


Ibelieve that one of the defining and
most significant qualities of the

most successful people we know, is
confidence. It is their inner belief
that they can achieve anything they
want to achieve, and enjoy as much
success as they wish - however they
personally define success.

Of course, success is different
for all of us. Some people use overt
material indicators to show the rest
of us that they think they have made
it. Certainly post-Thatcher, the
British tend to judge each other
based on the house they live in, the
quality of their car, and most
recently, how exclusive their
children's school is. It doesn't seem
to matter that the house may be
heavily mortgaged or that the car
belongs to the company.

But let's get back to my assertion
that successful people - genuinely
successful people - have
considerable inner confidence and
self-belief. If you think about it, it is
quite obvious. Success is not an

easy thing to obtain - if it was,
everyone would be successful, and
the word "unsuccessful" would not
appear in our dictionaries.

Did young Tom Edison ever lose
his self-belief - even after 10.000
"failures"? Apparently, after about
9.000, Mrs E questioned his sanity,
but Tom, visibly unmoved by her
taunts simply replied “You’ll see the
light one day my dear”

Did the visionary Walt Disney
ever question his theme park plans,
even though more than one hundred
banks rejected his requests for
financial backing? “You want to do
what Walt?”

Did any of the most successful
authors give up after their
manuscripts were rejected time after
time? - JK Rowling had Harry Potter
turned back more than eighty times I
am told. I wonder how those eighty
editors are feeling now - and the
eighty-first really did get the cigar!

No, none of them did, because
they had such strong self-belief!

In professional selling, cultivated
sales skills, the use of a clearly
defined sales process, in-depth
knowledge, for example, will only
take us so far. Without that strong
inner-belief and confidence, we will
never, ever, over-achieve.

When doubt enters our minds,
confidence slips out via the back
door - they can never co-exist.

Be assured, confidence really
is the key to success. Arrogance
is the exit door!

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit

Do You Believe You Can? 
Or Do You Believe You Can’t?

Editorial
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This Selling Into The Big Fortune 1000 Companies guide will help you save wasted marketing
dollars, accelerate your sales cycle and grow your average deal size by examining where our
customers and high tech industry leaders get the biggest bang for their sales and marketing buck.
In this guide we will show you:

Selling to the Fortune 1000 is an expensive and time consuming undertaking.

1. Secrets to efficiently qualify prospects

2. How to get past gatekeepers

3. Increase call back rates from voicemail

4. How to leave an effective voicemail message

5. The secrets of top performing reps

6. How to pick the right prospects to focus on

7. The critical success factors for lead-gen pROGRAMMEmes

8. How to execute an effective door opener campaign

9. How to make social selling effective in your business
Download Here

http://info.avention.com/1407-sellingTheFortune1000Guide.html?utm_program=70160000000oPyh&utm_source=OnlineAd&utm_medium=Paid&utm_campaign=Fortune1000&utm_region=Global


Jim Cathcart, prolific author,
business leader, musician, and

Founder and CEO of the Cathcart
Institute, aims his lens beyond
sales strategies and skills to the
inner person and what it takes for
sales professionals to lead
successful and happy lives. His
belief is that all sales professionals
have the right equipment within
them—IF they make the right
decisions. Jim has made it his life’s
work to help sales professionals

make those decisions. 
We explored Success Velocity,

which Jim holds as the key to
success and happiness. Your
Success Velocity is your rate of
progress toward what is important
for you to achieve. Velocity is
different from speed and more
important because it is about
change of position and location. For
example: you can go very fast in a
circle and have almost no velocity. 

Jim believes that each person

has a Success Velocity. It is
determined by two elements:
energy (natural physical and
emotional energy) and drive (level
of commitment to achieve what you
personally decide to go after).
Energy is activated by drive. Jim
explained that each person has a
core setting of Success Velocity,
which registers as high, moderate,
or low. A person’s Success Velocity
is activated by how much the
person cares about the task or goal.
Overall, however, the core setting,
or a person’s natural velocity,
fluctuates very little over a lifetime. 

