


In a survey of more than one and
a half thousand managers,

people were asked what they
would most like to see in their
leaders. The most popular
answer, mentioned by 55% of
people, was ‘inspiration.’ Yet
when asked if they would
describe their current leader as
‘inspiring’ only 11% said yes. 

The two attributes that people
actually mentioned most often
when describing their leaders
were ‘knowledgeable’ and
‘ambitious.’ As well as this thirst
for inspiring leadership, there’s
also evidence to support the idea
that companies with inspiring
leaders perform better.

The Sunday Times publishes
an annual survey of the ‘Best
Companies to Work For’, which is
compiled from the opinions of the
companies’ own employees. One
interesting fact is that those ‘Best
Companies’ that are publicly
quoted consistently outperform
the FTSE All-Share Index. Five-
year compound returns show a

5.7% negative return for FTSE
All-Share companies against a
13.6% gain for the Best
Companies. Over three years, the
returns were -11.3% and 6.7%
respectively while, in the last
twelve months, they were 23.1%
and 44%.

The ‘Best Companies to Work
For’ have also performed
impressively on staff turnover,
sickness rates, absenteeism, and
the ability to recruit good quality
people.

The stereotype of the
inspirational leader as someone
extrovert and charismatic is the
exception rather than the rule.
Looking at best practice across
business, though some
inspirational leaders certainly do
fit this mould, a large number do
not. Many are quiet, almost
introverted.

My personal view is that the
best leaders promote a culture
where their people value
themselves, each other, the
company and the customers.

Everyone understands how their
work makes a difference. This
helps to build a commitment to
higher standards where
everybody is always looking to do
things better.

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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Is Inspiration Overrated?
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Alter your approach to today's modernized sales
landscape to ensure consistent, streamlined sales
conversations that are genuine and valuable to the
customer every time!

D O W N L O A D  H E R E

http://info.seismic.com/how-sales-managers-modernize-approach-sales-cycle-gated-0


In 2000, Andrew Scheffer was my
student in a graduate program at

The Wharton School, at The
University of Pennsylvania. Since
that time, after spending 15 years in
private wealth management on Wall
St. in New York and in Singapore,
he has turned mindfulness, his 25-
year passion, into his thriving full
time occupation. Andrew’s experience
in this area is extensive and
includes eight years of full time
study with some the world’s
greatest teachers, prior to Wharton,

and periods of intensive practice
after Wharton. He has dedicated
more than 10,000 hours to
intensive training in this field.
Andrew now works with large and
small companies globally. He is
unique in his field in combining a
strong business and sales
background with a deep
understanding of mindfulness.

In preparation for my interview,
and because of my personal
interest in mindfulness, I thought
about the definitions I had learned

such as, “being engaged and
observing the present moment non-
judgmentally,” “being mindful of
what is going on,” “being in the
flow”. But I particularly like
Andrew’s definition of mindfulness
as a quality of mind, a faculty of
mind that each of us already has.
Andrew likens mindfulness to the
Wizard of Oz in which the lion, the
scarecrow and the tin man came to
realize that they already possess
the qualities they thought they were
lacking; they needed only to
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The Linda Richardson Interview

Can Mindfulness Make You a
Better Salesperson?"
Linda Richardson interviews the world's leading expert, Andrew Scheffer.
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recognize, identify and nurture
those qualities within themselves. 

Mindfulness training offers
practical techniques to use to
recognize and enhance the mental
quality of mindfulness, which we
already possess. Andrew sees the
“definition”, “observing non-
judgmentally in the present moment”
as the result of cultivating
mindfulness, rather than a definition
of mindfulness itself. 

Recently, mindfulness has
gotten a great deal of media
attention in corporate America with
companies such as Aetna, Google,
Target, SAP, Glh and numerous
others making mindfulness
development a part of their
strategies. Also, media megastars
Oprah (Soulful Sunday) and
Anderson Cooper (60 Minutes)
have highlighted mindfulness’
effectiveness. Top sports
franchises, including the Seattle
Seahawks, Chicago Bulls and L.A.
Lakers, are also training their talent
in mindfulness and achieving
outstanding results. 

Andrew saw the interest in
mindfulness, and the extensive
research reinforcing the benefits of
mindfulness, as an opportunity to
make his life’s passion his life’s
work by bringing mindfulness to the
business world. The data points to
the many benefits of mindfulness,
including: better decision making,
increased productivity, deeper
awareness, improved ethics,
greater resiliency, and greater
energy and mental and physical
health, resulted in things like
increased engagement and reduced
absenteeism. He has found
receptiveness among companies

that are looking to mindfulness as a
way to gain a performance edge
and engage their team members to
set them apart.

Many of the top companies (as
ranked by Forbes or other
employee choice awards) are
among the first and early corporate
adopters, and their commitment to
corporate mindfulness programs
has made mindfulness more
acceptable in modern business
culture. Andrew does caution that,
as mindfulness has become more
popular, many people are adding it
to the names of courses and
presenting themselves as qualified
teachers - even when they lack a
deep experience of it. At this point,
differentiation is a challenge and
there isn’t even a standard
definition of mindfulness. 

Recent advancements in
neuroscience, enabled by FMRI
(Functional Magnetic Resonance
Imaging of the brain), have led to
new discoveries that the brain can
be developed and transformed. In
studying people who meditate,
scientists found that meditation
actually changes the structure of
the brain and develops new neural
pathways, as well as thicker
connections within different areas
of the brain.

