


I used to be indecisive - now I am
less certain!

Disclosure: I really struggle with
“ditherers” Life is far too short.

Prudence? Yes. Due diligence?
Of course. But in business, if you
want to distinguish yourself from the
average, you have to trust your
judgment - absolutely have to.

While some decisions are easy
(what to eat for supper) many more
are extremely hard. Usually, a hard
decision involves greater
consequences/implications or, in
some cases, a higher level of
resource commitment.

In reality, not all so-called hard
decisions are hard. Some feel
harder than others owing to scale:
l  If a friend asks to borrow $5,
you’re likely to oblige without
thinking about it.
l  If that friend asks to borrow
$1,000, you’re likely to be
circumspect and ask questions.

The decision is the same one in
essence - concerning creditworthiness.
But, where the amount is greater, we
perceive the decision to be much
harder because the consequences
are greater. Who cares about $5?

But $1,000 is a sum most people
would not wish to lose. It represents
a risk, but at what stage does the
decision become hard - $6, $25,
more? The risk is that the friend
might not or cannot repay the money
and therefore you might regret your
decision. Your decision will be based
on your consideration of the risk and
the magnitude of the possible loss,
although you might not see it in this
way.

We can define a decision as
having “hard” characteristics when:
l  The situation is uncertain i.e.
there is a greater perceived risk
l  The situation is inherently
complex with many different issues
e.g. the siting of a new airport is
immensely complex, especially in
these environmentally-aware times,
because of the factors that must be
taken into consideration (flight
paths, air traffic control slots,
residents, communications links,
etc.).
l  There are several objectives, but
one or more is blocked and
compromises or trade-offs are
needed.
l  Different perspectives can lead to

different conclusions - especially
true where two or more people are
involved in making a decision; they
may disagree about the
assumptions, probable outcomes or
even the decision.

The key issue is how to handle
hard decisions to ensure they are
taken as painlessly as possible. This
requires the use of a robust,
consistent approach and an
appropriate level of detail - essential
to ensure that risk is minimized, or at
least understood.

I hope I articulated all of that well;
you’ll have to decide! 

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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The Meek Will Not Inherit the C-Lounge!

http://jonathanfarrington.com/
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First of all there is The Periodic Table of Sales Experts, a complete
who’s who of sales gurus.  They hope that it is helpful to those who do
not know who to turn to for sales advice, but also for people to see the
latest tweets from sales experts of great repute who adorn the table.

Then there is the Sales Expert Subway Map – a tube infographic of
sales experts. They have created yet another view of sales experts,
this time in the form of a subway map, or tube map for British folk. This
is a useful addition for salespeople looking to find a sales expert that
fits their needs, and indeed useful to the sales community at large.
Just like the previous infographic, clicking on the name of an expert
takes you to their twitter profile. 

Next they’ve built a World Map Of Sales Experts Just like using
Google Maps, you can drag, zoom and move around the map with
your mouse. You may also use the icons on the top-left of the display.

Finally, they are building a 'virtual bookshelf' of the favorite sales
books of sales experts, where each expert is asked to name their
three favorites of all time. You can see the latest version of it here

The guys over at Sales Coach World have been extremely
busy – and highly inventive. They have produced four
invaluable infographics ….

http://salescoachworld.com/world/
http://salescoachworld.com/salescoachingblog/the-periodic-table-of-sales-experts-infographic-1744/
http://salescoachworld.com/salescoachingblog/sales-expert-subway-map-a-tube-infographic-of-sales-experts-1901/
http://salescoachworld.com/world/
http://salescoachworld.com/wp-content/uploads/2015/06/experts-book-map.png


In 2007, when Aaron Joslow was
working for a sales and marketing

company, his boss walked in and
announced they had six weeks to do
their first webinar for a new book.
When he asked how they would do
that, she said “Figure it out.” He did
and hasn’t stopped since. 

That very first webinar was
hugely successful. So much so that
when the president of the Aaron’s
company returned from a client

meeting with a large pharmaceutical
firm, he stopped by Aaron’s cubical
and said, “Boy they needed you
today. They did a webinar for 30
CEO’s and 10 minutes into the
webinar it crashed.” Aaron hadn’t
had much opportunity up to that time
to speak with the president, and
wanting to show initiative suggested
that they do webinars for their clients
as a new line of business revenue
for the company. Although the

president didn’t buy into the idea, it
set Aaron on an entrepreneurial
course. Within two months, he
founded Rally Point Webinars as a
rallying point for marketing to use
pod casts, banners, articles, eblasts,
and webinars. Today, his clients
include global companies such as
Pitney Bowes, Software AG, KBM
Group, Drexel University as well as
individual authors and industry
leaders. 

