


Ihave a very long commercial
memory, and I remember with

considerable clarity that in days long
ago, the “marketing function” was a
sideshow, almost an after-thought,
or an add-on to the real engine room
within most companies – the sales
force.

Typically, the inhabitants of the
marketing department – yes, that
was way before they became
divisions, or even functions – were
either failed salesmen or women,
who had lost the appetite for full on
daily competitive skirmishes, or they
were returning mothers, looking for
some part-time income.

Their days usually began at 8.55
am on the dot, and ended at
5.01pm. They closed down
typewriters/word processors (yes, I
am really talking about that long
ago) at 1.00 pm to unpack their
lunches, and then religiously packed
all the Tupperware and flasks away
again at 1.59 pm.

They did not so much enter
rooms, but rather shuffle in,
nervously - almost apologetically -
as if in fear of being asked if they

could possibly justify their existence.
They may have thought that they

were responsible for promoting –
and occasionally defending – the
company’s image, but in reality, they
were at the beckoning of anyone in
the boardroom/C-Suite. Come to
think about it, they were also at the
beckoning of anyone in sales too.

My goodness, how times have
changed. Marketing heads now
stride across the sales floor; they
look the sales team in the eyes; they
have become an important and
integral part of the “offense unit” ….
In fact, marketing teams who know
what they are doing are as valuable
as high-achieving sales professionals,
and in the not too distant future, will
be more so in many industries.

Why? The advancement in very
high quality and efficient
sales/marketing alignment tools,
have propelled marketing into a
formidable front-line function,
producing a constant stream of high
quality leads and opportunities. In
many organizations, they have
replaced cold calling and
established themselves as the “new

business creation stars”
So why still the stand-off? Why

still no legal wedding with sales?
Why an uneasy truce – a kind of
“marriage of convenience?”

I’ll explain that in a follow-up post
next week. It isn’t “rocket science” –
well not to someone who has a long
memory, and can remember
typewriters!

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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Do We Really Need Marketing?

http://jonathanfarrington.com/
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There can be no doubt that MHI
Global is the most significant,

the largest and the most successful
sales training organization on the
planet. The group now includes:
AchieveGlobal®, Miller Heiman®,
Huthwaite®, Impact Learning
Systems® and Channel Enablers®.
They also recently acquired CSO
Insights. It was, therefore, an

immense pleasure to interview the
man at the helm.

JF:  Now, everybody's talking
about how much buyers have
changed - certainly in the last 3-5
years. In your view, how are
buyers changing the selling
experience in today's
marketplace?

BM: I think without a question,
they're coming in more informed.
There's just no doubt about that. I
mean, we're seeing that in our
business as well. From our
perspective, that just reinforces the
need to have more discipline in the
sales process and a structured
methodology, because they're
coming in more prepared. They're
coming in with a specific point of
view, a specific concept of whether
they are in trouble mode or in
growth mode. 

MHI Global’s Sales Perspective
Jonathan Farrington interviews Byron Matthews, President
and General Manager of MHI Global. 



The Jonathan Farrington Interview

Oftentimes, you have to add
value in the sales process now -
Clients are expecting more. They're
coming in more prepared and also
more informed, and that puts a lot
more pressure on the seller to add
value. It's not good enough just to
show up and ask your questions
and then provide a solution. You
actually have to add value in the
sales process. That's how you
differentiate in today's market.

JF:  Leading on from that, when
we think about the new buyer
expectations, what, in your view,
are those new buyer
expectations today?

BM: I think that buyers are
definitely looking to get their
specific solution - what they want.
They really want to understand
what the impact of their business is,
and they expect a seller to
articulate that clearly and quickly.
Where, I think, call it five fingers
ago, it was just much different. The
ROI discussion was a much
different part of the process where
today, that expectation is upfront.
It's right away, and so it's earlier in
the sales process. 

Understanding the impact to a
client's business or a customer's
business is imperative in a seller's
process early. You have to be a
student of your customer. You have
to understand how your solution
impacts their business, so that
means you need to understand
their business earlier in the
process. Clients expect that.

JF:  Do you think those
expectations, or really half of

those expectations, change the
decision-making process in a
typical organization?

BM: Well, could it change the
decision-making process? You
know, I'm a big believer that you
can't over-engineer a decision-
making process. I believe that, as a
seller, it's most important to
understand the decision-making
process, understand what is
variable in that process regarding
their expectations. 

Ideally, you want to get to that
differentiation earlier - meaning if
you can add value in a sales
process, providing the business
result to that client quicker, being
able to help them navigate their
internal processes by asking the
right questions upfront and
understanding what that process is.
You can't influence the outcome in
a sales cycle. To me, that's not the

“Holy Grail.” The “Holy Grail” is
understanding what that process is
and adding value early in it.

JF:  Specifically, what is MHI
Global doing to help companies
manage these new expectations?

