


Developing a conscious
understanding of a giving and

sharing strategy can take some
time and some practice.

In her book “How to Master
Networking” Robyn Henderson
calls this process earning the right
to ask a favor of another person, or
giving without hooks. Both of these
statements imply two processes
that operate pretty much at the
same time (and neither of them
necessarily our first reaction).

The two processes in earning
the right to ask a favor are:
-    Giving away information (to be

helpful)
-   Being open for any help you

may need
Whether it is accidental or planned,
formal or informal, random or
structured, while discussing with
other people, the effective win-
winner offers his or her knowledge,
skills, ideas, resources, guidance
or data freely - without any “hooks”
or expectations that repayment is
due in any form. In fact, the only
immediate benefit may be the
pleasure to be derived from
assisting someone with information
that was of value to them.

Whilst the giver expects nothing
in return, the receiver has a very
positive experience and memory of
you upon which they can act (if
they so choose) in the future. If
they do, either directly or indirectly,
at some indeterminate time, you
may receive some reciprocal
benefit.

Along with openly offering any
possible help and support, the
effective win-winner does not
operate as a one-way helper or
super person/white knight/angel
coming to the rescue of everyone
else, but never personally in need
of assistance. He or she also talks
realistically about personal goals,
tasks, challenges, problems and
general issues and acknowledges
feeling vulnerable in not being able
to do everything single-handedly.
Being open means being receptive
to help when it is offered and, on
occasions, asking networking
contacts if they can suggest ideas,
strategies or approaches that could
assist you.

Finally, I would say this: When
someone asks for our help, we
shouldn't put that request through a
“qualification process” as in

“What’s in it for me?” or “What have
they ever done for me?” Give
willingly, from the heart and
unconditionally or don’t bother. The
very worst types of people are
those who pretend to give, or who
tell themselves (and everyone
else) they are great givers.

The late Stephen R. Covey
thought and wrote a lot about
“getting it” and you might enjoy my
synopsis of his most popular book,
“The 7 Habits of Highly Effective
People” Download here

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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http://jonathanfarrington.com/
http://bit.ly/1Moe6VC


Contents July 28th 2015

Editors:                     Jonathan Farrington JF@topsalesworld.com
                                    Linda Richardson linda@lindarichardson.com
Design:                     Bill Jeckells bill@billjeckells.com
Published by:          Top Sales World http://topsalesworld.com
                                   A JF INITIATIVE

6

8

10

16

Redefining Enablement In A
Dynamic, Strategic And Holistic Way
Tamara Schenk

Explore. Dream. Discover
Cian Mcloughlin

Putting a Structure Behind
Strategic Account Management
Tim Call

How Data Driven Sales Drives Sales
Success
Fileboard

12
Motivation Coaching: Mastering
the 1-on-1 Sales Coaching
Conversation
Kevin Davis

2015 Top 50 Sales &
Marketing Blogs
Who's In and Who is Out?
Page 5

★ Top Sales Article & Blog
Post For July 28th 2015

    Page 21

Top Sales World is Sponsored by

Published Today

★ Solution of the Week -
Seismic

    Page 20

★ Book of the Week -
Kevin Davis

    Page 19

★ Contributor of the Week
- Trish Bertuzzi

    Page 19

Top Sales Magazine July 28tht Edition 2015 3

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=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


https://mhiglobal.com/resultsready


Top 50 Sales & Marketing Blogs

Top Sales Magazine  July 28th Edition 2015 5

2015 Top 50 Sales & Marketing Blogs
Every July, we take a close look at all of the Blogs that we aggregate every day in our Top
Sales Blogs section and we choose our favorite 50. The criteria we use is:

l    Quality of the written word, including use of grammar, punctuation and originality
l    Ability to educate or entertain – specifically, giving something back rather than “pitching”

continually
l    Popularity – i.e. visitor numbers
l    Social media exposure – Tweets, LinkedIn/Facebook/Google+ promotion
l    Blog design – cosmetic appearance
l    Finally, regularity of posts.

We hope you enjoy our selection.

http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
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https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
http://topsalesworld.com/topsalesblogs/
http://topsalesworld.com/topsalesblogs/


Imagine a group of people in a
business meeting who are

discussing a certain topic that
seems to be familiar to everybody.
But somehow, the meeting goes on
and on. Then it ends with – no
decision. We all know those
unproductive scenarios. People
assume that all others have the
same (their own) understanding of
a certain term. But this is often not
the case. Then meetings end
nowhere, the time has been
wasted, and no decisions have
been made. 

