


There is no such thing as failure -
right? Wrong: Of course there is

failure. For example, if we take a
driving test or an exam we either
pass or fail. Salespeople will either
succeed in achieving their monthly/
quarterly/annual sales targets or fail
to meet them.

The key is how we perceive
“failure”

Every failure can be looked at as
a learning opportunity that is
beautifully epitomised by Thomas
Edison the inventor of the light bulb.
Despite more than 10,000 failures,
he stood by his dream until he made
it a physical reality. He said that
every discarded idea took him one-
step closer towards finding the idea
that would work.

One of the most powerful self-
coaching questions salespeople can
ask is, “What will I do differently next
time?” or “What can I learn from
this?”

Salespeople who make mistakes
and learn from those mistakes have
a tendency to do better than
salespeople who are scared to fail.
Therefore we should see that when
we don’t achieve our targets we
have an opportunity to learn,
because we have been given great

feedback on what not to do next
month.

Accepting 100% responsibility
creates transformation.

Every action we take creates a
reaction that is based on the formula
of cause and effect. Everything that
happens is the effect of an
underlying cause.

Most people spend their lives
operating at effect "It’s not my fault I
always end up in bad relationships.”
“Life’s so unfair, things always
happen to me.” “We’re in a
recession, that’s why I haven’t
achieved target. “If I could only
match our competitor’s prices, I’d
win more deals.”?

True personal power can be
achieved when we accept 100%
responsibility for what we create in
our lives.

To put it another way, we get one
of two things; the result or outcome
we want or the reasons why we did
not (you may recognize these as
“excuses”!)

The more we focus on the
reasons (excuses) and blame
circumstances beyond our control,
we push away our personal power.

Therefore, if we believe that we
are in control of the situations that

life appears to throw at us, then we
are in control of our thinking and
emotions, and therefore in control of
our own lives.

This belief has given thousands
of salespeople the determination to
break through so many barriers and
overcome countless challenges when
at times it was tempting to wallow in
self-pity.

If something good or bad
happens, we should ask ourselves,
“How did I create that?”

This question enables us to tap
into our brain’s infinite potential and
it will give us all the answers we
need.

If we are prepared to commit
100% to taking responsibility, the
results can be extraordinary.

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit
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We have been hammering
away at making coaching the

priority of sales managers for
decades. We have heard from all
corners that nothing impacts sales
performance more than coaching.
Yet many sales organizations
continue to struggle to transform

their managers into coaches.
Therefore, I was eager to gain Bill
Eckstrom’s perspective on closing
the gap between performance and
coaching.

Coaching is Bill’s passion and
the sole focus of his company
EcSell. When I posed the question

to Bill about the obstacles to
coaching and why fewer than 50%
of sales managers coach, he took a
step back to expose the depth of
the challenge. He described that
when he asks sales leaders about
coaching he finds that they aren’t
even able to define coaching and
when they do they look at it from too
narrow a view. His task is to help
them understand that coaching is
not just a verb that describes the
interaction between salespeople
and sales managers or executives
and front line managers but that it is
a noun that defines a broader

Although most sales organizations look to their sales force
as the key to increasing sales, Bill Eckstrom, President of
EcSell Institute, believes they are looking in the wrong
place.  For Bill sales performance is more about the sales
manager than the sales force.

Coaching Your Way to the Numbers
Linda Richardson Interviews Bill Eckstrom, President of EcSell Institute.



The Linda Richardson Interview

strategic role that encompasses
identifying talent, developing strategy,
motivating, planning, and finding
the balance between data and
human relationships. 

Bill described how while there is
every conceivable metric to
understand how salespeople spend
their days and carry out best
practice activities from number of
calls to “when they stop for a
donut”, there is little to no attention
paid to the activities that sales
managers.. 

Bill identified three drivers vital
to developing sales managers into
sales coaches. First is to grasp the
broader view of coaching. Second
to understanding the “high pay-off
activities” of great coaches, and
finally to not only measure/track the
quantity of activities but the quality.
The key to solving the coaching
problems is in identifying high pay
off activities and training and
tracking mangers.

Just as there is a methodology
for selling, sales leaders must think
in terms of establishing a
methodology for coaching. In the
methodology he uses, Bill first
works with clients to measure their
sales organization’s coaching
acumen—how effectively are they
executing the high pay off activities
and several other measurements.
Next, sales managers are given
feedback on what they do well and
where they need to grow. Then
training is provided where needed
to ensure that sales managers can
execute those activities. He places
a high emphasis on tracking of
those activities. It is this measurement/
tracking piece invariably is missing in
most organizations. 

