


Remember the sheer terror the
first time Dad let go and you

cycled off on your own? Your first day
at school, and the horror when Mum
finally released that hand which was
gripping hers so tightly and walked
away? The first goal you scored, the
elation and pride? That first exam
passed and feeling you had it
cracked? Your first date, and the
relief when they showed up? First
kiss - was it worth the wait? I could go
on, but I think you get the gist.

We always remember the first
time somehow, but our customers
are different - they always remember
the last time… They remember their
last interaction with us, and compare
it with the first!

I do write a lot about customer
focus, simply because my perception
is that 80% of companies fail to
recognize it as a critical issue and,
as a consequence, continually leave
money on the table.

Yesterday for example, I made a
list of all the companies that I buy
from regularly - these are the
organizations that have earned my

loyalty, and I decided to assess
them using fairly loose criteria such
as quality of goods/service,
consistency, responsiveness, etc.
Then I added maintenance of our
relationship. I also paid great attention
to my last contact with all of them,
because it doesn't matter if the
previous ten experiences were
pleasurable, it is always the last one
that is remembered…

My list was quite extensive,
which surprised me a little, and
maybe inevitably it appeared that
the more expensive or exclusive,
the better the service. Who was it
that said You get what you pay for?
But I added in my favorite hotels and
restaurants, and these certainly were
not top of the range, but nevertheless
meet my needs perfectly.

Something that I did discover -
which didn't surprise me very much-
was that the suppliers that came
bottom on my survey had all moved
their call and support centres to the
Far East - specifically India. And
also that IT and Telecommunications
suppliers were by far the worst in

terms of accessibility. For example, I
tried for almost an hour the other
day to pay a cell phone bill and
eventually gave up!

What all of us should never
forget is that the right to do business
has to be continually earned and
never assumed. This is where the
companies that scored highly in my
survey excelled.

It has been suggested that, as
customers, we simply need “The
Five Rights:”
l  The right product or solution 
l  At the right price 
l  Delivered to the right place
l  At the right time 
l  In the right way
But I would like to add, every time -
because whilst we all value
responsiveness, we value reliability
more. Do make your next contact
with your customer the one they
remember most!

Jonathan Farrington,
CEO Top Sales World
Catch Jonathan's award winning
blog here - The JF Blogit
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Technology has rewritten the
sales experience for sellers and

buyers. The changes have been so
dramatic that many of the sales
methodologies that were highly
effective just a short time ago are
obsolete - and many will actually
hurt sales.

Despite the magnitude of change,
Consultative Selling remains

I am often asked if Consultative Selling is still relevant.
When Consultative Selling (customer-need based selling)
became the predominant mode of selling starting in the
mid 1970s, we thought it was the Golden Age of Selling.
What could be better than customized win-win solutions?
We thought we hit the “target” perfectly.  But — the
target moved...

Selling with Insight:  It’s NOT
Sales 101



Linda Richardson

relevant because understanding
customer needs remains relevant.
The big difference is that what
customers need from salespeople
has changed. Consultative Selling
has not been replaced - it is still the
foundation, but it does not go far
enough. It is extended. It is not just
how you sell, but what you sell, that
must change. Before we consider
the how and what, let’s think about
why there is an urgency to change?

Why Insights in the Current
Sales Environment
Customers today have
unprecedented access to information
and options. They are busy on-line
doing research. They are laser
focused on achieving business
outcomes. To make a purchase,
they want proof of value in financial
terms. They are harder to reach.
They are influenced by peers,
product reviews, and references.

Some corners of the sales
performance industry think this
means customers don’t need you.
Think again. We have all heard
from CEB that customers are
through 57% of their buying cycle
before speaking with a
salesperson. Some say as high as
70%. This data is several years old.
And while it is true that 67% of
customers begin their buying
journey with on-line searches, that
does not mean they are not at the
same time reaching out to
salespeople. 

Hot off the press research from
SiriusDecisions contradicts the idea
that customers are at least half way
through their buying cycle before
speaking with a salesperson. In its
survey of 1000 B2B customers in

complex B2B purchase decisions
within the past 6 months, Sirius
found that B2B buyers interact
with salespeople at every stage
of the buyer’s journey. This
certainly challenges the theory that
customers don’t need salespeople. 

These seeming contradictions
stem from two simultaneous trends
in buying patterns: simple customer
decision making, in which customers
know the answer, today no longer
go through a relationship with a
salesperson. Instead, most often
that kind of transactional sales is
handled entirely by the marketing
function that is given a sales target.
Marketing is taking over this kind of
sale, as it should, and this is the
sale they are talking about when
they say selling, as we know it, is
dead. But real selling, in which
customers seek answers (from a
variety of sources including
salespeople), and where challenges
are complex and varied, requires
that salespeople work closely with
customers and are intimately
involved all along the buying chain
in every single step.

