization.

Fortunately there is a process
for uncovering the ideal
salesperson criteria adaptable for
any organization. Mark’s first step
was to establish a theory of 10
criteria that he thought would
correlate with success in the HubSpot
environment. He documented the
criteria with definitions, scores, and
what scores translated into. For
every interview he scored against
each criteria. After six months he
had working examples of hires that
he could observe and reflect on to
see who were the rock stars and
who were average. From that he
began to define the pattern that
predicted success, what didn’t
seem to matter, and what was

missing from the formula. His
analysis provided him with data
points for a regression analysis that
his friend at MIT repeated every few
months. 

Based on the results Mark
defined five criteria that worked well
in the HubSpot environment:
coachability, curiosity, intelligence,
prior success, and work ethic.
While ever company’s context is
different, Mark pointed out the he
felt these criteria would work well
for most early-stage software
companies. For companies that
don’t have large sale forces or the
resources for to conduct analysis
Mark recommends Sidekick.

When asked if “prior success”
meant industry experience not only
was the answer no, but with later
hires in some situations sales
backgrounds wasn’t even a criteria.
While the number of salespeople
on the team and where the
candidate ranked is important,
“prior success” is not limited to that
but includes people who did

exceptional things in what they
attempted in life, for example, they
brought on board an Olympic Gold
Medalist, a professional comic who
made it all the way to Comedy
Central, and MIT and Harvard
grads seeking a career change. 

The takeaways for large and
small companies are to be aware of
your own sales context because the
ideal hire is different for your
company and to develop a
consistent process to select and
on-board your company’s ideal
hires. 

Train Salespeople in the Same
Way to Key Them for Success
Rather than use a shadowing or
ride-along training program which
lacks the predictability element,
Mark put together a one month long
formal, primarily classroom setting,
training curriculum with the
expected product knowledge, sales
process/sales certification, and skill
training. His innovation was to add
a cutting edge inbound marketing
component designed to prepare
salespeople for the demands of the
new empowered buyers with data
their fingertips.

He discussed how in this new
sales context salespeople have to
step up their game. To help
salespeople understand the buyer’s
context, the buyer’s role, and what
the job is like, the new training
component element places
salespeople as close as possible
into the buyer’s life. To feel what it is
like to be a marketer every
salesperson sets up his/her own
website and blog using the
HubSpot software. Salespeople
must rank in Google, write blogs

The takeaways for large
and small companies

are to be aware of your
own sales context

because the ideal hire is
different for your

company and to develop
a consistent process to

select and on-board
your company’s

ideal hires.  

www.getsidekick.com


The Linda Richardson Interview

(one module in the training is what
is a blog, how to write one…),
generate a following, run an e-mail
campaign and so on. The goal is to
help them master the best practices
around in- bound marketing to
become consultants and trusted
advisors to their customers who
usually have not had this intense
training.

Provide the Same Quality and
Quantity of Leads Every Single
Month
The responsibility for the inbound
marketing journey was Mark’s
counterpart and partner Mike
Volpe, HubSpot’s CMO. Mark
explained how the demand
generation techniques that
companies have used for the past
few decades have declined
significantly in effectiveness. He
expressed amazement that many
business plans and marketing
budgets continue to dedicate so
much money to advertising, cold
calling, direct mail, and e-mail
spam. To underscore the change in
how buyers buy and how to access
them, he shared that at HubSpot he
has neither a phone nor a desk. Our
call was from a HubSpot “phone
booth” which he reserved. 

Rather than trying to reach
customers with yesterday’s outbound
strategies, Mark believes that the
most effective way to generate
demand is to win the Google and
social media discussions where
buyers are starting their buying
journey, for example, in Google
Search or asking a question in
LinkedIn. He advises “You do not
need to bet the whole farm on
inbound marketing but you really

need re-think the whole demand
generation investment you are
making and pull away some of the
outbound efforts that may not be
working.” The take away here is to
“triple down” on Inbound Marketing
by creating educational content for
your buyer on a consistent basis
and participating in buyers’ on-line
conversations.

Additionally Mark discussed how
few companies recognize the need
to staff Inbound Marketing efforts.
Today he sees the journalist as the
“golden nugget” to navigate the
demand strategy and bring quality
content. Clearly HubSpot practices
what it preaches: The second hire
for the HubSpot team was a
journalist from the New York Times
charged with creating a high quality
and predictable lead flow to the
team. 