This is why definitions are so

important; definitions are a
productivity booster rather than a
waste of time. Most important in our
ever-changing and complex world
of selling and buying is that
definitions have to be adjusted,
changed, and evolved to remain
valuable. 

And that’s exactly the case with
sales enablement. How
enablement began its journey
several years ago may no longer be
appropriate to create sustainable
and scalable business value in
today’s ever-changing environments. 

Let’s analyze how a world of

rising buyer expectations
requires that enablement evolve
to a more dynamic, strategic and
holistic discipline.

Our 2015 MHI Sales Best
Practices Study shows that world-
class sales performers involve an
average of 5.8 stakeholders at the
customer, and 4.6 within their own
organization. That’s significantly
more than average performers,
who only involve 4.4 stakeholders
at the customer and 3.8 people
internally. More people involved
leads to more complexity to be
mastered. But more people
involved also leads to better sales
performance. That’s counterintuitive,
but this world-class segment
outperforms all others in terms of
increasing customer retention rates
(+5.8%) and sales performance
(+23%), measured by various sales
metrics. What are they doing
differently?

World-class sales performers
adapt better and faster to rising
and changing buyer
expectations in a customer-
centric world. 

World-class sales performers
know that understanding the
specific customer’s journey, and all
involved stakeholders, is the
foundation for providing valuable
perspectives. World-class sales
performers create value at each
stage of the customer’s journey for

“The beginning of wisdom is the definition of terms.”― Socrates

Redefining Enablement In A
Dynamic, Strategic And Holistic Way
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Tamara Schenk

all stakeholders, each of whose
involvement may be different. They
provide valuable perspectives on
how to achieve even better results
and wins, and collaborate with
customers to calculate their specific
business value. World-class sales
performers know exactly how to
navigate the different dynamics
along the entire customer’s journey,
and they don’t walk away after a
deal has been closed. 

That’s why enablement needs
to be refreshed and redefined in
a strategic and holistic way –
Sales Force Enablement

All these findings on world-class
sales performance require a
dynamic, strategic and holistic
enablement approach based on the
customer’s journey as the main
design point. That’s why I came up
with a new and comprehensive
definition. Many years in different
sales roles, as an executive in the
enablement space evolving the
topic from a program to a strategic
function in a large corporation; and
working for many years with peers
in the same space plus working
with our clients, have led to this
sharpened approach. Here we go: 

“Sales Force Enablement – A
strategic, cross-functional
discipline designed to increase
sales results and productivity by
providing integrated content,
training and coaching services
for salespeople and frontline
sales managers along the entire
customer’s journey, powered by
technology.”

A few soundbites for you on the
definition:

l  Strategic means that the

business strategy is mapped to
sales execution to derive a specific
enablement scope that’s tailored to
addresses an organization’s
weaknesses, gaps and strengths to
execute the business strategy
successfully. 

l  We call it a discipline, as
enablement can be organized in
many different ways depending on
your context and maturity.
Enablement, whether it is a
program or a function, is always
cross-functional. The orchestration
of tasks and processes – such as
content creation and distribution or
training design and delivery –
always involves several functions
and often external providers. 

l  Sales results and productivity
are the quantitative metrics by
which an organization assesses the
performance of their sales function.
Specific goals always have to be
defined based on your
organizational context and your
specific point of departure. Make
sure to cover both, effectiveness
(first) and efficiency metrics.

l  Providing integrated content,
training and coaching services
helps to ensure consistent
messages across the sales force.
There is no training without content,
and no enablement content should
be provided to the sales force
without at least a “how-to-use”
video. 

l  As a consequence of providing
coaching services, frontline sales
managers are a key target group to
ensure that coaching can reinforce
the enablement efforts. No sales
leader can afford to put enablement
investments at risk by not aligning
enablement and coaching.

l  As discussed above, what
separates world-class performers
from all others is their ability to
make the customer’s journey and
all involved stakeholders their main
design point. 

l  Last but not least, sales force
enablement is powered by
technology from the creation and
production of enablement services
(content, training, and coaching) up
to their distribution and integration
in CRM systems with mechanisms
that provide relevant services at
salespeople’s fingertips.