Meditation not only enables the
brain to develop in areas
associated with happiness,
compassion and well being, but it
also deactivates areas of the brain
associated with fear and other
negativity. Most people don’t focus
on what qualities they are
developing with their thinking such
as worry or stress. As they worry or
are stressed, they are actually

strengthening the habit and the
physical parts of the brain
associated with these negative
emotions. However, with mindfulness,
people can shift the mind from
negative to neutral or even to
positive.

If mindfulness can be cultivated
and developed and improve things
such as decision-making and
productivity, how can you, in your
role in sales and life, go about
becoming more mindful? Andrew
discussed how much of a
salesperson’s time is consumed by
thinking about the past or worrying
about the future. Being lost in those
mind states, he says, is the
opposite of mindfulness. But by
meditating, by focusing on the
breath, the mind can quickly be
shifted out of negative tendencies.
Focusing on breathing seems very
simple but is amazingly difficult, i.e.
after a quarter of a second the mind
frequently wanders to thoughts,
which often are negative. The
ability to see positive potential in
what previously had seemed
hopeless is quite essential in sales
and all aspects of life. It allows for a
better future by taking advantage of
opportunities in the here and now
and not wasting time speculating
about an uncertain future. 

Meditation
Andrew teaches two modes of
meditation: Mindfulness and
Heartfelt Loving- Kindness. If at this
point this seems touchy feely,
please give it a chance. Many
global leaders are banking on it as
an essential part of their business
strategies. The research and, most
importantly, feedback from



The Linda Richardson Interview

participants across industries,
support it. For example, Andrew
works with clients such as the GLH
Group, the largest owner and
operator of hotel rooms in the UK.
He developed a mindfulness based
training program to empower
employees and foster the
company’s proactive and
supportive “Radical Hosting” and
“Never Worry Alone” culture. The
program will now be rolled out to
2500 employees company wide. In
addition to introductory mindfulness
programs and custom training,
Andrew provides modules that can
be integrated within a client’s
current training and development
initiatives to make it a part of the
culture’s fabric. Mindfulness also
has been proven to enhance
learning outcomes - it helps get
participants in the right mindset and
frees their mind of some of the
stress or distractions.

Mindfulness Meditation
Mindfulness Meditation starts with
the present moment. To be mindful,
Andrew suggests starting with the
very basic steps of Mindful
Meditation (Breath Meditation) in
which you concentrate on your
breathing because breath is neutral
(no feelings or emotions are
attached to it) and therefore it
serves as a wonderful object of
attention. In mindfulness, the
concept of neutral is important. At
first, trying to pay attention to ones
breath is incredibly difficult. But
meditation can retrain the mind to
be more skilled in concentration
and seeing what is going on more
clearly. It can help you observe
opportunities more accurately and

perceive things more rapidly, which
is a strong advantage in sales.

Andrew recognized how difficult
the level of focus was decades ago
in his early days of learning
meditation. His object was to slow
his walking down by paying
attention to three elements: lifting of
the foot off the ground, moving of
the foot forward, and the placing of
the foot on the ground. In those
short moments as he tried to pay
careful attention, he found his mind
wander almost instantly. If
seemingly easy tasks like focusing
on one’s breath and paying
attention to the sensations of
walking are difficult, imagine what
happens to salespeople whose
days are hectic and pressured
when they are not even intently
trying to focus… Imagine how
easily their minds drift, they get
distracted or react (unskillfully)
without thinking. In a sales call,
however, if you can note when you
stop listening to your customer and
when you begin to formulate your
answer (most people stop listening
to an answer fully between 47 and
52 seconds, but most customers’
answers are longer than that), you
can stop missing the enormous
amount of useful information the
client is sharing with you, and
additional sales opportunities. With
mindfulness, the quality of your
solutions can be better than your
competitors’ who are distracted and
lost in their own thinking. Your
ability to listen fully informs your
ability to offer effective solutions.
And very few training programs
teach the skill of focusing and being
present. 

To start training, Andrew

suggests the noting or labeling
technique in which you note or label
what you are experiencing
(example breathing as the
abdomen rises and making a soft
mental label or note, ‘ rising/rising”,
“falling/falling” or noting emotions
such as worry or frustration and
labeling them as “worry/worry”,
“frustrated/ frustrated”, “thinking/
thinking”, or whatever is most
appropriate). When you label your
experience, it helps you detach
from the content and be more
aware of the actual mental or
physical process taking place. Then
you are in a better position to
assess if how you are spending
your time is how you actually want
to be spending your time, and if the
habits you are developing will lead
to the results that you want. Seeing
clearly, allows for conscious
choices.

Andrew uses mindfulness not
only for himself, but with teams he
has managed. He finds that most
salespeople get caught up in their
own thinking when they meet with
their customers or prospects. When
salespeople are caught up in the
content of their own heads, their
capacity to respond to the client is
very limited and therefore they don’t
connect and cannot address the
issues important to the customer.
Unless salespeople are present,
they won’t know where their
customers are in their thinking or
what the real concerns are, and
therefore they will not be able to
address their clients’ doubts or
concerns effectively. 

Mindfulness allows salespeople
to first practice and enhance their
ability to listen by focusing on
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themselves and quietly following
their breath. This discipline is then
transferred to listening to customers
and colleagues. Andrew sees
mindfulness as the most effective
tool to connect with oneself and
with others - two essential qualities
of Emotional Intelligence. It has
been Andrew’s experience that
when a salesperson can be present
and listen to what a customer is
actually saying, they will have a
remarkable capacity to respond
skillfully. Mindful Meditation gives a
moment of clarity by breaking
habitual reactions and provides the
mental space needed for a moment
of conscious decision-making,
which enables a salesperson to
interact far more effectively with
customers.