Coaching in the past has been
looked upon as a soft skill. But
today with research and technology
it can and must be measured just
as salespeople’s activities and the
quality of those activities are
measured. Bill was clear that to
change a culture an organization
must measure, train, implement,
and measure again to make sure
that what has been taught has been
learned and is being used.

What are high pay off coaching
activities? Bill acknowledged that
none are earth shattering, but they
are the things that his research
shows have a high correlation with
motivation to sell. Examples
include: formalized one-on-one
coaching meetings (minimum 2x
per month increases motivation to
sell, more than 2x does not impact
motivation, fewer than 2x lessens
motivation to sell), joint work with a
salesperson (frequency depends
on geography, number of
salespeople on team, inside versus
outside sales--minimum frequency
of quarterly with objective documented
feedback), goal setting sessions,
team meetings, career development
plans, etc.

When sales leaders are asked
about these activities they are quick
to say that many are already taking
place. The rub comes when they
are asked how often and with whom
these activities take place. It is then
the conversation goes silent. Most
organizations don’t have answers
to questions such as: How much
coaching time is spent with new
salespeople versus tenured? Are
managers spending 70% of their
key activity time dedicated to the
bottom 20% of their producers or

the top 20%? Are managers doing
joint work with key accounts? When
doing joint work are they selling for
the sales rep or are they coaching?

Bill explained that sales leaders
look to salespeople not sales
managers as the way to grow sales.
I found this statement particularly
interesting and we delved into
EcSell’s sales force and sales
leadership research. When sales
leaders were asked if they believe
that the performance of their
salespeople is a reflection of how
they are coached, over 90% of
sales leaders said they agree with
this. Yet when asked if they track if
coaching occurs 90% said no. Bill
suggests this it is likely because
they don’t know what to track or
how to track it.

To add to the problem of making
coaching a priority, when
salespeople were asked what
strengths they wanted to see in
their sales managers they ranked
product knowledge and industry
knowledge as #1 and #2. Coaching
ranked dead last of the ten items
rated, and #9 was helping sales
people progress towards their
career goals. However, when
EcSell correlated the responses
from its body of sales force surveys
on what creates the motivation to
sell, coaching jumped to #1 and
progressing to career goals to #2.
Product knowledge and industry
knowledge fell to #9 and #10. The
bottom line is that to sell more,
salespeople need a great coach.
Great coaching will not happen, Bill
says, without having a proven,
measurable methodology.

He sees measuring coaching
activity as essential if organizations
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want their managers to coach. With
today’s research and technology
there is no excuse for not tracking
the activity and effectiveness of
managers. For example, products
such as EcSell’s ONE-UP Coaching
Cloud provides a singular system in
which after managers complete an
activity such as doing joint work
with a sales rep, they enter the
information into the system which
converts it to coaching performance
data. 

Bill advises that if sales
organizations believe certain
coaching activities will impact
sales results, then they should
track those activities against a
stated goal. For example, if 1:1
coaching meetings should be
done twice monthly, sales
leadership should know what
percent of time the meetings are
being held. Following joint work, if
managers are supposed to
provide objective feedback on the

rep’s selling skills, how often this
is done versus the goal must be
measured. With data points such
as these sales leadership has a
view on how managers are
impacting the performance of their
team. Below is an example Bill
shared of how these metrics can
paint a new managerial
performance picture:

So, if one team is at 115% of
goal and another at 91%, why the
gap? Traditionally, Bill says that
sales leaders would drill down to
see what sales reps were doing or
not doing in order to identify why
sales are up or down. However,
Bill believes all performance
questions should begin with the
manager, not the sales rep. 

Bill holds that the reason
Manager B’s team is behind goal
has more to do with the manager
that the sales team. He says that
aside from hitting their number, the
essence of the manager role is to

get a team of sales reps to produce
at a level they could not achieve
without him or her. 

While hitting the number is the
most important management
measure, it goes beyond that.
Organizations must also measure
the quality of coaching by surveying
sales people. To get this information
ask salespeople about the quality of
the coaching they are getting.
EcSell uses a 40-question survey of
sales people to gauge the presence
and impact of coaching. The survey
measures against four performance
themes:

� Overall engagement-questions
such as: “You would recommend
your sales department as a great
place to work.” “Your manager
cares about you as a person, not
just a producer.” 
� Leadership-questions such as:
“Your manager has an
understanding of your personal life

115% 91%

91% 78%

100% 75%

96% 81%

84 59

232 127

38 65

150 20

44 22

232 127

100 100

100 15

32 12

4.2 3.4

Key Coaching Metrics

Team % to goal

Scheduled 1:1 meetings % complete

Joint calls with reps % complete

Calls edvaluations % complete

Total # of coaching days in field with reps

Total # of joint calls worked with reps (broken down by managers role 
in calls

Joint calls led by manager

Joint calls manager was active participant

Joint calls manager was observer

Total # of joint calls worked with reps (broken down by type of sales call

Joint calls with existing clients

Joint calls with key accounts

Joint calls with new prospects

Coaching score (1-5 scale)