What the SiriusDecisions
research shows is that salespeople
still matter. In complex buying
decisions, the customers’ need for
help from salespeople has grown.
However, it has decreased for the
simple sale. To be sure, customers
come to the sale armed with
information. But they are also
looking for information and value
insights. Because there is so much
information available to customers,
salespeople who bring expertise,
introduce ideas, provide a new
perspective, and help customers
sort the music from the noise, will

be the ones who are rewarded.
What it takes to sell to today’s

customer exceeds anything asked
of salespeople before. Customers
are busy in a community of
conversations, and it is your job as
a salesperson to join in and ADD
value to their conversations.

To complicate matters, much of
your customer contact has shifted
from face-to-face to telephone and
email - except for key parts of the
sale. You must not only find your
customers and identify customers’
early patterns of interest, but you
must help them find you by how to
brand yourself. And on top of all
this, you are selling against “silent
voices” - voices that are silent to
you. In the past, you knew who your
competitors were and what they
said about themselves and even
about you. Tools like LinkedIn and
Twitter are conversation machines
and customers are tuned in and
actively participate. Unless you
follow whom your customers follow,
read what they read, and engage
with them where they live, and find
new ways to gather information
from them, you will not understand
what is influencing their thinking.
Without this knowledge, you are
selling in the dark.

So what can you bring to the
conversation that your B2B
customers don’t already know that
will help them grow their
businesses? That is where insights
come in. 

Insights: Seeing from Within
Just about everywhere you turn in
selling you hear about the
importance of bringing insights to
your customers. And rightly so,
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because insights are a mind-
sparking tool through which you
can bring value to knowledgeable
customers. 

An insight is just that: a sight
from within. Insights provide a
deeper understanding of a problem
and offer a path from idea to a
solution. They are what make light
bulbs go off. When you share an
insight, you bring two points
together to trigger new thinking.
Insights move customers to
question the status quo, explore
making a change, and enable you
to help customers make better
decisions. Insights are not ideas,
they are not solutions, but they
pave the way for ideas and
solutions. They position you on the
same side of the table with your
customer as a problem solver.

Research, knowledge and
experience fuel insights. So does
intuition and creativity, and that is
the magic part. You can develop
insight more easily today, because
there are more diagnostic tools.
You must develop insights today,
because customers demand
them.

In seminars, participants are
surprised to see how quickly, with a
few searches on their cell phones
about their customers’ business
challenges, they are able to find
data that they can use to craft
insights. Once they identify
insights, they enthusiastically share
them with each other.

Insights introduce topics and
issues that you believe are (or
should be) a priority for your
customer. They are a great way to
start a conversation, because they
allow you to show customers you

know their world, you have been
thinking about them, and likely have
something that will help them solve
a problem. Insights can focus on an
issue that is not on the customer’s
agenda where you believe you can
add value, or on an issue already
on a customer’s agenda, by
broadening his or her perspective. 

Most importantly, insights help
you engage customers at the
business challenge, not the product,
level. Insights aren’t confined to
starting the sales conversation. As
you learn more, you can share
additional insights to continue
adding value to move the sale
forward. 

Insights Are Not Sales 101 
While finding the data to craft
insights may be relatively easy with
research at your fingertips,
executing insights can be difficult -
but well worth the effort. There are
two major challenges surrounding
insights in sales. The first, and
lesser problem, is where to gain
information needed for insights.
The second is how to construct
them. 

Developing an insight takes
effort. There is absolutely no
excuse with search, alert tools and
apps, not to build deep and current
industry, company, and stakeholder
knowledge, which form the basis for
developing relevant insight.
Experience and knowledge sharing
add to the mix. It takes putting
together the business challenge
and the data, experience, intuition,
and appropriating ideas that make
light bulbs go off. Certainly, it is
more challenging for salespeople
who cover multiple industries with

broad product lines, but there is no
escaping the need for you to bring
expertise to your customers,
directly or through your team, in the
form of insights, knowledge
sharing, and ideas. 

With that said, you shouldn’t be
alone in building expertise and
developing insights. Another
important role for marketing is
disseminating enticing content, not
only to customers but also to the
sales force. Marketing’s role cannot
be overstated. Ralph Lauren
expressed it clearly: “What was
three years ago is not how the
world is running anymore. If I don’t
have my marketing people up and
running, I don’t have anything. They
must be ready before the product
is here.” Marketing should be
hand-feeding insights to make
you smarter, save you time, and
help you add value to your
customers. 

An Insight Template
There are steps you can take to
develop relevant insights: 

l  Start with Your Customer’s
Business Challenge — leverage
your experience, research, and
knowledge to focus the
conversation on the business issue
you believe the customer is
concerned about, or should be
concerned about, that leads to your
organization’s strength.

“I’ve been thinking about your….” or
“Some of our customers are finding
(or focusing on)…”

l  Articulate Your Insight/Validate
with Data — based on your
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research, experience, intuition, you
teach/introduce a relevant issue
that is not on the customer’s
agenda or trigger new thinking
about something already on the
customer’s agenda that challenges
the status quo.

“Forrester research has found
that….”

l  Make It Real with a Success
Story — share a concise, credible
success story ideally with quantified
outcome.

“Our customer was experiencing…
(problem). We worked with them
to… (quantified result)”

l  Ask a Question to Gain
Customer’s Experience or
Perspective — learn how your
customer feels about the insight -
do not ask for commitment.