BM: I believe now that our
approach in how we think about
methodology is more relevant today
than it ever has been. We are
grounded on our No. 1 principal.
The No. 1 principal is understand
your client/customer. That's our No.
1 principal. 

Our methodologies and our
approach are all about understanding
their business - what their concept
is, how much time they have and
how long it takes to accomplish or
avoid. The sooner you do that, the
quicker you can add value, and the
quicker you can understand how to
operate within that buyer process.
That's what we've always been
about.

JF:  What's been very apparent
to me, the closer I get to MHI
Global over the past couple of
years is – and I find this very
exciting – MHI Global puts the
customer at the center of the
whole equation. It's interesting
that, when you go onto the
Internet and you read blog posts
and articles, you listen to
podcasts and webinars - and I'll
use Pareto here - eighty percent
of what you see, read and hear is
all about generating new
business. Far too little is about
building brick walls around the
clients that we've already got. Is
that your experience too?
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BM: Yes, 100%. We're seeing a lot
of that. I'll tell you this: I have been
personally involved in more
conversations with clients about
rebalancing priorities around
protecting and growing your current
customers/clients with a healthy
balance of new business. There is
such an excitement around, “Hey,
look. How do we go after new
business? What should we do?”
while they're sitting on a gold mine. 
I just think, for whatever reason,
that pendulum has shifted. I'm
spending more and more time with
clients really providing much more
of a healthy balance. You do that
through a variety of different ways.
No. 1, a nice, sound approach to
protecting and growing your
client—what does that actually
mean? What does it mean to sit
down with the client and have a
conversation about the relationship
that has nothing to do with the sales
opportunity? It's just about the
relationship. 

The differences that kind of
conversation can provide are huge.
The second thing is we're launching
a consulting business now, which is
really helping clients think about,
“Do you have the right roles?” “Do
you have the right incentive plans to
make and to incentivize in a
structural support to think about
new business a different way than
existing business? That's a huge
part of it too, how you're structured
and how you're set up”.

JF:  I think too many companies
tend to take their existing clients
for granted. Some other figures
that I saw last week, suggested
that 68.1 percent of clients who

change vendors do so because
they were feeling ignored. I think
when companies are sending out
their compensation plans for the
year, rather than over
incentivizing on new business—
which, of course, is good (we
constantly need that top-up)—
we've got to incentivize our
salespeople to keep the
business we've got, surely,
haven't we?

BM: Yes. That's absolutely right. I
mean there's a whole science
behind compensation and how you
think about existing versus new. It's
obviously all types of profitability
that will balance out as well, but
you're absolutely right. It's really
underappreciated around good,
strong, solid account- management
processes. 

Like I said earlier, having a
conversation with a client that you
can sit down with and have an
honest discussion about how they
view you and how you view them
and where you want that
relationship to go and where it is

right now under a structure of
framework—the results from that
type of conversation, that's not tied
to business, that's not tied to selling
them anything, is such a powerful
concept. It's common sense, but
rarely common practice. 

It's principles like that, again,
that tie to your point around the
right compensation model and the
right structure in terms of roles.
Organizations that get that right are
world-class.

JF:  What we've been thinking
about, most recently, is the
dramatic dip in sales
performance - in other words,
sales achievement levels.
Whereas, of course, sales
compensation packages and
costs are spiraling upwards. It is
alarming! 

I think it's just over 50 percent,
according to most reports, of
frontline sales professionals
hitting their numbers last year.
That was down about two points
on the previous year, etc. Do you
have a view of why we're
witnessing such an apparent
paucity of selling skills?

BM: There's a lot to that. I mean,
there are a lot of things that
contribute to it. I've personally
looked at hundreds of different
comp plans – looked at different
roles like generalists, specialists
and at organizations where sales
are decentralized or centralized.
There's lots of different ways and
attributes that really drive to the
performance curve that you see in
organizations. 

Yes, I would agree there's a lot

It's principles like that,
again, that tie to your
point around the right
compensation model

and the right structure
in terms of roles.

Organizations that get
that right are world-

class.



The Jonathan Farrington Interview

of data out there that suggests that
there's a dip in performance.
What's really driving that? A couple
of things. I do fundamentally
believe there's a shift in the market,
from generalist to specialist, in
selling roles. That's what's being
asked of people. If you really think
about selling now, that's one of our
first questions. “What's different in
buyer expectations?” They expect
knowledge. They expect value for
you to deliver. 

The only way you're going to do
that, as a seller, is if you are a
specialist - because you have to
understand what you're selling and
understand your client. There are
so many generalist roles out there
being asked to deliver specialist
content. The shift in redesigning
roles and redesigning comp. plans

and goal setting and territories, to
really match that shift in the market,
is lagging. As a result, you're
binding performance a little bit in
terms of the map, in terms of the
curve, because that specialist
model is not caught up. 

