


The NY Times, May 5th reported
that technology’s generation of

rebels has now almost completely
disrupted itself. It described how the
longtime leaders of industry giants
like Microsoft, Oracle, Intel, and IBM
have stepped down and on Monday
John Chambers, Cisco System chief
executive since 1995, said he was
stepping down. These leaders were
the “lions” of the industry.

All of this has created a
generational shift in Silicon Valley.
The article noted that young people
lead Google (Larry Page) and
Facebook (Mark Zuckerberg). So
what was the message here? The
message is one of unquestionable
change and that it is “It is a young
man’s (women’s?) game.” It talked
about Cisco’s need to break “a lot of
glass and change a lot of culture.”
With its change of leadership, IBM is
making smarter systems, cloud
computing and related technology
its priority - something it had
dismissed earlier. The article talked
about new competitors and the need
for old guards “to look for a new act”. 

Timothy Zimmerman offered
what I see as great advice that I
think is valid for all organizations in
the business of sales: “The major
issue is that there has to be a
stronger hand in product creation.”
To add to that, I see a need for a
stronger hand in the development of
sales forces to keep up with their
customers.

Technology has been a primary
driver of change in sales. The
changes noted above signal of pace
and volume of change to come that
will continue to rock sales and
impact the relationship between
customers and salespeople. 

Sales organizations must make it
a priority to prepare their sales
teams to understand and succeed in
an increasingly smart sales
environment. 

Technology has created seismic
changes in selling. We cannot
overestimate the impact it will have
on the future of selling. New ways to
address many of the current
changes have not yet been
discovered as more changes are

happening each day. We need to
find solutions and ways to
communicate them. A new vocabulary
is needed. No one person or
organization will have the answer.
We need, as David Brooks puts it, a
“community of conversations” and
leaders to help define the way of
doing business. Without a doubt,
buyers will be early adapters of
everything new and, if history
repeats itself, sales organizations
will lag, unless they make a
simultaneous investment in
technology, people and product a
priority—starting now! 

Linda Richardson, Editor.
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When I think about the future of
professional selling, which I

do, daily in one way or another, it is
clear that sales has come a long
way. Even a cursory glance over
my shoulder confirms that sales,
over the past 60 years, has evolved
through five generations. These are
the “5 C’s of Selling.” Let’s look at
these. Each was right for its time.

“Cronyism” was the first era of

selling, prevalent in the industrial
boom following World War II. The
sales person was essentially your
buddy - that is, someone whom you
got to know well and liked. The
sales person would drop by every
so often and take your order. Times
were good and there was very little
differentiation of product or focus
on deeper buyer needs. It was the
personality of the salesperson that

made the connection and synched
the sale. It was the relationship.

We then moved on to
“Commodity Selling.” This second
era of selling took hold from the
1950’s until mid 1960’s where sales
people basically sold on price.
Again, there was little product
differentiation, which resulted in
discounting and price wars. Sales
people typically disliked this
approach, as there was always
pressure to cut the margins to
increase sales. As customers
increased in sophistication and
competition began to get fiercer,

To coincide with the launch of his new personal site,
Jonathan Farrington considers the future of professional
selling.

2020 Selling: A Vision



Jonathan Farrington

those customers changed. They
sought knowledge and looked to
salespeople to educate them.
Content became the focus. 

“Content Selling” - The third era
of selling was the first to involve a
strategic differentiation of one
product from another. Starting in
the 1960’s through to the mid
1970s, professional marketers, with
the help of advertising agencies,
were now able to create brand
awareness and customer knowledge
as to why one product was
superior to another. The goal was to
educate buyers on the “features
and benefits” of a specific product,
and thereby increase sales by
generating excitement in
purchasing the superior features
and benefits.

“Content selling” enabled sales
people to move away from a
commodity approach, based on
lowest price, to being able to
charge a higher price (with greater
margins) based on brand
awareness, product superiority and
buyer sophistication.

Although this era marked the
start of a more “professional
approach to selling”, it was product-
centric. The features and benefits
approach did not take into account
the unique and differing needs of
customers. Customers were
becoming even more sophisticated
and competition was heating up
and, as result, customers demanded
solutions customized to their
needs. The focus of the sales
moved from the product to the
customer and “Consultative Selling”
– or customer need based selling –
was born.

Over the past 30 years,

consultative selling has been very
much in vogue.

In consultative selling, the initial
focus is on first understanding the
needs and objectives of the
customer, and customizing solutions
to align with those needs. New
models were introduced that
engaged customers with questions
and that guided salespeople
tailoring and positioning their
solutions. 

Consultative Selling puts
customer needs first, but of course
sought to achieve ‘win-win’
solutions in which the needs of the
customer and sales organization
were met. What could be better
than meeting the needs of the
customer and creating solutions
that win for both buyer and seller? It
looked like the golden age but as in
the past, times change. The
Internet dramatically changed the
world of buyers and sellers, and
consultative selling remained
relevant as a foundation but did not
go far enough.

“Collaborative Selling.” I see this
as the era of collaborative selling.
Customers are advancing in the
sale before they engage with
salespeople. Salespeople must

bring greater expertise and resources
to customers to add to what they
already have researched for
themselves. The emphasis is
alignment of the sales process with
the customer’s buying cycle. Today
the goal is for salespeople and
customers to advance in the buying
journey together. Collaborative
selling occurs not only between
buyers and sellers but also
partners.