Like me you probably get
invitations to multiple sales related
webinars daily - some complementary,
some not… In a webinar, the
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No Sweat Webinars
Linda Richardson  interviews Aaron Joslow  the "webinar
guru."  

The Linda Richardson Interview
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spotlight is on the presenter and the
company. The company puts weeks
into preparation and marketing.
Prospects and customers are there.
With such high visibility, webinars
are inherently stressful for the
people putting them on. 

Aaron emphasized the multiple
details that surround the
presentations, such as ensuring
timeliness in the development of
content and last minute changes.
There are the technical details, such
as sound quality and a platform that
must hold up. There are design and
training methodology details and
multiple issues for presenters. The
many details that must be gotten
right make webinars high pressure
and high stakes.

Mission Critical Details
When I asked Aaron about the
details that must be gotten right, he
laughed heartily and said, “What
isn’t there to do?” He described the
details that the host must attend to
and posed these questions: What if
your internet goes out? What if your
power goes out? What if your
computer crashes? Because of
problems like these, he emphasized
the importance of redundancy in
everything: redundant internet
providers, redundant computers (in
case one decides to crash…),
redundant phones, redundant
headsets, redundant locations (if
power goes out and two people on
the webinar in different cities)—
redundant everything! His mantra—
have at least two of everything!
Presenters are in the limelight and
Aaron’s goal is to support them in
managing all the details to avoid the
many possible mishaps by providing

them with coaching in content and
delivery, and a list of 15 musts—all
of which are based on things that
have actually happened. For
example:
l  Place a "Do Not Disturb" sign up

on your door.
l  Send a DND email to the office.
l  Turn off your phone or press its

DND button.
l  Put your mobile phone on

vibrate.
l  Have a (non-carbonated) glass of

water handy in a glass or mug
that’s hard to knock over.

l  Have a hard copy of the slides
handy.

l  Have a corded landline handy.

Keeping Participants Interested
Aaron sees the presenter as the key
to creating an interesting webinar.
Of course he recognizes the
importance of good content, but he
has found that the passion of the
speaker is paramount. In his
experience, the presenters who do
best are the ones who tell stories,
are prepared with data and provide
compelling slides. 

The difficulty with webinars is the
lack of face-to-face connection.
Participants can be easily distracted
- for example, looking at computer
screens. They often have a second
monitor and are peering over in their
in-boxes. One of the best ways to
keep participants’ attention from
wandering is to tell stories and paint
a vision in their heads. The best
presenters are prepared with facts,
specific numbers and examples,
and often provide a step-by-step
process.

Slides should be visually
interesting to look at and invite

interaction. Color should pop and be
used to direct attention. Content can
be laid out in clever and memorable
ways. For example, one slide could
transition to an activity, the next
slide invite audience participation,
such as recall a particular
experience, and the following slide
make the teaching point. By building
interactivity into the slides,
participants who are checking their
email can be reengaged. Humor
and surprise also can be effective
attention getters and holders.

When Aaron and his team put
together slides, they often spend
five or ten minutes and sometimes
up to a half hour per slide to find the
right image. Slides that are
interesting don’t exceed 20 or 30
words per slide and have a
maximum of five bullet points. The
rule of thumb is about one slide per
minute. Good slides don’t require
work on the part of participants.
They are graphic and clear. Slides
must hold participants’ attention
from 5 to 60 seconds. In Aaron’s
world “Clip art is a dud!”

Aaron feels it is important to
select pictures that evoke thought
and emotion. For example, in a
webinar he conducted with Seth
Godin on his book Meatball Sunday,
Seth used pictures of individual
craftsmen, contrasted with the then
new manufacturing processes of
the industrial revolution, and used
that to underscore how social media
would revolutionize marketing and
drive seismic change. 

The presenters who lose their
audience talk in generalities and/or
repeat themselves. They almost
always put too much text on a slide -
something Aaron considers deadly. 



