


Yes, me too. Nobody - well hardly
anybody - is talking about

"Sales 2.0" anymore, and yet less
than twelve months ago you couldn't
hear yourself speak above the
incredibly loud din that rose to a
deafening crescendo.

So what happened? Has it gone
away? Have we moved on to "Sales
3.0" and everyone forgot to tell me?
Was it all a figment of my
imagination?

It is now almost nine years since
my friend and colleague, Nigel
Edelshain first coined the term, on a
balmy Sunday afternoon way back
in 2006. Perhaps we all now accept
that actually, it was just the next
phase in a continuous cycle of
change in the way we all sell.

But the silence we are witnessing
now is almost as loud as the silence
I experienced when I posed the
question – frequently.

I didn't just ask the question on
my blog: I asked during keynotes
that I was delivering; I asked during
training workshops that I was
leading; I asked all my learned
chums ... and still no definitive

answer or explanation.
However, let me be very clear

here, the "sales space" has
witnessed the birth of some superb
new solutions; highly successful
conferences; a plethora of books/
articles/webinars etc. over the past
eight years, and if that was Sales
2.0, then bravo.

But did it need to be called
anything? Wasn't it simply a natural
evolvement? Is it still with us?

Maybe it was like "Web 2.0?"
I remember a few years back, a

very good chum writing a
recommendation on LinkedIn,
praised me for "fully embracing Web
2.0 tools” I didn't really understand
the significance of her compliment,
but again, I do hope someone will
alert me when and if I fully embrace
Web 3.0

And what about our customers -
the buyers - do you think they
noticed the arrival of Sales 2.0?
Mine didn't, and to this day my
perception is that they remain
blissfully unaware.

My conclusion is that it is our
secret - us sellers - and probably

best to keep it that way.
These are just a few of the

questions that keep me awake at
night - or not!

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.

Schhh! Can You Hear the Silence?
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As I think about Top Sales World,
I, perhaps like you, wonder

how Jonathan Farrington, founder
and CEO, does it all. Jonathan’s
vision, which he set in 2008, was to
play his part in continually raising the
bar of achievement levels within the
sales space by providing fresh, up-
to-date and relevant resources for
frontline sales professionals and
their leaders—for free. This vision
stands strong today.

To execute on the vision what is
forthcoming for 2015? The roster
includes familiar resources such as:
Top Sales Magazine, the Top Sales
Academy, the incredible Top Sales

ELibrary, Top Sales Awards, the
daily Top Sales Blog Posts, and so
much more. But I feel the most
exciting initiative yet is the
establishment of a TSW Advisory
Board made up of 12 sales
specialists whose sole purpose is to
increase the ability of salespeople
and sales leaders to succeed by
guiding the direction of TSW. This
powerhouse of experts will come
together quarterly to help navigate
TSW through 2015. 

In many ways, as Founder,
Jonathan has been the sole
navigator of the vision. He sees the
complexity of the field and

understands there is no panacea.
His belief is living is learning. He
sees having the privilege of working
with the contributors at TSW as vital
to that learning. The approach he
has always taken in his athletic
ventures has been to push himself
to join teams where all the players
were better than he to help raise his
game and the game itself. 

Success demands competency
and agility in an ever-expanding raft
of skills, strategies, and tools. While
sales generalists play an important
role in development and integration,
each advisory board member is an
expert in one field, for example:

Linda Richardson interviews Top Sales World Founder & CEO, Jonathan Farrington

A Powerhouse of Experts



social media, marketing, lead
generation public relations, account
management, sales enablement… 

The quality of their and the
other contributors’ expertise will
keep TSW on the cutting edge
and ensure the most imperative
topics are covered, and highest
quality of content is available to
its visitors. 

When I asked Jonathan which
discipline he himself would claim,
rather than identifying consultative
selling and sales management
where he has deep expertise and
great comfort, speaking as an
evangelist he spoke of “a calling” to
move on to client retention and
client focus, areas he deems most
neglected and exceedingly costly
for sales organizations. 