“I would like to understand what
your experience (or What is your
perception of… (the insight you
shared)?”

The fourth step is a critical one. The
big question is how does the
customer perceive the insight? If
the customer doesn’t find it
insightful, it is not an insight — at
least for this customer. The
customer’s feedback on the insight
has equal weight with the insight
itself. You must find out if this is this
something the customer has thought
about or rejected, are there political
obstacles, is there a deep-seated
bias against it? And so on. 

I consistently see how hard it is
for salespeople to actually share

their hard earned insights with
customers. Invariably they turn
insight sharing, which is designed
to put them on the same side of the
table as a business colleague, into
a sales pitch. They make two
mistakes: in the second stage of the
template, the insight sharing stage,
they pitch their idea instead of
supporting it with data. For
example, they start to pitch their
offering (“Our system provides…
which …) instead of validating the
insight with research (A recent
study by … show that … with a 10%
increase in…). In the fourth stage of
the template, customer’s perception,
they ask a question to get
commitment (What are your thought
on using … for your organization?)
Instead of asking a question to get
feedback and open up the business
challenge dialogue (What is your
perception of? or What has been
your experience with…?). 

The Trap
Delivering insights takes confident
delivery. But there is a trap. It is
important to recognize that, as
David Brooks points out, “biases
and overconfidence tendencies are
infused into our nature”(and don’t
forget your customers’ too). Insights
you bring are part of the canvas, but
you need the landscape view. 

All of the preparation and
expertise can lead you to think you
have the answer. Rather than the
answer, what you actually have is a
conceptual framework that is a
theory that must be tested.

Confidence and knowledge can
easily drift into assumptions and,
worse yet, arrogance. Collaborative
confidence is needed to engage the
customer in the open and honest
dialogue that customers are pining
for. You must invite customers to
share their reactions to the insights,
and then follow that up with
informed questions to really
understand the business challenge
such as the outcome is the
customer looking for, what must be
in place for that outcome to be
achieved, who in the company
would be impacted by a change
and so on… before understanding
and probing a sales opportunity.
When that happens, you are
engaging in a business conversation
between equals. When insights are
relevant and lead to your strength,
you are on your way to opening the
door to a sales opportunity. 

Sell with Insights
Insights can help you succeed in
the new sales environment. This
new environment raises the value
of expertise, research and data —
all translated into insights, ideas
and solutions. If you are in even
moderately complex B2B sales,
your customers need you. Identify
their business challenges and do
the hard work it takes to solve them.

Based on Linda’s book, Changing
the Sales Conversation, January,
2015                                                    n
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Chief Sales Officers are the
latest addition to the C-Suite.

These professionals have the
strategic mindset required to
execute in the most complex

markets. They have an enterprise
perspective, collaborative instinct,
and savvy leadership skills.

Is it time to step-up and add a
CSO to your organization? Or is a

VP of Sales exactly what your
organization needs right now?

In this post, I'll give you a
framework for making the CSO vs.
VP of Sales decision. We'll also
give you a tool that will help you
assess your current sales leader.

How Complexity Guides Sales
Leadership Decisions
The first step is to understand the
complexity of your business
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The pace of change in your marketplace is accelerating.
The ability to embrace and respond to complex markets is
a competitive advantage. It used to be that a good VP of
Sales had the competency to grow sales in most
situations.  But, this isn't always the case.

Do You Need a Chief Sales Officer to
Accelerate Sales Growth? Consider
This First

Greg Alexander
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environment.
The more complex your business,

the more likely it is you need a
CSO. The next section will dive
deeper into this. 

But before you read on, find out
where your company stands with
these questions.

How many markets do you
compete in?
A. Multiple
B. 1 or 2

If you chose A, you may need a
CSO. If you chose B, a VP of Sales
may be your best bet.

CSO or VP of Sales? Making the
right call is critical to accelerating
revenue growth.

If you are selling solutions to a
single market, the precision of a VP
of Sales is ideal. However, if you
are selling to multiple markets,
each will need a unique strategy.
And strategy is where a CSO
excels.

How many industry verticals
does your company participate in?
A. You have a unique set of
offerings that target multiple
specific verticals
B. You sell to a single industry
vertical

If you chose A, you may need a
CSO. If you chose B, a VP of Sales
may be your best bet.

Each vertical will require a
unique set of offerings. To better
target multiple verticals, a strategic-
minded CSO is ideal.

How broad is your line of
products?
A. You have a catalog of products
and services, and often bundle
them
B. You sell a single product

If you chose A, you may need a

CSO. If you chose B, a VP of Sales
may be your best bet.

If your company is focused on a
single product, consider a VP of
Sales. His tactical laser-focus is
better suited to beating narrow (not
broad) competition. He excels in
competing fiercely with one or two
specific, well-understood competitors.

How many competitors do you
have?
A. Many – this is a hypercompetitive
field
B. Very few

If you chose A, you may need a
CSO. If you chose B, a VP of Sales
may be your best bet.

The smaller the number of
competitors you have, the better
you understand them. Tactics and
execution are keys to overcoming
narrow competition. This is where a
VP of Sales can help.