Please ask for the related Research
Note that explains the definition in
detail. You can also have a look at
my key note presentation from the
SAVO Sales Enablement Summit
2015 to learn more about the
underlying maturity model that
covers a required level (where we
have all started to organized certain
domains), the recommended level
(that’s the sales force enablement
definition) and the world-class
level (our ambition), which we call
customer-core enablement.            n
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.
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In 2006, I was lucky enough to
spend a week exploring the

Galapagos Islands, with my then
fiancee, now wife of almost 10
years. We flew from the capital
Quito across the Ecuadorian coast
to the island of San Cristobel, one
of only 4 inhabited islands in the
Galapagos archipelago.

On our first day there we visited
the Charles Darwin museum,
where we learned about Darwin’s
research, how he catalogued and
meticulously analysed the different
plant and animal species on each of
the islands, which ultimately formed
the basis for his Theory of
Evolution.

The science of discovery, that
rare combination of a questioning
mind and a thirst for knowledge has
helped shape the world we know
and continues to impact all aspects

of our daily lives, in lots of big and
small ways. The very best sales
people I've met in my career, those
who have successfully carved out
their niche in the challenging and
high pressure world of enterprise
sales, tended to be the ones with an
inquisitive mind and an insatiable
appetite for knowledge.

They approach every prospective
sales cycle with a Darwinian sense
of curiosity and an analytical mind.
They begin by trying to develop a
better understanding of the
organisational landscape around
them, the business problems, the
industry characteristics and the key
people of influence within the
business. From there, they shift
focus to the political and
competitive landscape of the
organisation, gaining an in-depth
understanding of the products or

services their customer sells, who
the end-customers are and how the
organisation actually makes
money. They capture all of this
information like pieces of a vast
organisational jigsaw puzzle and
then set about putting the pieces
together, until a clear picture begins
to emerge.

Just as Darwin did more than a
century earlier with his boxes of
scientific equipment, these great
sales people leverage all of the tools
at their disposal. They interview key
leaders in the business, devour
company reports and information
available on the internet. They speak
to industry experts, colleagues and
people in their business network, to
build up a complete picture of the
company and the key stakeholders
within the business. One sales
person I know spent an entire day
travelling around on a rubbish truck,
to get a more granular
understanding of the challenges and
issues facing his customer in the
waste removal sector. Just imagine

“Throw off the bowlines. Sail away from the safe harbor.
Catch the trade winds in your sails. Explore. Dream.
Discover” Mark Twain

Explore. Dream. Discover



Cian Mcloughlin

how much credibility this earned
him, in terms of his day to day
interactions with that customer. Like
so many other great sales people,
he had a desire to understand the
inner workings of his customers
business, before earning the right to
talk to them about his ability to help
out in some way.

Why go to all this effort you may
ask, when a sales person might
close a deal without a lot of this
background information and
research? It’s simple really, most
great sales people know from past
experience the more granular their
understanding of the organisation,
its staff and customers, its partners
and competitors, the greater their
ability to influence. Also the higher
the likelihood that they can make
that leap of intellect and provide the
customer with a compelling,
accurate and ultimately irrefutable
solution to their business problem.

This all probably sounds a little
bit far-fetched, drawing a parallel
between the single greatest
scientific discovery of mankind and
the far more mundane task of
selling a high value product or
service to a prospective customer.
So let me spell it out more plainly…
.just like the plants and animals on
the Galapagos Islands, the sales
industry has undergone a massive
evolution also.

No longer are sales people
expected to be walking, talking
product brochures, ready to extol
the virtues of their solution at a
moment’s notice. "I can get all of
that information at the touch of a
button thank you very much, so
what else have you got for me?"

In this brave new world of high-

value selling, just like the
Galapagos islands of millions of
years ago you have to evolve or
die. I’ve witnessed first-hand
friends and colleagues who skill-
sets were highly valued and
handsomely rewarded a decade
ago, become rapidly obsolete
through a lack of ability to evolve
and adapt. It’s painful to witness
this fall from grace and a sobering
lesson for those that remain behind.

The animal kingdom has long
lived by the adage ‘Survival of the
Fittest’….in the world of enterprise
sales perhaps that adage needs to
be replaced by ‘Survival of the most
Inquisitive and Adaptable’.

