


In today's world of selling, there
is less and less room for

apprenticeship. Selling has
become an exclusive club of
highly skilled professionals,
where product knowledge and
time management skills, for
instance, are the cost of
membership, not leadership.

Ongoing research demonstrates
that today's 'average'
salesperson is just as effective as
the high performer in explaining
features and benefits effectively,
relating a service or product to
customer needs and closing a
sale. But, above this Level 1
plateau of competence, the
exceptional salesperson is busy
defining the "basic skills of
tomorrow".

Building an up-to-date
foundation in sales competence
does mean sacrificing some old
notions of what it takes to
succeed in a competitive
marketplace. For example, a
salesperson can no longer just
"win by knowing". Every company
needs to test their assumptions
about what skills really contribute
to sales success. Too often,
operating on old sales theories
means training and rewarding

people to do the wrong things.
When the buyer and seller act

as partners, they are building a
bridge to profitability.

Successful selling is definitely
not about the "hit and run" sale.
Sales achievers regard their
relationships with key customers
as a partnership and cultivate it as
such. When customers face
tough business challenges and
complex technological choice,
they rely on sales people who can
assist them in making the right
decisions.

The primary objective of a
sales partnership has to be - to
create and sustain a mutually
productive relationship, which
serves the needs of both parties,
now and in the future. The key
word here is symbiotic.
Partnership does not mean
eliminating the tension between
buyer and seller - it means that
top-performing salespeople know
how to strike a balance between
achieving immediate results and
developing the relationship fully.

In summary - why do we need
a fresh approach to selling?

Many organisations have
developed without objective
analysis of their purpose and

structure. The buying power in
many industries is no longer
evenly distributed - in a large
number of markets a few big firms
control the majority of purchases.

The development of new
marketing techniques has meant
that some tasks, traditionally
performed by the sales team, can
be more effectively handled by
other methods. The prime
objective of all sales staff is to
gain business. From an
organisational point of view,
however, the manner in which
they all achieve their goals must
be defined in order to identify
what kind, and the quality, of skills
that are required.

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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Businesses Need To Redefine Selling And
What Constitutes Basic Selling Skills
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Really? To what, then, does
marketing attribute its success

if sales isn’t getting supplied with
high quality leads? Recently, the
CMO of a large software company
told me that generating leads for
sales was not his job. In fact, he
went on to say that if his CEO ever
told him generating leads for sales
was his job, he would leave.

Honestly, I am not making this
stuff up, and by no means am I
singling out this one particular
CMO. His sentiment represents a

classic example of why marketing
and sales have been at odds over
the past 25 years. How can sales
and marketing be relevant in their
respective roles to contribute to
successful lead, and ultimately
revenue, generation? 

In this article, we’ll take a look at
how various publications have
chronicled the problem and pointed
toward solutions. While there has
been much discussion over the
issue, there’s been very little
resolution. One thing’s for sure.

There’s no reason we should be
dealing with this for another quarter
of a century.

As early as 1990, researchers
recognized the value of sales and
marketing alignment. In the article,
“Testing the Applicability of Narver
and Slater’s Market Orientation
Concept and Firm Performance in
Botswana Companies,” Narver and
Slater refer to the term “market
orientation” which is very closely
related to what we are now calling
alignment. Unfortunately, it was the
lack of alignment that was driving
down revenue and profitability.

There have been others,
however, who felt that alignment (or
lack thereof) wasn’t the problem. In

“Supplying high quality leads to sales is our biggest
challenge, despite our otherwise successful marketing
efforts.” (Name withheld to protect the guilty.)

The Relevant Marketer 

http://www.scholink.org/ojs/index.php/jbtp/article/view/158/145


Dan McDade

fact, they argued that it shouldn’t
even be the focus. Take a look at
this excerpt from an article written
by Geoffrey James for CBS’
MoneyWatch (“Why ‘Aligning’ Sales
and Marketing Never Works,”
2010): “It's totally ridiculous to
‘align’ Sales and Marketing as if the
two group[s] were co-equal. The
only real and practical alignment is
for Marketing to step back, and
respectfully ask the Sales team
what they should be doing to help.
Submission, not alignment.” 