What is your overall organizational
model?
A. Matrix: you participate in multiple
vertical markets, and your sales
organization supports them
horizontally
B. Simple organizational structure

If you chose A, you may need a
CSO. If you chose B, a VP of Sales
may be your best bet.

Each vertical market is going to
require a unique sales strategy. To
manage this, most complex
organizations are supported by
business units. To create strategies
for each unit and each channel
partner, CSO expertise is required.

How many sales channels does
your company have?
A. Multiple channels, such as
direct, resale, distributors, OEM
partners
B. A single channel

If you chose A, you may need a
CSO. If you chose B, a VP of Sales
may be your best bet.

Once again, complexity points
the way to a CSO. Each channel
will require a different strategy, and
CSOs are best suited for this
approach.

The Connection Between
Complexity and the Need for a
CSO
The split between strategy and
execution changes dramatically as
complexity increases. The more
complex your business is, the more
focus needs to shift to strategy.

A CSO is focused 80% on
strategy and 20% on tactics
(execution). With advanced
experience and strategic thinking, a
CSO can handle the many moving
pieces.

A CSO understands how change
ripples throughout an organization.
They understand how decisions
affect organizations, markets,
product lines, competitors and
business units.

A CSO is also gifted at
collaborating with fellow executive
leaders. They know how to bring
the entire organization along with
them. They also know not to
necessarily listen to the loudest
voice. Rather, they focus on the
growth markets and allocate sales
resources accordingly.

A VP of Sales has single-minded
focus on execution in the present.
But a CSO thinks several steps
ahead, handling sales strategy like
a chess game.

Consider this:
Do you know which type of

leader you currently have? What
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capabilities do they have and which
role are they suited for? It may be
helpful to assess your current sales
leader's capabilities. Use our Sales
Leader Competency Guide to
understand your sales leaders'
strengths and skill gaps. 

You can download the Sales
Leader Competency Guide here: 

CEOs, Watch Out for These
Pitfalls
There are three common pitfalls
that many CEOs fall into when
establishing sales leadership.
Watch out for these to avoid
misaligning your sales organization
with the wrong leadership.

1.  Not understanding the difference
between the roles of CSO and VP
of Sales. Don’t rely on recruiters to

know this. They are generalists.
Read this blog post to understand
the differences and educate
yourself. It may save you from
implementing the wrong
organizational structure as your
company grows.

2.  Being off on the compensation.
Offering a VP of Sales a CSO title to
compensate for lower pay is a
mistake. That VP’s tactical expertise
won’t align to the huge strategic
responsibility of a CSO. This is
setting the leader up for failure.
Instead, choose someone with
proven CSO competency and
experience.

3.  Interviewing a downsized
candidate from a big company.
Though the candidate has CSO
experience, it won’t scale down to
your smaller business. He is used
to having VPs reporting to him, not
directors and managers. He’ll have
to use muscles he hasn’t used in a
long time.

If your company has grown
complex, it might be time to
consider hiring a CSO. But don’t
make this decision lightly. Read
more posts like this one to get
information from the trenches.       n

Greg Alexander is CEO at Sales Benchmark Index.
Find out more by visiting here.

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

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

http://www.salesbenchmarkindex.com/sales-leader-competency-guide-sbi-2015
http://www.salesbenchmarkindex.com
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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We’re inspired by narratives
woven by indomitable spirits

like Venezuelan runner, Maickel
Melamed, who despite a severe
mobility impairment caused by
muscular dystrophy, persisted
through thunderstorms and
torrential downpours to finish the
Boston Marathon. We follow our
teams through wins and losses,

year after year, to find our own
inspiration, motivation, direction
and role models.

In sales, we look to trends
among World-Class Sales
Performers and market movers for
similar inspiration and example. For
the past 12 years, the MHI
Research Institute has undertaken
the MHI Sales Best Practices Study

to learn more about the behaviors,
attributes and performance of
World-Class Sales Performers.
What is it that makes them great at
what they do? And how do they
maintain consistently high levels of
performance, season after season?

The MHI Sales Best Practices
Study identifies the behaviors of
World-Class Sales Performers and
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John Riley

Strides Ahead: Building Sales
Performance Through Insight,
Teamwork, and Accountability
Stories of athletes and sports figures capture our imaginations and our hearts. We are
riveted by stories like that of U.S. Olympic gymnast Kerri Strug, who famously, and
painfully, injured her ankle during the all-important final rotation at the 1996 Atlanta
Olympics, yet still landed her crucial second-attempt vault to clinch the gold medal. 
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connected them to attributes to
define a high-performance sales
culture.

Customer Core: Know Your
Customer
Successful athletes know the
importance of warming up, but they
also understand the need to fine-
tune a warm-up, specifically for
what they want to accomplish that
day, as well as for their current
physical condition. 

Similarly, skipping the sales
warm-up can have costly mistakes
for a salesperson. Jumping into a
sales pitch with, “Here’s what our
product can do, and here’s why it’s
great. How many would you like to
order?” signals a lack of interest in
the client’s concern. Research
clearly proves that top-performing
sales professionals provide
perspective by learning about the
customer’s reality. They find links
between a customer’s specific
vision or challenge, to their product
or service, enabling successful
business outcomes that help clients
achieve their vision or overcome
their challenge. 