Ensure Salespeople Work
Leads Using the Same Sales
Process
The role of the sales manager is
key to working leads on a
predictable basis. At HubSpot the
primary role of the sales manager is
coaching and developing salespeople,
not running forecasts or pushing
pipeline. Mark described the best
coaches as the ones that can step
back and know where a salesperson
needs coaching rather than
overwhelming the person with
multiple points of feedback. To take
the mystery out of how to do this
Mark leans again on metrics in what
he describes as Metric-driven Sales

Coaching that enable sales
managers to hone in on the one
area that will have the biggest
impact on results. 

To practice Metric-driven Coaching
measure the entire funnel for the
team, for the individual on a month
to month basis to see how they are
doing on the prospecting side
compared to their peers. Look at
the number of discovery calls, how
many have moved to presentation
stage, the negotiation stage, how
many have closed, what the
percentages between those are,
and how does this salesperson’s
numbers compare to his/her peers. By
identifying a salesperson’s biggest
deficiency a sales manager can
best move the needle where it
counts the most. 

When I asked Mark to wrap-up
with a few words of advice he
immediately responded with two
words: “Context and Metrics—
Organizations need to appreciate
the importance of understanding
their context and what is unique
about their buyer and not be afraid
to innovate and do something
unique to their context. And use
data to scale their organizations.
There is an explosion of opportunities
to refine sales process with data.”
For Mark sales is not only about
stats. He ended the conversation
by saying that his aim is to earn the
trust of his customers so they share
with him their deepest goals and
desires.                                                �
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I always feel a small rush of pleasure when someone tells me I’ve asked a great question!
Even after years of selling and consulting, I find I don’t hear it all that often—unless I
prepare my questions in advance. When I spend time proactively anticipating what I may
need to know before I’m in the discussion, I find myself consistently able to build real
credibility simply by the nature, content, and delivery of my questions. I’m proud of that
skill, even when it’s unacknowledged. And, asking questions is indeed a skill.

That’s a Great Question! 



Dave Stein

Afew years ago, I attempted to
organize a webinar around

questioning skills. I wanted two
experts to participate—a New York
City detective and an investigative
reporter from the Wall Street
Journal who had interviewed me
recently (and somehow gotten me
to share a few things I wasn’t
particularly interested in revisiting in
the publication or on the website).
The journalist, unfortunately, wasn’t
able to get permission from the
paper to participate, and the
webinar never came to pass. Too
bad. I think it would have been fun,
a great learning experience, and a
different perspective for us sale
professionals.

The idea to include a police
detective had come to me years
before when I was in my local ER
with a nasty kidney stone. While I
waited in agony for a shot of
Demerol to take effect, I heard two
detectives introduce themselves to
the patient in the next bed.
Apparently, my hospital roommate
had been beaten up by two
“assailants” less than an hour
before. Momentarily distracted from
my pain, I was riveted to the
conversation taking place five feet
away.

The detectives started with the
first question that anyone would be
likely to ask. 

Do you know who did this to you?
No.
Undaunted, they pressed on. Even
as the Demerol took hold, I was
completely fascinated at the path the
interrogation took.
Where did this happen? The
parking garage at work.

Did you see the men who did it?
They had stockings over their faces.
Can you tell us anything about
them? Size? Clothing? The victim
provided a few scant details about
the two men. Nothing particularly
noteworthy.
They say anything to you or each
other? No.
You married? No.
Girlfriend? Yeah.
How long? Three months.
Your girlfriend ever talk about her
old boyfriend? [Great question,
Detective!]Yeah.
What did she say about him?
Boom! In fewer than twenty minutes,
the detectives zeroed in on the ex-
boyfriend who had a the classically
dangerous combination of being
prone to jealousy, having a penchant
for violence, and an ongoing desire
to get his old girlfriend back. This
wasn’t TV. It was real, and I was
transfixed.
Know where we can find him?
I think he lives on North Broadway.
We’re gonna have a conversation
with the old boyfriend. We’ll get

back to you. Feel better.

I never learned how that life drama
turned out, but I have little doubt that
those detectives were able to find
their culprit, and ask him some very
meaningful questions. And elicit
responses that would be helpful to
solving their case.

From that point on, I wanted to be
able to ask questions like those
detectives did. I wanted my
questions to lead to the truth, to
reveal the as-yet unknown, to bring
forth answers that might not even be
apparent to the person I was
interviewing.