Can you imagine the firestorm
this article created when it was
published? Even after 20 years the
tension was real and pervasive—
and continues. 

Finally (in case we haven’t been
thorough enough), this article from
Harvard Business Review, “Put the
‘and’ Back in 'Sales and Marketing'”
(October 2014), does an excellent
job of articulating the problem as it
stands today:

Nowhere else in the executive
suite of a typical corporation are
two functions as closely intertwined
as sales and marketing. Yet for all

the shared responsibility, the
marketing and sales relationship
has often been a contentious and
lopsided one, with sales dominating
in B2B sectors while marketing
leads in B2C ones.

The joint challenge today for
CMOs and heads of sales (or CSOs
– Chief Sales Officers) is how they
can work together to discover
insights that matter, design the right
offers and customer experiences
based on those insights, and then
deliver them effectively to the right
people across multiple channels to
drive growth. McKinsey research
shows that companies with
advanced marketing and sales
capabilities tend to grow their
revenue two to three times more
than the average company within
their sector.

So, again I ask, if the sales and
marketing alignment problem has
been recognized for over 25 years,
why isn’t more being done about it?
More importantly, what can be done
about it now? 

Sometimes we stew in our
problems so long that we lose sight
of answers that are staring us in the
face. In a recent Salesforce.com
blog, Pardot’s Adam Blitzer says to
take it one step at a time, and I think
he offers a great way to get started.
Here’s the breakdown: 

1.  Take small steps to patch up the
tensions between the sales and
marketing teams: 

2.  Get both teams together and

come up with a unified definition for
a qualified lead.  

3.  Set-up lead scoring and grading
rules. A lead score will ensure that
leads are showing enough interest
in your company, while a lead grade
will determine how well they match
your ideal profile. 

4.  Have your system automate
lead assignment so that only the
most qualified leads are getting
assigned to sales for follow-up. The
remaining leads can be left to
marketing so that they can be
placed on lead nurturing tracks,
which will nurture them to sales-
readiness without any work from
sales.

In addition, I assert that a system of
checks and balances must be
implemented to evaluate leads that
are either rejected or ignored. It’s
also important to have an active
nurturing program to stay in contact
with prospects. This added “human
touch” goes a long way.  

Want to be relevant in your job?
Marketing and sales aren’t going to
start getting along until they realize
they have a shared goal and
common value. Marketing needs to
focus on generating high quality
leads so sales can focus on
effective follow-up. What, then, will
there be to argue about? Seriously,
there’s no reason to drag this out
another 25 years.                              n
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Dan McDade is the Founder & President of
PointClear. Find out more by visiting here.
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Top Sales World’s Top 50 Sales Books 2015
“When a man (or woman) is tired of reading, he/she is tired of life.” 

(With apologies to the great Samuel Johnson - (1709-1784) 
- one of the most quoted men of the 18th century.)

Today we have published the editorial team’s
favorite 50 books for your edification and
delight. Will this list represent the best 50
sales and marketing related books ever
written? We cannot claim that, but certainly
many of them would be right at home if such
a list existed.

We do hope you will enjoy our selection, and
when you find yourself at a loose-end, or in a
state of involuntary ennui this summer, you
will be able to refer back to the
downloadable PDF as often as you wish.

Download Your Copy Here

https://en.wikipedia.org/wiki/Samuel_Johnson
http://bit.ly/1LMgntv


That’s a real commitment in
terms of time and money from

the Global Head of Sales at our
client, over and above the cost of a
standard training course. Was it
worth it?

It’s hard to measure these things
accurately, but I estimate that only
around 20% of off the peg Sales
Training ‘sticks’ and is still being

used by Sales People 12 months
later. For customised courses the
figure is much closer to 80%, which
I believe represents a far better
return on education. 