Author Viktor E. Frankl said it
best, “Between stimulus and
response there is a space. In that
space is our power to choose our
response. In our response lies our
growth and our freedom.”

Mindfulness, according to
Andrew, is the practical tool and
technique that gives us that space
and freedom. 

While companies invest heavily
in sales training, Andrew finds that
salespeople need the ability to
“clear their minds” and break
undermining habits, and
mindfulness gives that ability. When
top tennis players were analyzed
for what differentiated the very top
players from the group below them,
recovery rituals were the common
denominator. If at every point a top
player uses the few seconds in
between points to refocus his or her
mind and recover, over the course
of a 3 hour match that can add up to

15-20 minutes of less exertion, in
addition to some recovery time.
Now, considering that fatigue
contributes to poor decision-
making, it becomes clear how a
simple practice, even for a few
seconds, repeated regularly can
accumulate to have a significant
impact. 

If throughout the day, and right
before a sales call, you can take a
moment to “clear your mind” of the
negative and recover a more
positive outlook by following your
breath for 5 seconds or a minute,
and during a sales call control your
emotions, you will become more
aware of what you are feeling
(using the noting technique), and
you are more likely to remain at
your “peak” to respond more
skillfully and get to the heart of an
objection or understand the real
goal of a client. 

By noting your own emotions
(what is going on in your
experience), you can cut off the
negative disruption and distraction
in its track. Unnoted is
unacknowledged, but noting
releases the store of emotions. The
key is not to be carried away by the
past or by what is happening now
that you are not conscious of, but to
stay in the present and clear your
mind, so you have the capacity to
respond wholeheartedly and
skillfully.

Mindfulness can be difficult,
because the mind is easily off on
some tangent and it is necessary to
pick up and start over again. Initially
people berate themselves with
critical self talk (that follows many
people throughout their daily lives)
with thoughts such as “I should be

able to do this” or “What is wrong
with me; I can’t do this.” But by
observing that negative self-talk,
you take the first step to
transforming or eliminating the
negative thoughts. In any case,
Andrew assures it won’t have the
power over you that it previously
did. He sees for himself that
through meditation, over time, he
has become less critical of himself,
less angry or frustrated and that he
learns more quickly from his
mistakes. 

Loving Kindness Meditation 
Whereas mindfulness is focused on
the present moment reality, Loving
Kindness Meditation is more
conceptual in nature. It starts with
you focusing on yourself. It involves
repeating four phrases that move
from an initial focus on yourself, to
later focusing on a person who has
been positive or a benefactor in
your life, and ultimately, to all
beings. The phrases are simple and
are intended to arouse the
associated feelings…

l  May I be safe (This phrase is
protective - think of a time of pure
happiness and freedom from
external and internal enemies)
l  May I be happy (This phrase is
meant to help you associate with a
feeling of pure happiness) 
l  May I be healthy (This phrase is
meant to help you associate with a
feeling of physical well being)
l  May I look after myself with ease
(This phrase is meant to create the
quality of equanimity and things
flowing easily.)

The phrases are repeated three or
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more times to help you see the
positive qualities in yourself and
your customers and colleagues. In
turn, customers and colleagues
sense the positive feeling coming
toward them and respond to that
much more favorably. Andrew has
found that meditation takes away
negative blaming, fault finding, and
the dynamic of us vs. them. It is
training for the brain like weight
training is for the body. 

Loving Kindness Meditation
starts the shift to wanting what is
best for customers, even when your
and their ideas are different, and
helps correct the discord. It can
help reduce the baggage, slow
down negative responses and,
ultimately, transform emotions like
frustration and agitation. That shift
of mindset is powerful in sales
interactions in creating many new

sales and collaboration
opportunities.

Advice from Andrew
You live in a world where managers
and senior executives put
enormous demands and amounts of
pressures and expectations on you.
It is important to step back from that
and figure out what is best in the
context of your being a successful
salesperson, so that you know what
you need to do to be successful.
Most managers know the results
they want, but often they don’t know
how to produce those results in you. 

You must be responsible for

yourself and your best performance
by figuring out what will work and
what is optimal for you.
Mindfulness, because it will help
you see more clearly, will help you
make better decisions and see the
opportunities in the present that will
help you meet your goals. You can’t
live in the past. The future is
uncertain. All you have is the
present moment. To maximize it, be
present in the moment and you will
figure out the next step to take and
the one after that—but not two
beyond that.                                        n

To learn more about how Mindfulness can benefit
you or your organization, contact Andrew Scheffer
at Andrew@andrewscheffer.com or
www.andrewscheffer.com 

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).

mailto:Andrew@andrewscheffer.com
http://www.andrewscheffer.com
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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The customer makes a decision
for a competitor. Why? Because

this competitor offered a much
bigger business impact, connected
to the customer’s relevant financial
metrics. It’s a disaster for the sales
team, the funnel and the quarter.