Clearly, those detectives knew
what they needed to ask before they
walked into that hospital room. The
WSJ reporter who got me to say
more than I intended must have also
understood in advance what she
wanted from me. Their
conversations may have seemed
spontaneous, but the questions they
chose guided them to the
information they sought.

I’ve given a lot of thought to
questioning, and I’ve had a great
deal of practice. There’s no doubt
that it’s a skill that requires
forethought. You can’t just start
asking random questions and
expect to get useful responses. You
need a plan. Then, if you listen
carefully and keep an open mind,
you’ll usually find that the answers
take you directly to where you need
to be: knowledgeable!                        �

Top Sales Magazine  January 20th Edition 2015 9

Dave Stein is a consultant, author, and strategist.
Find out more here.

There’s no doubt that
it’s a skill that requires
forethought. You can’t

just start asking
random questions and

expect to get useful
responses.

You need a plan.
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Check out their ideas at the links
above.

So before I start down the path
of this blog – full disclosure – I am a
‘recovering sales rep’ – and while I
have managed both sales and
marketing for small startups to
Fortune 500 companies – my
loyalty and passion lies with the

voice of the sales rep. Please keep
my sarcastic bias as a point of view
built on years of carrying a quota
and sometimes battling with
marketing to get what I needed to
do my job. (sorry Hank & Todd)

The sales department traditionally
has been the face that drives the
business forward – especially in the

eyes of the customer. However, one
big misperception is while sales
people may act like it is a ‘solo
sport’ (“I closed the deal”) – in
reality, there is nothing solo about it
(yes I really said that). Every part of
an organization support sales
efforts in some way to deliver the
necessary solutions to prospects
and customers alike. Therefore, as
the pace of business increases so
will the need for greater interaction
and collaboration especially between
sales and marketing. This is why
when Hank asked me to participate
in this group blog to answer the
question of what would I do with a
million dollars to spend on

My colleagues, Hank Barnes and Todd Berkowitz , and I
came up with an idea for an interesting (we hope!)
collection of blog posts to kick off 2015. The three of us
are independently writing a post about where we would
allocate an additional 1 million dollars if we ran marketing
for a technology company. 

A Mythical Million - Where a Recovering Sales
Leader Would Spend Extra Marketing Dollars

http://blogs.gartner.com/hank-barnes/
http://blogs.gartner.com/todd-berkowitz/


Tiffani Bova   

marketing it was too tempting to
pass up.

So now that I have set up the
challenge at hand – I will take off
my sales hat – and dust off my
marketing hat to share, influence
and suggest what I would do if I had
the chance to spend an additional
million dollars to help grow the
business. But before I just propose
a long list of ways to burn…I mean
spend the million – some of which
may be what we have done in the
past – I want to use this opportunity
to change the way we determine
how/where/when we spend all our
marketing dollars, today and in the
future.

First thing I would do is get
internal agreement on this statement:
The goal of any sales or marketing
leader should be to grow the
business, whether that means
closing new business or selling
more to existing clients. It shouldn’t
be about the internal politics of how
that happens but rather how both
organizations can work together to
help accelerate growth. After I had
agreement there – I would get the
entire marketing team together and
pull in a sampling of sales reps
(high performers, middle performers
and new hires) to each answer a
series of questions which the
marketing team could hear and get
feedback from the field (Rule of
thumb – marketing doesn’t get to
debate or defend, just ask
questions). Here would be some
suggested questions to get the
conversation going:

� What are customers telling you
during the buying process that you
may not think marketing knows or

understands?
� Do current enablement tools
(ppt, white papers, case studies
etc) resonate with prospects? If not,
what is missing? 
� What are our prospects saying
about what our competition is doing
better than us? 
� What do you consider a qualified
lead? Are you getting the right
leads?
� Are we targeting the right
buyers?
� Is our messaging differentiated?
� What could marketing do to help
accelerate the buying process?
� Does our brand story resonate
with the market?
� Do customers understand what
we stand for and how we are able to
solve their business problems?