The professional athlete
responds “in the moment” to the
reality of their situation. They have
trained hard to be able to adjust to
the reality of their environment. 

When sales professionals
provide perspective, they build on
their sales competencies, business
acumen and experience with their
knowledge about each customer.
They understand how to put their
hours of practice and heroic effort
into high gear and apply strategies
and essential skills that win the
sale.

Collaboration: Rely On Your
Team
When it comes to winning, team
sports clearly illustrate the
importance of collaboration. Even
individual sports favor athletes that
have a team behind the individual:
coaches, practice partners,
physical therapists, trainers,
medical staff, and nutritionists.
Each of these partners plays an
important role in helping athletes
perform at their best. This team
works together to craft a strategy
that integrates a support network
into a plan best suited for the
physical and motivational needs of
the athlete.

For professional salespeople,
conscious collaboration begins with
the customer. Top sales teams work
closely with their customers to gain
clarity on the business issues
fueling or inhibiting their growth.
Clarity resides in understanding the
competitive landscape the client
operates, understanding the client’s
customers, and understanding the
client’s culture. Armed with these
insights, world-class salespeople
work across many dimensions to
adapt the solution to fit the
customers’ needs. 

Calibrating for Success: Know
What It Takes
Devoted athletes know what it
takes to win, whether that means
beating their personal best or
transcending a world record. Their
efforts are focused on these goals,
on a daily basis: measuring their
fastest speeds, the velocity of their
top throws, or numbers of goals
saved versus shots on goal.

For high-performing salespeople,

knowing what it takes to succeed
means holding themselves
accountable to daily disciplines,
making sure they keep current with
product updates and new value
propositions. Additionally, they work
tirelessly to become masters of
customer engagement. They hold
themselves accountable for their
customers’ results and follow
through with clients to review the
results of implemented solutions.

Salespeople rely on their
frontline sales manager (FSM) to
assist in setting performance
standards, goals and expectations,
and the FSM relies on salespeople
for timely and accurate business
results. Continuous coaching,
dialogue, and collaboration between
the salesperson and FSM foster
World-Class sales skill mastery.

In sales, just as in sports, there
are winners and there’s everybody
else. To stay ahead of the field
takes a commitment to understanding
the rules, learning what defines
winning strategy and being driven
by a commitment to, or obsession
for, performance.

Companies that win in sales
understand the importance of
putting customers at the core.
Collaboration and calibration mean
taking action, and the research tells
exactly this story. 

The Need for Training
A Forbes Corporate Learning study
revealed that U.S. spending on
training grew by 15 percent, the
highest growth rate in seven years.
To help their salespeople and sales
managers develop the skills they
need, top companies invest in their
people, so that they can develop



John Riley

the perspective, behaviors or skills,
team focus and drive to perform
that are definitive in separating
World-Class Sales Performers from
the rest. 

The inspiration to reach that
level of top sales performance can
be easy to find, but difficult to
realize. Training is a key factor in
organizations actualizing potential
and differentiating themselves as
world class. 

MHI Global’s Professional
Selling Skills® programs provide
salespeople with essential
customer-focused conversation
skills, allowing them to fulfill their
potential as world-class sales
professionals. Equipped to build
relationships with their customers
that lead to mutually beneficial
sales outcomes, they master

collaboration techniques that
connect to and engage the
customer. Through training with
MHI Global’s Professional Selling
Skills®, top sales teams learn to
adapt to each customer’s reality
and provide perspective that is
unique to each customer’s situation
and challenges. Sales teams
become focused on tailoring
solutions that meet the specific
needs of each individual customer,
thereby helping them to succeed in
their context. True sales
professionals care about their
customers’ results. 

Achieving a world-class status

requires the support of - and
coaching by - sales managers. The
Professional Sales Coaching®

program equips these key
members of your sales organization
with the skills, tools, and strategies
they need so that the salesperson
and sales manager can work
together to deliver the results to
take your organization to new
heights of success.

Contact us here to find out more
about the Professional Selling
Skills® portfolio and the MHI Sales
Best Practices Study.                        n

John Riley is the Vice President – US Sales, MHI
Global. 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

mailto:SalesPerformance@mhiglobal.com
http://www.mhiglobal.com
http://topsalesworld.com/sales-library/
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Trouble is, even if you have one it
won’t be for long, competitors

will find a way to match your prices
or copy your technical innovation
and then where is your competitive
advantage?

We can’t win new business
without a USP
I was running a training session this
week and the Sales People in the
room complained about their lack of
USPs. They are in the wholesale

business and supply restaurants
and hotels with everything they
need from ingredients to cleaning
materials. In their business there is
really no scope for a USP,
multinational suppliers define
product pricing, the costs of
distribution are pretty much the
same for everyone, all suppliers
have good IT and friendly staff so
the chance of doing something

A Unique Selling Proposition is what every Sales Person
wants - that killer argument that makes your proposition
irresistible. 