Cost savings are a translation
of features and functions into a
financial equivalent. Cost
savings don’t connect to the
customer’s desired business
results per se. They are a
prerequisite for getting to their

specific business value.
Cost savings are still in the

category of what a product, a
service or a solution IS (features
and functions) and what it DOES
(saving money), but not what these
cost savings MEAN to the
customer. The typical question of a
CFO kind of role will be: “So what?”
In our 2015 MHI Sales Best
Practices Study, we identified
critical customer behaviors. One of
these behaviors is that customers
decide how they calculate value. In
this year’s study, 61% of the world-
class sales performers indicated

This application management deal is a “must-win” deal.
We have the best solution, we have a great relationship
with the customer and we save them a lot of money with
this new cloud-based service. We all know overconfident
sales statements like this one, don’t we? But then, all of a
sudden, the deal goes south

How To Get From Cost Savings
To Business Value 

http://mhiglobal.com/2015-Study/
http://mhiglobal.com/2015-Study/


Tamara Schenk

that their customers require formal
calculations on business value
(ROI, TCO, and specific business
cases, etc.) before making a buying
decision, compared to 39% the
year before. Look at this huge hike
from 2014 to 2015, and consider
that only 35% of all respondents
indicated the same customer
requirement (versus 26% in 2014).
Now, what are world-class sales
performers doing differently?

World-class sales performers
know that their products,
services, and solutions are only
one element in the customer’s
approach to solving a problem or
mastering a challenge.

Value always lies in the eyes of
the beholder, the customer. As
customers make every decision
differently, every time, the
customer’s desired business value
has to be different from the
provider’s product-oriented cost
savings. There is a natural gap by
definition. This gap is one of the
reasons why traditional ROI
calculators never impress a
customer stakeholder who has a
financial focus. Those ROI
calculators are, most of the time,
product-oriented, which means
they only cover one element of the
customer’s solution, the provider’s
offerings. 

World-class sales performers
map their product’s cost savings to
their customers’ broader business
value calculation.

That means that in the
customer’s business case, the
offered product’s cost savings will
often be only one line item. World-
class sales performers know how
their cost savings can impact other

financial metrics in general. Their
expertise in understanding the
customer’s context and the
stakeholders’ different concepts
allows them to figure out which
financial metrics are important for
this buying team, this time. They
also identify the strategic business
initiatives and connect the dots
between their product-based cost
savings, the directly impacted
financial metrics and their impact
on the customer’s strategic
business initiatives. 

Understand your customer’s
financial performance and
identify financial metrics that
matter to them.

Many sales professionals were
trained to focus on their ROI and
TCO as discussed above. That
worked as long as (in our example
of a cloud-based application
management), IT departments and
technical buyers made the
decisions alone. Now, as we
observe a huge shift to business
buyers and cross-functional and
complex buying teams, business
value calculations become very
different. Why is this the case?
Because there are no IT projects
anymore. Every IT project that
exists has at least one business
reason, why it exists.
Consequently, business values are
calculated differently. In general
there is a switch from efficiency and
budget optimization to
effectiveness and investment
thinking. 

Understanding your customers’

current financial performance and
their goals are the first step to
identifying metrics that make a
difference to them. Financial
reports, analyst views, strategic
initiatives are great sources to
educate yourself. Learning
additional financial metrics such as
e.g. return on assets (ROA), return
on equity (ROE), operating costs,
cash flow, EBIT and EBITDA, as
well as net and gross profit margins
are essential to create outstanding
value for your customers next time. 

Create a value mapping chart
for the entire buying team.

Such a document includes the
business reasons for every buyer,
their desired solution and their
desired tangible results and
intangible wins, and how they
measure success. Then, map back
to the relevant metrics of the
strategic initiatives, identify
alignments, gaps and maybe
inconsistencies. Then, come up
with an overall approach to your
customer’s business value calculation,
integrating the stakeholders’ relevant
metrics. Being prepared like this
shows that you work backward from
the customer’s context, and the
stakeholders’ different concepts
and that you made a lot of efforts to
create extraordinary value for them.
That’s the entry ticket to have
effectiveness and investment
focused conversations on eye-
level. This is where you should be
to win the next deals.                       n
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.
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Top Sales World’s Top 50 Sales Books 2015
“When a man (or woman) is tired of reading, he/she is tired of life.” 

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

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

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

Coming Soon....

http://en.wikipedia.org/wiki/Samuel_Johnson


If you’re a sales manager or CEO,
send this to the entire sales team

and put them on notice that they will
be held to account. If you’re an
individual sales contributor,
address all of these issues now to
save your career. I’m serious – stop
screwing around with your success;

be the professional you’re paid to
be. Here are the things (in no
particular order) that make your
boss look bad and you look
amateurish.

1.    Not being across the detail of
your key deals. Stop giving long-

winded waffling answers when
asked about the status of an
important deal. The senior
executives above you are busy and
don’t want a bedtime story. Be
succinct in your responses. Start at
the end and provide a summary
before diving into detail. Say

Top Sales Magazine  June 30th Edition 2015 13

12 Reasons Why You Should Be
Fired In Sales 
I work with many sales people across multiple industries every month in my role of
mentoring and deal coaching. Many meetings feel like Ground Hog Day or maybe I’m just
becoming grumpy in my old age; but here are common shortcomings I see in sales people
that make them worthy of being fired.

Tony J. Hughes
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something like: ‘It’s forecast for the
13th and their executive sponsor
has confirmed with me that the date
is confirmed with their internal
team. Everyone in the power-base
is on board and procurement is in
the loop. There are two risks that I
am managing…’

2.    Failing to have a strategy.
Never use the words ‘hope’ or
‘hopefully’. In every major deal you
need to be thinking about what
could go wrong and manage the
risks. You must have a strategy for
relationships, the competition
(including their internal options),
and engineering their processes for
evaluation, selection and
procurement. Hope is not a
strategy. Being passive and failing
to create any level of positive
tension is professional malpractice.
You're not a professional visitor or
observer who reports back. Make it
happen by building positive
relationships with the right people
inside the customer organization.