As I think about the future of
selling, I see the era of collaboration
continuing and extending. In
collaborative selling, both buyer
and seller become customers to
each other. This approach has
three primary goals for both
organizations: 

(i)  Minimize short-term risk
(ii) Maximize long-term gain
(iii)Create value by partnering with

each other

The bar will continue to be raised as
salespeople increase value for their
customers, beyond what they can
glean from the Internet and social
media. Buyers and sellers will
leverage the natural synergies that
already exist, and jointly seek new
ways to be innovative and proactive
in creating mutual success.

But of course we know that the
evolution, or even revolution, that is
happening in selling will not stop at
the 5th era. Technology will drive
the change and impact buyers and
sellers in ways we can only dream
about. 

What we all can be sure of is that
change will continue at a rapid
pace. As I see it, the next era - the
sixth era - is an era of
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Commoditization. Don’t confuse
this with the second era, “Commodity
Selling,” although there are some
startling similarities. 

There is an air of inevitability that
at some point, in the not too distant
future, many of the tasks now
routinely handled by “salespeople”
will become automated – in fact, it
is already happening.

Commoditization virtually
eliminates seller-buyer human
interaction and, at the time of writing
this, it is a B2C “phenomenon.” It is
of course due largely to consumer’s
new affection for online shopping
via the Internet, and sales
organizations desire to capitalize
on the breadth of audiences they
can reach and the lower costs of
sales and delivery.

However, it would be foolhardy
to not anticipate that, as buyers
become increasingly self-educated
about our products, companies and
our market sector, the sales role in
many industries will undoubtedly
become diminished. The role of
sales is shifting to a consulting
model that brings expertise in the
areas of business, industry, company,
stakeholder, and capabilities. 

While the role of the order taker
salesperson will go the way of the
Internet, for the complex sale for
the foreseeable future, the role of
the salesperson is secure. There
will always be a place for the
professional business consultant –
the “Top 5% Player.” These people
consult more than sell, as they
assist their clients in making sound
buying decisions. 

Despite my predictions, we all
know that nobody has a crystal ball!
Perhaps the way to look at the

future of selling is to compile a team
consisting of a sales and marketing
professor, a technology professor
from MIT, maybe someone from
Apple and Disney, a few buyers and
for good measure a science fiction
writer - history has shown writers
like Ray Bradbury have been truly
prophetic.

I am not a clairvoyant, but in
working with salespeople, sales
leaders and customers, a vision of
sales is emerging. Let me share
those ideas…

The ability to gather and analyse
data will help salespeople be more
precise in identifying customers
and anticipating their needs, so
they get to them before those
customers get to the market. 

Everything will be more precise.
I see sales organizations not having
a defined sales process, but rather
multiple processes for renewals,
new business or accounts at risk,
etc. 

Telephone will be the way of the

sales, and face-to-face will be
reserved for major deals and major
milestone points in the sale. 

Sales training will go to the
Universities as the foundation with
majors in sales (currently this is
starting to grow).

As machines get smarter they
will do more of the work - will they
be personal assistants, provide
sales coaching, figure out pricing,
set the sales strategy and so on?
How far am I looking out—maybe
10 years?

So how does a sales
organization survive in this current
changing world? How do we get
ready for the world of sales hot on
its heels?

I see two avenues that are
vital… The first is expertise and the
second is relationship. I see the
second as the greater challenge.

Expertise is exactly what
customers are looking for today.
The bar has been raised for sales
organizations in how they select
and develop their people.
Customers will spend time with
salespeople who they believe will
bring them relevant expertise, and
who will help them solve their
business problems. In the content
era, expertise was product expertise,
but today it goes far beyond that to
business acumen, industry
knowledge, company and stakeholder
knowledge, and team leverage
knowledge and access, etc. 

Continuous training gives
50% higher net sales per
employee. 

The impact of sale training is
hard to measure, and so many
sales leaders doubt its
effectiveness. The truth is that

So how does a sales
organization survive in
this current changing
world? How do we get
ready for the world of
sales hot on its heels?
I see two avenues that
are vital… The first is

expertise and the
second is relationship.
I see the second as the

greater challenge.
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investing in your people has a
positive impact on your organization,
even if that impact is not clearly
seen in sales results immediately
following a training program.

The average company spends
£6K – £10K hiring an individual
and only £1.5K a year in sales
training.

Sales training is paramount for
new salespeople. If you hire A
players, but don’t invest in their
growth, you will never have an A
team. What should this look like for
the future? On boarding, I think, will
revert to days of old (1990’s) with
rotations so salespeople have
breadth – i.e. modular on-line
training and testing - and then
specialization for deep expertise.
Teams will become more important.
Global teams are often in a state of
chaos today, but organizations will
use technology to connect the dots
among team members, customers
and partners. 

When I opened my consultancy
25 years ago, I built it on 4
principles: Knowledge, Skills,
Process and Attitude. I hold they
are still relevant today, but for the
future let me say something about
the one that stands out: Attitude. It
is fundamental to any achievement,
because individuals with the right
attitude are far more likely to
embrace the essential Skills,
build their Knowledge and follow
a defined Process. 

Organizations must step up to
the plate and re think how they
develop their people. Sales
coaching and sales tools will be the
primary developers. Classroom will
be 20% of development at best in
the next 10 years. Ensuring

salespeople have the knowledge
and skills they need to succeed will
be easy compared to developing
relationship skills. So let’s look at
that.