Customisation + Manager
Training + Technology = ROE
(Return on Education)
Customisation on its own won’t

deliver the best possible results. It
has to be done in conjunction with
training the Managers to provide
coaching and the right technology
to embed the methodology in the
way everyone works - get all 3
elements right and training really
starts to make a difference and
carries on making a difference for a
long time.
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Like a Suit - Tailored Training is
Better Than Off The Peg 
I was asked recently how much more it costs to develop a customised training course
rather than run one of our standard courses. So I looked carefully at a recent course we
customised for a global supplier of maintenance services to the mining industry and
worked out that both the client and I had each spent an additional 5 days of our time. 

Phil Kreindler
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An example of customisation
in action
I will walk you through how we
customised the Sales Training
programme for the client I
mentioned above who supplies
maintenance services to the mining
industry. The first thing was to really
find out what needed to be fixed.
What was their pain point?

The organisation had a good
insight into their own problem. They
have a strong standing at mines
where they already provide
services, so when existing
customers approach them, they are
very good at converting those leads.
But they are poor at identifying and
approaching new prospects,
especially outside their home
territory. This is even the case when
an existing customer opens a mine
in a foreign country.

Defining the tool box
The first thing we did was to sit
down with Senior Managers – the
Global Head of Sales and the Head
of the North American operation – to
discuss all of our concepts related to
targeting new customers. Then we
evaluated which of these concepts
and tools were most relevant to their
problem and decided which ones
we would use and how they should
be customised to meet their specific
needs. It is important to adapt
training concepts to a client’s
business rather than expect the
business to adapt to our concepts.

Customising is not
compromising
Having a common language is an
important factor in making training
stick. Unless everyone uses the

same terminology, especially the
Managers who are coaching the
Sales People, the sales training
won’t deliver results. We
established that the client in the
mining industry felt more
comfortable with certain terms, for
instance referring to the Buying
Group rather than the Buying
Center, so it was no problem
changing that and other terms in the
training materials and supporting
software.

Then we worked together to
come up with 11 distinct concepts
that we needed everyone in the
training to understand thoroughly.
For each concept, our client
developed a good example for the
mining industry which is used in the
trainings to explain the concept and
its benefits.

Making the examples relevant
The key thing to ensuring that every
participant fully grasps each
concept is to make certain that the

examples are relevant. Of course
we use lots of examples in our off
the peg training material but it
would be too big a leap for some of
the guys who have been in the
mining industry all their lives to
relate to an example that relates to
a software or consulting sale for
instance.

So we worked closely with the
Head of Sales to produce a case
study that was closely based on a
real scenario that everyone in the
classroom could relate to. As most
of you don’t work in the mining
industry I won’t go into details, but
an additional benefit of working this
way is that we gained industry
knowledge and insights that really
helped to gain credibility when
running the trainings.

So in theory everything was set
up to run an excellent first training.
Right?

The dry run
We don't run a customised training
course unless we are certain that it
will deliver the expected results. So
before running the first session for
sales teams we had a dry run with
the heads of all regions around the
world. This revealed some areas
where there was room for
improvement and we made
changes before the first session for
the sales teams. The dry run also
had the benefit of getting buy-in to
the content and required coaching
from those senior managers.

The company values
This particular company has a set
of core values they really believe in.
All too often this is a slide
somewhere in a sales presentation

Having a common
language is an

important factor in
making training stick.
Unless everyone uses
the same terminology,

especially the
Managers who are
coaching the Sales
People, the sales

training won’t deliver
results.  



Phil Kreindler

that is never referred to again and is
rarely experienced by the customer
in the way a sale is made. 

But this client is different and
they are committed to their values
so we created a 12th module based
on these values. The objective was
to reflect the values in how their
Sales People sell. The idea being
that a potential customer would
begin to feel how it would be to deal
with the company as a result of the
way the sales process is
conducted.

How customisation improves
adoption
I was told to expect resistance from
a couple of individuals and the
whole group were experienced
Sales Professionals who had been
in the mining industry for years. As

it turned out, there wasn’t any
resistance from anyone. I am sure
that the close relevance of the
examples and exercises in which
the concepts were applied on the
participant’s own current
opportunities made a huge
difference to their level of
engagement.