Energy and drive increase when
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Increasing Your Success Velocity 
Linda Richardson interviews Jim Cathcart, Founder and
CEO of the Cathcart Institute.

The Linda Richardson Interview
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a person cares and is deeply
engaged. As Jim sees it if you care
about what you are doing, if it is
truly meaningful to you, motivation
is never a problem. For him the
issue is motive. A person brings his
or her Velocity when it is something
they care about. Conversely
Velocity is lowest when the caring
factor is missing. When something
is imposed on a person, he or she
only goes through the motions. 

Traditional thinking looked at
Success Velocity as something that
could be manipulated externally i.e.
the carrot and stick. Not so for Jim.
He sees motivation as the
activation of the motives within the
person. For example for him the
question about intelligence is not
how smart are you? But rather how
are you smart? Being “smart” is a
function of multiple innate
intelligences. Knowing how you are
smart (mathematically, interpersonally,
visually, strategically, artistically…)
helps you capitalize on your talents
and directs you to outsource the
rest. 

Jim used himself as an example.
He described the activating moment
in his life when his Success Velocity
came alive. In his early 20’s he
would have been labeled as a
person of low Success Velocity. All
of that changed one day when he
was listening to the radio at his
unfulfilling desk job. The self-help
speaker Earl Nightingale said, “If
you will spend an extra hour each
day studying your chosen field then
you will become a national expert in
that field in five years or less.”
Those words activated Jim’s core
setting in two ways: They gave him
a structure for becoming an expert

and they inspired him to become a
disciple of Earl Nightingale and
dedicate himself to the area of
human potential. Once Jim found
his passion anyone observing him
would categorize him as a high
velocity guy. The transformation
was not in his natural energy and
drive but rather in the activation of
his drive when he finally found
something he cared deeply about
and where he could pour all of his
energy. 

Jim believes that all salespeople
have the equipment within them to
lead successful and rewarding lives
IF they make the right choices. He
shared practices that you can
employ to activate your Success
Velocity to help you achieve
success and happiness:

� Set substantial goals—By setting
clear goals (knowing what you want
to achieve) and values (knowing
what matters to you) you activate
your energy and drive and make a
tremendous difference in your
work. His message is as you set
your goals reach to become more
than you have ever been. 
� Become observant. Notice
more than you typically notice. Start
by examining your own life and
extend that keen observation to
everywhere you go and every
person you meet.

As you observe consciously look for
three things: 

� Recognize patterns—Activities
are embedded in patterns. To
understand patterns step back and
look at activities and measure the
energy and drive associated with

each one. Patterns must be
observed in context. For example,
to understand a person’s Success
Velocity observe that person doing
something he or she personally
cares about. Once you see a
pattern you can drill down to the
principle behind it. 
� Observe the principles behind
the patterns: To identify the
principles requires reflection. For
example to understand the
principles behind your patterns Jim
suggested you reflect on your life in
seven-year increments starting with
your tweens (ages 11-12). Think
about your energy pattern when
were doing things you truly cared
about, something that mattered to
you, something you really loved
doing when you were a tween. This
introspection will give you insight
into your values and your level of
achievement and focus. Jim says
that you will find that when you
really cared about an activity, your
energy and drive were highest.
Repeat this reflection through your
early adulthood and forward from
there. Look at each period to
observe two elements; energy
patterns and drive. It is from the
combination of energy and drive
that you will get a picture of your
velocity in each period.
Understanding your Success
Velocity attunes you to
understanding the velocity of
others, which will make you more
successful in selling to them.
� Reduce the Gap—To help you
measure the gap between your
current position and your goal; start
by assessing your advantage (or
disadvantage). Take into account
your distance from your goal: Did



The Linda Richardson Interview

you have a head start, were you in
a neutral position, or were you
handicapped? Once you have
assessed your advantage you can
take steps to close any gaps that
exist, for example, by leveraging
your team, tapping into a coach,
maximizing social media, or adding
tools and systems to make up for
disadvantages and maximize
advantages. The more you are
focused on the goal you care about
the more quickly you will close the
gap.