The Linda Richardson Interview

Creating Content
While Aaron and his team do not help
clients with the authoring of content,
they actively work with clients in the
editorial process. For clients who
have a presentation but no slides,
they record the presentation and
create a slide deck from the
transcript. For example, a client may
have an idea and the team creates
an outline or figures how to best
present the idea. They turn
information from client interviews or
audio recordings into slides that tell a
story. They provide strategies for
engaging the audience, ideas for
developing things such as the right
polling questions and provide tips,
such as broadcasting of polls as
percentages rather than hard
numbers, to avoid revealing
attendance numbers should the
numbers be low. But the majority of
the work they do centers around the
graphic design of content. They can
quickly take a few pages of bullets
and convert it into a visually
compelling webinar. 

Solving Challenges 
Aaron and his team often work with
marketing managers who are
charged with getting busy, and
pressured seniors, to agree to
develop content and make
presentations. One of the big issues
marketing managers face is getting
seniors to adhere to deadlines. Aaron
sees his role as supporting marketing
managers and seniors in creating a
sense of urgency. He arranges two
practice sessions, the first of which is
at least one week before the webinar.
Once seniors experience the first
practice session, because they are
invested in making sure their

webinars are successful, they focus
on preparation.

Other challenges include the
decision of whether or not to charge a
participant fee and how to ensure
post webinar follow-up to maximize
results. In the early days, charging for
webinars was more common, but
with free resources such as blogs
and YouTube, clients are resistant to
fees. Aaron advises making any
webinars with a marketing slant
complementary. He says it is
possible to charge a fee when
webinars are part of a curriculum,
training package or membership, but
cautions that to charge a fee it is
important to have loyal and devoted
following. To help his clients deal with
the challenges, Aaron finds the
strength of the relationship he has
with his clients as the key to working
through issues and making the best
decisions.

Creating the Fun
Despite all the internal details,
pressures and challenges, Aaron
says webinars are fun. He finds joy in
the collaboration with clients who
really know what they are talking
about, building professional
relationships as he works with many
moving parts, and the adrenalin high
of seeing the attendees sign up and
getting the positive attendees
feedback that follows. 

A part of the fun is looking for
opportunities to be creative. For
example, during a webinar which
focused on the postal rate changes
for the United States Postal Service,

they plugged in Stevie Wonder’s
song Signed, Sealed, and
Delivered—I’m Yours during the
polling questions. Aaron says the
best part is the end of a webinar when
all has gone well and the presenter is
happy, the marketing person is happy
because there was 50% attendance
rate to registration, there was a lot of
voting on the polls, and lots of leads
generated based on a lead poll which
asked participants how they want to
be contacted (schedule time to speak
with the speaker, learn more about
the services, or receive additional
material). Salespeople too get
excited with self-selected leads. He
says the joy kicks with every
successful live event and with clients
who love the webinars. 

Aaron’s Advice
If you are just starting out, make sure
you have the time to play with the
technology. Put on several trail
events so you can make mistakes
internally and learn what went wrong
and what went well. Have a checklist
that documents what must happen—
if you miss one or two points, you can
have real problems… If you have
been doing webinars for a while, do
document and refine your productive
process. Make the presenter’s job as
easy as possible, and do what it
takes to make sure participants enjoy
and learn from the webinar. Webinar
events are about the participants and
the presenters. Those two groups
are your clients.                                      n
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To learn more about Rally Point Webinars, contact
Aaron Joslow at ajoslow@rallypointwebinars.com
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But before you do that, you’ll
need to identify your

management style. I espouse using
the DISC behavioral assessment,
but other popular assessments will
work too. 

DISC is an acronym for the four
primary behavioral drivers:
dominance, influence,
conscientiousness, and steadiness.
Dominant (High ‘D’ Styles) people
are decisive risk-takers who speak
boldly and confidently. Those driven
by influence (High ‘I’ Styles) are apt

to intertwine emotion with work, and
they are interested in forming social
bonds. Steady (High ‘S’ Styles)
people are cooperative and
composed, and approach their
work consistently and methodically.
People with a bent towards
conscientiousness (High ‘C’ Styles)
prioritize accuracy and precision,
and tend to me more guarded and
tactful in their expression. Take a
DISC online assessment to
accurately determine your DISC
Style.

If you are not able to take a
DISC online assessment, no
problem. You can also self-identify
your style based on two questions:

1)  Are you more open (emotive) or
guarded (controlled)?
2)  Are you more direct (faster-
paced) or indirect (slower-paced)?
    