Relationships: Technology has
given us so much, but as young
people rely more and more on on-
line communication, they are not
developing relationship skills such
as the skills to read people’s
expressions, read body language,
or tone of voice. People need to
relate, they need to trust and to use
intuition in making decisions.
Research shows emotions are
more a factor in decision-making
than data (David Brooks). The need
to connect is hard wired into
people. 

But my concern is salespeople
and customers alike will not have
the skills needed to connect. The
ability to connect and build
relationships will be the big
differentiator. In the first era of
selling, relationship was the thing -
but relationship is redefined here. 

It is the ability to earn trust and
connect built on transparency,
vulnerability and genuine concern
in working with customers to bring
value that will help them grow their
business. Young people would
rather send a text than use the
phone. Face-to-face is warmer than
phone and video, and both of those
are warmer than text. Computers
will win out with data, but making
emotional connections is the
advantage humans bring to the
table.

Sales organizations have a long
way to go: 

When thinking about the future
of professional selling, we have no

reason to suspect that the rate of
change will lose any of its
momentum. We have witnessed
more advances in the past ten
years than in the previous fifty. It
only seems like yesterday that my
good friend and colleague, Nigel
Edelshein, whilst enjoying a day in
the garden in June 2006, first came
up with the expression “Sales 2.0”.
Little did he know that he had
stumbled upon the “next best
thing”! Books were written,
websites created, conferences
organised, but Nigel - nor anyone
for that matter - could not fight the
stampede, as others benefited from
his “invention”! We owe him a debt
of gratitude and acknowledgement
for his insight and generosity.

Sales 2.0 introduced us to,
among other things, improved
technology via sophisticated sales
and marketing tools. It brought us
control – the process element in
my formula. Did it improve our
ability to sell? Increase the
likelihood of making our numbers?
We will never know - and I suspect
that our clients and customers
remain blissfully unaware that it
ever existed - but it woke us up to
the new world!

Improved technology did
accelerate the rate at which more
and more sales teams went inside.
The image that we had of an inside
sales professional performing
routine tasks, cold- calling, dealing
with account administration issues,
and all the time looking enviously
out of the window as their external
sales colleagues drove away in the
expensive company cars to wine
and dine clients, has now been
replaced. Today’s insider is a career
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professional who is able to manage
the entire sales/buying process
from open to close, utilising video
technology when required – they
are no longer simply on the first
step of the sales career ladder.

Obviously, economics has
played a big part in this lemming-
like rush for companies to convert
their sales teams - it is not all
technology influenced. Typically, an
outside sales team costs twice as
much to run as an inside one, which
makes it a no-brainer in most
scenarios -especially here in the
UK, where one could be forgiven for
thinking we are attempting to create
the largest car park in the world,
stretching from John O’Groats to
Lands End and sideways from
Felixstowe to Anglesey!

And then came “Social Selling”
with all the hype that has
surrounded it. Facebook, Twitter,
LinkedIn, etc. have flourished, and
anyone not demonstrating intense
excitement by all of this has been
called a Luddite or much worse! But
is it all hype thrust upon us from
gullible heat-seekers across the
Pond?

Short answer? No - not all. It is
yet another hugely valuable
weapon to have in our armoury, but
it is not - and never will be - a
panacea.

My good friend and colleague,
Linda Richardson, recently
interviewed Tom Steenburgh - the
Paul M. Hammaker, Professor of
Business Administration at the
Darden Graduate School of Business
and the chair of its Strategic Sales
Management Executive Education
program. This was his very astute
take on where we are: 

Tom sees technology as a way
out of this dilemma so that sellers
and buyers are aligned. For him,
the big change in selling is using
technology to find the markers that
indicate that a customer is
interested in changing the status
quo or is ready to buy, so that
sellers can intervene then. The goal
is to figure out where customers are
in the buying process and, in doing
so, get them to reveal how to sell to
them. 

He says that we hear so much
about aligning the sales process
with the customer’s buying journey,
yet how to do this eludes many
salespeople and sales organizations.
Tom discussed how salespeople
are often described as being either
‘hunters’ or ‘farmers’. But he
suggests that a new metaphor, the
fisherman, might better describe
how successful salespeople are
selling today. He says, “The goal is
to put the bait out there and be
ready to engage as soon as the
customer grabs it.” He sees
technology as the game changer
for adapting old sales models –
selling differently in the
marketplace by enticing rather than
pushing. 

There can be no doubt that all

things social media have changed
the way we operate for good: 78%
of salespeople using social
media outsell their peers. If done
right, social selling really works. 

So what about you? Making
changes to the way you sell and
market yourself may require you to
climb out of your comfort zone and
to leave the relative warmth and
security to take that path - the other
path that is rarely trodden…

“Prince Rabadash’s army lay
close behind them, Anvard ahead.
If they did not reach Anvard before
Rabadash and his horde, their
journey, their entire lives, would
have been wasted. The horses,
Bree and Hwin (both of whom
could, of course, talk) galloped.
Certainly both horses were doing, if
not all they could, all they thought
they could do - which is not quite
the same thing... But a lion
appeared out of nowhere and, with
the spur of terror, Bree now
discovered that he had not really
been going as fast - not quite as
fast - as he could.”

This extract is of course taken
from The Chronicles of Narnia - that
fount of a million simple and usually
overlooked truths - and it illustrates
perfectly what it takes for some of
us to be steered out of our comfort
zone.