If you actually look at the amount
of work sales organizations are
doing to recap their competencies,
recap their roles, and recap comp.
to catch up, we shouldn't have
these caught up yet. I think that's
one of the biggest contributors in
the performances because the
plans, the goal setting, the
territories and the roles have not

caught up to that first discussion we
had around buyer expectations
changing. Therefore, we're seeing
a gap in performance.

JF:  Many thanks Byron for that
refreshingly insightful interview.

Here’s a link to take you over to
MHI Global. There's an absolute
plethora of free resources over
there, of which you should be
making the fullest use. And here is
a link to the audio version of this
interview.                                           n

Byron Matthews is the President and General
Manager of MHI Global.  Find out more here.
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Charging cases and Bluetooth headsets on their own
are a dime a dozen; but put the two together, and you
have something really special. Being able to keep your
iPhone nice and charged while also providing a safe
place to keep your Bluetooth headset is more than
convenient, especially for on-the-go business calls or
long trips without a charger in sight.

If you’re looking for a headset that slips itself easily
into your life, look no further than the PowerCliq by
ON3. The PowerCliq features an ergonomically-
designed Bluetooth headset that fits perfectly inside an
impact-resistant charging case with a super–thin yet
powerful battery, allowing users to store and charge
their headset when not in use. 

One consistent problem phone users report with
chargers in general is leaving their iPhone plugged in
too long can further run down and ruin their battery over
time. The PowerCliq not only provides you with extra
charge, but allows you to manage the power draw to
your headset and phone, extending your battery life
both in the short term and the long term. The built-in
2700mAh battery brings an additional 150% of battery
life to your phone, and the headset itself lasts 3.5 hours
on its own, which you can extend outwardly up to
4000% through a patent-pending SmartCharge app
which helps manage all that extra juice. 

Created by global consumer technology
accessories company ON3, the PowerCliq was
specifically designed to meet the wide-ranging mobile
communication demands of on-the-go consumers,
stay-at-home parents, and anyone who depends on
their smartphones to manage their hectic lives and
maintain uninterrupted communication with spouses,
children, friends, and family members. It’s especially
great for keeping teens and adults safe while driving,
so if they do need to take a call, they have the battery
life and the headset to do it safely. 

The PowerCliq recently launched as a
crowdfunding campaign on Indiegogo, where on-the-
go sales professionals like all of us can pre-order the
device HERE for $78 ($121 off the MSRP). All in all, if
you’re always on the go and looking for a multi-faceted
smartphone case with a built-in Bluetooth headset,
then this is the case for you! 

Key specs: 4.0 Bluetooth
Headset, 2700 MAh battery,
impact-resistant case, LED
power indicator with super-
thin lithium ion battery,
Smart Charge app 

The world’s first fully-integrated
Bluetooth 4.0 headset

and iPhone charging case

https://www.indiegogo.com/projects/powercliq-the-next-great-iphone-case
https://www.indiegogo.com/projects/powercliq-the-next-great-iphone-case


Dave Kurlan

Commitment is the willingness to
do whatever is required to

succeed in sales, at reaching quota,
achieving goals and closing a
particular deal or account. Whatever
it takes (ethically). It's not, whatever
it takes "as long as I'm comfortable"
or "as long as it's not too difficult" or
"as long as it's not too scary".
Unconditional commitment. The
more difficult the challenge, the
stronger the resolve must be. How
many of your salespeople have that
kind of commitment? Do you really
know or just think you know? That's
one of the important findings we
measure at Objective Management
Group. Not general commitment for
success in life as measured in
nearly every other assessment;
commitment to succeed at
selling!

Motivation is the incentive to do
what is required in sales. It is why
someone will show up, day after
day, for this difficult, sometimes
demotivating, always humbling
challenge. Whether it is the
rewards, recognition, money,
satisfaction, revenge, things, or
mastery, what is it that's powerful
enough to make people thoroughly
emmerse themselves in selling
each day. Sales Motivation is
another one of the important
findings we measure. Not vanilla
motivation or drive as measured in

nearly every other assessment; the
motivation to sell!

Now that you understand the
difference between Commitment
and Motivation, which is more
important? Can you have one
without the other? Let's investigate.

When a salesperson is motivated
but lacking commitment we have
the carrot but no stick. The
salesperson has reason but without
resolve. A dreamer who will
become discouraged.

When a salesperson is committed
but lacking motivation we have the
stick, but no carrot. A machine that

will break down and lose
effectiveness over time.

It should be obvious that we
need both - sales specific
commitment and motivation - along
with Desire - How badly the
individual wants to succeed in
sales. (Yes, we measure that too!)

While selling skills and
supporting strengths are an
important part of the success
equation, nothing is more important
than commitment, desire and
motivation. (Here's one more article
on Desire and one more on
Motivation.)                                         n

What's the Difference Between
Sales Commitment and Motivation?
A better question might be, "Which is more important in sales - commitment or motivation?"
Let's discuss the difference first.
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But despite sales becoming
more scientific, and the

availability of illuminating research,
fewer than 50% of sales forces
achieve target. The economy,
increased competition, globalization,

and self-directed clients all
contribute to the decline—but that’s
not the entire picture.