Jim believes that when you
understand your Success Velocity
you will make better choices for
yourself, you’ll live a life that is more
rewarding, and you’ll gain important
insights into yourself and how to
understand and sell to your
customers. He suggests that if you

find that your Success Velocity is
low you must attend to both sides of
the Success Velocity equation of
energy and drive. Focus and drive
will activate psychological energy.
And things such as fitness, nutrition
and rest will increase your available
energy. Even simple things like
having a better chair and a quality
head set if you are doing many
phone calls throughout the day will
enable your physical energy. To
activate drive he says you must
reflect on what you care about and
what gives you a sense of meaning
and purpose. Once you know what
is important to you then you can

assess your rate of movement
toward accomplishing it.

In our world of smart phones,
social media, and keeping up with
technology, Jim asks you to slow
down and reflect to find ways to
increase your Success Velocity. His
message is as old as “Know
thyself.” and his perspective as
fresh as the spring that will be here
in 14 days. He got me thinking
about my Success Velocity and
remembering my early interests,
which in fact became part of my
life’s work and passions.                   �

Jim Cathcart is the Founder and CEO of the
Cathcart Institute. 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://cathcart.com/
https://www.linkedin.com/groups/Top-Sales-World-1857130
https://twitter.com/TopSalesWorld
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Dave Kurlan

While identifying the most
popular article of all time I

learned that this article has been
read by more than twice the
number of people that have read
the second most popular article.
But I couldn’t understand why…

The most popular article is not
an article on how to sell more
effectively or how to manage
salespeople with greater success.
It’s not an article on how to nail
sales recruiting or an article with
great insights. Honestly, I didn’t
think it was a very good article! But
there it is, sitting at number one,
looking proud and causing me to
write this article as an attempt to
reconcile why it is so popular.

The article was called, “What’s
the Difference Between Sales
Commitment and Motivation?” and I
wrote it in September of 2011. It’s one
of the shortest articles I ever wrote
(that should tell me something!), it’s
not very entertaining, it doesn’t have
a metaphor, and it doesn’t present a
strategy or tactic. So why is it so
popular?

I have a simple theory and I’ll
present it here today.

I believe that most salespeople,

sales leaders and executives had
never considered the definitions or
relationship between sales
commitment and sales motivation
before reading the article. I also
believe that it caused them to do a
double-take and share the article
with their teams.

I believe that salespeople who
have both strong commitment and
motivation will find a way to
succeed, despite their Sales DNA
and skill gaps, while salespeople
with similar skill gaps and
challenges fail because they lack
strong commitment and motivation.

Certainly, there are many more
salespeople that are motivated but
lacking commitment than there are
committed salespeople that are
lacking motivation. But the second
group does exist.

Objective Management Group’s
(OMG) statistics show that at least
20% of the sales population is
lacking commitment and around
15% don’t have the necessary
motivation. A smaller group, around

10% are deficient in both. You may
think that you can recognize
motivated people from unmotivated
people but it’s a lot more difficult
than you think. Sure, you know that
the 20-year-old college drop-out
who hasn’t figured out what to do
with his life could have issues with
both motivation and commitment. In
that case, it’s nearly impossible to
commit to something that doesn’t
yet exist…

But if you looked at a team of 25
salespeople I’ll bet that by looking at
them you wouldn’t be able to guess
who lacked commitment and/or
motivation. I’m certain that by talking
with them you wouldn’t be able to
figure it out either. I’ll bet my reputation
that if you asked them, they wouldn’t
know if they were lacking in motivation
and/or commitment!

I will tell you this. If you have
strong, unconditional commitment
and you are truly motivated, then
that should be enough to
overcome whatever limitations and
challenges you have created for
yourself. So use it! Use that
motivation and commitment to take
the final step, clear the hurdles and
be the success that you were
destined to be!                                �
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How To Become The Success You
Were Destined To Be
I honestly can’t believe the number of articles I have
written about sales and sales leadership.  Recently, while
looking at some of the statistics on more than 1,200 of my
articles, I discovered something that amazed me.