Look in The Mirror – There’s Your USP



Phil Kreindler

really different is pretty slim.
The MD listened to the moaning.

He stood up and told his Sales
Team what the USP for their
company was – them. The Sales
Professionals in the room were the
main reason customers chose to do
business with them, rather than the
competition. He went on to ask me
what the USP of Infoteam was and I
had to admit that we had few, if any.
But he said there was a clear
differentiator between us and the
other Sales Training companies he
had spoken to. It was the initial
meeting where we had challenged
the way they work that made us
stand out. 

That meeting
In that meeting we had been told
that all their competitors offered a
similar level of products, services,
IT support and personal service. All
their new business was won by
responding to tender processes
and they won around 1 in 8 – which
seemed low to me. I asked them to
show me an example and what they
intended to do in this case and he
said the same thing – hoping for a
better outcome. I suggested they
write to the person who issued the
tender asking for a meeting to
discuss his needs and scoped out
the email there and then.

How you sell is why you win
In industries where there aren’t any
USPs, having a good Sales
Process and using it in the best
possible way is what it takes to
improve your hit rate. Without going
into every aspect of the Sales
Process, here are a few things that
can make you stand out and help

you to become the USP.

Be an expert in your
customers business
When we interview our customer’s
customers we are told repeatedly
that they expect Sales
Professionals to know about their
business and industry and that they
become very impatient when they
have to explain what they do. The
research you do before an initial
meeting and the way you ask
questions will make you stand out.

Challenge customers
If, as in the meeting I described
above, the customer is clearly
doing something that doesn’t work
– challenge them. But make sure
you can offer an alternative way of
working that will deliver results.

Help the customer sell
internally
It’s rare you can meet all the final
decision makers and influencers so
you will have to depend on your
customer to sell internally. The
more support you can give them the
more you will distinguish yourself.

Don’t claim – demonstrate
Samples of deliverables or doing a
piece of work make far more impact
than an empty claim.

Be responsive
Possibly the single most important
thing you can do. It gives your
prospect a preview of what it will be
like working with you in the future.

You are the USP
The tighter the competition in the
marketplace the more important the
Sales Professional becomes.
Conversations with you earn the
prospect’s trust – it becomes like
driving a prestige car or sitting in
business class on a prestige airline.
Expectations of you will be high, but
customers will want to work with
you.

Questions to ask yourself
1.  Does the product or service you
sell have a clear USP?
2.  Are you doing the same thing as
usual but hoping for better results?
3.  Have you thought of all the ways
you can use your Sales Process to
differentiate yourself from the
competition?                                        n
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Philip Kreindler is the CEO of Infoteam Consulting.
Find out more by visiting here.

The MD listened to the
moaning. He stood up

and told his Sales
Team what the USP for

their company was –
them. The Sales

Professionals in the
room were the main

reason customers
chose to do business

with them, rather than
the competition. 
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The boss says or thinks
something like, “Let’s appoint

anyone who might know something
about this issue.” Or, even more
likely, “Grab anybody who’s got a
stake in this thing.”

Organizations, of course, love
such groups because when they
work, they can improve coordination,
help employees feel more involved,
and maybe even spur innovation.
However, when they flop—or, more
commonly, just lapse into

mediocrity—they can drain an
organization of its vitality and leave a
legacy of posturing, power struggles,
and misunderstandings.

Designing a Group
We naively assume any group can
automatically be a team. However,
one of the biggest reasons that
teams misfire is that personality
differences are ignored.

If, when you create a team, you
employ knowledge of the four
behavioral styles, you greatly improve
its chances for success. You need to
take into account that there are
natural allies and antagonists among
the styles and also that each style
functions best at a different phase in
the life cycle of a team.

The Natural Cycle of Groups 
Work groups typically follow a cycle,
just like the organizations which
spawn them. They face predictable

obstacles, rise to the occasion or fail,
and as a result, either evolve or
deteriorate. At every stage in that
cycle, each of the various behavioral
styles can be a help or a hindrance.

Phase One: Finding Focus
Any new group, at first, gropes to
find its focus. Members think: Is this
going to be worth the effort? Is this
going to be a useful team that can
get things done?

In addition, each member at this
point is seeking to define his or her
role. They silently ask: Do I fit in
here, or am I an outsider? Am I going
to be an important member of this
group with real input, or am I just
here for appearances? Is this going
to waste my time?

Conscientious Styles and
Dominance Styles can be especially
helpful during this first phase. They
are both skilled at getting to the heart
of matters, though in different ways.

If the challenges the group faces
are intellectually complex, the
Conscientious Style will be in his
element. Because they are so good
at reasoned analysis on tasks,
Conscientious Styles can help clarify
the mission and give the team focus.

Similarly, if the main hurdle the
group faces is more of a conflict—
say, a history of discord among
members and/or a split over its
goals—a Dominance Style likely will
shine. In fact, the group may be
yearning for just a strong leader who
can tell the warring members to quit
butting heads and either commit, or
leave. That is a situation ready-
made for the Dominance Style.