Data fed knowledge, sharper
skills, more advanced tools, and the
support of marketing teams and

sales leadership are a given for
competitive organizations. Without
these, salespeople cannot succeed.
But these alone simply are not
sufficient to motivate clients to
change the status quo. The missing

Sales has become data driven. For decades, sales was thought of as instinctive, intuitive,
genetic. That is no longer the case and, for the most part, for the better. Sales
organizations now use sophisticated tools to mine data to set their strategies, prepare
their sales forces, and reach their target markets. 

Rapport: A Disappearing Act 



Linda Richardson

element is trust, and I have found
that rapport is the gateway to trust.

Customers are plowing ahead in
the buying process without
salespeople, and even at the point
in the buying process when
salespeople get involved, thanks to
technology, cost cutting, and
preferences, salespeople get to
spend less time face to face with
their clients. More selling is being
done on the phone and on-line. And
of course, there are efficiencies and
benefits to this across the board.
But the substitution and reliance on
technology as the connector comes
at a cost too. The phone is warmer
than email or texting, but none of
these approximate effective face to
face. Of course, meaningful
relationships are formed without the
advantage of personal meetings if,
and it is a big if, rapport is a central
element to the contacts.

Over-relying on data to make a
sale is not proving viable. Data is
far from destiny. The problem with
most data is that it generalizes
clients. The combination of
impersonal data-driven messaging
and technology in the place of
touch, makes it is easy to omit

rapport. It also makes the need to
build rapport with clients even more
essential.

We hear so little, if anything,
about rapport today. It is almost
hard to write the word, and not have
it sound old. It is an old concept—
yet one that is more vital than ever.
Rapport is the vestibule to
relationship. It is a basic first step
toward establishing the trust
essential to clients taking action.
Rapport is the beginning of knowing
your clients at a personal level and
helping them know you.

Whether it is a phone call or an
email, video conference, or a text
… take a moment to start and end
each contact with rapport. I see
the lack of rapport almost daily.
Recently, I was asked to
contribute some ideas to a
magazine article. The writer sent
me questions to prepare me for the
phone interview. I decided to
answer the questions in writing first
to give the author a head start, I
offered times for the interview, and
send a wish for a Happy
Thanksgiving. I got an immediate
response: highly efficient, friendly
(use of an!) point to confirm a time.
There was no inclusion of my
name, no thank you for taking the
time to answer the questions, no
wish for a happy holiday, and no
signature. The author didn’t even
take the cue from how I responded.
Part of effective rapport is noticing
how clients and colleagues address
you, and making a decision about
how you respond. I asked myself

why there was no human element
in the writer’s reply. I have my
suspicions about this situation, but I
will do some detective work…

I do know too often rapport is
being pushed to the wayside. In a
way that is fantastic news for the
salespeople who take a few
seconds to make rapport a part of
how they communicate— just a few
words can have psychological
impact and start threading a
personal connection.

Use tools such as LinkedIn and
Twitter to help you plan rapport.
Personal rapport doesn’t have to be
chitchat about the game, or family,
or a holiday – although these are
fine. There is also business rapport
– for example, a conference in
which the client spoke, or a new
facility important to the client,
saying “happy holiday!” or as basic
as asking “how was your
weekend?” or forwarding an article
of interest with a personalized note.
Rapport can be as small as a
gracious comment in a quick email
– for example, in an email in which
a client has asked a question or
made a request. “I am happy to
get…to you… I’ve researched …
and end with I’ll follow up on … to
check if you have any questions.
Thanks for contacting me. Rapport
can fit in a text or twitter. Using a
person’s name can be rapport.
Thanks is only six letters. You have
the gift of rapport. Be a part of the
movement to bring rapport back!   n
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Miller Heiman’s research
department asked that same

question. It looked at where sales
teams are making investments to lift
sales productivity in 2015. The top
two investments are to:

1.  Improve product knowledge and
market competitive intelligence
(82%)
2.  Improve process, skills, or
competency training (81%)

Let’s explore in more detail why

these best practices are so
important and some guidance on
how to get these investments in
place.

1.  Product and Market
Knowledge
Forrester regularly polls B2B buyers
for their perspectives. A question
they often ask is buyers’ opinion of
the people that sell to them. A
shocking 80% of B2B buyers think
that the sales people they interact
with add no value to their

evaluations. 
When sales people aren’t adding

value to a sales process they’re
more likely to be ignored or excluded
from an evaluation. Buyers want
insights that help them to build better
businesses. That means data,
intelligence, and opinions that help
the buyers generate business cases
for change. 