Manager A Manager B



The Linda Richardson Interview

goals”. “Your manager treats team
members as subordinates rather
than partners.”
� Management-questions such
as: “Your manager holds scheduled
one-to-one meetings with you” (
when asked about frequency:
managers say they hold meetings
90% of the time but salespeople
say 45-50%, research from
Coaching Cloud shows managers
hold meeting only 50% of the time).
“Your manager provides documented
feedback on your selling skills”.
� Catalytic Factor (does the coach
challenge the sales person to new
levels of performance)-questions
such as: “Your manager
encourages you to experiment with
new ways to improve you
performance.” “Your manager
pushes you to do things outside of

your comfort zone.” 

The job of the sale manager, Bill
explains, it is to hit the number and
coaching is the direct path to that
goal. For Bill the role and title of this
critical function is Sales Coach—
take that job and there is no
question what must be done every
day.

I asked Bill about the genesis of
his passion for coaching. He shared
how he grew up in Nebraska and as
an avid college football fan he
watched the University of Nebraska
Huskers win game after game
through the 70’s, 80’s, and 90’s.

The football players came and went
but the coach, Tom Osborne and
his staff, were constant. Everybody
wanted to talk about the players but
Bill wanted to understand how the
players got there and developed as
a result of coaching. A great coach
is a great role model and it seems
Tom Osborne was that for Bill. 

Bill Eckstrom’s advice: Sales
departments must look more at
the management team, not the
salesforce, as the way to grow
sales. Bill’s mantra—Don’t just train
managers, measure them.              �

Bill Eckstrom President of EcSell Institute. 
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.ecsellinstitute.com/
http://topsalesworld.com/sales-library/
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SiriusDecisions reported that
“According to sales management,

the salesperson’s ability or inability
to communicate value messages is
the biggest inhibitor keeping
salespeople from achieving quota.” 

Can you really blame buyer’s
resistance to dealing with
salespeople? Their experience is,
more often than not, a waste of their
precious time. The inability to
create a value message is at the

heart of this problem. Feature
dumps don’t cut it, and simply
making more phone calls, sending
more spam emails, or broadcasting
your pitch to more people on social
channels aren’t helping you. Your
sales messaging has to change. 

Today’s traditional sales approach
is to broadcast communication that is
nothing more than vendor centric
sales pitches. That broadcast could
be via the phone, email, social

networks or during the sales call.
Rather than breaking through the
competitive noise and generating a
return on effort, poorly crafted
sales messages earn salespeople
a place in the delete pile. Worse,
they are doing harm to their
professional brand and that of their
company. You have one shot at
making a good first impression
throughout every stage of the
sales process. Why wouldn’t you

According to an eBook on Expert Prospecting Tips from Witty Parrot, one in every two
B2B salespeople are left to their own devices to generate leads, which creates a bit of a
problem since buyers easily block their prospecting efforts. It is time for salespeople to
look in the mirror and accept that there is a reason why this is happening.  

Does Your Sales Message
Scream Value? 



Barb Giamanco

want to make it count?
Here is an example of an email I

received recently that illustrates my
point. It completely misses the
mark, and frankly, I can’t imagine
any decision maker agreeing to a
sales meeting after reading it. Let’s
see what you think.

“Good Day! 
XYZ Services is a technology
services company which provides
“CEO’s, CFO’s, Operations, Sales,
and Training Managers” the ability
to share content by educating,
energizing, mobilizing, motivating,
and training their consumers,
prospects, and employees. Our
new product called Whatever and
Whatever are tools that will
transform your business into
focused energy! The link above is a
“Manager” who conducted a
Webinar Training on XYZ’s
Educational Services. It was
extremely successful for her and
her business/company. I would
greatly appreciate 15 minutes of
your time to learn more about your
company and how you currently
communicate within your organization
and if you’re experiencing the “White
Water Mentality.” My goal is to help
you get more Psyched up and in
Sync! Do you need increased
productivity, a wider audience, and
more business sales? Let’s invest
some time and see where WE can
GROW together. Change is
inevitable. Vision means rallying
the troops! I look forward to
collaborating with you soon!”

There are so many problems
with this email. 

For starters, I have no idea what
this company actually does. Do

you? Something about a content
sharing platform that lets you
educate, energize, mobilize,
motivate and train people. Their
service is supposedly for five
different types of company leaders,
but the message is not customized
for any one of them. This email
should really be five different emails
with a message that is focused on
what each leader would actually
care about.