I asked about the relationship of
the Advisory Board and the
previous team of contributors. One
is not a replacement for the other,
he was at pains to point out, and the
role of the richly talented contributors
continues to be vitally important.
Having opened up the team of
contributors has attracted even
more quality content to TSW
visitors. TSW has been blessed
with talented and generous
contributions and, therefore, the
goal is to continue to not only add to
the Advisory Board while keeping it
at a functional size, but also tap into
contributors to fill roles in the
forthcoming TSW Executive Board
and the soon to be announced
Global Sales Council.

Recent McKinsey research
identified expertise as topping the
list of what clients seek from the
salespeople who call on them. It
likely tops the list of what most

sales professionals desire for
themselves today. As Jonathan
talked about the advisory board
members so enthusiastically, it
seemed to me they will serve as
TSW mentors generously sharing

their expertise so that we can all
improve our game. This remains
Jonathan’s primary objective, and
what drives him on every day.        �
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Jonathan Farrington is CEO Top Sales World.
Catch Jonathan's award winning daily blog here.
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To be the one who can fill that
very limited demand for talent,

prospective candidates must put
themselves in the shoes of the chief
executive conducting the search
and understand what their top
priorities and metrics are, says
George Norton, a partner who

specializes in top sales position
searches at Chicago-based executive
recruiter Heidrick & Struggles.

With retained search firms like
Norton’s, employers pay one-third
of the total cash compensation for
the job in advance. For companies
with $500 million in sales or above,

packages for chief sales leaders
begin at around $300,000 in base
pay and bonuses, and then move
up into the millions.

“When clients are paying that
kind of money upfront, they aren’t
looking for anything less than ‘A’
players,” Norton explains. “They’re
looking for Kobe Bryant to show up
or Lebron James and having Kobe
as the backup, if you can’t get
Lebron.”

To rationalize the recruitment
process for CEOs, Heidrick &
Struggles has attempted to inject a
degree of science into what is often
a subjective exercise based on
qualitative differences between
candidates. Many CEOs feel
uncomfortable making the choice
because they lack a background in
sales, so metrics help give the
process structure, Norton explains.

As a senior sales executive, you struggle every day to stay
on the right side of the inflexible law of supply and
demand. Yet, nowhere does the imbalance of way too
much supply and far too little demand become more
profound than when you go hunting for a job as a chief
sales leader - especially with a major global enterprise.

What CEOS Are Looking
For In A Sales Leader 



Greg Alexander

“We put together a score-card” to
help them compare candidates, he
says.

Here’s Norton’s checklist of the
basic hard-core and softer
competencies CEOs at top-tier
organizations are seeking in a chief
sales leader:

� Experience, both in scale and
scope. That includes industry domain
expertise with “hopefully a nice
Rolodex in that industry.”
� A solutions orientation versus a
product orientation.
� A very disciplined sales process.
� C-level gravitas, which means
communication skills and a comfort
level to walk the halls with top
global executives.
� The ability to be a collaborative
team player.
� A talent for being both
motivational and inspirational.
� The intestinal fortitude to remain
positive and calm in the face of
challenging situations.

In recent years, CEOs have added
a new must-have skills set, Norton
says: CEOs want candidates who
know how to think strategically.
How would you attack the
marketplace differently? How would
you integrate the Internet and social
media into the selling process? Do
you have experience selling into
some of the target growth markets
in Asia Pacific and Latin America
that so many companies are
focused on today?

Norton specializes in searches
for the technology industry and
business services companies
enabled by technology. In those
areas, CEOs are also looking for

knowledge of the cloud, data
mining and analytics. And even
companies outside of these
industries are beginning to seek
such expertise. Sales operations
skills also are in high demand
across the board.

If you think you have the right
stuff to fill these big shoes, it’s time
to do a very tough personal
assessment to evaluate your
chances, says Norton. “Take a
good inventory of what you bring to
the table, matching it up against
that scorecard. Understand your
top five attributes and know what
your value is out there in the
market. When I was a sales leader,
I could be very myopically focused
on making my own numbers and
couldn’t tell you where I stood. So
you may need some coaching or
mentoring,” to help answer those
questions and get an objective
appraisal of your potential.