And they worked on the
exercises with the people they
normally work with. So two sales
people and two operations people
were in each group and they were
working on a very relevant case
study or an actual project. We also
had them using the software they
will go on to use after the training. I

was even complimented on my
product and knowledge of the
mining industry, although this was
our very first client in that industry! 

Looking at on the results so far I
am convinced that this customised
approach results in a the best
possible return on education.

Ask yourself:
l  Have you been disappointed at
the impact of sales training 1 year
on?
l  What do you do to maximise the
return on education?
l  Do your training providers adapt
their concepts to fit your business? n

Philip Kreindler is the CEO of Infoteam Consulting.
Find out more by visiting here.

Join This Week’s Discussion …

“In view of the huge migration of salespeople from
outside to inside in the past few years, do external

sales professionals have a future, or are we witnessing
the death of face-face selling?” What do you think?

Please share your opinion HERE

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

http://www.infoteam-consulting.com
https://www.linkedin.com/grp/post/1857130-6023780297345163264?trk=groups-post-b-title
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Solution of the Week

http://www.pgi.com/imeet/


Anne Miller

Yet, that is what so many demo
presenters do. Is it because

they are afraid of the answers they
might get if they asked different
questions, or, is it that they were
never exposed to better, business-
building questions? These are the
two killers.

l  Do you agree?
l  Does that make sense?

Certainly, those two closed
questions have their place in a
presentation, but not to the
exclusion of stronger engagement
open-ended questions like

l  To what extent does this make
sense for your group?

l  How does this compare to what
you are doing now?

l  Did you realize you could do
this? [No]  What would that
mean to you to be able to do
this?

l  Clients really like this feature
because they save…  What do
you think of this capability?

l  Who would benefit most from
this in your group? Why?

Stumbling vs. Leading
Strings of closed ended questions
make the seller sound like a batch

of features in search of a need.
Does this make sense? No? How
about this? Does this make sense?
No? Do you agree about this? No?
Well, here’s another feature…etc.

Open-ended questions reflect a
genuine willingness and courage
to have an un-scripted
conversation based on a prospect’s
response. It is the hallmark of
conversational leadership.

Open-ended questions invite
reflection, opinion, imagination,
additional questions, even
concerns--all of which help the

buyer think through the value of
your offer. AND the answers to
these open-ended questions help
you select from only the features,
benefits, and stories most relevant
to your listeners and therefore most
likely to make your sale.

Think about your past
demos/presentations.  What
engagement questions do you
typically ask? Do your questions
show someone who is feeling
his/her way or do they reflect
someone leading the way to value
for the buyer?                                     n

Conversational Leadership:
Do You Have It? 
Asking questions to engage listeners during a demo or presentation is a good thing.
Asking the same two questions of your listeners over and over again, however, is not. You
sound robotic and they tune you out, rather than tune in to your message. 
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Anne Miller is a internationally respected author,
speaker and seminar leader. Find out more here.

http://www.annemiller.com
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Book of the Week

“In a business environment where sales intelligence matters, Agile Selling provides a blueprint
for quickly becoming an invaluable resource to prospects and customers. Use these strategies
to increase your sales team’s productivity and drive rapid revenue growth”

Umberto Milletti, CEO, InsideView

See what other readers thought and buy here

http://topsalesworld.com/featured-book/


We’ve heard about how
incentives and motivators can

spark salespeople to do near heroic
feats to reach their goals, but what
if we simply do a more efficient job
of helping sales people have better

selling conversations, making every
salesperson a superstar?

For example, you determine the
desired sales behaviors and skills
that you want your salespeople to
use for making a sale. By applying

the basics of how brains learn and
retain information, you can share
your knowledge more effectively
and have the sales team up to
speed quickly – identifying pain,
articulating value and making more
sales than ever. Here are the five
most essential learning tips:

1.  Be a shiny object! In other
words, get the sales persons
attention. Give thought to what
exactly grabs their attention and

Top Sales Magazine  July 7th Edition 2015 13

What Happens When A Brain
Scientist is in Charge of Sales?
It stands to reason that the first approach a brain scientist
would take in sales would be to analyze how a sales
person thinks. Or, more specifically, how exactly do brains
work in a sales setting? 