Survival, let alone reaching a
Sales Superstar status, requires
significant changes in your
worldview, how you think about
yourself and how you think about
your relationships with key
stakeholders. You are faced with
new ways of thinking, many of
which directly challenge what has
proven successful in the past.

Obviously, economics
has played a big part in
this lemming-like rush

for companies to
convert their sales
teams - it is not all

technology influenced. 
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Willy Loman, in Arthur Miller’s
classic Death of a Salesman, didn’t
become a bad salesman overnight -
he just did not change. 

Change is hard for most of us.
There is the question of the
unknown, the comfort of the
familiar. Typically, when we are
confronted by change, we become
one of the following: 

The “Authoritative Critic” - This
person quickly dismisses new ways
of thinking, rejecting them as
ridiculous, foolish and unwise.
What is this individual’s motivation?
Fear of change, of loss.

The “Authoritative Expert” - This
person is one who typically
responds to the introduction of
innovative ideas by rejecting the
reality that the ideas are indeed
innovative. This individual is

typically thinking, “What’s the big
deal? I’ve always done it this way.”
What is this individual’s motivation?
Fear of losing face, of appearing
inadequate.

The “Enthusiastic Apprentice” -
This person is curious and is
excited by innovative thinking and
is eager to learn. He / she may not
understand or totally embrace the
innovative concepts, but he / she is
excited about the possibilities that
well-informed change may bring
about.

We can think about these three
characters as being on a spectrum
that runs from outright rejection to
eager acceptance. 

The more aware you become of
your own “spiralling” through the
process of change, the more
conscious and intentional you can
be about choosing change, choosing
growth, and choosing to succeed. 

The future is all of ours. We
cannot see it clearly, but we can
meet it with courage if we are open
to it. We can know that we can
create a better future for our
organizations, our team members,
our customers, and ourselves. Be
open and ready to change. You will
benefit from it and your customers
will love you for it!                              n

Jonathan Farrington is the CEO of Top Sales
World. Find out more about Jonathan 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).

www.jonathanfarrington.com
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld


May 12th Edition 2015  Top Sales Magazine  10

Equipping leaders to build and
sustain a winning team has its

challenges. Their demanding
schedules and need to constantly
“put out fires” creates barriers for
their attention and commitment to
the activities that could really make
their life easier. 

We have to make their activities
simple, effective, and able to be
acted upon quickly. This is why
during a skills training session with
sales leaders last week when we
discussed the time challenges of
leading a sales team, , I said I
would “net out” the one thing they

should do to build a top performing
team. 

It wasn’t hard to decide what that
one activity should be. The one
thing managers can do to build a
top performing team is this: Treat
their employees or reps like they
treat their customers.

That’s it. The one thing that has
the biggest and most positive
impact on making a sales
manager’s job easier is simple…in
theory. Think about it. For our
customers, we:

l  Pay attention to them.
l  Help them get what they want or
need.
l  Stop multi-tasking when we

Sales leaders have one of the toughest jobs in business.
They are tugged at from their manager, senior leaders,
customers, and team members with demands and high
expectations for deliverables, time, and energy. This is
why I work so hard to help sales leaders become more
effective and efficient with processes and tools that build
a winning team. 

Netting Out Sales Managers Key
Activities: The ONE Thing You Should
Do to Build a Winning Team
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communicate with them.
l  Identify special ways to
strengthen the relationship and trust.
l  Make contact with them
consistently to ensure they are
satisfied or loyal.

Yet with our employees, we:

l  Talk at them more than converse
with them.
l  Tell them what we/the company
need or want.
l  Half-listen or give half-attention
when they come to us.
l  Seldom think about the strength
of the relationship or whether they
trust us, but we do think about how
much we trust them. 
l  Are well intentioned with the
amount of time we want to spend
with them in coaching, training, or
follow-up, but when other things
come up like a manager meeting,
customer situation, or deadline, we
cancel because it seems there are
less negative consequences.

When leaders treat their employees
like customers, their lives are made
easier and the ensuing results
become stronger. So, how do we
accomplish this? 

l  1:1 conversations. Even just
15 minutes of focused conversation
with each person makes them feel
valued. 
l  Learn what they want or need
in their job, career, and day. Then
help them get it. Ask non-
threatening questions about their
goals and rewards that are
important to them. This helps you
identify their personal motivators.
Don’t stop with their first answer,

use probing questions to get to the
deeper material and emotional
rewards they seek. 
l  Give them your full attention.
Stop multi-tasking! I have seen
magic happen when a leader mutes
their mobile device, shuts off their
computer screen, closes their door,
or stops multi-tasking in any way. 
l  Do something special to
recognize a specific behavior or
result from the previous month.
A few ideas: a handwritten note, an
email of gratitude with no other
agenda items included, or a small
special treat of some sort. 
l  Ask them how satisfied they
are. Brace yourself to learn the
answer on their satisfaction levels
with the job, their relationship with
you, their progress, or opportunities. 
l  Provide ongoing development
opportunities. Find the opportunity
and means for them to sharpen
their skills, stay engaged, and build
relationships with the rest of the
team. There are many options and
price points available for internal,

external, individual, or team
development opportunities. 

These actions move you from
spreadsheet leadership, where your
conversations, focus, and time are
spent on data and metrics, to what
really leverages the investments in
your products, services, tools, and
technology: The people who sell
and serve your customers. 

The actions aren’t technology
based or driven; they are fully under
your control. 