In either case, those with these
two behavioral styles may be able to
get the group to psychologically buy

“Round up the usual
suspects,” the gendarme
ordered in the famous line
from the movie Casablanca.
And frequently, that is how
executives think when they
create teams, committees,
or task forces. 

Using Disc Styles To Build
Teams That Work



Dr. Tony Alessandra

into the idea of moving forward
together, to convince the team that
progress will be possible.

Phase Two: Facing the Realities
While a tough-minded Conscientious
Style or Dominance Style may get
the group going, this stormy second
stage often cries out for the buoyant
optimism of the Interactive Styles.
Their friendly, informal brand of
leadership can send out a strong,
clear signal that this group can work
together and make things better for
everybody.

A people-oriented approach is
needed at this stage because at this
point that reality often intrudes. The
group may begin to see how difficult
its task really is, how little time and
resources are available, and how
members may need to settle for a
half a loaf rather than a stunning
breakthrough.

All these factors can breed
frustration, confusion, and
disillusionment. This is when it will
be decided if the group tackles the
real issues in meaningful ways, or is
mired in its own internal power
struggle. That is why Interactive
Styles, who are good at smoothing
over rough edges and encouraging
all to share their thoughts and
feelings, can be a key here.

Many groups, of course, never
transcend this them-versus-us
mindset. They continue to silently
debate: Who is the top dog? Such a
team is not likely to accomplish
much. Instead, members will
continuously collide with one another,
limiting themselves as a team and
as individuals.

However, if the Interactive Style,
with his or her upbeat attitude and

people skills, can get the members
to quit keeping score, they may yet
learn to work together.

Phase Three: Coming Together
Cooperation and collaboration
become increasingly apparent, and
it is now that Steadiness Styles can
help meld individual differences into
group progress because they are
especially good at coalescing
differing views.

By opening their hearts and
heads to one another, the Steadiness
Styles can blend the discordant
elements into more of a single
melody. The team begins to narrow
the gap between what it earlier said
it wanted to do and what it is actually
doing. There has been a shift of
identity, and it has become a true
team because members who
previously thought in terms of “me,”
begin thinking “we.”

Phase Four: Reaching for
Stardom
The final stage is more the exception
than the rule. However, when
reached, it means a team really is
performing at its best and is
functioning as a whole, not just as a
collection of individuals.

Its members enjoy being part of
the team and express that fact. They
have learned how to work together.
Morale is high. The group continually
produces quality and quantity output
and is effectively self-managing.

In the previous three stages,
Dominance Style-type behavior
might have been called for on key

decisions. However, at this stage, a
hands-on, controlling style is not
needed. In fact, once a group has
this momentum, such a strong-
handed style can be
counterproductive and could even
torpedo the group’s progress.
Instead, the team’s decisions flow
naturally from its deliberations.
Differences among its members
become a source of strength, not
dispute.

Differences, not deficiencies
Love’em or hate’em, work groups
are here to stay. (Some estimates
are that as much as 50% to 80% of a
manager’s time, for example, is
spent with groups.) However, while
they can be high-performance
vehicles, they can also be high-
maintenance, especially in the early
stages. Only a team that fully
understands and savors its members’
styles is likely to be genuinely
productive.

If members were chosen carefully
and if they practice adaptability, the
advantages of stylistic diversity can
quickly outweigh the group’s
liabilities. Remember: We are talking
about personality differences here,
not deficiencies.

Therefore, in the final analysis,
working with groups all comes down
to suspending judgment, empathizing,
and trying to play to people’s
strengths. The result, despite our
differences, can be a wonderful
synergy.                                                 n
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Most companies desire
accountability in their sales

organizations, but fail to track the
sales activities that are the most
predictive of sales results. Too
often, the metric of “closed sales” is
the identified and inspected metric.
Tracking only this metric is similar
to looking in the rear view mirror in
that this does not give you
necessary, early predictive
information. In hindsight, nearly

anything is clear. 
So instead of tracking closes, we

need to track metrics like number of
prospecting dials made, number of
appointments made, number of
appointments kept, number of
second meetings set, etc. Tracking
this type of information allows us to
ascertain important ratios, like the
ratio of prospecting dials to first
appointments and the ratio of
prospecting dials to closes. With

this information we can intelligently
set sales goals. 

To be effective sales managers
we must track, inspect and coach
each step in the selling process,
like initial phone calls, first contacts,
opportunities, appointments,
proposals, and closed sales. If we
hold our sales people accountable
to their activities, we should then be
able to intelligently predict future
sales. 

In order to help our sales people be successful reaching goals, we must hold them to the
necessary activity by building strong tracking and accountability processes. We call
“Accountability” a 14-letter dirty word because in most organizations the process of
inputting, collecting, and inspecting sales activity is not well-liked-- by sales people or
sales management.  

Create a ‘No Excuses’ Sales
Environment



Tony Cole

This detailed information will
give you the raw data needed to
see patterns. This data will help you
recognize the correlation between
each step: prospecting to qualifying,
qualifying to first meeting, first
meeting to presentation, presentation
to sale. Often sales people and
sales managers do not know how
many prospecting calls are needed
to make a sale (call-to-sale ratio).
Yet this detail is vital information to
the success of each sales person
and organization. For example, if
you don’t know Jane typically
averages 15 calls to one sale, you
can’t hold her accountable to those
15 calls. If she is only making 10
calls, chances are she is failing to
reach her sales goal.