So what can you do?
l  Never lose your thirst for
knowledge and your enquiring
mind. Scour the internet for
information, read company reports,
industry journals, seek out people
with experience in your industry for
a crash-course.

l  Don’t be afraid to say ‘I don’t
know’ or ‘I don’t understand’ it’s not
a sign of weakness, it simply shows
your desire for knowledge, but
make sure the questions you ask
are intelligent, considered and
demonstrate the preparation you
have undertaken in advance.

l  Become a Renaissance
man/woman, read widely, seek out
information, listen, question and
continually seek to clarify and
understand.

l  Don’t just go to the usual
sources of information, expand
your horizons to leverage Twitter,
Linkedin Groups, Industry bodies
and any other source available to
you.

l  Prepare well, ask intelligent
open ended questions when first
engaging with a new prospect.

l  Make sure that you capture this
information in a format you can
continually refer back and add-to it.
This information will form the basis
for the sales strategy which you
develop and any negotiation which
may occur further down the track.

l  Triangulate your information,
check with multiple sources, never
make assumptions about the
accuracy of what you know and
continually re-check this
information throughout the
duration of the sales cycle,
because it can often change along
the way.

l  Don’t just passively consume,
actively contribute to the
knowledge pool. One of the single
fastest ways to develop credibility
is to express your opinions on
topics in a public forum. Write blog
articles, contribute questions or
comments on Linkedin groups,
broaden your horizons, have an
opinion and don’t be scared to
express it publicly.                           n
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Cian McLoughlin is Managing Director at Trinity
Perspectives. Find out more by visiting here.
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The reverse is also true. A really
good account executive is

highly valuable to their large,
strategic accounts. They
understand their business so well,
they are treated like an extension of
the customer's internal team.
Unfortunately, the management of

large, strategic accounts is too
often approached very similarly as
the approach to smaller accounts.

Different Types of Accounts
Require a Different Approach
Managing a high-value account
takes a different skill set than

managing multiple smaller
accounts. At any given time, a large
account may have several
purchasing projects in play, and
each of these buying teams may
follow its own process. They also
often have more buyers on the
team than do small organizations,

Almost every sales organization places a premium on what they would call key accounts,
major accounts, or strategic accounts. For new or expanding businesses, winning a few
"big names" gives them a foothold in targeted market segments. For established
businesses, these accounts can be linked to a significant portion of yearly revenues, either
directly or through the credibility they provide when targeting new customers. Needless
to say, these accounts are like gold. 

Putting a Structure Behind
Strategic Account Management



Tim Call

and there are more political
influences on the process itself.

There are extra challenges on
the sales side, too. Almost all
complex sales is team selling these
days, but the size and diversity of
the team handling a large account
is usually much different than that
required to cover smaller accounts.
The selling team may even include
channel partners or other vendors
who provide complementary
products or services. 

A Case Study on the
Importance of Collaboration
Let me share an example of a
global company that revamped its
strategic account-management
process to align with its objective of
increasing account retention and
penetration.

This organization sold some
pretty complex products across the
globe. Their customers were often
multinational, with buying teams
that crossed geographic boundaries.
And, the solution usually involved
multiple product lines, including
complementary products from other
vendors.

Needless to say, the sales
process could get pretty hairy. The
same buyers were being
approached from many different
angles: by product-line salespeople,
by geography reps, even by
channel partners. Sometimes
buyers would play salespeople off
each other even when they were all
trying to sell the same ultimate
solution. More often than not, the
whole process was rife with
confusion. 

The accounts had account
managers, but they were selling to
their customers as though they were
a collection of smaller accounts.
They looked primarily at each
opportunity, not at the organization
as a whole. And, the lone-wolf
attitude dominated their approach to
selling. Other salespeople within
their own organization were seen at
best as a nuisance and at worst as
"the competition." 

For this organization,
collaboration was key. After a
holistic account-management
process heavy on collaboration was
implemented, instead of being
managed by one account manager,
most of the large accounts are now
managed by 12–15 person account-
management teams. Of course the
accounts still need a team leader,
someone who orchestrates the
moving parts and is accountable for
the team's success. This required
creating a new and a very different
role than the one they started out
with.

The outcome is that this

organization now pulls in more than
half of their revenues from their
large accounts and is seeing a
significant increase in account
penetration. 

Is Your Large-Account Team
Relationship Ready?
Ask yourself the above question
and then think about the objectives
of a solid account-planning process.
Will the current approach help us
understand how our customer views
our relationship? What is the value
the customer thinks our company
provides them? Does our current
approach promote our teams and
executives to be aligned with peers
within the customer’s teams and
executives? And finally, does our
approach expand the number of
stakeholders within the account in a
positive way? Put simply, a
Relationship Ready PlatformTM will
elevate the level of relationships
with the customer. 