Dave is the founder and CEO of OMG and Kurlan
& Associates. Find out more by visiting here.
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In general terms, self-efficacy
seems like a logical explanation

for behavior. According to
Vancouver (2012), it is difficult to
specify exactly how self-efficacy
works. He claims that it is easy to
understand in a general sense what
self-efficacy is, but the specifics are
hard to nail down. For this article,
self-efficacy will be understood as a

perception of one's capabilities for
reaching goals and staying
committed to them.

According to Vaezi & Fallah
(2011), efficacy is attained through
four major sources: enactive self-
mastery, vicarious experience,
social or verbal persuasion, and
arousal from physiological states.
The first one, enactive self-mastery,

tends to be the strongest. It is from
this source that one learns efficacy
through his or her successes (Vaezi
& Fallah). Vicarious experiences
allow one to build self-efficacy by
watching others succeed. On
occasion, a person may develop
efficacy through social and verbal
persuasion. This means that the
supportive words of others might
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Here Come the New Ideas on
Self-Efficacy and Sales Performance
Albert Bandura (1993) introduced self-efficacy as a means to explain how a person is
motivated to accomplish a goal. The premise of this concept is that a person determines
how he or she will do on a particular task based on a perception of his or her capabilities.
The stronger this perception, the more likely the person is to set more stringent goals and
to be committed to accomplishing them.

Nicholas Townsend Smith
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help one to increase his or her
efficacy (Vaezi & Fallah). The final
area, and the focus of this article, is
on the physiological and
psychological factors that affect
efficacy. In this case, stress and
anxiety—particularly in the sales
arena.

Stress and Self-Efficacy
Gilboa, Shirom, Fried, and Cooper
(2008), noted in their meta-analysis
that stressors share a common
conceptual denominator in that they
are stimuli that are perceived by
individuals as placing demands on
them. They go on to suggest that
stressors have two elements. The
first is that the stressor is perceived
as a threat or hindrance: a negative
stressor. The second is that the
stressor is perceived as
challenging: a positive stressor
(Gilboa, Shirom, Fried, & Cooper).
When it comes to performance, a
challenge will lead to better
performance than a threat or
hindrance (Gilboa, Shirom, Fried, &
Cooper).

It seems that stress has an
impact on one’s efficacy. Since
stress is a perception, it is likely that
as one perceives a negative
stressor in his or her life, his or her
self-efficacy will decrease.
According to Cherian & Jacob
(2013), there are many studies that
link self-efficacy to performance. A
person will be more likely to learn
new things, to seek advancement,
to acquire more skills, and work as
a team if he or she believes that he
or she can do so. However, when a
stressor is introduced, self-efficacy
may be reduced. Cherian & Jacob,
found that physical distractions can

reduce efficacy, increase stress,
and diminish the team spirit.
Therefore, it would be in a
manager's best interest to help
reduce these distractions—one of
which may be income perception.

Income and Stress
In an interesting study about the
effects of income on mass incidents
(e.g. lower income would lead to
higher incidence of antisocial
behavior), Sun, Buys, and Wang
(2012) discovered that individuals
with lower income experienced
higher stress and that decreased
self-efficacy. This connection led to
an increase in antisocial behavior.
They found that individuals with low
self-efficacy became frustrated and
would find other means to solve
their problems (Sun, Buys, & Wang,
2012).

Mulki, Felicia, and Fernando
(2008) demonstrated that people
with low self-efficacy made tasks
harder than they were, whereas
people with high self-efficacy were
more open to a challenge and were
more likely to perform. Self-efficacy
is believed to influence a person’s
perceptions and responses to
negative situations on a job (Mulki,
Felicia, & Fernando). In the case of
income, the salesperson might see
income as an indication that he or
she is being paid according to the
perceived capabilities he or she has
(Mulki, Felicia, & Fernando). If there
is a discrepancy between the
amount of income the salesperson
receives and the effort he or she
has to put into the job to receive
that income, there may be a
decrease in self-efficacy and
performance (Mulki, Felicia, &

Fernando). The difficulty is
determining what comes first: the
hypothetical chicken or egg? It
appears that in the case of self-
efficacy and income, they may be
intertwined. A salesperson might
increase or decrease his or her
income based on his or her level of
self-efficacy. Inversely, the
salesperson’s self-efficacy may
increase or decrease dependent on
his or her level of income.