Armed with an agreement on the
shared responsibility of growing the
business and a clearer understanding
of what is working and not working
in the field from sales, I now should
have a much better handle on the
inside out view of our sales and
marketing efforts. For the outside
in view I would make it mandatory
for each marketing resource to
spend time with customers (new,
long standing and those we have
lost) to hear from them what they
think of our marketing efforts and
our competitive differentiation.
This can’t be a one and done
exercise. As I have done in the
past, I am a firm believer in making
it mandatory for my marketing
team to go on field sales calls or

listen in on telesales calls to hear
firsthand what is really happening
during the buying process. This
removes any interpretation or color
sales would add to the feedback
they would give during our Q&A and
provide the customer perspective
which in many cases is missing in
much of what is done today. With
any big decision that touches the
customer – not having their voice
as a data point in the decision
making process is a flawed
approach.

Now why would I push to make
this happen before I spent dollar
one? Because in the end, I may find
out that I don’t actually need the
entire million of additional money –
what?? Why would you ever pass up
on an additional million dollars to
spend? Well, that’s easy…the reality
might be that I am able to actually
spend the existing marketing budget
differently and produce better results
than I am today (once I have all this
new information) and then reinvest
the left over money (including the
additional million) to hire more sales
reps! You had to know that was
coming…

While you may be disappointed I
didn’t lay out where or how I would
spend the million – that should be
less important than making sure
that you are spending the money
you have now, or will get in the
future, in the most optimal way to
have impact the greatest impact on
the business.                                     �
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Apowerful tool for overcoming
this paralysis is the “blitz”

initiative—an intense effort,
sustained over a short period of
time, driving quick changes that
lead to broader improvement
opportunities. The best blitzes:

1. Are short. Three months often
balances between long enough to
create impact and short enough for
an intense effort.
2. Target clear, measurable

objectives. With achievable goals,
the organization can declare victory
while building enthusiasm for
continuing the effort.
3. Take first steps in an important
direction with a vision for building
on initial success. 

Don’t worry about choosing the
optimal place to start. It is better to
start today with a good opportunity
than waste time trying to decide on
the “perfect” place to start. To

narrow down options, we often
recommend one of four high-
potential blitz targets that lead to
further progress in many areas of
commercial effectiveness.

Lead Generation
Too few new customers is a top
cause of weak growth. Many
causes of the problem—salespeople
who don’t hunt, marketing teams
without unaccountability for new
business, lack of systems for
tracking leads and subsequent
pursuits—can be attacked with a
blitz.

A lead generation blitz pulls
together Sales and Marketing
teams with a commitment to
replenish the pipeline by generating
and qualifying a specific target
number of leads in a fixed period.

Many companies struggle to grow revenue despite having
multiple areas where modest improvements in
commercial activities could make a significant difference.
Oddly, this abundance of opportunities often stymies
action. Not knowing the best place to start, many
management teams do nothing. 

Blitzing to Kick-Start Growth
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Gerald Hughes  & Kevin Berger 

Sales and Marketing leaders
identify target market segments
and a powerful message, then
Marketing works with thought
leaders to develop and package
content for outbound campaigns.
Once the campaigns begin,
Marketing or Sales resources
qualify leads using criteria
determined in advance. If tools are
needed to organize the large
number of required contacts and
touches, use quick, temporary
measures that lay the groundwork
for more permanent solutions as
success takes hold.

Top-to-Top Customer
Engagement 
Many companies need stronger
complex sales capabilities,
especially at important, but
demanding, strategic accounts. A
fruitful point of focus is meetings
between the top business leaders
of the supplier and customer, which
often suffer from lack of frequency
and preparation. A blitz to conduct a
target number of high-quality top-
to-top meetings can lead to
widespread improvements in
complex selling skills. 

For this blitz, senior executives
focus on the highest-potential
accounts and prospects. After
analytically identifying these
accounts, sales reps, managers
and executives set objectives and
plan the pursuit. The account team
prepares a clear communication of
how the company drives value for
the customer in hard dollars and
cents terms. Importantly, be ready
for customers to find value in these
meetings and expect more in the
future, creating positive pressure to

sustain the efforts. Over time,
stronger selling to top accounts
creates both more and better
business.

Pipeline Cleanup 
Despite the importance of
managing with metrics, businesses
often neither track sales metrics nor
trust them due to poor quality
information. A blitz to clean up
pipeline information puts the
organization in a position to begin
managing Sales with solid data. 

Launch the pipeline cleanup
blitz by addressing shortcomings
in the sales process definition and
pipeline tracking systems. Next,
set a target—typically, the absence
of any substantial errors in the
pipeline. Testing this goal with a
pipeline review by the CSO or CFO
with the sales managers is often
adequate to be comfortable the
pipeline is clean. Realistically, it
will require many detailed pipeline
reviews to eliminate all bad data
and ensure new opportunities are
entered accurately. This is time
well spent as a clean, reliable
pipeline is more than good data—
it’s a litmus test of a well-defined
sales process and disciplined
sales management. 