This dandy new tool will
transform your business into
focused energy, which sounds
ridiculous and means nothing. The
seller does attempt to include a
success story, but there are no
specifics about the actual success
the manager supposedly had. Did
she bring in new leads? How
many? Did she secure meetings
with 15 decision makers on her
target list? What percentage of new
business did she close? Specific
metrics grab attention. By the way,
most people will not click on links
when the email comes from a
stranger. Communicate value in the
message assuming people won’t
go and visit your website.

This salesperson wants a phone
call to learn more about my
company, which he could easily do
by reading my LinkedIn profile. If
you are going to get 15 minutes
with your target buyer, you want to
make that time count. Don’t waste it
asking the buyer to educate you
about their business. Do your
homework and figure it out. Use
your meeting time to progress the

opportunity not halt you in your
tracks.

This seller also wants to know
how I communicate within my
company and if I’m experiencing
“white water mentality”. What does
that mean? Finally, he ends his
email with “change is inevitable”
and “vision means rallying the
troops”. Hum. Should I be insulted
that he thinks I’m stuck in my ways
and have no vision?

This nonsensical email is filled
with jargon, buzz words and lacks
any clarity as to the value this seller
can bring to my business. I have a
picture in my mind of what a sales
meeting with him would look like
and it’s not pretty.

When crafting sales messaging,
keep these tips in mind:

1. Know your audience.
2. Make the message personalized,
focused and relevant.
3. Skip the jargon and buzz words.
4. Include metrics to support
success stories.
5. Get another perspective before
sending the email or presenting
your story.

If your aim is to source new sales
opportunities, change your message.
Focus on quality not quantity. It
takes work to get the message
right, and I believe this is one area
where sellers can create true
competitive advantage for themselves.
So, will you?                                        �
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Their customers make laser eye
surgery equipment. Once a

potential improvement has been
identified everyone in the supply
chain is under pressure to deliver
new designs as soon as possible.
They cannot wait months for their
suppliers to submit proposals for a
new design. 

Until recently the Engineers
working for the manufacturer of
optical components were rewarded
on productivity alone so they had
little time to work on new product
designs. But in response to
innovation demands from their key
customers, management have
started to factor in speed and quality
of response into their performance

reviews. As a result the engineers
are now focussed on delivering the
right quality responses as quickly
as possible.

What Responsiveness means
– Speed and Quality
Let’s be clear – being responsive is
not a new and different way of
doing business, it’s always been
part of a good Sales Process. But
the more similar products and
services become, the more
important Responsiveness becomes
as a source of competitive
differentiation.

Quick and Responsive are not
the same thing
Quick is important, of course it is.
But being Responsive is a different
thing. You need to get back to
people quickly with the information
they value. This way your prospect
may well be looking at your high
quality response before he or she
sees anything from the competition
and forming views before they even
see what your competitor has to
say. So being Responsive gives
your prospect a positive impression
about what working with you is
going to look like. 

Why buyers like
Responsiveness 
Buyers have to align all internal

stakeholder needs and identify the
best possible solution. They have to
make sure the procurement process
doesn’t cause delays and get buy in
from all the stakeholders once the
best solution has been identified.
They need your help to do this.

If you give buyers the right
information quickly, you save them
time and help them provide better
service to their internal customers.
But the information you provide
must be in a format that helps them
present the right solution internally.
Better still, if you give them the
information they need before your
competitors - you are further down
the road towards a sale than them.

What you should do now to be
more Responsive
Before we talk about the detail let’s
take a moment to think about why
Sales people may not be
Responsive. It’s very rare they
choose not to be. So why is it? Most
will tell you they don’t have time –
and that’s because they are being
asked to fill in forms and do admin
rather than selling. If you don’t give
Sales people the time and space to
be Responsive they can’t be. It is
the responsibility of management to
make sure Sales people have that
time.

These are 4 areas you can work
on to become more Responsive

Time to market for new products is an increasingly important factor for all organisations.
Here is how a manufacturer of optical components has taken this on board and supported
their customer with more Responsive Selling. 

The Responsive Sales Team Wins 
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Phil Kreindler

and positively influence your
customer’s experience.

1. Your Sales Process
2. Sales Playbooks
3. Internal Responsiveness Level

Targets
4. Feedback

Your Sales Process
Some of you may be thinking that a
Sales Process is about doing things
in an inflexible way with lots of
admin that slows you down even
more, while Responsive means
being lean and agile. But a good
Sales Process is an agile one, as
the following examples show:

� Following a first conversation or
meeting, send an email within 24
hours, summing up your
understanding of their goals,
solution requirements and decision
criteria along with the agreed next
steps. 
� Make sure that your proposal is
customer-specific and addresses
the needs of all stakeholders. The
objective is that the customer feels
well understood and that the
proposal was really written for
them. Summarise it all with a One-
Pager to support customer-internal
communication.
� Ensure you have a decision
maker from your side in the room so
you can close the deal there and
then if things are going well in a
negotiation.