The Take Away
Self-efficacy can be enhanced by
limiting stressors. A controllable
factor for managers and leaders is
to set up compensation plans that
are in line with industry standards.
According to Bhadra (2015),
compensation should not be
significantly higher or lower than
what the current industry is doing.
In other words, a salesperson’s
income should reflect the value he
or she creates for the company.
Companies should create short
payment cycles, so that
salespeople receive the reward of
their efforts frequently, otherwise
they may lose interest (Bhadra).
Additionally, when designing the
compensation program,
organizations need to involve the
salespeople and ensure that any
programs that are introduced are
feasible and in alignment with
company policies and abilities
(Bhadra). It makes no sense to
promise compensation in any way
unless the company is able to
follow through with it.

Foundation to Self-Efficacy
While income is not the only
foundational influence of self-
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efficacy, it may have an impact on
the degree of self-efficacy one has.
The responsibility of creating a
consistent income is not the sole
responsibility of the company.
Salespeople need to be persistent
in their efforts as well. It took me
four years to create a consistent six
figure income. Some sales people
may reach that point quicker and
others will reach it slower. In any
case, the income structure at the
company I work for allows that kind
of compensation. The harder I work
at building my personal sales
business, the more money I can
make. As a result, I am less
stressed about income and better
able to focus my attention on the
clients and improving my skills.
When I first started selling, the only
thing I could think of was my

income and how I was going to pay
my bills. It made for a slow road. I
believe that low income impacted
my performance. I do not feel those
same stressors today.

As a salesperson, find a sales job
that can compensate you with the
income you would like to earn,
ensure the pay structure will allow
for unlimited growth (based on
performance), find ethical ways to
increase your income, and do not
give up prematurely. By working on
establishing a secure income, you
will lay the foundation for a secure
future. By eliminating the stress of
consistent income, you will open up

your mind to learning new things and
that will increase your self-efficacy.

Caveats of Self-Efficacy
According to (Gupta, Ganster, &
Kepes, 2013), one should be
cautious about generalizing results
when it comes to self-efficacy. A
salesperson may not behave the
same as an employee or even the
potential employee. Therefore, the
results gathered in this article will be
applied directly to salespeople and
should not be generalized to other
employees or potential employees.  �

You find out more  about Nicholas Townsend
Smith 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
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http://topsalesworld.com/sales-library/
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Joanne Black

What else was he doing that
was more important? You

know the answer to that question:
Nothing. Many salespeople have
what’s known as “call reluctance.”
They dread the thought of “dialing
for dollars” (i.e., cold calling people
they don’t know). So they focus on
their work with clients and dream up
every possible excuse for not
picking up the phone.

No matter how much you have
on your plate, unless you make time
to prospect, your sales pipeline will
dry up. And that’s a nightmare
situation for any smart salesperson. 

Hit the Magic Meeting Number
Sure, you’re busy. We all are. But
you’ve got to eat, right? Here’s an
idea to beat “busyness” and get
productive.

One of my clients asks his sales
team to book five lunches and four
breakfasts each week with clients
and potential referral sources.
That’s nine meetings a week. It
could be 10, but as he puts it, who
wants to meet for breakfast on a
Monday morning?

Nine meetings a week equals 36
meetings a month. Subtracting four
weeks per year for vacation and
other things that get in the way—
conferences, personal business,

sick days—that’s 396 meetings a
year. 

To be conservative, let’s say only
half of those meeting attendees
provide referral introductions. Since
at least half of referred prospects
convert into clients, that’s nearly
100 new customers per year!

Do my client’s sales reps reach
this lofty goal? Rarely. But to grow,
you need something to shoot for, so
why not aim high? 