For the top-drawer searches in
sales, you’ll most likely be dealing
with a retained recruiter. Keep in
mind, Norton counsels, “we’re
working for the client; we’re not
working for the candidate. Obviously,
you wouldn’t be good at this if you
didn’t bring some balance to the
two, but it is an important
distinction.”

What that means is candidates
who want to be in the mix have to
make it their business to get in front
of the right partners at search firms
well before positions open up.
When search firms call, smart
executives call back - whether or

not they are interested in the
opportunity being offered, according
to Norton.

“This is a way of getting educated
about what’s happening in the
marketplace,” Norton says. “Listen
to the opportunity and try to help out
with ideas if you’re not interested.
We won’t forget that.”

If you make it beyond the first
round of review with any of the top-
tier recruiters, you’ll still have to
endure a long vetting process. The
average search takes 147 days,
with 80 percent of searches ending
in someone being hired.

With Heidrick & Struggles, a
candidate first undergoes an
intensive 90-minute interview. The
search firm also will insist on talking
to bosses, peers and employees
with whom the candidate has
worked, and it will solicit people in
the industry that are not on the
candidate’s list to comment on the
candidate’s reputation.

To make sure you get the initial
call that could kick off the process,
make sure that executive search
firms have your up-to-date resume
and LinkedIn profile on file, even if
the recruiters have nothing at the
moment to offer. “Get your CV into
us and then forget about it,”
Norton says. “We don’t care if
you’re in the market or not; we’ll
find you. We build our funnel and
pipeline on an assignment, just
like any other sales leader or team
would do.”                                        �
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Greg Alexander is CEO of Sales Benchmark Index
(SBI). Find out more by visiting here.
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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


Etien D’Hollander

Company executives want a
sales manager that can

measure the activities of their sales
force, using quality information
like activity levels, opportunity
development, product knowledge
and sales process improvement,
among other metrics. They want
sales managers that are constantly
improving in their roles as a coach
and a leader.

Part of your challenge is that
effective sales management relies
on effective data from the sales
team. Forecasting and growing the
business, as well as effectively
rewarding sales reps, all rest on the
assumption that the report data that
you work with is reliable. Getting
sales reps to produce quality data
for you to work with has always
been an uphill battle. 

Many companies implement a
customer relationship management
solution (CRM) to gather and
manipulate data. However, this is
not necessarily a solution, since
four out of five sales organizations
say that the integration of a CRM
did not lead to an increase in
revenue. Out of all of those failed
CRM solutions, 70 percent say that a
lack of user adoption was the reason. 

In order for you to be focused on
becoming a coach and leader, there
must first be a way to harness the
power of CRM to drive sales goals
and behaviors. Why won’t sales
reps use CRM? Let’s look at a few
reasons:

Sales reps struggle with
reporting. If a sales rep gets up in
the morning excited to generate
good data for sales reports, they
may be more suited for human
resources. Sales reps are generally
wired to enjoy talking with other
people, and pushing towards
closing a deal. They often think of
CRM as something that slows them
down. In fact, often they look for
excuses to avoid sales reporting.

CRM systems are often
designed by IT, not sales reps.
Sales reps are not IT people. They
want a simple CRM solution where
they can enter only what is
necessary and in the smallest
amount of time possible.

Sales reps want to focus on
activities that increase their
income. Effective salespeople are

competitive and driven by financial
incentives. If they can’t see the
connection between CRM and their
paycheck, don’t expect compliance. 

Sales reps hate work that
keeps them at their desk. Mobile
solutions are absolutely necessary
for today’s sales reps. They need a
mobile solution that keeps them
out in the field where they are
making sales, not a CRM that has
to be added to a to-do list for their
office day.  

As a sales manager you have
the ability to significantly impact the
revenue of your organization.
However, ensuring the success
means getting the right CRM in
place. Quality data entered by sales
reps provides the foundation for
helping build effective coaches and
leaders. Front Row Solutions provides
customizable, smart mobile CRM
tools that will quickly impact the
revenue and profits of your
organization.                                      �

Effective Sales Management
Relies on Successful CRM Use 
As a sales manager, you are a critical part of determining
whether a company will succeed. You play an important
role in driving growth and strategically moving the sales
team in the right direction. However, sales reps are often
undervalued in many organizations. 
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Etien D’Hollander is the CEO and Founder of Front
Row Soultions. Find out more by visiting here.
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As the sales industry continues to evolve in this new
consumer-driven era, LiveHive and Top Sales World have put
together this eBook asking prominent industry sales experts
to share their best advice on how to navigate today’s choppy
sales waters. With real-world stories by those on the frontline,
you’ll learn how to jump start your year with tips and tricks
from the biggest sales gurus on the planet.