A rep that simply “checks in”
versus adding value is going to be
vastly less productive. That’s
because no matter how much effort
they put in, their outputs (meetings,
opportunities, closed won deals) are
going to be lower than a valued rep.
And those outcomes are the true
measure of rep productivity. 

But finding and using content isn’t
easy when a rep has limited time. So
how do you get your reps to use
materials that add value? Let’s first
look at the second investment
recommendation.

2.  Improve Process, Skills, or
Competency Training
The second investment
recommendation clearly relates to
training and ongoing education of
reps to improve their efficiency and
outcomes. Improved sales skills and
general competency help reps
communicate more effectively and
confidently guide prospects toward
close. 

These best practices could be
internally generated based on your
own internal experiences. Or they

Every sales team wants an extra edge. Even a small
productivity boost means more time selling to more
prospects. So what are best practices to increase sales
team productivity?

How to Increase Sales Productivity:
Survey Says 
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Peter Mollins

might be industry standards that
your teams want to apply. Adopting
best practices can have a major
impact. In fact, Aberdeen Group
suggests that sales teams are up to
twice as likely to hit quota when they
bring on best practices across their
teams.

Yet, one key challenge with
training must be addressed. That is
that the majority of training
information is forgotten within days
of the end of training. 

Why do these skills get
forgotten? Because they often are
needed only in particular instances
that don’t occur often. Or there may
be too many permutations to recall.
Or, well, the reasons are many. To
keep the productivity gains that
come from this improvement
requires reinforcement. 

So how should sales
enablement, sales leadership, and
marketing get product and
marketing knowledge into their sales
teams’ hands? And how should they
reinforce skills and process best
practice to help guide their teams? It
comes down to two elements:
quality and context.

Great Content Gets Used,
Sometimes
Marketing and sales enablement
teams have learned the lessons of
content marketing. They know that
high quality materials are useful for
both internal teams and prospects.
So, look carefully at the assets
you’ve already produced, such as
blog posts, eBooks, scripts, sales
tactics, and other tools. Organize
and clean-up your repositories to
make it easy for sales people to find
your content.

When sales people find and use
your materials, they’ll typically see
results quickly. Prospects will
engage more with higher quality
content and better informed reps.
Prospects will also start to assign
more value to sales people that use
these messages, so engagement
(and hence productivity!) rise.

If you measure the usage of the
content and process you can see
whether or not the material is
actually being used by sales people.
You can also see which content is
more correlated with advancing
leads or winning deals. You should
also understand where gaps exist in
your content library – where sales
people can’t find a particular case
study, for example. That lets your
content creators assess where they
should invest next from a content
perspective.

Putting it Into Context
While great content boosts
productivity by increasing
engagement and interest in the
funnel, it’s only useful if sales people
can actually find and use it. Sales

people are under a great deal of time
pressure. They don’t have time to
search through portals and hope to
come across content.

At the same time, they often don’t
know what material they should be
looking for or that content exists that
would be useful. The approach sales
enablement and leadership should
take is to recognize that all product
knowledge and competitive
intelligence is context-driven. Let me
explain.

A bank in Germany is going to
respond to certain pains differently
than a credit union in North Carolina.
A senior IT leader will value different
insights than a junior marketer. And
a late stage prospect will have
different information needs than one
that has just started evaluating
solutions.

So for sales people to have
improved product knowledge and
market intelligence, it’s important to
combine content’s quality with
content’s relevance. Make it easy for
reps to find the right tool that lets
them bring value to their prospects
based on sales stage, geography,
persona, or any other segment that
matters to you.

It’s vital that organizations invest
in the proper tools and strategies to
increase sales productivity. Focus
on these key best practices to make
sure your reps are highly valued by
your prospects. That’ll pay massive
dividends in the bottom of your
funnel.                                                    n
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Peter Mollins is VP of Marketing at
KnowledgeTree. Find out more by visiting here.

But finding and using
content isn’t easy

when a rep has limited
time. So how do you

get your reps to
use materials that

add value? 

http://www.knowledgetree.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=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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Yet many sales trained CEOs
aren’t lining up to take another

sales training program any time
soon. They didn’t go to school to
learn how to sell.

They have companies to run.
The sales trained CEO

perceives sales to be like riding a
bicycle: once you learn how to sell,

it stays with you for life.
The way I was taught to sell at

age 25 – to complement my
career as a non-sales new
product development specialist –
makes absolutely no sense to me
now. The way I continued to be
taught to sell, as I moved through
my career, had transient

appropriate value as I entered
into more complex business
development scenarios.

I educated myself (note: not
trained) by melding sales into my
growing professional development
skill sets.

Make sense?
You see, I figured that business

development is everyone’s job
responsibility, regardless of what
your title is.

Any sales professional and
Businessperson of Worth will tell
you that your professional
development skill sets are honed

The sales trained CEO has been on the receiving end of at
least one sales training program. One-and-done is not
quite enough when it comes to sales and the sustainability
of your business.