Executing them often doesn’t
cost hard dollars, but the financial
return is strong. It begins with a mind
shift of slowing down to connect,
engage, and equip your team to
succeed. It means real
conversations with the individuals on
the team and a focus on What’s in it
for Them. 

If you are able to do these things
with your customers, I have faith you
can do them with your people. If not,
you can build and strengthen these
coaching and conversation skills. 

Treat your team members,
employees, and reps like your
customers.

It's that easy...and challenging at
the same time. Yet the gains in trust,
belief, commitment, and activity will
drive the results that allow your
sellers, your company, your
customers, and you to all win. And
that’s what we net out and call the
Win4 (win-quad) that builds a
winning team.                                        n
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When leaders treat
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customers, their lives
are made easier and
the ensuing results
become stronger.

So, how do we 
accomplish this?  
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Still need to be convinced about
the effectiveness of adopting a

sales process?
According to a recent study

underwritten by Sales Performance
International (SPI), companies with
a documented sales process were

more than twice as likely to achieve
revenue targets as those that don’t.
Without having a staged and
milestone-centric sales process as
part of your daily operations, you
are likely to experience slower on
boarding, longer sales cycles and

frequent non-decisions.
Without the structure that a

sales process provides, even the
most experienced sales people will
have opportunities fall through the
cracks. As for junior sales people,
they will be more likely to make
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How To Design A Sales Process
That Is Uniquely Yours
Despite compelling evidence that companies with a sales process sell more, many don’t
have a documented one that is consistently executed by everyone. If you don’t have a
sales process, this article will get you started.

George Brontén
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rookie mistakes, such as discussing
price or presenting the solution
before understanding the customer’s
circumstances and desired outcome.

So, what is a sales process?
In complex b2b sales, a sales
process should outline how a
company’s employees help
motivate customers to purchase
products and services (for the
benefit of both). A well-designed
sales process allows the replication
of best practices and improves
sales peoples’ skills while
minimizing risks for both buyer and
seller.

Stages, milestones and
activities
In a broad sense the sales process
consists of three components:
stages, milestones and key
activities. Within this framework,
you will need to gather a lot of
information and intelligence to
understand the customer’s current
situation and ambitions for the
future.

Sales Process Stages
In complex b2b sales, the sales
process stages can look like this:

1.  Segment target customers
2. Prospect & pre-qualify
3.  Engage and build rapport
4. Understand your buyer
5. Position with value and priority
6. Consensus and commitment
7. Deliver on promises
8. Repeat 3-7 

Sales Process Milestones
Once the sales process stages are
outlined (like in the example

above), it is essential to add
milestones that provide an
indication that the opportunity is
moving forward. It’s helpful to take
the buyer’s perspective when
setting milestones. What will they
need to do in order to make their
decision? Examples of such
milestones can be: “decision team
outlined,” “buying process
formulated” and “decision criteria
described.” Enter these milestones
into the stages you have created.

Side-note: forecasting issues?
A massive problem in most sales
organizations is sales forecasting.
Historically, each stage of the sales
pipeline is given a percentage
probability. If the process is
designed without thoughtful
milestones that ensure progress on
the buyer’s side, then the seller who
moves the opportunity forward will
incorrectly raise the probability and
generate incorrect forecast (the
pipeline looks big but most deals
will never come to fruition).

Key Sales Activities
Once you have your stages and the
buyer-focused milestones, it’s
important to add key activities that
help you reach the milestones in

the most effective manner. These
are the actual activities your sales
people will perform, like speaking to
the right people at the right time
about the right things. Examples of
activities can be ”initial exploration
call,” ”web meeting with buying
team,” ”collaborate business case
creation,” ”ROI call with CFO,”
”solution presentation at board
meeting,” etc.

Make a list and place the key
activities where they should be
completed.

Side-note: don’t go crazy
If you describe every single activity,
the process will become
overwhelming, perceived as micro-
management and become difficult
for sales people to execute. A sales
process is not like a recipe to bake
a cake. Provide sales people with
enough leeway to feel autonomous
and be creative within reasonable
boundaries. Nobody wants to be a
robot (At least that I know of :).

Information to be captured in
the sales process
Apart from the stages, milestones
and key activities, the process
should include steps to capture
information that is vital to
understand the possibilities in each
sales opportunity. The type of
information will vary depending on
what you sell, however, there is
some information that should
always s be captured.

Identify the key people
involved
In a business-to-business sale, one
person rarely makes the decision
alone. For instance, an electronics

"A well-designed sales
process allows the
replication of best

practices and improves
sales skills while

minimizing risks for
both buyer and seller."



George Brontén

component company selling to a
car manufacturer will probably need
to involve a purchasing manager,
engineers, financial and legal staff.
When and how do you know that
you have identified all the right
people? Who’s the decision maker
and what‘s an influencer? Failing to
understand the people and politics
involved in the buying decision can
make the deal go south. This is one
reason why the sales process must
tell you when and how stakeholders
should be identified.

Capture timing to ensure
momentum
Time is of absolute essence in
sales. If your customer is not
moving along and you’re not hitting
the required milestones, your sales
opportunity is dead. There may be
lots of activity, but no progress – a
big red warning flag! Too often,
sales people move opportunities
along in the sales process while the
buyer is on another wavelength.
The milestones in the sales process
need to map the buying journey and
you always need to have an agreed
upon next step. Make sure that your
sales process includes appropriate
timing between milestones and
activities. Whatever you do, don’t
lose momentum in your deals, or
rest assured, you’ll have poor sales
results – no matter how fine your
sales process looks on paper.