Based on your answers to these
two questions, your primary style is:

D  –   Direct and guarded
I   –  Direct and open
S  –  Indirect and open
C  –  Indirect and guarded
    
Once you have found your DISC
Style, you can get begin making
your management style more
palatable to others who might not

How to Bring Out the Best of
Your Management Style
If you’re a manager, you should be very aware of your
management style and how it can affect others. Being
conscious of the extremes of your behavioral type will
allow you to work more effectively with your direct
reports, and transform from just a boss into a true leader.

http://assessments24x7.com/disc-retail.asp


Dr. Tony Alessandra

share the same DISC Style as you.
Here are ways a manager,
performing as an effective
situational leader, can round off
some of the sharper edges of his or
her DISC style:

If you are a DOMINANT High ‘D’
Style...  
Ratchet down a notch or two! Keep
in mind that others have feelings
and that your hard-charging, know-
it-all style can make your
subordinates feel inadequate and
resentful.

Accept that mistakes will occur,
and try to temper justice with mercy.
You might even joke about errors
you make, rather than trying to
always project a super-human
image.

Dominant Directors can
encourage growth in others in at
least two ways: by praising
employees when they do
something well, and by giving direct
reports a measure of authority and
then staying out of their way so they
can use it. Whatever you lose in
control, you're likely to gain in
commitment and improved staff
competency.

Try not to be quite so bossy. Ask
others' opinions, and maybe --
though this is extreme for a
Dominant Director -- even plan
some collaborative actions. 

If you are an INFLUENCING High
‘I’ Style...     
Your people depend on you not just
for ideas, which you are very adept
at generating, but also for
coordination, with which you are
probably less comfortable. So
anything you can do to become

more organized -- making lists,
keeping your calendar current,
prioritizing goals -- will pay big
dividends for both you and your
team.

Nothing's so dispiriting as to see
the boss drop the ball on important
matters. So, remember: if you fail to
follow-up, procrastinate on tough
decisions, or make pledges you
don't keep, your employees will
lose faith. Even though you don't do
those things purposely, your direct
reports will feel as if you’re letting
them down. Your charm and
warmth can't compensate for
unreliability.

Also, come to grips with the fact
that conflicts are going to occur. Try
to deal with them up front instead of
sweeping them under the rug. In
addition, organize your time better
and strive to keep your socializing
in balance with your tasks.

If you are a STEADY High ‘S’
Style...  
You are probably a well-liked boss.
Your goal should be to become a
more effective well-liked boss.

Learn to stretch a little, taking on
more, or different, duties and trying
to accomplish them more quickly.
You may want to be more assertive
as well as more open about your
thoughts and feelings. Experiment
with taking small risks.

Being sensitive to your
employees' feelings is one of your
greatest strengths. However, you
must seek a middle ground
between that and being knocked off

balance by the first negative
comment or action that comes your
way. Try to develop a thicker skin
for the good of the team.

        
If you are a CONSCIENTIOUS
High ‘C’ Style...
Your high standards are a double-
edged sword. Your employees are
inspired by your quest for
excellence, but they might feel
frustrated because they can never
quite seem to please you.

One of the best things you can
do is lessen and soften your
criticism, spoken or unspoken. Bear
in mind that you’re inclined to come
off as stern in certain situations.

Ease up on your need to control,
and attempt to project a more social
persona. Walk around and spend
more time with the troops, chatting
up people at the water cooler or in
the lunchroom. 

Realize the fact that you can
have high standards without
requiring perfection in each
instance. That'll take a load off your
shoulders -- and off your
employees’ as well.

Whatever your DISC style, being
adaptable can help you to build
bridges to your employees and
make them feel valued. By learning
to best respond to their interests,
concerns, strengths, and
weaknesses, you can get the most
from your people as well as leave
them more satisfied.                        n
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Dr. Tony Alessandra is the CEO of
Assessments24x7. Find out more by visiting here.
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In the end, any forecast miss,
whether above or below

expectations, can damage sales
leadership’s reputation with the
board, the executives, and the
market.

“Forecast accountability is
consistently one of the primary
differentiators between top-

performing sales organizations and
their less successful peers,” says
Tom Chamberlain, Research
Director for MHI Research Institute.
“In most sales organizations,
accountability for forecast accuracy
falls on the frontline sales manager
(FSM). Because of their daily, direct
contact with sales, they are in the

best position to ensure that the
defined customer-management
strategies are followed. Right
behind quota attainment, forecast
accuracy is the key metric used to
judge the FSM’s performance, and
executive management sees it as a
direct reflection of their ability to
manage their business.” 