Performance Improvement for
Lowest Profitability Customers 
Almost every B2B firm has a “tail” of
customers consuming disproportionate
time relative to profit contribution.
Addressing this tail and reallocating
time to higher-growth opportunities

are powerful levers for improving
the bottom line. 

This blitz drives performance
improvement plans (PIPs) for
underperforming customers, typically
including: 

� Thorough analysis of the tail
� Identifying strategies and
playbooks addressing drivers of low
profitability
� Creating specific PIPs for each
customer below threshold
profitability
� Actively managing against the
PIPs and tracking progress
� Re-evaluating the tail as
targeted customers improve or are
released to the competition

Part of the power of the customer
profitability blitz is forcing action
where companies are often
reluctant to take it. It also triggers a
sustained improvement in managing
customer profitability. 

These four blitzes won’t address
all the potential areas for improving
commercial performance, but they
collectively lead to almost all areas.
Importantly, blitzing overcomes
inertia, helping companies kick-
start growth with manageable and
impactful efforts, ultimately
creating momentum for further
improvements.                                  �
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“A year from now you may wish you had started today.” 
– Karen Lamb

Every January, millions of people make New Years resolutions – eat
healthier, lose weight, quit smoking, save money, etc.  This year,
why not add productivity to your resolution list?

Improved productivity at work can help you grow your business and
reduce costs.  A great way to be more productive is to incorporate
new technology tools into your day. 

Join this PGi webinar, New Year, New You: Essential Productivity
Tools for 2015, as we examine new technology tools that will help
you accomplish more and accelerate business growth in 2015.
Featured speakers include Johnson Cook, CEO at Voxa, Therese
Mushock, Creative Director for the PGi Innovation Lab, Isaac
Garcia, General Manager of Central Desktop, and Jeff Perkins, VP
of Marketing at PGi. 

Make productivity a priority in 2015 and start seeing better results!

New Year, New You. Essential Productivity Tools for 2015

Johnson Cook

Therese Mushock

Isaac Garcia

Jeff Perkins
REGISTER HERE

https://event.webcasts.com/starthere.jsp?ei=1050951&sti=mktgemail1&utm_source=hs_email&utm_medium=email&utm_content=15479079&_hsenc=p2ANqtz-_vz_vZNBNYXLqldBc_2ZONnq952rBrZ0iVcpMsZl7IRmY93sIMXYVOSAHQIMaPXss66DVCdyh5iUzPRSXETUnRGieaJg&_hsmi=15479079


SALES
COACHING
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ClickHere For A Detailed Program Agenda VIEW NOW!

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

Limited Seating, reserve your spot.
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Never before has social media been employed by
more marketing organizations. In fact, 77% of
Fortune 500 companies use social marketing for
business. Why, then, can only 12% of all businesses
in the U.S. tie their social activities to revenue?

Join leading marketing expert Jamie Turner, author
of How to Make Money With Social Media, for the
PowerViews LIVE video webinar on Tuesday, Feb. 3
at 1 p.m. EST, to learn more about what it takes to
boost your social marketing ROI.

Along with PowerViews LIVE host Dan McDade of
PointClear, Jamie will share insights and
experiences based on more than 25 years helping
major global brands market more effectively. He’ll
give you actionable ideas on how to leverage an
increasing proliferation of social media channels to
drive sales.

Jamie, the founder and CEO of marketing agency 60
Second Communications and award-winning
marketing publication 60 Second Marketer, will
answer these and other key questions:

� Why are so many businesses using social media
when only a small fraction can tie it to revenue?

� What are marketing organizations that make
social media work for them doing that others
aren’t?

� What role does content marketing and mobile
play in social marketing success?

Don’t miss this PowerViews LIVE video webinar
featuring Jamie Turner. Take advantage of this
exceptional opportunity to learn how to get better
return on your social media efforts—and drive sales.

Register today for PowerViews LIVE and gain
greater insight into what it takes to make social
media deliver return you can measure—and the ROI
you need.

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.