If you're not seeing the hoped-for
results from your strategic accounts,
take a close look at the way your
account managers are managing
the relationships and the
opportunities with these customers.
Are they using the same strategies
they used when they managed a
collection of smaller accounts? Or,
have they adapted their approach to
the needs of the large account so
that they can effectively approach
and manage according to their
customer needs?                                n
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Tim Call is Executive Vice President, MHI Global.
Find out more by visiting here.

96% of world-class
sales performers say

they "regularly
collaborate across

departments to
manage strategic

accounts."
- 2015 MHI Sales Best

Practices Study
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Personal motivators differ from
one salesperson to another.

There is typically a primary
motivator and a secondary one for
each sales rep on your team. Once
you understand a person’s
motivators you’ll want to
incorporate them into your 1 on 1
conversations and other
interactions.

As a start, before your meeting
with your salesperson ask him/her
to identify their “money goal” for the
next 12 months, and what they
need to sell in order to hit their
money goal. Then during the
conversation:

Verify your sales rep clearly
understands the company pay

plan: I remember one such
conversation I had with one of my
salespeople, and when he brought
in his money goal and had it
connected to what he needed to
sell….well, he was way off, though
in a way that benefitted him. He
projected a 20% increase in
personal income by producing a
20% increase in sales. But I

One of the biggest issues that sales managers struggle with is sales rep motivation.
Perhaps that’s why sales managers often ask me, “what can I say or do to get my
salespeople more focused on achieving their sales goals?”

Motivation Coaching: Mastering the
1-on-1 Sales Coaching Conversation



Kevin Davis

pointed out to him that our
company pay plan had bonuses
where, for example, a 20%
increase in sales would equate to a
30% increase in his income. He
realized that making his goal of
increasing sales by 20% would
give him an extra 10% more
income. If that’s not motivating,
what is?

Identify the reasons why the
rep’s money goal is important to
them: For most people, money is
not the end game. They want
money so they can do something:
invest in the stock market, save for
retirement, pay for a child’s
education, go on a vacation, etc. So
ask your salesperson what his/her
reward will be when their money
goal is achieved. I remember
asking one rep this question, and
he couldn’t answer me. He could
tell me exactly how much more he
wanted to earn—his money goal—
but couldn’t articulate any reason
why that money was important.
This is a common occurrence:
Salespeople say they are money
motivated because they think that’s
what their sales manager wants to
hear. But they haven’t connected
the money to their own personal
goals.

A target income level without
motivation is a wish, not a goal. I
told this rep to think about how he
would reward himself when he
achieved his money goal. He came
back the next day and said, “I’m
going to buy a BMW 5 series car!”
Now that is a money goal!

Ask your salesperson, “What
motivates you?” We sales

managers make a mistake if we
assume that the only or even
primary motivation for our reps is
money. How can we consider
ourselves a motivational leader if
we haven’t yet asked a salesperson
what motivates them? True
motivation comes from within the
sales rep. Yes, most will be
motivated to some extent by
money, but there are four other
major motivators for sales reps:
Achievement, recognition, the
challenge of the job, and potential
for increased responsibility/
promotion. Your job as a sales
manager is find out which of these
other motivators work for each rep.
Talk to them about what they would
find rewarding about the job.

Having the initial conversation
that helps you uncover a rep’s
motivators is important, but it’s just
the first step.

After the initial conversation,
remind the rep often about their
money goal and encourage them
to achieve it. Once the rep told me
about the car he wanted to drive, I
downloaded a 5-series brochure
and gave it to him. I found out later
that he taped the brochure to his
bathroom mirror where he would
see it every morning. When he
finally achieved his goal he took the
brochure down to his local BMW
dealer and bought his new car.  (As
it turned out, this rep should have
left the brochure on his mirror
because the following year his
sales tanked and he had to give the
car back to the bank!)

Find ways to hit their
motivational hot buttons. If a rep
wants recognition, bring them to a
meeting with senior leadership and
have them deliver part of a
presentation. To acknowledge an
achievement, celebrate their
success stories with the whole
team. If the person wants more
responsibility, involve them in a
hiring decision and/or use them as
mentors for newer sales reps, or ask
them to help develop a sales
playbook that will serve as a best
practice guide for new hires.

Be a proactive sales coach. You
can help improve all these
motivators—money, achievement,
recognition, challenge, and
increased responsibility—by being
a proactive sales coach. Timely,
effective coaching increases a rep’s
ability to achieve and is a form of
recognition (you’re devoting your
time to the rep). It helps reps to
better appreciate the challenge of
the job because they become more
aware of what they’ve mastered and
what they still have to learn. And it
makes you stand out as a positive
role model that they want to emulate
some day through promotion.