This process of accountability is
hard work but if you have taken
your sales people through the
discussion of setting extraordinary
goals explained in the October and
November “Setting Standards and
Goal Setting” articles, and your
sales people have agreed to
manage themselves to Excellent or
Extraordinary, then you have done
the heaviest lifting by setting
expectations.

Next we need to address holding
people accountable. Tracking activity
is beneficial only if the data will be
used to hold people to their
promised goals. You must help
each sales person understand the
ramifications of failing to achieve
their promised goals. 

Unfortunately, I have found it
common for companies to allow
sales people to make excuses for
lack of success. If your company
allows for excuses, it is likely that
the other sales systems and

processes are going to fail. You
must be consistent in holding sales
people accountable to their
behaviors.

To do this, you will hold the
following conversation with each
individual sales person. “Bill, what
will happen if you don’t reach this
goal? If you don’t achieve
Extraordinary?” Then you will wait
for his answer, allowing him to think
through the consequences. 

In this way, you are asking him to
determine what he will adjust, and
what the consequences are if he
does not reach goal. Leading each
sales person through this
discussion will help him take
responsibility for his success or
failure. It will also allow you to utilize
your accountability systems with
more receptivity. After all, your sales
people agreed to this process and
each established his stretch goal. 

If Bill shrugs his shoulders and
says “Oh well, maybe next month/
week/ year”, you may have the
wrong person in this role. If Bill is
the right person for this role, he will
be scrambling to figure out how he
is going to meet his specified goal
and he will verbalize his own
personal pain by saying something
like “My wife will have to continue
working.” Or “I won’t be able to buy
a new car.”

Approximately 66% of the
salespeople assessed in OMG’s
evaluation process make excuses
for lack of performance. This means
that they blame the company, the
competition or the market, not

themselves, for their lack of success.
If this excuse making problem goes
unchecked, it will erode the standards
for the organization. 

So here is an example and a
recommended solution to help your
organization create a “no-excuses”
environment. A salesperson, Jane,
has just told her sales manager that
she did not reach her activity goal of
phone calls this month because she
had an unusual amount of
operational support issues upon
which she had to spend time. In
other words, she is blaming the
company. 

Your response to an excuse like
this should always be “Jane, if I did
not let you use that as an excuse,
what would you have done
differently?” Note that this creates a
transfer of responsibility because
Jane now has to think through the
problem herself and figure out what
she must do differently to avoid this
problem in the future. By asking the
question in this manner, you are not
allowing her to continue making the
excuses which would otherwise
lower her own standards and those
of the company. 

But be aware, excuses come in
all forms, so learn to recognize and
utilize the critical question; “If I did
not let you use that excuse, what
would you have done differently?”
See how many times in one week
you can use that question and note
the results you achieve in a short
time.                                                     n
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MHI Global Sales Leadership Forum 
Thursday, 18 June 2015 09:00 - 17:30 (GMT)

Management Behaviours that Drive Sales Success

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

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

Event Features:

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

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

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

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

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

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


2015 Top Sales Academy
Next Session Released on May 22nd

Selling today requires creating long-term customers
rather than one-shot sales. It has evolved from a
transaction mentality to building relationships; from
persuading and telling to problem-solving and helping;
from low-price selling to value-added selling.

In this dynamic program, Dr. Tony Alessandra shows
how to turn customers into business apostles who
“preach the gospel” for your company.  Dr. Alessandra
also focuses on turning cold calls into warm calls
through your competitive advantage statement and
effective referral prospecting; effective needs analysis
through questioning skills; differentiating your
company, your products and yourself from
competitors; penetrating current accounts; post-sale
analyses; consistently exceeding customer
expectations and managing customer relationships.

FREE Registration for Academy Here

Collaborative Selling
Dr Tony Alessandra

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" 

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

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.

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 ...

Yeah, yeah, we all know about the
value of social selling for top of the
funnel selling. How it’s great for
engaging your prospects, and
potential clients. We know it’s
awesome for sharing information
and insight.  We know it’s great for
listening for prospect needs and
complaints. But, social can be used
for something else as well and it’s
highly under used — learning.

Social, particularly Twitter are
keenly structured to help you learn
and find information, including long
tail information. They allow you to
find and access specific information

from an array of people; authors,
bloggers, fans, thought leaders and
industry junkies.

Sales people often espouse the
virtues of information in selling, yet
we rarely build powerful, useful
information absorption engines. We
are reactive in our information
intake. We look for the information
when we need it, not before we
need it.

Information works better when
we have it before we need it when
it’s been sitting in our heads,
marinating in our sub-conscience.

Read More Here u

Read More Here u
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This Week’s Top Sales Article
4 Crucial Metrics for Measuring Your Sales
Managers by Kevin Davis

This Week’s Top Sales Blog Post
The Surprising Benefit Of Social Selling The Best
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