3.    Failing to work hard.
Sustained success is never the
result of consistent luck. Work ethic
is prerequisite for anyone
performing at the top. If you’re not
'blowing your numbers away', then
you sure as heck had better be
seen to be working hard. Work ethic
is what smooths out the peaks and
troughs of sales performance; to be
consistent month-in and month-out.
The time to be working hard is
when you don't feel you have a
weak pipeline of qualified
opportunities – things change
quickly. earn your success with the
sweat of your brow. Look yourself in

the mirror, and your boss in the eye,
knowing you've earned the right to
be successful.

4.    Wasting time and being late
for meetings. Every meeting
should have an agenda and
confirmed in advance. Time is
precious. If you can't manage
yourself, how in the world can you
manage complex sales processes
and expensive company
resources. If you don't respect the
time of others, why should they
respect you? Being on time means
being at least 5 minutes early. Sit
in a nearby coffee shop and
prepare, think, plan – take the
stress out of meetings. Arrive early
and stake the perfect seat, arrange
the room. Every pilot knows that
their mind must arrive well before
the plane if they are to be truly
professional.

5.    Failing to take notes and
follow-up. It staggers me how often
I see sales people not taking any
notes in meetings. ‘I have a good
memory’, they say. I don’t care if you
have the memory of an elephant! It’s
about the customer, not you. They
need to see you being fully there
and vitally interested in their every
word. Taking notes also enables you
to break eye contact (the only
reason you should) and show them
that they are important, that you
don't want to forget, that you’ll
follow-up, that you’re a professional.
Imagine how you would feel if a
builder came to your home to
provide a quote for your big
renovation and he didn’t measure
anything and failed to write anything
down... 'I have a good memory love;
no worries, she'll be right'... Next!

6.    Not using sales tools
provided to you. Your company
has invested huge sums of money
in sales methodologies and tools...
use them! By all means
pragmatically, but use them
nevertheless. Show people that
you've qualified the opportunity and
that you have actions in play to
address weaknesses and gaps.
Complete call plans and share with
your boss before all important
meetings. Build close plans on all
the big deals to show you
understand the customer’s internal
approval gates, procurement
processes, compelling events and
dates. Here is an ideal meta
framework for opportunity
management.

7.    Not keeping the CRM up to
date. How can you claim to be a

It staggers me how
often I see sales people
not taking any notes in

meetings. ‘I have a
good memory’, they

say. I don’t care if you
have the memory of an
elephant! It’s about the

customer, not you.
They need to see you
being fully there and
vitally interested in

their every word. 

https://www.linkedin.com/pulse/how-i-close-million-dollar-deals-rsvp-strategic-selling-hughes


Tony J. Hughes

professional when the CRM shows
that the deal is still at qualification
or discovery stage yet you
submitted the proposal last week?
Why is the CRM ‘next step’
something that is trivial and
happened 3 weeks ago? Why are
all of your forecast close dates the
last day of the quarter?
Professionals keep their records
up-to-date to help their boss help
them – if you want the resources of
the organization invested to help
you pursue big opportunities, then
earn respect and support by how
you operate. How can marketing
assist you with inviting prospects to
events if you don't bother to put
them in the system. Why should
you be allocated any more leads
when most of the ones you've been
given are languishing in the CRM
without any notes or change in
status? No wonder so many
marketing and management
people have low opinions of sales
people.

8.    Being a shocking lone wolf.
Being a lone gunslinger cowboy
may suit your persona but success
in complex enterprise selling is
always a team effort. It’s amazing
what can be achieved when you
don't care who gets the credit.
Work well with others; collaborate
and be a team player. If you read
between the lines, The Challenger
Sale says to fire Lone Wolves when
they start missing their numbers.

9.    Being a ‘Social Selling’
illiterate. LinkedIn is the new
phone for securing appointments.
Your LinkedIn profile is the platform
for establishing your credibility

before you even meet. Your
LinkedIn Publisher posts are how
you set the agenda and deal with
objections in advance. Twitter is
how you amplify your insightful
publishing to spread the word.
YouTube is how you avoid having
to do high risk, time wasting, tire
kicking, mind-numbing, Russian
roulette high risk demos. Social
selling is highly relevant in the
world of B2B enterprise selling...
get on board before your career
sails away without you!

10.  Failing to create the
necessary value to fund your
role. One of my European clients
did an extensive study concerning
the cost to the company every time
a sales person pulled-up outside a
client's premises. Field selling is
expensive... here is the answer
$476. The number is accurate –
they have annual revenues in
excess of $1 billion in Australia and
hundreds of sales people. They
asked two questions of every
manager and sales person in the
company: When you visit a
customer or prospect, are you
creating $500 of value for them and
us? If you asked the customer and
your boss to split it; $250 each –
would they be willing to both write
you a check?

11.  Breaking the circle of trust.
Lying to your boss is the beginning
of the end of your relationship with
her. Trust is everything – with
customers, colleagues, your

partner, everyone! Without trust
you have nothing in professional
sales. Your personal reputation is
the most precious thing you have.
Who is in the mirror staring back at
you? Is there a look of conviction or
an empty suit hoping not to be
found-out. Don't cheat your boss
out of time or steal their money. Be
honest about the state of your
deals.

12.  Inaccurate forecasting and
fantasy pipeline. Everyone above
you has the living crap beaten out
of them when they miss their
numbers. It felt like I aged a whole
year at the end of every quarter
when I was managing the region for
American corporations. Regular
ugly surprises at the eleventh hour
make heads explode. Squirming
out of commitments damages you
enormously... be a person of your
word and don't over-promise. Bad
news early is manageable but
consistently delivering ugly
surprises at 3 minutes to midnight
is terminal – for you or your boss.