Sales Trained CEOs – Are You
Business Ready? 



Babette Ten-Haken

through experience. That includes
taking the time to periodically hit the
“Reset” button on how sales
interacts with your own job
functionality.

Most of the time, the reality of
the sales experience doesn’t
resemble classroom-based sales
training program(s). That’s because
business is conducted in real-time,
real-life, with real decision-makers
who aren’t engaged in role-playing
exercises.

There are plenty of folks out
there selling basic sales training
programs to the CEOs of small and
mid-size businesses, business
accelerators and start-ups. One-
and-done. Voila! You can sell!!

Think about it this way. Are you
still wearing your very first pair of
running shoes?

The more accomplished you
become, as a sales trained CEO,
you require better information,
more refined skills, improved
equipment. You aren’t thinking
about the technical aspects of
running (or selling) as much as you
are engaged in the reality of
running (or selling). It becomes a
natural extension of Who You Are.

If you want first customers, it’s
one thing. You have to start
somewhere. If you are looking for a
Series A, B or C round of venture
capital funding, don’t depend on
those basic sales skills. Investors
aren’t looking for a basic
businessperson or a basic start-up

or a basic small to mid-size
business.

As a sales trained CEO, your
goal is to become a complete
Business Person of Worth.  That
means exploring the different skill
sets necessary to refine your
understanding of developing and
transacting business (a fancy word
for “sales.”)

There’s no room for one-and-
done sales trained CEOs. You will
always remain your company’s
Brand Ambassador and Chief Sales
Officer. Time to hit your “Reset”
button?                                                 n

Babette Ten-Haken is a management consultant
and business coach. Find out more by visiting here.

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

http://babettetenhaken.com
http://topsalesworld.com/sales-library/
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The previous post looked from an
anthropological perspective for

clues how to find the right balance
between the quantity of contacts
and the quality of relations. In the
age of Social Selling, imbalances
can lead to wasted efforts and
mitigated results.

The neuroscience perspective
A monkey or ape belongs to a
social network if it maintains
grooming relations with other
members of a clan. The main

reason for maintaining grooming
relations is however not to keep it
each other’s fur clean. The action of
grooming releases endorphins,
which are a “feel good” hormones.
For humans verbal exchanges can
have the same effect.

A researcher in California has
discovered in one experiment that
human interactions via electronic
“social networks” release oxytocin,
also known as “cuddle hormone”
thus causing “good feelings”.
Interactions in cyberspace can thus

have similar effects as interaction in
physical social networks. Physical
proximity and the unity of the
moment for the exchange seem
thus not to be a prerequisite to
produce the “good feeling” From
this perspective, human
interactions in physical and
electronic social networks can be of
similar quality

In another study, a correlation
was found between the use of
electronic “social networks” and the
concentration of gray matter in
three areas of the human brain.
These three areas are though
different from the areas being
active when having interactions
with physical social networks. With

This is the second post based on a keynote I presented at
the 10thannual RiiM conference in Paris on the beginning
of April 2015.

What is a Reasonable Number of
Contacts in your Social Network? 

http://www.rim-conference.org/
http://ultimatesalesexecresource.blogspot.fr/2015/04/what-is-reasonable-number-of-contacts.html
http://naturalsociety.com/cuddle-hormone-increases-use-social-media
http://blogs.scientificamerican.com/primate-diaries/social-networks-matter/


Christian Maurer

their findings, the researchers are
though faced with a chicken and
egg problem. Does the
concentration of gray matter enable
the use of electronic “social
networks” or causes the size of the
electronic “social network” an
increase of the gray matter in these
areas. As mentioned in the in the
last post, we therefore cannot yet
answer the question whether the
cognitive limits determining the size
of physical social networks can be
overcome with electronic “social
networks”.

Why does this matter?
Skeptics might jump on the
discovery that the use of electronic
social media releases the “cuddling
hormone” and will see the danger
that the use of electronic “social
networks” can cause addiction and
can thus negatively impact work
productivity. We touch here also on
a generation issue.

For Millennials, who grew up
with those electronic tools, the
danger might be considered as
particularly high. A recent article on
the HBR Blog however, suggests a
positive interpretation of the
oxytocin effect. We might have to
take into consideration that the
oxytocin effect makes Millennials,
through their use of electronic
platform, to natural team workers.
Millennials, at the stage of their
brain development, seem also to
have a higher tolerance and a
higher integration capacity of
multiple streams of information.
The tools (smart phones, tablets
etc.) that Baby Boomers might see
as elements of distraction are
considered enablers for

collaborating and innovating in real-
time by Millennials. 