Chanin Ballance
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highlight what’s in it for them. If
information is relevant, useful or
entertaining, they’ll pay attention.

2.  See it, hear it and better yet -
in context – We call this “memory
encoding” and it improves when in
context1. For sales people, this
means receiving coaching,
enablement support and training
relevant to their sales environment.
The closer it is to a real-life selling
scenario and the more cues
associated with the memory, makes
it easier to recall later. 

3.  Increase our brain memory
card – Think of the brain as a
computer hard drive and how we
can increase the storage capacity.
In the 1950’s Harvard University’s
George Miller developed the Magic
Number Seven theory that is widely
accepted. He says that short-term
memory capacity is 7 (plus or minus
2) items because it only had a
certain number of “slots” where
items can be stored. However, the
amount of information that can be
held in each slot can be increased if
we “chunk” information together. 

4.  Learn the path or at least
leave breadcrumbs - Is there too
much to remember? Brain research
suggests that instead of losing
information we once committed to
memory, it’s the path to finding it is
just currently inaccessible. Our
retrieval strength is low or near
zero. Exercise that particular
memory muscle and we can
strengthen recall.

5.  Pretend and perform –
Practicing and communicating to

others is like high-octane learning.
Studies show it boosts retention by
20 to 30 percent vs. reviewing
material alone2. Role playing,
practice dialog and demos make a
tremendous difference, and expose
us to what’s been forgotten or
confused. 

Putting Science into Practice
Create small chunks of
knowledge.
Breaking up new or complex
information into small chunks is
effective. Research shows that
salespeople are 50% more likely to
do a quick refresher if they can do it
in fewer than 5 minutes. Therefore,
it must be easy to understand and
relevant to what they need at that
moment. If they can apply the
information immediately, as part of
their workflow, job performance is
improved. 

Increase memory strength with
refreshers
If the brain is like a muscle, then
exercise makes it stronger. You can
boost memory by an incredible 30%
or more with recall practice. And

today’s technology tools can help to
trigger memory with reminders,
games, and knowledge recall
exercises. Depending on how long
you wish to remember something,
scientists generally recommend
spacing practice or “exercise” at 2
days, 7 days and 30 days after
initial introduction of information3.
Organizations have reported a 30-
50% increase in training retention,
which is essential for maximizing a
new product launch or training new
staff. The better their memory and
retrieval skills, the more
comfortable salespeople will be to
change their behavior and include
new material in their selling
conversations. 

Design for context and make it
on-demand
It was reported (by IDC) that
salespeople waste an average of 7
hours a week hunting for the right
content! Salespeople are obviously
at their best when they can access
and use the right information to
move the sales conversation to the
next level. This can increase their
confidence and identify more
accurately where the conversation
should go to ultimately close the
deal.

The Brain Scientist dissects
the playbook
Sales playbooks are a great asset,
but they are often very dense and
difficult to use - especially on the fly
with a customer on the line. Most
sales people report that they initially
review the playbooks but rarely
reference them again after the
initial product launch or training. 

Convert this great content into

We can track behavior
through technology
better now than we
could just a couple

years ago and we can
have a constant

feedback that allows
the content to be

adjusted at every step.  



Chanin Ballance

short pieces and arrange by topic.
As we know, small digestible
chunks aid in attention, encoding
and memory strength. Add them to
the CRM or make them available
on-demand by any device for real
selling context. By making small
changes to your format and ease-
of-use for your salespeople, there
will be a big improvement in
adoption and results.

Human memory limitations and
learning challenges will always
exist, but technology today is
getting easier to fill the gaps.
However, this still depends on
having digestible content - keep it
short and distilled down to the most
important points. The key is
transferring the right knowledge, in
the right way, to the sales force so
they can close more sales. 

Measure your success
We can track behavior through
technology better now than we
could just a couple years ago and
we can have a constant feedback
that allows the content to be
adjusted at every step. By seeing
what content is being used, and by
whom, you can determine what is
truly working. You can also tie this
information back to selling metrics.