DOWNLOAD EBOOK HERE

http://livehive.com/
http://topsalesworld.com/
http://livehive.com/ebook-top-sales-world-ebook/?utm_source=topsalesworld&utm_medium=referral&utm_campaign=tswebook


Maura Schreier-Fleming 

Make it easy to buy. Always
have your name and contact

information (email, telephone, fax,
social media) on any materials you
hand out to customers. Staple your
business card to the material if your
company prints the materials and
you can’t add your name. It’s
important because your prospect
may hand the materials to someone
else who could buy from you. They
need to be able to contact you so
they can buy.

Improve. What’s one sales skill
that you will work on this year? Your
listening skills can be improved if
you are like most salespeople. As
you begin to make sales calls this
year evaluate who is doing most of
the talking during your sales calls.
You are fine if your customer is
doing 80%. You might need to work
on your listening skills if you are
doing 80% of the talking. Why?
Because you’re not uncovering
enough customer information. You
know what you know. You don’t

know what your customer knows.
You want to avoid talking yourself
out of a sale.

Communicate more effectively.
You may be making it harder for
your customers to listen to you.
This happens when you
communicate in a way that makes it
more difficult to understand what
you’re saying. Start making it easier
for customers to hear what you
mean. Avoiding negatives would be
a first strategy to implement. Using
more visuals would be a second
strategy. Not offering too many
choices would be a third.

Ask better questions. The
questions to ask are the ones that
uncover your customer’s problems.
Just be sure to be strategic. You
won’t make a sale unless you can
solve the customer’s problems with
one of your products. So only ask
about problems that a customer
might have that you can solve! Too
many salespeople waste time and
ask about irrelevant issues just to
make small talk. You don’t have time
to waste. When you hear a problem,
continue your selling with quantifying
how much that problem costs your
prospect. There’s no need to do
something unless the problem is
significant or the customer wants to
solve the problem. 

You can have a great selling
year whether or not you made New
Year’s resolutions. Just use these
sales shortcuts and you will sell
more.                                                  �
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Sales Shortcuts to Start
Your Year Off Right
Why not start your selling
year off right with these
sales shortcuts?

Maura Schreier-Fleming is a sales consultant at
Best@Selling. Find out more by visiting here.

http://www.bestatselling.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
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http://linkedinsales.training/


Art Sobczak

Arep with a club company said
that, when speaking with a

"technologically-challenged" player,
he simply says that "Our fairway
woods are 10 to 15 yards longer than
anything out here!" 

With someone who wants to
know the how's and why's, he says,
"The driving cavity changes the
center of gravity and spreads the
weight out to the toe and heel." OK. 

This illustrates, in quite simple
terms, what we all should do as
salespeople: tell them what they
want to hear, in their language. Don't
make them adapt to yours. 

The danger in not speaking a
language they can understand is that
we can confuse them. 

As one of my first managers in my
first corporate job out of college told
me: "The confused mind does
nothing."

Perhaps you've taken part in
training sessions or read books on
how to determine someone's
communication style through Neuro
Linguistic Programming, or DISC, or
the numerous other systems that put
people into a quadrant and label
them as Assertive-Driver, etc. 

That's fine, but sometimes it's
overkill. To be very elementary - and
why not - we should listen to what the
customer/prospect tells us, and
respond in a manner the other

person understands best. 
Easier said than done! Most

people are so concerned about what
THEY want to say, they don't listen to
the other person. Or, they're not
aware of how to pick up on a
language and style, and therefore
don't know what they don't know. 