Sales Playbooks
The idea of Responsiveness is to
deliver customer-specific information
with the minimum delay. This is
where industry-specific Sales

Playbooks can help. It involves
developing good examples of all
the tools of a pitch; Approach email,
Appointment One Pager, Needs
Assessment, Management Summary,
Case Studies and Deal One Pager.
Then add in a question (and
answer) bank and you have
everything you need to answer
almost any question you are likely
to get. All you have to do is tailor it
to each customer.

Internal Responsiveness Level
Targets
Set yourself and your organisation
targets for response times and
monitor compliance. It may well be
that responding to clients disrupts
peoples plans and schedules but
with no customers nobody is going
to have any kind of schedule. It’s
the responsibility of Management to
make sure Sales people have the
time to be Responsive. It requires
the right mind-set in all the people
and functions involved in the Sales
Process – not just Sales. 

Feedback
The only way you can really find
out if your customers think you
are a Responsive organisation is
to ask them. This applies to
pitches you have lost as well as
wins. You can call them up and
talk to them or you could try using
a survey, but to become more
Responsive you need answers to

these types of questions:

� How well in your opinion did we
understand your needs?
� How relevant was the information
we provided?
� What did you find positive and
negative about our proposal?
� How well did we address the
requirements of individual
stakeholders?
� How do you rate our
communication skills and
responsiveness?
� How well did we support your
internal communication?
� With which words would you
describe our sales approach?

Questions to ask yourself
So we know that differentiation
through “How you Sell” is key and
your customers need to be more
Responsive to their customers. Ask
yourself these questions and if you
are not 100% happy with the
answers you may need to think
much harder about becoming more
Responsive. 

� Do you have a Sales Process
that focuses on Responsiveness?
� Do you have Responsiveness
Level Targets and monitor them?
� Do you know whether your
customers think you are
responsive?                                         �

Phil Kreindler – 24 years experience in B2B sales
performance improvement consulting, coaching 
and training, co-author of articles in Harvard
Business Review in 2006 and Harvard Business Manager in 2008
and 2014. For more information, please visit here.
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Colleen Stanley

The reason is most sales
managers have never been

taught how to be a good coach. As
a result, they work on the wrong
end of a sales performance
challenge. 

It’s important to know the difference
between training and coaching.
Training is imparting knowledge.
Coaching is making sure new skills
‘landed’ and can be executed
effectively and consistently. Coaching
is where sales skills and results
dramatically improve. Here are
three tips to make you a better
sales coach.

#1: Repetition, repetition, repetition.
Sales managers often grasp selling
concepts and skills quickly. As a
result, they take that same
expectation to their sales team.
They teach a sales concept once,
conduct a couple of role plays and
then expect the salesperson to
demonstrate sales mastery. What’s
wrong with this picture? 

Mastery of a skill is achievable
only through repetition. It’s
neuroscience 101. Neuroplasticity
is the brains ability to adapt and
build new neural pathways. As
behavioral psychologist Donald
Hebb discovered, cells that fire
together form new habits of thinking
and skills. We like to tell our clients

to aim for 144 repetitions. By that
time those cells are wired for
consistent sales execution! 

#2: Ask, don’t tell. Most sales
managers are assertive so their
natural response to a salesperson’s
question is to give a response. The
next time a salesperson comes to
you with question, check your
impulse control and ask three
simple questions: 
� What do you think? 
� What have you tried? 
� What are other options to

consider? 
Your value as a sales manager is
measured by your ability to teach
and transfer knowledge. It’s not
how much you know and do. It’s
what your sales team knows and
executes. 

#3: Impulse control. All of the
above requires the emotional
intelligence skill of delayed
gratification. Coaching takes time
and patience. The effective coach
must put in the work of planning
effective one-on-one coaching
sessions and sales meetings. 

For example, do you have a

defined purpose or objective when
meeting one-on-one with your
salesperson? Or are you defaulting
to the ‘wing-it’ system of coaching?
Are your sales meetings operations
meetings or skill development
meetings? 

As the great Vince Lombardi
said, “They call it coaching, but it is
teaching. You do not just tell them it
is so, but you show them the
reasons why it is so and you repeat
and repeat until they are convinced
….until they know.”