Understanding the past,
current and future
Many years ago, when attending a
public speaking training session,
the teacher said: “In the absence of
a script, just use past-present-
future. By starting with a story of the

past, follow through to the present
and round off with a future vision.
Can’t go wrong.” This technique
works well to figure out the
motivation of your buyer as well.
Make sure that your process guides
sales people through questioning
that capture the buyer’s perception
of the past, present and future as
well as the context and priority of
the problem and desired outcome.

Know your competition
There is no such thing as “no
competition” and the biggest
contender is the status quo. The
problem you want to help solve may
have been around for years. Work-
arounds have served well enough
not to do anything. Why should
prospects change now? If they’ve
made up their mind to change and
have outlined their ambitions, who
helped form their view of the best
solution? Was it you? If not, it was
probably your competitor… Include
steps to capture the competitive
landscape and know your strengths
and weaknesses against your
competitors.

How many do it right?
Data from the Objective
Management Group shows that
about 10% of nearly 1 million
assessed sales professionals
actually work for a company where
a best-practice sales process is
executed in daily operations. This is
discouraging and needs to be fixed.
I would argue that most companies
can increase their revenues by 20-

30% just by introducing sales
process combined with a simple
methodology and basic sales
coaching.

Learn from wins and losses to
improve the process
Always strive to improve your sales
process. Learn from what is
working and isn’t working. Set aside
time to analyze your wins and
losses and use the knowledge to
encapsulate new success factors
into the process. Only through
learning better execution will you
have an advantage on your
competition. Use your sales
process and methodology to get
ahead, grow with every sale!

From theory to practice
Once you have defined and
mapped your sales process, you
need to put it to work. This is where
you need technology to accommodate
your unique sales process and
visually guide sales people through
it. Make sure to highlight prospects
and deals that need attention so
that coaching or guidance can be
provided to move them along or
close them. Focus your sales team
on making progress, rather than
logging activities.

I’ll close with this thought from
Edward Deming, Quality
Management Guru: ”If you can’t
describe what you’re doing as a
process, you don’t know what
you’re doing.”                                      n
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Every sales manager wants to be
provided with a clearly defined

target. Give them a clear target and
they will hit it. The trouble with
providing them with only one metric
focused on end results, such as “%
of Plan,” is that sales managers can
become very short-term focused.
They will put their effort into chasing
big deals instead of coaching. So
your sales teams aren’t being built
to last.

As I’ve taught sales leaders for
many years, you can’t really
manage results; you can only
manage the system that produces
the results. So here are four
additional “system” metrics that can
focus your sales managers’
attention on aspects of their duties
& responsibilities that will help build
stronger sales teams.

1)  Number of reps on plan –
aka “Team Health”
With this metric you can ensure that
your sales managers focus on
coaching their entire team. One
unsuccessful instinct that many sales
managers have is to focus their time
and attention on chasing big deals.
The trouble is, they then focus their
time and attention on their reps who
are working the largest deals – which
are usually the most experienced “A”
players – the reps who need the least
amount of coaching.

When you measure the # of reps
on plan you send a loud and clear
message to your sales managers to
coach all their reps. That creates
better team health.

2)  New-hire productivity
This measures how fast a sales

manager ramps his/her new-hires.
Define what results you expect of
new hires over their first year on the
job. For example, sales in the three
quarters following their first quarter
(months 4–6, months 7–9, and
months 10–12). Then measure
your sales managers on their new-
hires’ percentage of attainment for
those targets. This will help remind
sales managers that they need to
provide the necessary time and
attention to new hires to ensure
they ramp up to quota quickly.

3)  Number of reps promoted
Any business that wants to grow
must be focused on growing its
future leaders. Perhaps there is no
more important metric than this one
– because it tells you a) how
effective a sales manager is at

As the saying goes, what gets measured gets done. How are you measuring your sales
managers? One metric is, of course, “% of plan.” But you already know that.

4 Crucial Metrics for Measuring
Your Sales Managers



Kevin Davis 

hiring, and b) developing those
people to such a high level that they
are chosen for promotion into a
sales team leader.

4)  Turnover/retention
Some turnover is good. Too much
turnover can be devastating.

You don’t want zero turnover,
because that would indicate that
poor performers are being retained.
Some turnover is good because not
everybody can make the grade with
your company In my sales manager
workshops I often ask managers for
a show of hands: “How many of you
have a rep performing poorly that
you need to do something about?”
Just about every hand in the
audience goes up. Then I ask,
“How long has this situation been
going on?” Ouch! Answers come in

months – even years.
But on the flipside, too much

turnover – and especially the loss of
successful salespeople – can be
devastating to a team. Not only
does the team lose a top producer,
it may be losing its “bell cow”: the
rep that everyone else on the team
follows, because he or she is the
team’s most successful example.

The number 1 reason why
productive salespeople leave an
organization is their relationship
with their immediate supervisor.
Nothing can be more devastating to
a sales team than the departure of
that team’s top performer. This
metric tells you how effective a

sales manager is at creating a sales
culture that experienced
salespeople want to be a part of, as
well as one that weeds out the
rotten apples.

What gets measured gets done
By implementing these additional
four metrics, you will be measuring
the sales management skills that
are most important when trying to
develop sales teams that are “built
to last.” And if you improve these
four metrics, you’ll also improve
that all-important results metric: %
of plan. Now that’s leadership!       n

Kevin Davis is president of TopLine Leadership,
Inc. Find out more by visiting here.