A tech support rep from the local
cable internet provider came to my
house to troubleshoot a problem with
my home network. He took three
minutes of nonstop talking in circles
to try and explain the problem. I told
him I had no idea what he just said.
Then - I kid you not - he used three
MORE minutes to say... basically
nothing! Frustrated, I finally said,
"Bottom line, are you telling me I
need a new router?" 

"Uh, yeah, pretty much." 
OK. Here are the suggestions for

this week: 

1. Brainstorm the benefits/results
of your products, and put them into
categories appropriate to your
business.

Possibilities include "technical
benefit descriptions," "bottom line
benefits," "process benefits," and so on.

Think of different types of people

who are now interested in those
benefits. Review their personality
characteristics and the things they
say and do that will help you identify
similar traits in others.
2. Be more aware of what your
customers, prospects, friends,
spouse, co-workers or anyone tells
you, and HOW they do it. Listen
carefully.
3. Ask great questions to get the
information you need.

For example, if someone says,
"Tell me how this would work" or,
"What would this do for me?", resist
the tendency to go into a pitch. Ask
them,

"What are you most interested
in?"

"What's most important to you as
it relates to the ...?" 

"Are you more interested in the
process, or the bottom line result?"
4. Listen to recordings of your
calls to determine if you're picking up
on everything during those calls.
5. Make a commitment to USE
what you hear and tailor your
comments, descriptions, and
recommendations in a manner and
language they can best relate to. 

When we work to understand
and use the other person's
language, the result is helping them
get what they want, which also help
us get what we want.                       �
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Whose Language are You Speaking? 
I saw an article about how golf equipment sales reps visit
the various pro golf tournaments every week and try to
persuade the players to use the equipment represented
by the salesmen. 

Art is the CEO and Founder of Smart Calling
Online. Find out more by visiting here.
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Stay Connected
with Top Sales
World ….
Join our lively LinkedIn group and rub
shoulders with the top sales experts
in the world. 

And follow us on Twitter (we will
follow you back).

Visit the TSW Sales eLibrary – probably the
largest and most significant resource center
for frontline sales professionals anywhere –
whenever you are seeking inspiration. The
shelves are stocked with every resource
imaginable, including: articles, white papers,
eBooks, webinars, podcasts, books,
interviews etc.

The eLibrary is updated daily by the TSW
editors, so do return often.

The TSW
Sales eLibrary

Visit Now

https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
http://topsalesworld.com/sales-library/


Ed Ross 

Rackham undertook the largest
and most comprehensive

research study to isolate and
identify the distinct behavior traits of
successful salespeople. The study
involved the meticulous observation
of more than 35,000 actual sales
calls, and behavioral analysis of
more than 10,000 salespeople and
1,000 sales managers from some
of the world’s leading organizations
in 27 countries.

While that research has
transformed sales training, today
we’re less driven by gurus and
more driven by metrics. So the
question remains: what can fill the
guru vacuum? With the generally
mixed results and the high level of
cynicism associated with behavior
change, the marketplace now
demands proof that a sales
process, technique or philosophy
will work prior to an engagement:
the marketplace is no longer buying
hope.

Specifically, companies now
demand a sales improvement
solution that produces positive,
demonstrable results that fit within
their culture, leadership structure
and business metrics. Is it any

wonder then that as early as 1995,
more than half of sales training
executives surveyed identified
“determining sales training
effectiveness” as an area most
needing additional research
(Honeycutt, Ford & Rao, “Sales
Training: Executives’ Research
Needs, 1995)?

If past is prologue to the future,
American corporations will spend
more than $7 billion on sales
training this year. The HR Chally
Group estimates that nearly 90
percent of training does not in fact
increase sales, as 50 per cent of
training is spent on increasing
product knowledge, which has no
statistical correlation with sales
increases. Customers don’t care
about a salesperson’s product
knowledge.

Customers care about:

� General management skills and
ability to understand their business.
� Effectiveness at customer
advocacy, to protect their interests

within the vendor company.
� Ability to diagnose and design
applications.
� Accessibility and responsiveness.
� Problem solving and
innovativeness. 

Simply stated, sales training needs
to be right. It needs to focus on new
customer concerns and produce
quantifiable and predictable results.
The industry needs to think in terms
of measurable impact. Assuming
that all to be true, the industry
remains relevant.