Beyond stupidity, incompetence or
arrogance; are there other factors
that destroy a sales career worthy
of mention – what are they?

P.S. Here is what I tell sales
managers concerning who
belongs, or not, in their team. Every
sales person should understand
this formula.                                        n
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Tony J. Hughes is Managing Director of
RSVPselling. Find out more by visiting here.
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In theory, I suppose it makes
sense. In practice, however, I

haven’t seen this tool be fairly
administered or all that helpful in
building bench strength, retaining
key people or engaging employees.
Since so many organizations use it
to determine how they will allocate
their leadership development
investments, why is “leadership
development” the number one
human capital crisis in Bersin and
other studies? Clearly, something is
not working.

The word “potential” is where I
get hung up… It’s also where
others find this to be challenging,

too. How can anyone ever
objectively and fairly assess
potential?

The dictionary definition of
“potential” expresses just how
vague and conceptual potential is –
Possible, as opposed to actual;
capable of being or becoming; a
latent excellence or ability that may
not have been developed;
someone or something that is
considered a worthwhile possibility.

Making a judgment about
someone’s potential is inherently
subjective. We’re talking about
something that is latent, not actual,
possible… How can anyone

absolutely determine another’s
potential? What’s more, doesn’t
every single person have some
measure of potential?

In AMA Enterprise’s study,
Identifying and Developing High-
Potential Talent, the majority of
respondents said high-potentials
are identified based on
performance appraisals (74%) and
senior management recommendations
(68.5%). However, only 41.6% said
they weigh innovative and/or
unique contributions to the
business; slightly more than one-
third said their companies use
either or both talent assessments

In a recent LinkedIn Pulse article, “9 Ways You Can Get Boxed In at Work without Even
Knowing It,” I wrote about the 9-Box Model used by companies to identify the high
performers and high potentials in their organizations. The article generated some heated
debate, with advocates of the 9-Box Model rationalizing that it’s a good tool when used
correctly. For me, the problem is that I’ve never seen it used “correctly.”

Has Your Potential been Tapped
or Capped? 



Deb Calvert

(35.1%) and peer input (34.7%).
Only 17.5% reported educational
background as a metric.

(Side note: These most-used
criteria don’t include demonstration
of company values, willingness to
take stretch assignments,
leadership qualities or other criteria
that ought to count for something…)

In other words, the subjective
opinion of one or just a few people
matters most (and in more places)
in whether or not an employee is
designated “high potential.”

“Senior executives, managers,
directors, and HR and training and
development functions need to be
on the same page when it comes to
participants’ selection criteria or
there’s a risk that senior leaders will
tap only those rising stars that
mirror themselves,” concludes the
Society for Human Resource
Management (SHRM) in an article
titled “Selection Criteria for High-
Potentials Vary Widely.”

Bringing in more voices who are
“on the same page” regarding
criteria seems like a reasonable
solution. But it doesn’t work that
way. I’ve been a part of these
meetings where managers, senior
executives and HR folks talk about
people. The loudest voice – the one
others defer to – is usually the
person with the most subjective
impression of the individual being
assessed.

It goes something like this:

1.  The “high potential” is described
favorably by the manager who sees
potential in him or her. The
manager gives a glowing review,
justifying the high potential status
with past performance (e.g.

performance reviews, past
contributions) and with subjective
feelings about the individual.

2.  Others weigh in with their own
anecdotes and impressions about
the candidate. If there are some
negative impressions, these may
trump the manager’s own
assessment of “high potential.”
Those negative impressions, like the
positive ones, are generally based
on feelings or personal interaction
with the individual. They aren’t
related to future potential so much as
to past or present encounters.

3.  A vote is taken, and the “high
potential” label is given or not given
based on this discussion. That label
(good or bad) sticks and, in future
years, few can remember why it was
determined in the first place.
Although this is an annual process,
the carryover of “high potential”
status provides a tempting shortcut
and the list doesn’t change
significantly from one year to the
next.

When I ask senior executives and
others about people who are not on
the list, I frequently hear comments
like “he’s been disrespectful to some
of us” or “she just doesn’t have
enough presence.” Ummmm,
excuse me, but aren’t those the very
sorts of things we could coach
people to develop if they have high
potential in ways that would matter
more?

As if this weren’t problematic

enough, these subjective “high
potential” designations don’t even
serve the purpose they were
intended to serve. The idea is to
identify high potentials, provide them
with development opportunities and
retain them for future promotion.
Turns out that doesn’t always
happen.

"Informal high-potential programs
that exist at many companies can be
a double-edged sword that
undermines their very purpose,”
noted the AMA Enterprise Study
report. “They don’t enhance a
company’s ability to retain its high-
potentials, and they threaten to
alienate those employees who feel
they should be considered.”

This matters. It matters to
companies that wasting exorbitant
amounts of time on a process that
doesn't work and, in fact, works
against them. It matters to people
who are tapped (perhaps in ways
that elevate them beyond their
capabilities and in ways that, long
term, hinder them). It matters to
people who are capped, often
unfairly, because the person
assessing their potential couldn't see
it (and probably didn't look closely
enough). 

Maybe you’ve seen or
experienced something more
reasonable when it comes to defining
and fairly identifying “high potential.”