As a lecturer in a Master
program for Strategic Sales
Management at a German
business school, I remember a
recent anecdote to this effect. One
evening, around 10 p.m., one of the
groups, discovered, that they were
missing a photo of an essential flip
chart we had developed in class a
few weeks earlier. As this hindered
their progress on a work
assignment, they used WhatsApp
for an enquiry with their other
classmates geographically
dispersed over Germany. They
were able to find the missing photo
within less than 10 minutes and
also proudly told this to me (a Baby
Boomer).

What are the consequences
for sales managers?
Millennials are getting things done
differently than Baby Boomers.
Teams composed exclusively of
Millennials should therefore be held
accountable for the outcome of
their activities. How to get to the
outcomes should though be their
free choice.

The successful interaction
between Millennials and Baby
Boomers being it in customer-seller
or in work relations poses some
coaching challenges:

l  Millennials are more willing to
share information and to
collaborate. In interaction with Baby
Boomers, they are very sensitive

about the reciprocity of sharing. If
they feel their willingness to share
is abused, collaboration will
become difficult. Young sellers
have confide to me that they often
feel that older colleagues tend to
abuse their willingness e.g. to share
customer contacts. They also feel
that older colleagues hide
information from them.
l  Millennials tend to use electronic
“social networks” at a higher
intensity. As long as we do not have
scientific evidence that human
brains can adapt to larger electronic
“social networks”, intensive users of
social networks and Millennials in
particular, need to be monitored for
distraction effects, which can
hamper work productivity. Should
negative impacts on productivity
occur, we should keep the Dunbar
number as a guideline for the
amount of people with whom they
interact frequently in electronic
“social networks”.
l  Millennials need guidance for
productive interactions with Baby
Boomers. In my experience with my
students, I found that they are more
receptive to systemic approaches
focused on the underlying
mechanics of human interactions
than on simple recipes how things
should be done. They are
interested in the “Why” and doubt
whether just imitating “How” Baby
Boomers do, or have done it, is still
an effective approach in the rapidly
changing world.                                 n
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Find out more about Christian Maurer and The
Ultimate Sales Executive Resource here.

https://hbr.org/2015/03/reassess-millennials-social-sharing-habits?
http://ultimatesalesexecresource.blogspot.co.uk
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
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We have again endeavored to
take a scientific approach this

year, utilizing the services of a small
research team, but we have also
added a subjective element, based
on our experience and “inside
knowledge”. What does that mean?
Quite simply, we refuse to accept
that just because someone is not
“socially active” and they do not
appear daily on Twitter or LinkedIn
for example, or they do not have a
high Klout score, that they are not
influential. If we followed that route,

we would have to eliminate genuine
sales gurus such as Neil Rackham,
Linda Richardson, Dr. Tony
Alessandra, Jim Cathcart, and Frank
Cespedes…. the list is a very long
one.

When considering credentials,
we have deliberately looked across
a broad spectrum of sales
“disciplines” - from lead generation
to sales enablement, social selling to
sales management, inside sales,
external sales, consultative sales
and collaborative sales. Our list

contains authentic thought leaders,
who are prepared to stick their
heads above the parapet and
discuss the future of selling, as well
as some who are less experienced,
but nevertheless are making a telling
contribution.

The definition of influence? We
like this very simple one: “The
capacity to have an effect on the
character, development, or
behaviour of someone or
something”

We think we have 50 people
here, who most definitely align with
that definition. But - and this is very
big BUT - this is TSW’s view of the
sales universe, and we fully respect
the views of others who may
disagree with our selections. 

Editorial Team

See who made the list overleaf and
then find out more about them Here

2015 Top 50 Sales Influencers
When we published the first Top 50 Influencers list back in
2012, it was an original and unique idea, which had never
been seen before. Since then many have followed suit with
their own lists. Does this render the exercise as pointless?
No, we don’t think so. Anything that helps raise the
profiles of so many really talented sales commentators
and experts has to be good for the sales space.

2015 Top 50 Sales Influencers

http://topsalesworld.com/topsalesinfluencers/
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


Dr Tony
Alessandra

Greg
Alexander

Marc
Benioff

Trish
Bertuzzi

Joanne
Black

Nancy
Bleeke

Tiffani
Bova

Deb
Calvert

Jim
Cathcart

Frank
Cespedes

Kevin
Davis

John Doerr
& Mike Shultz

Kevin
Eikenberry

Jonathan
Farrington

Colleen
Francis

Barb
Giamanco

Jeffrey
Gitomer

Matt
Heinz

Tony
Hughes

Anthony
Iannarino

Geoffrey 
James

Jim 
Keenan

Jill
Konrath

Ken
Krogue

Dave
Kurlan
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2015 Top 50 Sales Influencers

Byron
Matthews

Dan
McDade

David
Meerman Scott

Michael
Nick

Daniel
Pink

Neil
Rackham

Linda
Richardson

Lori
Richardson

Mark
Roberge

Keith
Rosen

Steven
Rosen

Jill
Rowley

Tamara
Schenk

Todd
Schnick

Tom
Searcy

Koka
Sexton

Tibor
Shanto

Jeff
Shore

Art
Sobczak

Colleen
Stanley

Dave
Stein

Babette
Ten Haken

Robert
Terson

Ken
Thoreson

Dan
Waldschmidt
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MHI Global Sales Leadership Forum 
Thursday, 18 June 2015 09:00 - 17:30 (GMT)

Management Behaviours that Drive Sales Success

Sales management has long been recognised as one of the toughest, yet most critical roles within B2B sales. With
the greatest influence on improving sales performance and driving growth, an effective sales leader is instrumental
to an organisation’s success.