World-Class Sales Performers
are able to enforce forecast
accountability because they
consistently follow three main
principles: 

#1  Decode the Decision
Dynamic—Sales forecasting is
inherently difficult because every
customer buys differently every
time. Too many sales professionals
ignore this reality and assess the
opportunities in their funnel from
the perspective of their internal
sales process, i.e., which sales
process steps have I checked off?
For a forecast to be consistently
accurate, the FSM must coach the
sales professional to uncover the
customer’s decision dynamic for
each opportunity in the funnel. Only
those opportunities that are “ripe”
from the buyer’s perspective should
be placed in the forecast. 

#2  Eliminate the Politics—The
second challenge for the FSM is
that the forecasting process is often
fraught with politics. According to
Chamberlain, “This is a problem
that executive management needs
to hold themselves accountable for
solving. They must resist the urge

Inaccurate forecasts have become the accepted reality in
many sales organizations, but missed forecasts are no
small matter. Overly rosy forecasts can raise operating
costs for the business, e.g., the cost of carrying inventory
that doesn’t get sold. Even coming in above plan can be a
problem, especially if the business can’t respond quickly
enough to meet the unexpected demand. 

3 Keys to Forecast Accuracy 

Our sales managers are always held accountable for ensuring
the accuracy of our sales forecast. 



Miller Heiman

to subtly, or not so subtly, influence
forecasts based on a territory’s
position to quota or the company’s
desired revenue plan.” 

#3  Establish a System of
Record—Eliminating the impact of
the humans involved in creating
forecasts can be difficult, but it is
the only way to improve forecast
objectivity. Having a well-defined
sales process with consistent
terminology used to describe the
current state of the customer’s
decision dynamic is the first step.
Top-performing organizations
capture that data in a customer
relationship management (CRM)
system that becomes their “system
of record.” They rely on this system
to create the forecast instead of
using a manual process that lends

itself to subjective judgment and
political influence. Using CRM also
allows for more sophisticated
analytics that model and predict
sales results. 

“In forecasting, there is only one
right answer, and that is for the
sales results to meet the sales
forecast,” says Chamberlain. “Any
other result is a matter of the
degree of error.” Even when the
organization lets the CRM system
create the forecast, FSMs must still
be held accountable, as they are in
the best position to ensure their
sales professionals understand the
customer-management strategies

and the expectations for capturing
funnel data in the system. 

About this data 
Each month the Sales Performance
Spotlight delves into one of the best
practices of World-Class Sales
Performers as revealed in the
annual MHI Global Sales Best
Practices Study. This research,
conducted and analyzed by the
MHI Research Institute, represents
the world’s largest ongoing study of
complex, business-to-business
selling and sales management
practices. Learn more here.            n

Find out more about Miller Heiman
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

https://www.millerheiman.com/Research_Institute/Sales_Best_Practices_Study
https://www.millerheiman.com
http://topsalesworld.com/sales-library/
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It’s no wonder, then, that I often
hear sales managers complain:

“My seasoned salespeople haven’t
yet bought in to using our
company’s CRM system. What can
I do about it?”

Why do many sales reps reject

CRM? The top reasons are
concerns about a perceived loss of
confidentiality/control of data, the
time required to input data, and
managers using the CRM as a
policing tool. Seasoned salespeople
may also have the attitude that they

“own” their contacts and they don’t
want to share what they see as a
valuable resource that contributes
to their success (and paycheck!).

You can’t fire a successful,
seasoned rep, and they know it.
They are hitting their numbers and

While seasoned salespeople are highly valued for their expertise, they can sometimes
pose a challenge when it comes to change. Name any kind of change—in company
structure, compensation, sales territories, product lines, ownership, etc.—and it’s likely
that many seasoned salespeople hate it. It’s understandable to some degree. Successful
salespeople have fine-tuned their techniques and are extremely reluctant to change
anything about how they work.

Getting Senior Salespeople to Use CRM



Kevin Davis

both you and they know that you
can’t afford to lose their production.
Trouble is, they’re not putting
information into your CRM system,
and that causes you lots of
problems. The biggest might be the
negative example that their
reluctance to use the CRM sets for
everyone else on the team. Not
good.

At a minimum, you need to be
prepared to deal with the excuses
that arise from these concerns. For
example, one of the first excuses
you’ll hear will probably be, “I don’t
have time to put all that information
in because it will cause me to make
fewer sales calls and miss my
quota. You do want me to make as
many sales calls as I possibly can,
don’t you boss?” Your response
should be that they are setting a
false “either/or” situation. CRM
usage and sales calls are equally
important in the company’s eyes—
in part because the CRM system
will help them be more effective on
their calls.