Ask or You Won’t Get
Forget the tired, old sales mantra,
“Always Be Closing.” Smart
salespeople should “Always Be
Asking” for referrals. 

Referral selling is the most
effective business-development
strategy that exists. Because
referred prospects convert into
clients more than 50 percent of the
time, you eliminate competitors,
shorten the sales process, and
decrease the cost of sales. Why
would you waste time doing anything
else?

Don’t just ask for referrals when
it’s convenient. Make time to ask.
Pretty soon, your biggest problem

will be finding time to follow up on
those referrals. And what a great
problem to have!

Get Your Priorities Straight
Selling is time-consuming work. It’s
easy to get overwhelmed or
distracted, and let our sales
pipelines suffer. Don’t let that
happen to you.

My trick for staying on course
and productive? I do what’s “closest
to cash” first every single day.

This could mean writing a
proposal, following up on a referral,
scheduling a meeting with a
prospect, caring for current clients,
or chatting with potential referral
sources. 

Yes, I spend a little time
checking email and social media,
but when my timer pings at 30
minutes, I sign off. I used to clean
out my Inbox every day. Not
anymore. Unless an activity
contributes to building my business,
it’s a waste of my prime business
hours. I can research, read, and
listen to podcasts and webcasts
when (or if) I have time.                   �

You’ve Got to Eat, Right?
“I was so busy this week. I neglected to prospect.” That’s

what I heard from Jeff, a frustrated salesperson. But I
didn’t let him get away with it. Not having enough time for
prospecting is a lame excuse. 
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Joanne Black is America’s leading authority on
referral selling. Find out more by visiting here.
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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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First, let’s look at the definition of
analytics as used by sales

organizations. According to Sirius
Decisions, sales analytics “enable
more effective, fact-based decision
making, and sales leaders should
“leverage analytics to complement
their judgment and experience.”
These analytics give a look into the
pipeline and funnel to get a better
idea of what’s going on in certain
stages: when deals will close, how
long they’ll take, and more.

Most successful companies are using sales analytics to
report and predict sales performance. Organizations use
the information provided by the sales funnel and pipeline
to increase win rates and shorten the sales cycle. But
even with data-rich analytics to track sales activities,
companies are still lacking the insights they need to
improve sales processes and practices. Why, in this age
of information, are sales analytics still projecting in black
and white?

3 Reasons Your Sales Analytics Fail



Doug Winter

But these sales analytics only
give you the what and when, not the
why or how. Why are some deals
closing faster than others? How can
we shorten the sales cycle? Why do
certain sales reps have higher win
rates than others? Below are some
reasons that sales analytics fail,
and how to get the most out of
them.

1. Analytics are not measuring
the right things
Most companies use analytics to
track and measure sales
effectiveness. But the issue here is
that sales effectiveness is mistaken
for sales efficiency. Companies will
track how long sales cycles took
from start to close, the number of
calls and emails that turned into
meetings, and more. But these are
not measurements of how effective
a sales force is. In order to track the
success of sales analytics,
companies need to incorporate
measurements of sales effectiveness.
A few examples of this include:

� Sales collateral that is
successful/unsuccessful in different
stages of the sales cycle
� The ability for a sales rep to stay
on message and on brand when
speaking with prospective customers
� Sales reps’ adeptness to share
appropriate and relevant content
with the right prospective customer
at the right time

Most of these examples of sales
effectiveness tracking have to do
with tying the right collateral to the
right selling situation. This includes
being able to track and analyze
how, when and how often a rep is
sharing specific sales content with
customers and prospects. But sales
efficiency analytics are still
important; a balance between the
two is necessary.

2. The reasons for using
analytics are misaligned
throughout the organization
Typically, analytics are only being
used for reporting and shared
during weekly or monthly company
meetings, to show each team’s
progress for that time period. Most
of the time they will not carry the
same weight for the entire
organization as they might for a
specific team. If the significance of
sales analytics reports for each
team and their meaning for the
bigger organization is not
conveyed, it’s difficult to make any
changes in behavior or practices. If
the entire organization is not
working towards improvement after
analytics reports are shared and
discussed, each month will be the
same story and you’ll find yourself
taking one step forward and two
back after each meeting.