Social Media: Why It Doesn't Work
Tuesday, February 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/1284265106/1311548572/event_landing.html?sco-id=1311558167&_charset_=utf-8


Dan McDade

This is the final in our series,
“Five Reasons CEOs Should

Care About Leads (and databases,
content, social media, cost per lead
and marketing ROI) and How To Fix
What Is Broken.” So far we have
covered Data, Metrics that Matter,
Persistence, and Calibrating Results.
In this final edition, we circle back to
the heart of the matter and what
matters most to CEOs: revenue.

Reason #5: A 100% Surefire
Way to Increase Revenue
Marketing Advocate’s 2014 Lead
Generation Benchmark Survey
reports that, “Improving the quality
and increasing the quantity of leads
generated are top objectives for
companies of all sizes.” While this
has been the trend for some years
now, I would argue that in many (if
not just about all) companies, lead
quality has weakened while lead
quantity has increased. What’s the
use of sending more poor-quality
leads to sales faster than ever
before?

Previously in this series, I wrote
that a “Judicial Branch” needs to be
in place to ensure effective lead
management. This is not a function
that most companies have. If your
company is an exception to the
rule, congratulations. For the rest of

you, here is how it works: 
The purpose of the judicial

branch is to:

1. Establish a unified lead definition
that is agreed upon by both
marketing and sales.
2. Ensure that the leads passed to
sales by marketing meet the lead
criteria established.
3. Proactively manage leads that are:
a. Passed back to marketing as
unqualified to make sure that the
lead was fairly evaluated and
effectively worked.
b. Passively accepted but not
worked on by sales.

This cannot be done by lower level
staffers from marketing and sales.
It’s a task that needs to be done by
executive management. Effective
use of this process will answer the
following:

1. What percent of leads passed by
marketing to sales meet the lead
criteria?
2. How many high quality leads are
being sent to sales?
3. What is the percent of high

quality leads being sent to sales
compared to the number they need
to make quota?
4. How effective is sales at
qualifying those leads and getting
them into the forecast?

CEOs care about revenue—that’s a
fact. But they are paying a lot of
money for leads. Shouldn’t they
care about them?                             �

CEOs Don’t Care About Leads – There Are
Five Reasons They Should (Part 5 - Final) 
CEOs don’t care about leads. They care about revenue.
Consequently, the relationship between marketing and
sales is often nothing short of mayhem. 
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Ihave a jagged scar running up the
inside of my left foot courtesy of a

rusty nail, a relic from my days
climbing walls as a youngster. The
nurse who stitched me up told me
the stitches would melt away on
their own and my foot would look
good as new. She lied! Now almost
30 years later my wall climbing

days are probably behind me, but
that jagged scar remains. When I’m
putting on my sock and catch a
glimpse of it, it takes me straight
back to that day as a nine year old
boy…. the blood, the tears and
mostly important the critical life
lesson I learned that day: ‘human
skin is no match for rusty metal’.

Not all scars, in life or in
business, should be seen as
badges of honor, most represent
important life lessons. The majority
of my business battle scars (with
the possible exception of my grey
hair) I wear on the inside. Many
were earned through hard fought
deals lost at the 11th hour or sales
skirmishes over before a single
power-point slide had been fired in
anger. Take it from me these scars
hurt just as much as the ones I
picked up as a child. Injuries to your
personal pride, your back pocket or
your career aspirations tend to

“You don't learn from successes; you don't learn from
awards; you don't learn from celebrity; you only learn
from wounds and scars and mistakes and failures. And
that's the truth” Jane Fonda

What Do Your Scars Teach You? 

January 20th Edition 2015  Top Sales Magazine  18



Cian Mcloughlin

smart quite a bit I’ve found!
The thing about scars, be they

from life or business, is we should
always learn from them. It’s one
thing to take a hammering in a
sales cycle or miss out on a
promotion at work, but before the
scar has even begun to form, you
need to be asking yourself “what
can I take away from this
experience, how do I learn from it
and ensure I’m better, smarter and
more prepared next time around?”