Good Selling!                               �

Top Three Coaching Mistakes
Made By Sales Managers 
Sales managers often invest time teaching their sales team new selling skills and behaviors.
And many wonder and ask the question, “Why isn’t my sales team getting this?”
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Colleen Stanley is the CEO SalesLeadership, Inc.
Find out more by visiting here.

http://salesleaderhipdevelopment.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Read+article+by+@EiSelling+in+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


Sales Leaders are always looking for the latest
systems, tools and advice to improve sales

performance. So why wouldn't you want to put
your business in front of 3000 of them?

Sales Innovation Expo was created to provide the one-stop marketplace for Sales
Leaders to find THE cutting edge. It is the largest and most important event for
professional sales leaders and is a must-attend event in the calendar of any sales
leader. 

We attract quality, high value visitors where attendees are not only the decision-
makers within their sector but are also engaged with the content of the event and want
to learn how your product or service will improve their sales. We ensure that Sales
Leaders are happy to take time out of their busy schedule by:

� Creating an educational environment where insightful information can be actioned
to make practical changes to your operations 

� Offering a line-up of innovative, thought-leading International speakers 
� Ensuring our workshops cover contemporary topics, addressing the real-life issues

a Sales Director faces
� Unlike other sales trade exhibitions, Sales Leaders can take advantage of all of this

completely for free.

With the likes of MHI Global and Top Sales World exhibiting, Sales Innovation Expo
attracts world-renowned companies in the industry.

http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL


Accompanying the extensive list of suppliers is a comprehensive seminar schedule
with industry experts sharing their thought-leading guidance. The likes of Gartner’s VP
Distinguished Analyst Tiffani Bova, MHI Global’s sales expert Tamara Schenk and our
very own Jonathan Farrington and will be sharing their expertise with visitors who will
be inspired to see how exhibitors can help them put that guidance into action. 

The event is well-established and ensures that, as an exhibitor, you can feel confident
that the footfall to your stand will generate the results you are looking for.

For further information please view the media pack, visit the website or to enquire
about exhibiting contact: 

Eddy Lawrance on 07855019037 or eddy.lawrance@prysmgroup.co.uk.

http://www.salesinnovationexpo.co.uk/speakers/tiffani-bova-vp-distinguished-analyst
http://www.salesinnovationexpo.co.uk/speakers/tamara-schenk
http://www.salesinnovationexpo.co.uk/speakers/jonathan-farrington
https://www.dropbox.com/s/qgieuh6o9w6ipx6/SIE_Sales_Brochure2015.pdf?dl=0/tracker.asp?code=TSWSALESEMAIL
http://www.salesinnovationexpo.co.uk/tracker.asp?code=TSWSALESEMAIL
mailto:eddy.lawrance@prysmgroup.co.uk
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At this highly “product” driven
company the salespeople were

really struggling to understand the
concept of being unique or what
kinds of value they could offer, it
was a lively session. In a
commodity business it is critical you
consider value and what is really
value. During a 90 minute keynote it
might not be possible to create
specific ideas around adding value
or proving your value proposition
but opening the mind to the concept
is critical in today’s environment.

It comes down to the fact that
without value added, anybody can
do what you do, including your
competition. Value added is up to

During my keynote at a recent sales kickoff meeting I
opened up the dialogue regarding how salespeople and
organizations need to not only create value to separate
themselves from their competition buy also the need for a
company to prove their value proposition during the sales
process.  Many organizations express their value on their
website or marketing brochures, but fail in this important
step of proof.

What is All This Talk
about Added Value?



Ken Thoreson

the salesperson or organization in
making the difference and if it is
done right, no one will ever
compete with you.

The strategic thought process
question that should be asked
before every meeting or client
situation is: “How can I add value to
this opportunity?

There are three steps to adding
value.

Step One: Forget what
business you are in
Understanding your business
begins, paradoxically by forgetting
your product/service. You’re not the
product/services you represent.
You sell dreams and you sell
solutions; you simply deliver the
product/service. As a young
salesperson I learned the power of
this step, I found out the reason the
client was purchasing my
computer/software was to enjoy her
weekends at the lake cabin! That
emotion is what I ended up selling.
It is critical you always understand
what the compelling reason to
purchase is driving your client? I
always stress this during sales
strategy sessions.

Step Two: Move from the big
picture to added value options
Ask yourself: What actions can I
take that will add value to my
offerings-that will exceed by clients’
expectations? What can I do that
will position me as different from
and more valuable than my
competition?” These can be the big
questions that organizations can
ponder during a strategic planning
session or driven by the
salesperson in each unique sales

situation. One client of ours sold
heavily on ROI; what we did was
assist in creating a sales process
where on stage 3 the salesperson
would have the client visit our
client’s website (make it a sales
tool). The prospective client then

would actually enter a few variables
into a data entry form. As a result
the CFO of the client’s organization
would create a business case for
the project, this business case was
then presented to the prospective
client. This added value, proved the
companies value proposition and
added a unique phase to the
relationship. What kinds of added
value actions can you offer is a
challenging session and will take
time to develop. We suggest group
meetings with a variety of
employees, customer focus groups
and brainstorming sessions during
this phase.