To sum it all up, brain science
shows us that humans are truly
amazing in our capacity to learn
and grow. And now, with today’s
technology to give us an extra leg
up, our sales teams can work
smarter and better than ever.

Although brain scientists can give
tips for learning, we agree to leave
the sales teams in the capable
hands of the sales managers!         n

1  Robert Bjork “Environmental Context
on Human Memory”, 1978 Memory &
Cognition.
2  Richard Schmidt and Robert Bjork,
“New Conceptualizations of Practice:
Common Principles in Three Paradigms
Suggest new Concepts for Training”,
Psychological Science, 1992.
3  N.J. Cepeda, E. Vul, D. Rohrer, J.T.
Wixted and H. Pashler, “Spacing effects
in learning: A temporal ridgeline of
optimal retention, “Psychological
Science, 2008.

Chanin Ballance is the CEO of MobilePaks. 
Find out more by visiting here.

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).

http://mobilepaks.com
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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Research conducted by my
company, Corporate Visions,

confirmed just how widespread the
use of insights has become. A
survey of more than 400 business-
to-business marketers and sales
professionals found that 81 percent

of respondents believe they use an
insights-based approach as part of
their marketing and sales strategy. 

Yet, despite its many positive
connotations, and despite all the
hype surrounding it, “insights”
remains something of a vague term.

That’s a problem for companies
hoping to incorporate the most
influential insights into their
customer conversations. 

The absence of a concrete
definition around the term might
lead you to ask the following
questions: What makes for a truly
powerful insight? What types of
insight are best at dislodging your
prospect’s status quo and
distinguishing your message?

Most importantly, how do you
know whether your insights are
creating action or just rehashing

In the arena of provocative selling, insights have emerged
as the consensus weapon of choice. That’s really no
surprise. The term itself seems provocative. It implies
knowledge, influence and an eagle-eyed vision toward the
future. 

A Hierarchy of Insights?
Why all insights are not created equal



Tim Riesterer

previously established industry
facts and data points – what I call
“true but useless” information?

Toward a Sharper Definition
These questions brought me closer
to the suspicion that not all insights
are created equal. Some are better
at creating action than others.
Some are better at defeating the
status quo than others. Some are
better than others at adding
uniqueness and urgency to your
customer conversations. 

To find out what types of insights
are most impactful, I started out by
bucketing them into four distinct
insight categories that companies
can create and deliver:

l  Anecdotal insights – Created
in-house, these insights focus on
more tactical, day-to-day issues
such as best practices or lessons
learned from experiences with
customers. 
l  Authoritative insights –
Insights in this category rely on the
work of trusted third-party sources
such as industry analysts to frame
an issue or perspective. 
l  Current insights – These
insights are founded on original,
company-generated research or

surveys. 
l  Visionary insights – Like
current insights, these are also
based on original, company-
generated research. However, they
also rely on in-house expertise to
deliver forward-looking
perspectives and interpretations of
where the industry’s going next. 

At one time or another, you may
have incorporated some or all of
these insights into your sales
enablement tools. But here’s the
thing: The insight types outlined
above are not equally effective at
creating real opportunities in the
field. And, interestingly enough,
they’re not all delivered with equal
frequency. 

My company’s survey found that
anecdotal insights—the least labor-
intensive to develop—are delivered
most often. But according to the
survey, they were also pegged as
the least effective in terms of
producing positive selling outcomes. 

On the other hand, visionary
insights, used the least, are viewed
as the most effective category of
insight. 

So, you can see there’s an
inverted logic taking place whereby
companies are relying most often
on the insights that have the least
impact. To really create the urgency
and differentiation you need to
defeat the status quo and
differentiate your solutions,
companies need to deliver insights
that fall closer to the visionary end
of the spectrum. 

What I’ve termed “visionary”
insights typically feature the
following components:

l  They’re original, and based on
statistically sound primary research
that you conduct independently.
l  They’re exclusive, belonging to
your company alone, which
potentially gives you license to
stake out unique, counterintuitive
perspectives that run against the
grain of conventional wisdom. 
l  They’re forward-looking. The
data you harvest from your survey
should enable you to develop a
future-focused interpretation of
industry challenges and trends,
helping you shape the conversation
and elevate your stature in the
market. 