Visit the TSW Sales eLibrary – probably the
largest and most significant resource center
for frontline sales professionals anywhere –
whenever you are seeking inspiration. The
shelves are stocked with every resource
imaginable, including: articles, white papers,
eBooks, webinars, podcasts, books,
interviews etc.

The eLibrary is updated daily by the TSW
editors, so do return often.

The TSW
Sales eLibrary

Visit Now

http://www.toplineleadership.com/
http://topsalesworld.com/sales-library/
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Marketing requires the same
levels of preparation,

especially in today’s selling
landscape. You must consider the
individual buyer’s preferences,
practices, and interests, as well as
their buying environment, your
competitors, your messaging, and

Fishing as a hobby requires skill and patience. You need to
be knowledgeable of and focused on what type of fish
you’re going after, the best location to catch them, what
bait they’ll go for, even the presentation of that bait. You
have to take into consideration weather and water
conditions, and know how they affect the fish each day.

How the Personalization Trend is
Breeding New Marketing Techniques



Doug Winter

more. Fishing for prospects with a
broad net (and throwing back the
ones you don’t want) just doesn’t
cut it anymore. Buyers are
expecting a one-to-one level of
personalization, which can be
considered B2B marketing’s Holy
Grail. B2C marketers seem to have
this down: brick-and-mortar stores
serve push messages to customers
when they’re in certain proximities,
Netflix and Hulu provide on-
demand television, and sites like
Amazon recommend products
based on your search and order
histories. It’s not as simple for B2B
marketers, but certain technologies
are breaking down the barrier.
Marketing automation tools like
Marketo and HubSpot help with
segmenting and personalizing
email correspondences to groups
based on industry, role, and other
preferences. But it can be a huge
challenge for B2B organizations to
provide a completely personalized
interaction with each call and email,
while still remaining efficient and
effective.

This is where account-based
marketing comes in. The term
“account-based marketing” was

coined nearly ten years ago by
ITSMA to define a strategy that
enables marketers to hyper-focus
on a single key sales account.
When small teams of sales and
marketing individuals work together
on one account, they can dedicate
concerted efforts to ensuring that
the customer’s needs and priorities
are addressed through industry-
specific messaging. This type of
approach can be traced back to the
Mad Men days of advertising, when
teams of creative and strategic
individuals would work together on
the perfect pitch to a single client.
But with the development and
prevalence of technology in sales
and marketing organizations, there
are even more opportunities for
companies to get personal. Teams
are now able to quickly profile and
research key accounts, communicate
with clients digitally through
campaigns and email, track and
measure all correspondence, and
create the materials needed for all
sales conversations (both in-person
and digital). This helps teams keep
up with the customer’s expectation
of a personalized sales interaction
every time.

This trend of personalization is
especially important considering
77% of executive buyers claim that
sellers don’t understand their
company’s problems and how they
can help them. Providing a one-on-
one, personal experience
throughout the entire sales cycle is
imperative, and ABM just might be
the answer for some sales

organizations. 
Because marketers are dedicated

to a smaller, more specific group of
prospects or customers, the sky is
really the limit when it comes to
personalization. And when you
have the capabilities to allow sales
reps to customize and share
marketing-approved materials with
these customers, a stronger
relationship develops, sales cycle
shorten, and win rates improve.
When sales reps have easy access
to only the content that is relevant
to their specific opportunity, and
can personalize it for each
interaction, there is decreased risk
of sharing inappropriate or
irrelevant content with prospects.
Combine that with the time
marketing will save by eliminating
the need for one-off customization,
and your account-based teams will
be well on their way to the
marketing Holy Grail.

Personalized, one-to-one
customer interactions are inevitably
going to be the norm very soon.
Account-based marketing is a
circulating trend in providing that
customized, tailored experience to
customers, and may give B2B
organizations the competitive
advantage they are looking for.
Combining this with automated,
customized marketing materials, so
sales reps can personalize every
customer interaction, and you just
might be on your way to marketing’s
Holy Grail of personalization.         n
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Because marketers are
dedicated to a smaller,
more specific group of

prospects or
customers, the sky is
really the limit when

it comes to
personalization. 

http://www.itsma.com/abm/
http://www.seismic.com/blog/post/assessing-sales-collateral-its-time-to-get-personal/
http://www.seismic.com/
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In the daily rush of business, it can
be hard to take time to sit down

and really think about what you’ve
learned from your latest experiences
in making a sale. But it's important
to do a "post-mortem" on every
successful sale to see what lessons
you can learn. Hopefully by taking
some time to wrap up the last sale
and jot down some well-considered
thoughts, you can learn some key
insights and make some specific
plans that will help your next sale
go more smoothly. 

One of the underrated aspects of being a sales person or
making sales as a business owner is that every sale is a
learning process. We have an opportunity to learn
something from every new customer, every conversation,
and every deal closing. We learn from every sale that goes
well, and we especially learn from every sale that falls
apart. The best sales people are relentlessly curious and
open to new ideas and new lessons – the daily work of
building relationships and making sales is what really helps
us get better at what we do. 

What Did You Learn from Your
Last Sale?