Step Three: Value Add
Evaluation
How can I bring this idea to my
clients? Can I afford to do these
things? Does it duplicate any other
service we provide? I always
suggest that competitors can ‘catch
on” to what you are doing, but you
don’t want them to “catch up”. It is
critical you continually assess your
ideas around the value you are
bringing to the sales situation.
Every six months schedule a
strategy session to evaluate your
sales process and your value add
services.

It is a challenge to create value
but the time and investment will pay
huge dividends in revenues and
profits. Get creative, open your
mind, find your competitive edge
and win!                                             �
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Find out more about Ken Thoreson and Acumen
Management Group please visit here.

You can purchase Ken’s book here

That emotion is what I
ended up selling. It is

critical you always
understand what the
compelling reason to

purchase is driving
your client? I always

stress this during sales
strategy sessions.

http://www.acumenmgmt.com/Books
http://www.acumenmgmt.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=Read+article+by+@KenThoreson+in+Top+Sales+Magazine+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Let’s have a deeper look at how
sales professionals create value

for B2B buyers.

Sales professionals
understand the customer’s
context and the stakeholders’
different concepts
Sales professionals design their
solutions around their customers,

not around their own portfolio of
capabilities. Sales professionals try
to approach their customers early
along their customer’s journey. For
this reason, understanding their
specific environmental and situational
context is essential homework;
followed by analyzing the involved
stakeholders, their roles, functions
and potential viewpoints on how to

approach this situation. Sales
professionals take advantage of
various social selling tools to make
sure that their conversations with
prospects and customers will be
relevant and valuable to them. Only
if these preparations are done can
sales professionals know what they
don’t know. And that’s the perfect
way to create meaningful questions
for the next conversation. Showing
customers the bigger picture, the
real business impact of the issue
they are trying to master or different
approaches that could lead to
better outcomes – all that creates
immediate value for customers.
Meaningful questions that inspire
the customers to look at their situation
from a different perspective – that’s
what makes a sales professional an
expert, a respected, valuable resource
for buyers. 

In complex B2B sales, why do buyers buy? Not because a
salesperson could present all the required functions and
features. That was already available online and didn’t
create additional value. No, buyers buy because they
learned along their journey how various solution
approaches would help them to achieve their desired
results and wins. Somebody provided a valuable
perspective – sales professionals. 

Why and How Sales Professionals
Create Value for Their Customers



Tamara Schenk

Sales professionals develop a
shared vision of future
success – with the customers
The decision to change the current
state for a better future state is the
most crucial milestone along the
customer’s journey. Such a decision
to change the current state has one
key prerequisite – a better future
vision of success. Often, this future
vision is not yet clearly articulated,
apart from the desired business
metrics. What needs to be developed
is a holistic big picture that
considers all key aspects,
tangibles, and intangibles. The
challenge for the sales professional
is to develop, to sharpen and to
align this vision across the entire
group of involved stakeholders.
Once this vision is defined, the
way to get to this future state has
to be described. Customers need
to understand how to get to their
future vision, ideally in a phased
approach. They need to know what
it means to their business and to
them personally. Only then can
they evaluate the related risks.
Remember when IT providers first
sold cloud services? Customers
simply didn’t understand the
proposals. Many salespeople tried
to win the business by discounting,
when the customers simply
wanted to understand what this
new technology would mean to
them. The ultimate goal in the
awareness phase of the
customer’s journey is to establish
a shared vision of success,
because without the customer’s
decision to change the current
state for a better future state, no
buying phase will ever happen. In
terms of value creation for the

customers, this is by far the most
impactful phase along the
customer’s journey.

Sales professionals navigate
the customer’s decision
dynamic
Decision dynamics: That’s how a
specific group of buyers/stakeholders
is going to make a decision this
time. As we know from research,
customers make every decision
differently, every time. That does
not mean that there are no
formalized buying processes. It
means that the combination of
situations, goals, desired results
and wins, the group of stakeholders
and their roles and functions, and
many other criteria are different
every time. This is one of the
reasons why renewals can be
challenging. For sales professionals,
it’s key to understand the
stakeholders’ different roles within
this group, for instance who is
influencing whom and why, who
has the most organizational power,
who is the opinion leader, etc. Sales
professionals’ situational awareness,
their adaptive competencies and their
ability to understand complex
environments make the difference in
those situations. Sales professionals
with those capabilities earn the
buyers’ respect and trust by
orchestrating the group successfully
through the buying phase – to
enable them to make their best
buying decision. In parallel, sales
professionals who have followed
the steps outlined here are

confident that they have offered the
best approach they ever could – to
make their customers successful.