However, rather than invest too
much in dealing with objections, a

far better strategy is to avoid them
altogether by being proactive in
engaging your senior reps in
adopting CRM. Most people,
especially senior salespeople,
would rather be persuaded than
told what to do. Everybody’s
favorite radio station is WIIFM –
What’s In It For Me? So the place to
start is helping senior reps see what
they personally can gain by using
the CRM. Therefore, to counteract
the potential fears, you have to
engage with senior reps 1-on-1.
Start by making sure they
understand that you value their
contributions and see them as an
important member of the team.
Then use the following strategies to
connect with them.

Focus on the benefits to them
of using CRM. Acknowledge that
entering account data into a CRM
does take time and means it is no
longer something that they alone
will use. But those factors are more
than offset by the benefits they will
see. Use examples to demonstrate
that they will be have better, more
productive discussions with
customers because they will be
better prepared. Show them that
your marketing department can
better nurture their leads that go
dormant.

Explain exactly how the CRM
data will and won’t be used.
Remember, nobody wants to be
policed on the job, so you’d better
make sure that the way managers
use the information is not to play a
game of “gotcha.” Instead, having

shared access to account
information through a CRM should
enable sales managers to provide
more effective, proactive coaching
and deal strategizing.

Demonstrate the link to
promotional opportunities. If the
rep is interested in moving up in the
organization, appeal to their desire
for increased responsibility. Explain
how and why your company sees
the CRM system as important to the
business, by talking about the links
to sales forecasting and marketing
strategies. Point out that company
executives aren’t going to risk the
possibility that an entire sales team
might not use CRM by moving a
non-user into a leadership position.

Emphasize their status as a
role model. Help them to
understand the important role they
play as a team leader, and that
others follow their example and
simply say, “I need you to do this for
me.”

Last but not least, take steps
to weave CRM use into the
fabric of the team’s operation.
For example, link CRM usage to
compensation by having a factor
such as “% of CRM records
completed” in their performance
review. If someone doesn’t adopt
CRM, consider taking them off the
lead rotation. Hold back on leads if
you have to. You have to be
serious about enforcing CRM use
if you want your reps to take it
seriously!                                           n
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Kevin Davis is president of TopLine Leadership,
Inc. Find out more by visiting here.

For example, one of the
first excuses you’ll

hear will probably be,
“I don’t have time to

put all that information
in because it will cause

me to make fewer
sales calls and miss

my quota. 

http://www.toplineleadership.com
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
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https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Voltaire once said “Judge a man
by his questions rather than his

answers.” Yet, it seems that most
sellers do a poor job of asking great
questions. We ask leading
questions. Questions we already
know the answers to. Qualifying
questions. Rhetorical questions.
Yes/no questions.

When instead, we should be
asking great questions.

For decades, we’ve all been told
to “find the pain”. “No pain, no sale”.
Problem is, most buyers today either
don’t have (much) pressing pain,
don’t want to be reminded of it or put
off doing something about it until the
very, very last minute. 

Plus, do you really want to go in

and start by putting the finger on the
sore spot with someone you just met
for the first time? 

Didn’t think so.
Most buyers today think in much

broader terms than pain. If you focus
only on pain, you’re missing out on
(at least) 50% of the opportunity you
could help uncover.

If you want to uncover the full
range of how you could potentially
help them, these three sales
questions can give you an excellent
start.

Where do you want to be/go
next? 
First, get your buyer to paint a picture
of the future they seek or desire for

themselves, their career/business
and their family (remember, emotion
trumps ratio every time). Be specific.
Ask for clarification. Ask “what would
that look/feel like?”. Dig for details
(how much?  how soon? in what
form?).

Don’t be afraid to spend a good
chunk of time on this. You’ll be
surprised at how many things they’ll
say that you can help them with.

Where are you/things now? 
Now (and only after you’re fully done
exploring where they want to go),
ask them where they are now. Get
them to paint a detailed picture of
where they are now. Specifically,
how it’s different from where they
want to be. What’s not going well?
What’s the “thorn stuck in their side”?
What do they wish would be
different, or they could change? 

By simply asking these two sales
questions, you’ll cover fully 100% of

Sales questions. Ask the right ones, and you’ll build trust,
uncover opportunities and cement your relationship as a
trusted advisor. Ask the wrong ones, and you’ll become
known as “a salesperson”. 