Join some of the most influential minds in the sales arena, as they come together for this one day event designed to
elevate the status and effectiveness of sales leadership.

Event Features:

l  Keynote counsel from thought leaders within the global sales community 
l  MHI Global led workshops where you`ll hear first-hand unique methodologies that support successful sales

leadership and sales team development. 
l  Industry experts offering cutting-edge advice and demonstrating the latest technologies to enhance sales

enablement 
l  Networking opportunities with participants from diverse industries, sharing peer driven sales best practices

This event is to equip Sales Leaders with the latest insight and strategies to improve sales performance.

Millennium Gloucester Hotel, Kensington
+44 (0)2073736030
4-18 Harrington Gardens
London
Kensington
SW7 4LH
United Kingdom 

https://www.regonline.co.uk/builder/site/Default.aspx?EventID=1705548
https://www.regonline.co.uk/Register/Checkin.aspx?EventId=1705548


2015 Top Sales Academy
Next Session Released on June 12th

After all the efforts to get the appointment, do your
conversations count? How to win sales with
conversations and collaboration.

Nancy Bleeke, President of Sales Pro Insider, Inc., and
author of Conversations That Sell, is known as
someone who gets things done. She is driven by a
battle cry that companies need to make their
conversations count-with customers, prospects, and
team members. When the right people are having the
right conversations-companies thrive. Her focus since
1998 is equipping companies to grow sales, customer
loyalties, and employee engagement with training,
consulting, assessments, and tools that stick.

FREE Registration for Academy Here

Winning Sales: Conversations and Collaboration
Nancy Bleeke

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


2015 Top Sales Academy

June 19th Michael Nick
"Understanding and Building your
Inventory of Value"

July 3rd Matt Heinz
"How Sales Operations Can Double 
Your Sales Team's Productivity"

July 10th Tamara Schenk
“Frontline Sales Manager’s Dilemma –
Coach, Leader and Business Manager” 

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

June 12th Nancy Bleeke
“Winning Sales = Conversations and
Collaboration” 

June 26th Deb Calvert
“Stop Selling & Start Leading” 

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

June/July Timetable

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


Top Sales Article & Blog Posts

Are you a marketing leader, with a
new marketing strategy, which
requires new skills that your
marketing team does not have?

Are you a marketing leader who
finds it difficult to keep the team’s
skills current in a rapidly evolving
marketing field?

If so, click here and listen to this
podcast.

It is an interview with Jane
Gasdaska, the General Manager of
US Product Supply and Distribution
for Philips 66, a $200 billion oil
refiner and marketer. Jane has
spent 20 years in the oil industry at
P66, Mobile, and Tosco. She is an

expert at marketing petroleum
products.

By listening to this interview, you
will learn how to:

l  Step away from tactics and
develop a marketing strategy.

l  Reconcile a new marketing
strategy with the skills of the
marketing staff.

l  Decide which skills to outsource,
train to, and/or hire to.

Keep the marketing strategy, and
the skills of the marketing team, in
sync in perpetuity.

Beauty is always in the eye of the
beholder. In the 1870’s when
Claude Monet and the
Impressionist style of painting
broke from the traditional mold,
many called it flawed, imprecise
and down right ugly. Others
recognized the creative interpretations
and brilliant representations of
everyday life portrayed in an
entirely different perspective. One
can only imagine what they would
have said had they been exposed
to today’s vibrant and sometimes
confusing world of modern art.
Value, like beauty, can only be

determined by the beholder. What
one person values may not be as
important to someone else. Hence
the challenge of professional
selling: decoding the decision
dynamic of how this group of
people will make this decision.
Calculating what constitutes value
can only be accomplish by
connecting with the right set of
decision influencers, collaborating
with them as they move through
their decision process and aligning
capabilities to what they value
collectively as a group and ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
Aligning the Marketing Strategy to the Skills of the
Marketing Staff by Greg Alexander

This Week’s Top Sales Blog Post
Inside the Decision Dynamic: Politics
by Joe Galvin

https://www.linkedin.com/pulse/aligning-marketing-strategy-skills-staff-greg-alexander?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
https://www.mhiresearchinstitute.com/blog/may-2015-(1)/inside-the-decision-dynamic-politics?feed=Miller-Heiman-Research-Institute-Blog
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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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/