3. Analytics are only getting
companies so far
Most sales analytics that
companies track are based on the
pipeline, forecasts and conversions.

But these only get you so far; how
do you formulate a plan for
improvement from this data?
Pipeline and forecasting reports are
good for predicting when deals will
come in and how much they will be
worth, but what about the
processes that get you there? It’s
imperative to have insights into
what practices should be repeated
and which should be nixed, and the
only way to do that is by tracking
the why.

Finding a way to track and
analyze not only sales interactions,
but the interactions that prospects
have with the content that your
sales reps are now using and
sharing, will allow you to see what
is relevant and why it is working.
Being able to see what content reps
are sharing with prospects and how
prospects respond to that content
will allow you to emulate these
successful practices and eliminate
unsuccessful ones.

Sales analytics are often
expected to solve problems and be
the reasoning behind making
certain organizational decisions.
But the analytics commonly tracked
by most companies don’t get far
enough down the funnel to fuel
these decisions—the funnel
remains in black and white. Being
able to track the how and why,
however, fills the funnel with color
and allows for better ways to
improve sales processes and
practices.                                           �
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Doug Winter is the CEO of Seismic. Find out more
by visiting here.

Why are some deals
closing faster than

others? How can we
shorten the sales cycle?

http://www.seismic.com/
http://www.linkedin.com/cws/share?url=http://bit.ly/1xv9Jw2
https://plusone.google.com/_/+1/confirm?hl=en&url=http://bit.ly/1xv9Jw2
http://twitter.com/home/?status=See+Doug+Winter+of+@SeismicSoftware+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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However, it is now 2015, and
everyone is lined up at the

starting gate once again. Whether a
team's early efforts meet with
success or failure can profoundly
influence the team's future. In a
study of Stanley Cup playoffs from
1974 to 1987, researchers led by
William Gayton of the University of

As a sales professional, it’s always important to reflect on
the previous year’s accomplishments to determine what
worked and what needs improvement.  Perhaps, you made
it to the President’s Club or won that trip to Hawaii
through your company.  Or maybe you didn’t hit all of the
goals you initially laid out for yourself.

Top 10 Best Practices for Sales
in the New Year



Robert Greer

Southern Maine found that 72
percent of the teams that were
ahead at the end of the first period
won the match. This can be applied
to sales as well. It is important to
get off to a fast start early in the
year, and here are ten steps
towards becoming a leader after Q1
to ultimately exceed your sales
quota for 2015.

1. Reflection – spend time with
yourself and your manager
reviewing your book of business.
What did you learn about your job,
territory, and customers in 2014
that will make you a better
salesperson this year?

2. Change – what are three things
you can do differently this year that
will increase your sales? Single
them out, and implement them into
your daily routine.

3. Plan – would you like to see the
fruits of your labor in your wallet at
the end of 2015? Tape a $100 bill to
your computer screen, bathroom
mirror, or refrigerator and
remember the quote from Benjamin
Franklin, “If you fail to plan, you are
planning to fail!”

4. Targeting – the 5 W’s: Who,
What, When, Where and Why. This
is where your manager will know
how well you did your homework.
Have you maximized all the
resources available (Google,
LinkedIn, Hoovers) to understand
the company and the individuals to
turn cold calling into warm calling?

5. SWOT analysis – identify the
strength and weakness that your

product or service has over the
competition. Opportunities are areas
you can exploit to your advantage,
and threats are the external factors
that can keep you from hitting your
target. 

6. Listen – become a better
listener this year. Some of the best
sales calls have been when the
customer did most of the talking.
Always keep in mind the old adage
from Epictetus: “We have two ears
and one mouth so that we can listen
twice as much as we speak.”

7. Solve a problem – if you can’t
solve their problem you will not be
getting the sale. Find out what
they’re challenged with before you
make your presentation to ensure
relevancy. 

8. Persistence – it takes at
least four “no’s” before a fifth
yes, and some say that 92
percent give up after four
rejections. Be the one who
makes the sale by asking five
times or more!