You can read Deb’s Linkedin
Pulse article Here n

Top Sales Magazine  June 30th Edition 2015 17

Deb Calvert is President of People First Productivity
Solutions. Find out more by visiting here.

http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
https://www.linkedin.com/pulse/9-ways-you-can-get-boxed-work-without-even-knowing-deb-calvert?trk=prof-post
http://peoplefirstps.com


June 30th Edition 2015  Top Sales Magazine  18

First of all, your customers
already understand your

brand’s value proposition, making
them a natural fit for cross-selling
and upselling of additional products
and services. And they’re the ones
you turn to for logos and case

studies that lure top prospects into
the sales pipeline. Customers are
also the best folks to recommend
your company since people trust
friends and colleagues more than
they trust brands.

So how do you create a

customer experience that makes
customers want to buy more AND
help get the word out about your
brand? Yes, a great product and
top-notch customer care are hugely
important. But maybe you should
be spending even more time telling
customers how awesome your
company is…

Or is there a better way?
Become your customers' best
advocate

Ironically, the best way to get
your customers to do more on your
behalf is to do more on their behalf.

How do you feel about your customers? Go ahead and be
honest. Are they a “necessary evil” or you “like them as
long as they don’t complain” or maybe you truly believe
“they’re the reason I love what I do”? Whatever you really
think, there’s no denying that your customers hold the
keys to making your company more successful. Why is that?

Use Social Media to Make Your
Customers Look Awesome 



Carter Hostelley

You know, help them build their
brand and find more business. Of
course, you have lots of customers
so that can represent quite the time
commitment. And how exactly do
you make that happen? The good
news is social media has made it
easy to become your customers’
best advocate.

With that in mind, here are eight
ways to make your customers look
awesome on social media:

l  Share their content. Start
liking, tweeting, and sharing your
customers’ latest social media
updates and blog posts. You’re only
one-click away from amplifying the
reach of their brand content.
l  Promote their events. Let your
social networks know about your
customers’ webinars, conferences,
and special events. Help them get
the signups they need.
l  Recommend them. Look for
opportunities to recommend
customers on social media by
saying how cool they are, writing
reviews about their services,
referencing them in blog posts, etc.
l  Congratulate them. Nothing’s
easier than giving a social high-five

when a customer wins an award,
closes a big deal, or lands in the
Gartner Magic Quadrant.
l  Thank them. Everyone likes to
be acknowledged so recognize
them on social media for being a
great customer, saying nice things
about your company, or even
picking up the check at lunch.
l  Participate in their events. Ask
questions during customer
webinars, promote their conference
hashtags, and jump into their
Twitter chats. Your event activity will
be noticed and appreciated.
l  Come to their aid. We all need
friends when things go south.
Always be there for your customers
and defend them on social media
against the haters in times of crisis.
l  Help them create content. Your
customers are struggling to feed
the content marketing machine. So
give them a heads up when there’s
good content to share and help find
guest contributors for their blog.

Keep in mind you don’t have to
do all eight ways all the time. Even
doing a few consistently will help
create an experience your
customers will be sure to notice and
love.

How to get started with
advocating
Ready to become your customers’
best advocate? Here are four steps
to get you started:

1.  Decide which customers
you’ll advocate. Start with your top
customers and/or those you

engage with on a regular basis.
Make it a manageable number so
you can consistently advocate them
on social media. 
2.  Follow them on social.
Advocating on social starts with
following your customers on
LinkedIn, Twitter and other social
networks you’re active on. Make
sure to connect with and follow your
customer contacts too.
3.  Set up social media alerts. Set
up Google or other alerts for your
customers and customer contacts.
This will notify you when something
good (or bad) is happening that you
may want to engage with on social
media.
4.  Let them know you’re doing it.
Sure, customers may notice your
social activity, but why not give
them a heads-up to make sure?
Just include your customer or
contact’s social handle when
sharing on their behalf.

Don’t be surprised when your
customers start returning the favor
by sending more business your way
and advocating your company on
social media. Now it’s your turn.

How are you advocating
customers on social media? Is
social helping you improve the
overall customer experience of your
customers? Feel free to add your
comments below so we can share
them.

(Editor’s note: This article was
first published on InsideCXM)        n
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Carter Hostelley is the Founder and CEO of
Leadtail. Find out more by visiting here.
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create an experience

your customers will be
sure to notice and love.
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The 2015 STAR Sales Manager
Survey set out to gauge the

development priorities of sales
organizations. We wanted to better
understand what skills were
important and the level of support
companies were providing their
sales managers in terms of skill
development.

The survey found that 50% of
organizations are providing on-
going support for their front line
sales managers.

To better understand the
reasons why, I spoke with a number
of sales leaders who were in fact
providing support to their sales
managers.

One of the VP’s said he was not
happy with the impact of the
corporate training program that he
was mandated to use. He went on
to say that he didn’t feel the
investment in sales manager
development is having any impact
on performance.

I recently spoke to a CEO of a
mid sized company about what they
were doing to support their sales
managers. He shared with me that
they rolled out a coaching program
and said that it was the best
program the sales managers have
ever taken. “They really loved it!”

I was very impressed. I asked
him what they were doing to sustain
their excellent training. There was
silence. A few weeks later I spoke
with him again because I thought
he was on the right track. I asked
him “what sustainment components
did the supplier provide to ensure
the managers could take the great
training and apply it in the field?
Again he was silent. He said he

Leading edge sales organizations understand the value of
investing and developing their front line sales managers.
They believe that strong sales managers are the key to
driving sales rep performance.

Leadership Development in the
New Millennium

http://www.starresults.com/sales-manager-survey/


Steven Rosen

would speak to the training
manager.

I decided to speak to a few more
companies. I was hoping to get
more anecdotal answers to help me
understand what is it about
development programs that are not
working? What specifically are
companies doing?