Tested And Proven: The Only 3 Sales
Questions You’ll Ever Need 

http://agocluytens.com/successful-sales-meetings/


Ago Cluytens

the opportunity that is (potentially)
there. You’ll understand not only
what they want to move away from
(the “pain”), but also what they want
to move towards (the “pleasure”).

At RAIN Group, we call this pair
“Afflications and Aspirations”.

But, there’s one more question
you should be asking.

“What’s holding you back, or
stopping you right now?”

Ask this question, and you get
what I like to call the “Discovery
Question Triumvirate” (DQT – just
kidding, I made that up). You’ll know
everything you need to know to get
started on the path towards
positioning your services and seeing
if there is a fit.

For 95% of my (new) clients, if
they just stick to these three sales
questions, dig until they find the true

answers and help their prospect see
how they can help them get from A
(where they are now) to B (where
they want to be), the quality and
results of their sales meetings
increases instantly and dramatically.
I personally use these questions (or
variations on them) in every single
first sales meeting.

If you’ve ever been in a sales
meeting with me, you’ll know
that’s true. Fact.

And here’s the real reason I
religiously follow these – and
recommend all my clients do the
same.

No more waste. No more fluffing
around in meetings where no one

has any idea of what is being
accomplished. No more “let’s just get
to know each other a little”. No more
“shall we see if there’s a fit.” And –
more importantly – no more time
wasted on prospects who have no
need, desire or plan to buy from you. 

Try these three sales questions,
dig deep and then present a tailored
solution to your prospect. All you
need to do to instantly increase the
quality of your sales meetings. Try it.
I’d love to hear what your experience
was.

There is also a video on the same
topic Here.                                            n

Ago Cluytens is Practice Director, EMEA at Rain
Group. Find out more by visiting here.

Stay Connected
with Top Sales
World ….
Join our lively LinkedIn group and rub
shoulders with the top sales experts
in the world. 

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

http://www.rainsalestraining.com
http://www.youtube.com/watch?v=SwkaryNiGKQ
http://www.rainsalestraining.com
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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Just how bad is the unused
content conundrum?

SiriusDecisions estimates that
anywhere between 60-70% of a
B2B company’s content goes
untouched. But for some
companies it can be an even more

dismal situation: CDW, a customer
of SiriusDecisions, found that a
whopping 93% of its content wasn’t
being accessed by sales reps.

While this is essentially every
marketer’s nightmare—nearly all of
your hard work is sent to the

repository to rot—this is an
organizational problem that plagues
all corners of the company. You’re
wasting money employing more
marketers whose work isn’t being
optimized or quantified; your sales
reps aren’t sharing valuable content

Many companies have finally come around to understanding that content is what makes
the sales engine run. But once this realization is made, a vast majority of companies
jump to the conclusion that simply creating more sales content is the solution. The issue
here is that as more content is created, companies’ content repositories become
overcrowded, oversaturated and too complicated for sales reps to use. More content isn’t
the solution, it just makes content repositories a graveyard of unused content.

Is Unused Sales Content Silently
Killing Your Company? 

http://www.heinzmarketing.com/2014/02/siriusdecisions-turning-b2b-readers-revenue/


Doug Winter

with clients and prospects; your
new employees aren’t adequately
trained because the content
repository containing training
materials is disjointed and
disorganized. No one knows where
to find the right content for specific
situations, and chances are they
don’t even know that it exists. When
companies are typically spending a
quarter of their marketing budget on
content marketing, not having the
ability to prove the ROI of this
spend is detrimental to company
success.

Companies that realize this
problem often don’t know where to
start when it comes to cleaning up
their content, making it accessible
and finding out how relevant and
successful it really is in client-facing
situations. The issue of unused
content is typically blamed on
marketing not creating enough
relevant content, which makes
creating more the easy fix. But what
if that content does exist, and sales
simply can’t find it efficiently?

Here are three questions to ask
when assessing your content
problem:

1.  Where does all of your
content exist? Is it in multiple
repositories, folders and drives
across your company? This must
be consolidated, or at least made
accessible from a single source,
because otherwise sales reps won’t
be able to find what they need fast
enough. It also helps to organize it
contextually, based on industry,
buyer persona, role, and stage in
sales cycle.