In short, proactive sales
coaching is the single most
important thing you can do to
motivate your salespeople—once
you’ve had the conversation to
understand what their motivators
are! n

Top Sales Magazine  July 28th Edition 2015 13

Kevin Davis is president of TopLine Leadership.
Find out more by visiting here.
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How can you and your sales team live up to this
expectation? How do you know when to contact the
prospect at the right time, with the right message, and
to trigger the right response?   

Fileboard unlike all the other startups in the valley may
not be "Revolutionizing" sales development process, as
hilariously pointed out in the TV show "Silicon Valley".
But what it does is to help you close more deals and
close faster by allowing you to interact with your
prospects based on their engagement with your content.

Fileboard provides insights on HOW and WHEN
prospects engage adding value to the sales
conversations and helps identifying particular sales
activities. Activities that are most effective and increase
the predictability of your revenue forecast. You will love
working with Fileboard as it helps you to not only
achieve but exceed quota and is seamlessly integrated
with your existing CRM, sales process and
technology.Fileboard is the only platform that covers
the complete sales funnel process providing you with:-

l  Real time presenting tools
l  Prospect and content tracking information
l  Prospecting playbook (nurturing now made easy for

sales)
l  Performance data on team interaction, content

engagement, engagement scores and likelihood of
deals that will close

Why not sign up for a free webinar on how to
optimize your content, kick-start interaction in the
sales prospecting process and use actionable
data insights to close deals faster by using
Fileboard.

Click here to sign up for a free webinar on how the
intelligent engagement data provided by Fileboard
helps you take your sales to the next level.

We are all aware that today's demanding consumers and business customers want to be
treated like you know them and deliver highly relevant personalized experiences at every
touch point. (Forbes 2014, John Ellet).

http://t.sidekickopen03.com/e1t/c/5/f18dQhb0S7lC8dDMPbW2n0x6l2B9nMJW7t5XZs2zGvDjW2zW-fs5vwmmCW643SkR56dPPMf4FWwnx02?t=http%3A%2F%2Fr20.rs6.net%2Ftn.jsp%3Fe%3D001gwqxgMx-6euvEkPjBnfSYJ6niO66HgWDUb12J9Muc7r8NbUVC0Kqr5R7y9UUqsoKwx5F9I779gbLiyeLs0PYgXf7HcR5N52fNS1e3w6ubgI%3D&si=5222826529259520&pi=efc3f95c-d653-4165-dcd6-89b0bf2422a3


Join This Week’s Discussion …

We all accept that buyers are more knowledgeable
these days (at least I hope we do) but have salespeople

become more knowledgeable too? Buyers appear to
understand our selling process, but have we kept

ourselves up to date with the new buying process?

Please share your opinion HERE

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

Sales Management Training Events

Sales Coaching & Leadership Workshop

October 20-21, 2015
Atlantis Casino Resort Spa, Reno, NV

REGISTER NOW

http://toplineleadership.com/sales-management-training-events/
https://www.linkedin.com/grp/post/1857130-6031365996328087554?trk=groups-post-b-title
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One new key element in sales
is using data to maximize your

growth.

The new Sales: Leveraging
data for Growth!
The old sales process that relies
heavily on cold calling and a "one
approach fits all prospects" is
quickly becoming history. The new
sales process (sales 2.0) depends
heavily on using sales data so that
sales reps are able to approach

prospects at the right time, with the
right message. To be able to add
value to the conversation is
something that customers are
demanding. Why listen to a sales
rep that repeats what you already
found online? Cold calling needs
to become warm calling. Knowing
what each prospect needs and
guiding him/her through the buying
journey. You can only do this with
knowledge of their content
engagement and online behavior.

Relying on simply intuitive
decisions on what to do next in the
sales process is over. Of course
instincts are good but you can use
data to be more successful.

Using data, such as the
prospect’s engagement level with
your content, will help with
focusing on the prospects that are
most likely to convert and decide
which activities work best to
convert. To easily start with
adopting the new sales, you can

Businesses nowadays are struggling with the traditional sales processes. But despite all
the effort to transition in to new ways of selling they have not realized any growth yet. 