In my discussions with training
mangers that have run sales
managers development programs, I
found out that their company had
developed a curriculum that
comprised of 1-2 day workshops
focused on key skills training.

What they weren’t doing was
even more interesting.

1.  There was no pre and post
measurement to gauge the impact
of the training
2.  The next level of management
was not actively involved in the
follow up
3.  There was a lack of
accountability at both levels of
sales management to turn the
learning’s into sustainable skill
development
4.  And like most training, the
learning’s dissipate in short order.

The end result is a complete waste
of time, energy and money with no
return on investment.

Great training with no follow up
or sustainment is a great event,
nothing more nothing less. As I
prepared to write this article I found
a very insightful article at
Forbes.com “The #1 Reason why
Leadership Development Fails” by
Matt Myatt.

Myatt states, “This may be
heresy to some – but training is

indeed the #1 reason leadership
development fails.”

His Solution
Don’t train leaders, but coach them,
mentor them, disciple them, and
develop them, but please don’t
attempt to train them.

According to the American
Society of Training & Development
“U.S. businesses spend more than
$170 Billion dollars on leadership-
based curriculum. The majority of
those dollars being spent on
“Leadership Training.”

The #1 reason why sales
management training and
development programs fail, is
because training doesn’t create
leaders. With a majority of dollars
invested in training it is no wonder
that 50% of companies that are
committed to supporting their sales
managers are disappointed with the
results of their training programs.

The only people who continue to
benefit are those in the training
industry. You need to coach sales
managers to develop.

The New Way
Over the last few years I have
realised that I can teach/train sales
managers on a skill in 2 hours but it
takes 6 months of on going
coaching to perfect these skills. The
only time I would agree to train
sales managers is if there was a
coaching component.

For the new millennium, I
recommend that companies
change their mix on how they invest

in sales management development.
An ideal investment in sales

manager development may look
like this:

l  10% pre and post assessment
l  20% formal training (using a
blended learning approach)
l  60% on coaching/mentoring
(to reinforce sustain and perfect
skills)
l  10% on providing pull through
tools

You might say that this approach is
too slow and costly. Well what is the
alternative?

What are the upsides your
organization can realise if you shift
the performance curve of your
sales managers and turn your C
players into B’s and your B players
into A and your A players into A++.

Sales managers have
tremendous impact on developing
the sales talent of their team and as
a result on the performance of your
organization. Ask yourself what is
the value of a team of STAR sales
managers? PRICELESS.

Many sales experts will tell you
there is no silver bullet in sales.
However, I think there may be one
that 95% of organizations miss.
Developing great sales leaders.

By shifting your focus from
training to coaching, mentoring and
developing your sales manager,
you can expect to derive great
sales performance.                           n
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2015 Top Sales Academy
Next Session Released on July 3rd

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/


“Linda Richardson is in the Sales Hall of Fame. Her new book, Changing the Sales
Conversation, is not an option. It's an imperative. When Linda Richardson says it's time to
change the sales conversation, you can bet your job, and your wallet, that it's time to change.
The sales game has changed radically in recent years, and there's no going back.
Richardson not only gets the big picture about the new world of sales, but she also provides
the kind of insidebaseball details new and experienced salespeople can really use. This book
stands out in a field bloated with old thinking and tired clichés." 

Jeffrey Gitomer, author of The Little Red Book of Selling
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Book of the Week

See what other readers thought and buy here
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2015 Top Sales Academy

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"

July 3rd Deb Calvert
“Stop Selling & Start Leading” 

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

July Timetable

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


Top Sales Article & Blog Posts

Start by identifying a customer with
whom you enjoy a strong
relationship. This isn’t just any
buyer; this is someone with whom
you would gladly have a cup of
coffee. The banter is jovial and the
respect is mutual.

After you shake hands and sign
the paperwork, just make this
simple request: “So, we’re officially
done here, but I was wondering if I
could extend the conversation by
just three minutes so I can ask you
a few questions about your
experience?”

Let’s break that question down
into two parts:

Limit the Time:
“I was wondering if I could extend
the conversation by just three
minutes…” This statement limits
the time so that the customer
knows this won’t take very long.

Explain Why You Are Asking:
“…so I can ask you a few questions
about your experience?” This query
tells the customer why you are
making the request.

Assuming the customer agrees
to your invitation, here are five
questions to ask that will give you
deeper insights into your sales ...

"Take time to deliberate;
but when the time for action arrives,
stop thinking and go in."

- Napoleon Bonaparte

I've seen more people intend to
crush their goals than I have seen
people actually crush their goals.
They talk about how they're going
to make it to the top. They read
books and attend seminars. They
talk a good game.

Then many go nowhere. Oh,
they can justify their lack of
production: the competition has
advantages, the buyers won't act,

the economy is rough. No luck this
year.

Excuses.
If you really want to crush your

goals, you have to find your hustle,
passion, and intensity. Bring the
HPI. Bring it for hours on end. Days
on end. Months on end.

Dig in deep and bring it. Only
then will you know what you are
capable of.

Kareem Abdul-Jabbar is the
NBA's all-time scoring leader with
38,387 points. He hit 15,837 field
goals in his career. He also ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
5 Insightful Questions to Ask AFTER You Close
the Sale by Jeff Shore

This Week’s Top Sales Blog Post
Sell with Hustle, Passion, and Intensity
by Mike Schultz

http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
https://www.linkedin.com/pulse/5-insightful-questions-ask-after-you-close-sale-jeff-shore?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
http://www.rainsalestraining.com/blog/sell-with-hustle-passion-and-intensity/
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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/