In his fascinating and insightful
book 'Win/Loss Reviews' Rick
Marcet explains, “Fewer than 5% of
companies apply any formal Win/
Loss Review discipline to their sales
outcome. Those that do inevitably
focus on the losses, the wins lack
any real scrutiny or proper review”

This statistic amazed me when I
read it first, so I decided to test it
further. In the research for my new
book ‘Clinch - What Sales Winners
Do Differently' I reached out to
thousands of customers and
procurement people and asked
them a very simple question…
“Why would you agree to provide
feedback to a vendor at the end of a
sales process, particularly a losing
vendor?” I found many of their
responses intriguing:

1. They explained that if the sales
rep has done a good job, added
value and been professional
throughout the sales engagement,
they had earned the right to receive
feedback
2. They told me that if a vendor,
especially a losing vendor, requests
their feedback, they know it should
help the organisation to improve
their business practices and

potentially innovate their product or
service. That was seen as a very
positive step by many customers
and a way for them to ensure the
market stays competitive and
doesn't become a monopoly
3. I also learned that customers
applaud the initiative taken by
vendors to really understand what
they did well and where they have
room for improvement. In fact they
perceive these vendors differently
from the rest.

Unfortunately the vast majority of
professional sales organisations,
I’m talking big companies spending
inordinate amounts of time and
money prospecting for new
business, actually spend very little
time or money trying to understand
why they won or lost a deal in the
first place.

It seems crazy when you think
about it. We all know the old quote
attributed to but almost certainly
never uttered by Einstein “The
definition of insanity is doing the
same thing over and over again and
expecting a different outcome”.
Well whoever actually said it, you
can guarantee he or she didn't work
in the b2b sales world.

The amount of wastage,
duplication and chasing of lost
causes which occurs across the
b2b sales companies is borderline
criminal. I wouldn't even like to
hazard a guess at the real and
opportunity costs for these
businesses (be they technology,
professional services, engineering

& construction, utilities, oil & gas
companies) responding to numerous
tenders, conducting lengthy cycles
with would-be customers or
undertaking hugely expensive proof
of concepts, only to lose the deal
and walk away with nothing.

My personal opinion (and I’ll be
the first to admit I’m biased) is that
win, lose or draw if you've conducted
a professional sales process,
you've earned the right to extract
some value from the experience
and the vast majority of b2b
customers out there agree with me.
So, the next time you’re conducting
a major deal, whether you’re in the
box seat or staring down the barrel
of defeat, pause for a moment and
ask yourself the following
questions. Win, lose or draw…

� What insights could this client
give me to improve or refine my
sales skills and do an even better
job next time?
� Could their feedback help me to
distance myself from my competition
in some small but important way?
� Am I winning this deal on
product, price or my ability to
present a compelling, credible and
believable story?
� Am I losing on product, price or
my inability to engage, inspire or
educate my prospective client?

I suppose the real question you
should be asking is.....What lesson
has this new scar taught me?        �
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Top Sales Article & Blog Posts

The dinner table debate between
me (a Boomer) and my son-in-law
(a Gen Xer) went like this…

Boomer: It's amazing how
companies develop products that
people didn't know they needed.
Fitbit is just the latest gadget that's
suddenly become trendy, and even
a fashion statement. They come in
different patterns and have online
communities where people
compare notes and challenge each
other. Really?
Gen Xer: You're wrong. Our society
is sedentary. Too many people are
overweight, and they need

reminders to walk 10,000 steps a
day.
Boomer: [Boomer rolls eyes.] What
did we use before this device? A
watch was good. So was walking or
jogging for 30, 45, or 60 minutes.
So is it just accountability that's
missing?
Gen Xer: Yes.
Boomer: I get it...but we don't need
a device to be accountable.
[Boomer now changes the subject.]

I get where my son-in-law is coming
from. Promoting fitness and making
exercise fun is definitely a good ....

Your sales demons are resistant to
whatever sales training or
enablement programs your
company has thrown at you. Your
sales demons don’t respond to your
manager’s “go get ‘em” team talks.

You know where your sales
demons reside. You know what
they do to your efforts to become a
Businessperson of Worth.

Your sales demons live in the
back of your brain and inject a
constant stream of “No you can’t” or
“You are too ____” into your tactical
and strategic activities.

It’s time to acknowledge those
demons are there. It’s time for you

to face them.
Sales demons are your own self-

doubt. They wreak havoc on your
self-confidence.

Your sales demons say that you
aren’t qualified for that promotion to
sales director, because you didn’t
finish your college program. Turn
and face your sales demon. Finish
your education. Online. Whichever
way you can. You know what you
have to do.

Your sales demons tell you that
you aren’t smart enough to sell to
doctors or engineers. That’s why
you avoid prospecting these folks ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Forget the Shiny Toys and Wondrous Bobbles
by Joanne Black

This Week’s Top Sales Blog Post
Face Your Sales Demons 
by Babette Ten Haken
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