How Data Driven Sales Drives
Sales Success



Fileboard

take the following steps:

1.  Decide which data to use 
2.  Leverage content engagement

analytics 
3.  Identify desired follow up based

on triggers

1.  Decide which data to use:
Decide which data helps best to
accelerate your sales process. A
good start is with the sales pipeline.
Determine which data you need for
each phase. The new sales
process starts with Marketing
Qualified Leads (MQL) which are
leads that have the potential to
become a Sales Qualified Lead
(SQL). Use criteria like industry,
size and behavioral data on how
the prospect’s engage to define a
MQL. To define a Sales Qualified
Lead (SQL) use qualification
criteria such as BANT (budget,
authority, need and timeline). 

2. Leverage content
engagement analytics 
Your content should have that
“James Bond” tracking bug in it.
Open rates of emails are just the
start, you'd like to know more to
define the engagement level of
prospects. For example:

l  Email opening time 
l  Content viewed and duration
l  Specific pages interest 
l  Exit pages

By knowing the engagement level,
you can customize your content
and interaction for each prospect.
Research shows customized
messages increase productivity by
20%. Marketing can benefit as well

from this data to optimize content.
Right now 90 % of marketing is
unused! 

3.  Identify desired follow up
based on triggers
To have a smooth new sales
process, define each step in the
process. Determine which activities
and content works best for each
step. For each of these you can
then decide which trigger will
initiate the best working activity and
content. You can even automate
this where possible. You can think
of triggers like

l  Mail open/clicks
l  Presentation viewed
l  Time spent on particular

slides/page
l  Attention level (how actively a

prospect viewed your content or
participated in a live meeting)

l  Sales collateral/live meeting
engagement level (how much
time spent on content, % total
pages/slides viewed).

Prospects can be filtered based on
how they engage with your
message and content. Triggers
based on these kinds of data help
you understand if the prospects are
interested and their readiness to
move to the next phase in the
buying process. Engagement levels
will help you focus on the prospects
who are genuinely interested in
your proposition and with
optimizing your follow up, resulting
in higher conversion rates.

How to upgrade to data driven
sales?
Learn from best practices in the
industry and from your fellow sales
people by analyzing their activities
and what's worked best for them.
Why is one sales person more
successful than the other? How can
we replicate that approach? To
customize your approach for each
prospect you will need to embrace
technology as well. There are great
tools available that provide you with
the right insights and help you with
maximizing your sales efforts.
Invest in tech. Harvard research
indicated that more than 48 % of
sales organizations want to invest
in tech to improve their weaknesses
and organization of scattered
information. 

Don’t wait till tomorrow to put
data to work in your new sales
process and optimize your sales
approach and content. Dream big
but start small with a pilot. Want to
know more? Sign up for a 30
minute webinar on Data Driven
Sales. In this webinar you will
learn:

l  What approach you should take
to determine which data to use?

l  Examples of metrics which could
be relevant.

l  How to use some of the metrics
to your advantage?

Sign up here: 
http://hubs.ly/y0-vp90 n
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Find out more about Fileboard and what they can
do for you by visiting here.
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CSO Insights Sales Research Reports:

Take our Inaugural
2015 Sales Enablement Study
Receive the Research Report as Our Thanks for Participating!

In a complex and dynamic world of rising buyer expectations, the business need for sales
enablement is growing every day. Today's sales leaders have at least one enablement
challenge on their plate, if not many more!

For this reason, CSO Insights is launching its first annual Sales Enablement survey, and
we would like to invite you to participate in this major research report. 

Some of the findings that will come out of this study are:

l  Current state and maturity of sales enablement across industries 
l  What enablement services are provided for salespeople (content, training, coaching)
l  Role and business impact of technology (content, learning)
l  Top performance metrics that are improved with enablement
l  How enablement is organized, and how cross-functional collaboration is set-up
l  The business impact of customer-centric orientation

As our thanks for taking the study, you will immediately be able to download CSO
Insights' 2015 Sales Management Key Trends Analysis and the MHI Research Note
Strategic Issues for Sales Enablement upon completion of the survey. And, when the
research report is released in mid-October, we will share the best practices that World-
Class firms are implementing around sales enablement, as our compliments.

To take part in the study, click this link: Sales Enablement survey. Your responses will be
held in confidence and will be used to produce aggregated summaries.

https://millerheiman.az1.qualtrics.com/SE/?SID=SV_8ppRlOLJbxv4XD7&source=TSW
https://millerheiman.az1.qualtrics.com/SE/?SID=SV_8ppRlOLJbxv4XD7&source=TSW


Book & Contributor of the Week

Novelist Jonathan Franzen said,
"One-half of a passion is
obsession, the other half is
love." With that in mind, ask
anyone who's met Trish and
they'll tell you - she is passionate
about inside sales.