In an environment where product
features and brand identity are no
longer enough to “close the deal,”
sales skills are the primary engine
of differentiation, value creation and
profit margin growth in the new
millennium.

Sales skills and performance
may soon be the only discernible
distinguishing factor among
companies. Therefore, not only
does sales training matter - it may
matter more now than ever before!

Read more about identifying
customer needs by downloading
the white paper:
The age of the Guru is Gone….
Where to Now? �
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The Gurus are Gone: The Changing World
of the Sales Performance Industry 
The sales performance improvement industry has
undergone a metamorphosis. It was once a system led by
gurus, including Huthwaite’s own Neil Rackham, a
behavioral psychologist studying success factors in
human relations. 

Ed Ross is an Executive Strategist at Huthwaite.
Find out more by visiting here.

http://www.huthwaite.com/content/neil-rackham-buying-cycle-today
http://huthwaite.com/content/page/training-events
http://www.huthwaite.com/resources/whitepapers/age-guru-gone-where-now
http://www.huthwaite.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=Top+sales+magazine+now+out+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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More details soon ....



Top Sales Article & Blog Posts

Stakeholder consensus is your
biggest roadblock today. Hands
down. Not price. Not the budget.
Not timing.Getting more than one
person to say yes is the key to
getting your deal done.

It usually takes 4 or more people
to make a decision to buy products
and services. If you’ve been
derailed by a single internal
stakeholder saying “no” you are not
alone. Decision makers would
rather make no decision than have
disagreement. So, one “no” and the
deal is dead even if the apparent
decision maker says “yes”.

You and your team need to build

an astute strategy and prepare to
negotiate with internal stakeholders
to get that elusive consensus. This
is true for seasoned sales
professionals and for procurement/
sourcing professionals alike.

Defeat the Status Quo
The status quo is sinister. "Eh, it's
good enough." It is so easy for a
stakeholder to say "no" and live
with the status quo unless you build
the right business case and make
the pitch for change in a way that
the stakeholder can agree to. You,
whether you are buy-side or sell ...

When you initially approach an
unsuspecting prospect, how you
present what you sell will go a long
way in determining the outcome.

Yet when you ask sales people
to tell you what they sell, a large
majority and their managers get it
wrong. They will usually tell me
things like:
� I sell hardware – software – any
kindaware
� Systems, or “high end” systems
� Blah blah blah services
� MFP Printers
� Print solutions

These are all good, but in the
end these are things that you

deliver, literally, in most cases they
are a means to an entirely different
end. These are also how the user or
implementer would define things,
after all they are part of the process,
not the ultimate beneficiary. If you
are an IT person working on
implementing a new finance
package, the above type of
response will suffice, because they
are more likely to be part of the
selection process, not the buying
process, those who have the
requirement that drives the
selection and implementation.

One interesting follow on to ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Can You Get 4 People To Say Yes to Your Deal?
by Jeanette Nyden

This Week’s Top Sales Blog Post
How To Lose A Sale With Your First Response –
Sales eXecution 282 by Tibor Shanto
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https://www.linkedin.com/pulse/can-you-get-4-people-say-yes-your-deal-jeanette-nyden?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
http://www.sellbetter.ca/how-to-lose-a-sale-with-your-first-response-sales-execution-282/
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=Top+sales+magazine+now+out+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

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

Our Principal Sponsor is

Our 2015 Partners...Our 2015 Partners...

http://www.achieveglobal.co.uk/
http://www.avention.com/
http://channelenablers.com/
http://www.frontrow-solutions.com/
http://huthwaite.com/
http://www.pgi.com/imeet/
http://www.impactlearning.com/
http://www.infoteam-consulting.com/
http://www.knowledgetree.com/
http://livehive.com/
http://www.membrain.com/
http://www.mhiresearchinstitute.com/home
http://www.millerheiman.com/
http://www.objectivemanagement.com/
http://www.pointclear.com/
http://www.salesforce.com/company/
http://www.seismic.com/
http://www.toplineleadership.com/
http://www.mhiglobal.com/
http://topsalesworld.com/advertise/