Sales professionals own the
customer’s outcome and
orchestrate the value
dynamics
Sales professionals don’t walk
away when a deal is closed. They
know that their success comes only
from their customers’ success.
Sales professionals are accountable
for the value they have sold to the
customers. They make sure that
the value gets delivered during the
implementation and adoption phase.
They make sure that the customers
can achieve their desired results
and wins. Ideally they try to create
even more value as they discover
more options along the way.
Orchestrating the value dynamics is
the key challenge after the deal has
been closed. It’s the end of the
sales process, but it’s the beginning
for the customer, and it can be the
beginning of another sales process
if the value gets delivered and the
customers are happy. Customer
experience just continues along
the customer’s journey. Sales
professionals make sure that the
value gets communicated across
the entire stakeholder network and
specifically to the executives who
were involved in the very beginning. 

Sales professionals know that
“after the game is before the
game.”                                                �
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.

http://www.mhiresearchinstitute.com/home
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2015 Top Sales Academy
March 6th - Jonathan Farrington
“How to Manage, Retain and Develop 
Your Most Important Customers”

March 13th - Barbara Giamanco
“The eFactor: Why Customer 
Experience is the Next Big Thing”

March 20th - Lori Richardson
“Sales GEMS: Multifaceted 
Prospecting Success”  

March 27th - Jeff Shore
“Be Bold and Win the Sale”

April 3rd - Frank Cespedes
“Linking Strategy and Sales” 

April 10th - Dan McDade
“SMART Nurturing: Triple Return 
on Marketing Investments”  

April 17th - Jim Cathcart
“Increasing your Success Velocity™” 

April 24th - Dave Kurlan
“How to Coach Salespeople Like a Pro” 

Phase Two will run from March to
October 2015. Each week a new
session will become available on
site for registered members to
view. Registration is free - Go here!

March/April Timetable

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


Top Sales Article & Blog Posts

"Take a selfie with a standie and
using your smartphone or tablet,
upload it to Facebook, or tweet your
image using #donut-contest."

Reread the previous statement
but this time, pretend it is 1995.
Twenty years ago, would you have
recognized many of those words?"
In 1995, selfie, standie, smartphone,
tablet, tweet, hashtag, and Facebook
would have led you to believe that
this was a foreign language. That's
just one example of how
dramatically some things have
changed in the past 20 years.

How dramatically has selling
changed in the past 20 years?

Following is a list of the most
obvious changes:
� Salespeople are no longer
sources of product knowledge or
pricing, both of which are readily
available online
� Salespeople enter the sales
cycle only to find their prospects
much further along in their buying
cycle
� Salespeople utilize Twitter,
LinkedIn, Google, Email Marketing,
Blogging, and the Web for
knowledge and to connect with
prospects, before they speak for
the first time.

While I am all for having a sales
process or road map, there is plenty
of room for choice, and there are
some elements of sales success
that are achievable via many paths.
You have choice within a defined
structure, the result is pretty much
the same regardless how of the
path taken. As a seller, your
success will not be adversely
impacted by the choice. On the
other hand, there are areas where
you are presented with the option
between two paths, but one does
not deliver the same results, where
one path may be easier but
consistently yields lesser returns

than another, at times more
demanding alternative. Often the
alternative delivering better results
may not be as comfortable at first,
require a different effort. One
common reason people will choose
the less effective/more comfortable
route is they do not want to come
across as being “salesy”, you know
for some, just asking for the order is
“salesy” or pushy; or that’s what
they tell me.

An example of the above is
“choice” or “options”, specifically
sellers giving the buyer options for
no real reason or benefit other ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
25 Ways That Selling Has Changed   
by Dave Kurlan

This Week’s Top Sales Blog Post
Neither Either   
by Tibor Shanto
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If you would like to learn more about the benefits of becoming a TSW
sponsor and our existing Partner Program, please find details here.

Click on our Sponsors to find out what they can do for you.

Our Principal Sponsor is

Our 2015 Partners...

http://www.achieveglobal.co.uk/
http://www.avention.com/
http://channelenablers.com/
http://www.frontrow-solutions.com/
http://huthwaite.com/
http://www.pgi.com/imeet/
http://www.impactlearning.com/
http://www.infoteam-consulting.com/
http://www.knowledgetree.com/
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http://www.toplineleadership.com/
http://www.mhiglobal.com/
http://topsalesworld.com/advertise/
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