9. Follow-up – stay actively
engaged before, during and after
the sale. Almost 60 percent of
customers say they don’t have a
relationship with their vendor.
What would your customers say
about your relationship? How can
you improve?

10. Passion – this is the most
underrated sales tool we all have
in us. It sets our mood, tone of
voice and body language. Find
something to love about your job;
the product or service, the
company or your customers.
Focus on that because smiling,
passionate people sell more!

Lisa McLeod offers great insight
in her book, ‘Selling with Noble
Purpose, How to Drive Revenue
& Do Work That Makes You
Proud.’ It is based on the
question: “What is your Noble
Sales Purpose (NSP), and how
can you make a difference in the
lives of your customers?” If you
focus on that you will far exceed
your quota, and achieve great
things for yourself, your company,
and your customers.                    �
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Robert Greer is Vice President of Sales at
getAbstract. Find out more by visiting here.

In a study of Stanley
Cup playoffs from 1974

to 1987, researchers
led by William Gayton

of the University of
Southern Maine found
that 72 percent of the

teams that were ahead
at the end of the first

period won the match.
This can be applied to

sales as well.

http://www.getabstract.com/en/
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=This+week's+top+sales+magazine+is+out+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2


2015 Top Sales Academy
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 is running 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

There is a difference between
falling off the grid and decision
delay. The difference is you never
get to the decision point when they
fall off the grid. I have a theory that
a sale is like a bell curve. Interest in
you and your products on the
vertical axis and time is on the
horizontal axis.

The bell curve represents a sale
as it progresses through the sales
process and buyers cycles. As you
can see above a prospects interest
increases over time. At some point
in the process they have what they
want and need (price, availability,
key features, etc.), and interest

begins to decline (The back side of
the bell curve). If you don’t close the
sale before the decline gets too far
down the backside of the bell curve,
your chances of closing will be
significantly reduced. This explains
decision delay. The prospect
doesn’t see enough value to
support the investment.

Why does this happen?
Prospects are looking for all of the
information on your products and
services they can get, a
demonstration or presentation, and
the price. After that they are either
going to move forward and buy ...

In part 1 of this series we discussed
the troubling statistic that 70 – 94%
of leads generated by marketing
are ignored by sales. Part of the
problem is the misuse of valuable
data that results from marketing
contact. The first type of data we’ll
look at is what we call the “pipeline”
disposition*. A “pipeline” disposition
is a prospect that is just one or two
touches away from being converted
to a sales-ready lead.

Inside sales support reps, just
like field sales reps, are attuned to
opportunities that are not
immediate, but likely imminent. At

the same time an inside sales
support rep is working to identify
leads for your team, they should
also be identifying prospects that
are just one or two “touches” away
from being ready to pass to sales.
In our work for clients we find that
20 – 40% of pipeline dispositions
are converted to high quality, sales-
ready leads. So, rather than
generating five leads for every one
hundred suspects, you can
generate 1 – 2 more incremental
leads from just five prospects that
are labeled as “pipeline.”is often ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
A Sale is like a Bell Curve   
by Michael Nick

This Week’s Top Sales Blog Post
When Bad Things Happen to Good Leads - Part 2 -
Don't Underestimate the Value of the Pipeline   
by Dan Mcdade
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https://www.linkedin.com/pulse/sale-like-bell-curve-michael-nick?trk=hb_ntf_MEGAPHONE_ARTICLE_POST
http://blog.pointclear.com/blog/when-bad-things-happen-to-good-leads-part-2
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=This+week's+top+sales+magazine+is+out+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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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/
http://livehive.com/
http://www.membrain.com/
http://www.mhiresearchinstitute.com/home
http://www.millerheiman.com/
http://www.objectivemanagement.com/
http://www.pointclear.com/
http://www.salesforce.com/company/
http://www.seismic.com/
http://corporatevisions.com/
http://www.mobileforcesoftware.com/
http://www.toplineleadership.com/
http://www.mhiglobal.com/
http://topsalesworld.com/advertise/
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