2.  How do you track the usage
and/or success of your content?
There’s a good chance your
company doesn’t even know if your
content is being used or not. There
are two major ways that content
analytics will affect how successful
and how frequently your content is
used: 
    l  Marketing needs to know
how sales is using content.
Internally, seeing how your sales
team as a whole as well as how
individual reps are accessing and
sharing content will show what
content is working and what isn’t.
This fosters the creation of more
valuable and usable sales
materials. Being able to break down
content usage at the individual level
can help companies understand
and duplicate successful sales
behavior.
    l  Sales needs to know how
their prospects and clients are

consuming content. This is another
way to ensure feedback, whether
positive or negative, when it comes
to resonance with prospects. If the
content shared isn’t relevant,
revisions can be made so sales
conversations are more effective.

3.  Is it up to sales reps to search
for and find the content they
need? If so, you’re failing them,
plain and simple. There is a huge
difference between content that
isn’t successful in sales
conversations and content that isn’t
findable. Gaining insights into what
content is being used, how, and
how often is the first step to
understanding your content
accessibility problem. If your sales
reps can’t find what they want, it’s
not an issue of the quality of
marketing content. Your sales
content should be finding sales
reps, based on the context of the
conversations they are having,
without them having to spend any
time searching.

Unused sales content can be the
silent killer for many sales
organizations. But understanding
the root of this problem, whether it’s
because the content created by
marketing isn’t relevant or useful, or
simply because it isn’t served up
automatically in sales opportunities,
is the first step to improving sales
effectiveness and bridging the gap
between sales and marketing.        n
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Doug Winter is the CEO of Seismic. 
Find out moreby visiting here.

Companies that realize
this problem often

don’t know where to
start when it comes to

cleaning up their
content, making it

accessible and finding
out how relevant and
successful it really is

in client-facing
situations. 

http://www.contentmarketinginstitute.com/wp-content/uploads/2011/12/B2B_Content_Marketing_2012.pdf
http://www.seismic.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
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2015 Top Sales Academy
Next Session Released on June 26th

What if you were viewed as a leader rather than being
seen as just another seller? By adopting the 30
behaviors proven to make the biggest difference in
leadership effectiveness, you can: - Align your actions
with your core values - Inspire instead of pitching. -
Innovate and build buyer confidence - Gain followers
rather than cold calling. - Collaborate for multiplied
results. - Enjoy greater success and take pride in the
noble profession of selling. In this webinar, author and
speaker Deb Calvert will introduce the sales research
and work she's been doing in partnership with Dr.
Barry Posner, co-author of The Leadership
Challenge®. Their findings make it easy for any seller
to liberate the leader within. If you are stuck in a sales
rut and want to elevate your job, your professional self-
esteem and your results, don't miss this Top Sales
Academy presentation.

FREE Registration for Academy Here

Stop Selling & Start Leading
Deb Calvert

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


2015 Top Sales Academy

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”

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

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

I'm working with a client at the
moment that provides brilliant cloud
solutions with a compelling
business case. When I asked what
their biggest challenges were within
the sales team they said: "Many of
them can't seem to close... they
want better closing techniques."

Here's the thing I've learned
from three decades in the
trenches... the problem is rarely the
problem. Inability to close is usually
a symptom of a deeper problem. In
complex B2B selling, or even with
simple or transactional small to
medium business (SMB) selling
where there is one decision-maker,

there is a universal truth that must
be embraced if we are improve
results: Opening is far more
important than closing.

The way we open the
relationship determines the likelihood
of success. We need to set a vision
to establish the right agenda and
anchor three key areas to earn the
right to close:

1.  Establish trust and rapport (by
being authentic and transparent).
2.  Agree compelling business
value (as defined by them).
3.  Understand their timing and ...

A new survey of 1100 buyers from
the American Management
Association tells us that of the
behaviors and tactics that are most
offensive to customers, being too
pushy ranked as number one.
Almost invariably, the number one
reason I hear why people say they
would never go into sales is they
don’t want to be pushy.  Certainly
there is the stereotypical image of
the pushy salesperson.

But it has been my observation
that, far from being too pushy, most
salespeople don’t push far enough.
By that I don’t mean push

customers but, in an effort not to be
pushy, many salespeople don’t
push themselves hard enough to
reach prospects and customers.

When I was president of
Richardson, one of our longer
termed salespeople was put on a
performance plan because she
missed target repeatedly.    She
called me to ask for advice about
what I thought she could do to turn
the situation around. I asked her for
an example of a situation where
she was facing an obstacle.  She
described a high profile ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
Closing Is Usually Not The Problem In B2B Sales
by Tony J. Hughes

This Week’s Top Sales Blog Post
Be Pushy? 
by Linda Richardson

https://www.linkedin.com/pulse/closing-usually-problem-b2b-sales-tony-j-hughes?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
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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/