Trish often remarks how lucky
she is to work with an amazing
team at The Bridge Group, helping
sales and marketing leaders make
the big decisions: on implementation
strategy, performance improvement
process, supporting technology,
and metrics and measurement.

Over the last two decades, Trish
has promoted inside sales as a

community, profession, and engine
for revenue growth. In the process,
The Bridge Group has worked with
over 200 B2B technology clients to
build, expand, and optimize their
inside sales efforts.

Through a combination of hard
work and timing, Trish and her
team's research and ideas have
been featured on Inc.com, in
Forbes, by associations like SLMA
and AA-ISP, and across more than
68 sites in the sales and marketing
world.

Board Affiliations
l  AA-ISP - Advisory Board

l  VisibleGains - Advisory Board
l  Yesware - Board of Advisors
    
Recognition & Awards
l  Top 25 Sales Influencer by

OpenView Labs (3X) 
l  Top 25 Most Influential in Inside

Sales by AA-ISP (3X) 
l  Top 50 Sales & Marketing

Influencers by Top Sales World
(2X)

l  Top 50 Most Influential People in
Sales Lead Management  by
SLMA (3X)

l  Special Recognition Lifetime
Contribution to Inside Sales from
AA-ISP                                           n

“The Chally Group Worldwide has interviewed over
80,000 business-to-business customers and found
they are most loyal to salespeople who understand
their buying needs and buying processes. Slow Down,
Sell Faster! shows you how to become one of those
salespeople —a world-class sales professional.” 

Howard Stevens, 
Chairman and CEO, The Chally Group, Worldwide

See what other readers thought and buy here
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Trish Bertuzzi - Top Contributor of the Week
President & Chief Strategist of The Bridge Group, Inc.
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Solution of the Week
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Top Sales Article & Blog Posts

This Week’s Top Sales Article
Every Adversity is a Golden Opportunity to Display
Character by Robert Terson

The last thing you need to hear
from me is the old adage “Adversity
Builds Character.”  Truth be told,
sometimes it does and sometimes it
doesn’t.  Truth be told, too,
adversity isn’t something any of us
ever look forward to, are ever going
to look forward to, and that’s not
going to change, no matter what I
tell you about facing and
overcoming it.  No, I want to talk
about something else.

I want to talk about the choices
which present themselves when
adversity rears its ugly head and
strikes, usually when you least
expect it: (1) roll over and play dead

or angrily, fearfully struggle like a
zebra in the clutches of a ferocious
crocodile as you battle your
adversity in full panic mode; or (2)
deal with it in a calm state of
equanimity, poise, displaying true
character.  Honestly, it’s a simple
choice and it’s yours to make.  The
great irony, of course, is that your
best chance to defeat the adversity
is the latter choice.

Alas, surrender or angry,
frightful, panicky struggle is the
choice most people make, which is
a pity, really.  Surrender is a choice
that garners little respect—from ...

Read More Here u

Could it be that the art of sales is
really the art of conversation? Let’s
talk about that.

The Campaign is the go-to-
market approach for many
organizations. It certainly has
plenty of history in the business.
But what if there was a more
engaging approach? Think how
prospects might respond to being
spoken with rather than talked at.

That’s the difference between a
campaign and a conversation.
We’ll look at what this means and
what defines a solid conversation-
based sales program.

Campaigns and conversations
are both processes, but they’re
distinctly different.

Push-Based and One-Way
A campaign is push-based, with
push metrics. The company pushes
everything out into the marketplace.
Campaign marketers measure
success by click-throughs and
emails opened. This is one-way
communication. Sales does all the
talking.

There’s nothing wrong with
running a campaign. It’s part of ...

This Week’s Top Sales Blog Post
For More Sales Success, Polish Your Conversation
Skills by Greg Alexander

Read More Here u
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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...

http://www.avention.com/
http://corporatevisions.com/
http://www.fileboard.com
http://www.frontrow-solutions.com/
http://www.pgi.com/imeet/
http://www.infoteam-consulting.com/
http://www.knowledgetree.com/
http://livehive.com/
http://www.membrain.com/
http://www.mhiglobal.com/
http://www.objectivemanagement.com/
http://www.pointclear.com/
http://www.saleselement.com
http://www.seismic.com/
http://www.toplineleadership.com/
http://yooba.com
http://www.mhiglobal.com/
http://topsalesworld.com/advertise/