Gregg Schwartz

Here are some questions to ask
yourself (and answer, in writing) as
part of a successful sale's post-
mortem: 

1.  What went well, and what
didn’t go well? What were our
biggest challenges in closing
this deal? 

Make notes about which aspects of
the sale went well – was the client
particularly receptive to certain
presentations or key points? Did
the customer object or hesitate
about certain aspects of your
solution or pricing that most other
buyers have not mentioned or
cared about? Sometimes these
outlier objections can point the way
to things that you need to change or

improve for future sales
conversations. 

2.  Did we have any big surprises
along the way? Unexpected
stakeholders asking to be
involved, last minute hesitation
or foot-dragging by the buyer?

What surprised you about this sale?
The best, most experienced sales
people can often see a sale taking
shape before it even happens – but
even the most grizzled veterans of
the sales business can still get
surprised now and then. Customers
are people, and people are often
unpredictable. Did you have to
adapt your sales presentation at
some point to relieve the concerns
of stakeholders (different
departments within the buyer’s
organization, etc.) that you had not
anticipated? Sometimes these
“surprise” stakeholder
conversations can give you a fuller
picture of how your solution fits into
the client’s business. And then you
can take this knowledge into future
sales conversations, by feeling

better prepared to make the case for
how your solution can help. 
3.  What were the buyer's key
emotional objections or sticking
points? Skepticism about ROI?
Worries about implementation?
What did the buyer most want to
be reassured about?

In the end, B2B buyers are not
“businesses,” they’re people. And
people are governed by our emotions.
Of course, you need to have your
numbers in order and present a
compelling case for ROI, and have
the technical knowledge to show the
buyer that you are trustworthy. But in
the end, buyers want to be reassured
and feel confident and comfortable
working with you and buying from
you. Make a few notes about
whatever it was that was holding this
buyer back – what emotional
objections or emotional issues from
the buyer did you have to overcome to
make this sale? How did you do it?
How did the conversation go? 

Ideally, by doing a post-mortem on
every successful sale, you are
building a bigger body of knowledge
that can be used to hone your sales
skills and train your sales team to
continually get more efficient and
making sales. One of the great things
about working in sales is that it’s a
dynamic, relationship-driven business
where we are constantly learning.
There are lots of lessons to be learned
from every sale. The more you learn,
the more you'll sell.                                n
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Sometimes these
“surprise” stakeholder
conversations can give
you a fuller picture of
how your solution fits

into the client’s
business. 
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MHI Global Sales Leadership Forum 
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Management Behaviours that Drive Sales Success

Sales management has long been recognised as one of the toughest, yet most critical roles within B2B sales. With
the greatest influence on improving sales performance and driving growth, an effective sales leader is instrumental
to an organisation’s success.
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2015 Top Sales Academy
Next Session Released on May 15th

Unless all your prospects are beating a path to your
door, you will need to proactively prospect to fill your
pipeline with enough of the right prospect to convert
them to buyers and exceed quota. There is no old
school vs. new school, there is just do you have
enough prospects to make goal. This session
explores proven ways to engage with prospects and
tools that help you do it consistently.

FREE Registration for Academy Here

Proactive Prospecting
Tibor Shanto

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


2015 Top Sales Academy

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

July 3rd Linda Richardson
“Changing the Sales Conversation:
Insights > Ideas > Solutions”

May 22nd Dr Tony Alessandra
"Collaborative Selling" 

May 15th Tibor Shanto
“Proactive Prospecting”

June 5th Tamara Schenk
Frontline Sales Manager’s Dilemma –
Coach, Leader and Business Manager” 

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

May 29th Ken Thoreson
"Sales Leadership: 
Creating Predictable Revenue"

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!

May/June Timetable

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


Top Sales Article & Blog Posts

Sales Management: The need for
creativity!

This past week I had opportunity to
work with a great client at their
worldwide sales conference in
Miami. During the two days, I spent
several hours with their sales
management team and four hours
with their salespeople, they have a
great sales culture and you could
feel the attitude in the room.  In the
post meeting evaluations several
reactions to the programs came
out:  1) The importance of
understanding the various
personality styles, 2) The need to

be “greedy with your time/Time
Management and 3) the fact that an
individual’s creativity can be
learned or enhanced.  Past blogs
and our monthly newsletters have
covered personality styles and time
management so this week I thought
I would address creativity.

There is no question about it, top
performers are more creative that
your average salespeople. They
seem to come up with unique ideas
to prospect, find ways to enhance
client relationships and they close
more effectively. Sales leadership
requires creativity as well, sales ...

It’s called an elevator pitch, a 30
second commercial and a value
proposition.    Whatever you choose
as a name, the goal is the same:
deliver a statement that quickly
engages your prospect’s interest
and desire to continue a sales
conversation.

Value propositions are one of
the most important selling tools a
sales organization can develop and
hone.  A poorly crafted value
proposition quickly leads to a
‘what’s your price or we already
have a resource’ objection.
Unfortunately, there are a lot of

mediocre value propositions being
used by salespeople, e.g., “We
have a national footprint, we do
this, this and this.” 

Here are two tips to help
improve your value propositions
and open up value sales
conversations. 

#1:  Sell emotion, not logic.  Most
value propositions are focused on
what the company or product does,
with the emphasis on the positive
features and benefits of the product
or service.  Research shows that ...

Read More Here u

Read More Here u
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This Week’s Top Sales Article
Sales Management: The need for creativity!
by Ken Thoreson

This Week’s Top Sales Blog Post
Two Reasons Your Value Proposition Has No Value
by Colleen Stanley
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http://www.salesleadershipdevelopment.com/blog/two-reasons-your-value-proposition-has-no-value
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