In my mind, the best types of
insights happen when you’re able
to highlight an inconsistency or
uncertainty in someone’s current
situation. You’ll fail to do that if
you’re simply resorting to well-
thumbed, third-party research.
Worse, by telling a prospect
something they already know, you
could inadvertently validate their
current situation.

To get the most out of your
insights-based approach, make
sure you build a story founded on
the most provocative and
differentiated insights possible –
that is, the visionary insights that
position you as an industry sage.  n
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Tim Riesterer is chief strategy and marketing
officer at Corporate Visions. Find out more here.

But here’s the thing:
The insight types

outlined above are
not equally effective

at creating real
opportunities in

the field.
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2015 Top Sales Academy

July 17th Linda Richardson
“Changing the Sales Conversation:
Insights > Ideas > Solutions”

July 24th Jonathan Farrington
"Hunter, Farmer, Fisherman and Poacher
- the New Sales Metaphors Revealed"

Phase Three is running from May to July 2015. Each week
a new session will become available on site for registered
members to view. Registration is free - Go here!

Next Session Released on July 10th

Frontline sales managers (FSMs) are the most important role in any sales organisation when it comes to sales
execution. But our research shows that developing FSMs is still not a high priority ranking investments in
productivity. This disconnect has to be solved with holistic frameworks that address the FSMs’ challenging role,
their often competing key areas customers, people and business. Our FSM Triangle is the foundation for
effective FSM development.

FREE Registration for Academy Here

Frontline Sales Manager’s Dilemma – 
Coach, Leader and Business Manager
Tamara Schenk

http://topsalesworld.com/topsalesacademy/registration/
http://topsalesworld.com/topsalesacademy/registration/


Top Sales Article & Blog Posts

How much of a premium would you
pay to bet on a sporting event
where the odds favoured your team
over the other by 6000 to 100? A
no-brainer right, in fact too good to
be real, right? Let’s look at it a bit
differently, how would you like to be
up against a professional opponent
favoured by similar odds, an
opponent who practices every day,
honing their skills and techniques,
improving their game day in and
day out, while you only occasionally
dabble in the sport?

I am guessing most of you are
saying no to those odds, and would
probably pass on getting in the ring

with that level of mismatch. But I
see sales people do this very thing
on a regular basis, but instead of a
five dollar bet, what is on the line is
their income.

Sales people get into to the ring
every day, unprepared and
underestimating their opponent’s
skills, abilities and level of
preparedness. What I am talking
about specifically is prospecting,
especially for buyers in the deep
sea of Status Quo. We are not
talking about buyers who are
actively looking, visiting your
website, or buyers who were ...

It seems that these days, things are
changing faster than we can
recognize. Cosby is finally out of
the news, but the Marathon Bomber
is back in. The terrible winter
weather is in our rear view mirror,
but now we are dealing with
droughts and tornadoes! And in our
world, Sales 2.0, a term we haven't
heard in a while, is making the
rounds again. In today's article,
we'll talk about the sales
improvements that readers are
most interested in.

Let's kick things off with the most
popular article of the first 6 months

of 2015, which talks about how
dramatically things have changed
in selling. Read this very popular
article from earlier this year, which
is all about the next change to take
place in selling.

On LinkedIn, this article explains
one simple change that
salespeople and sales managers
can make that will significantly
improve the pipeline and win rate.

With all that has changed, no
single characteristic is more
important to selling than an
individual's unconditional ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
Changing the Odds In Your Prospecting 
by Tibor Shanto

This Week’s Top Sales Blog Post
12 Proven Sales Hacks to Increase Sales
by Dave Kurlan

https://www.linkedin.com/pulse/changing-odds-your-prospecting-tibor-shanto?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
http://www.omghub.com/salesdevelopmentblog/12-popular-sales-hacks-to-increase-sales
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https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Latest+top+#sales+magazine+out+today+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.
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