


In days gone by, whenever anyone
mentioned "knowledge," there

would be an immediate assumption
that they were going to discuss
product knowledge: That is
understandable because even today,
80 per cent of all training budgets
are spent (invested?) on teaching
sales teams all there is to know
about the “product range”?

The reality is that product
knowledge is no longer a
differentiator, and I remain
unconvinced that it ever was. It is a
very basic requirement of all
successful frontline sales
professionals. In other words, it's
part of the entrance exam - not a
higher qualification.

Today, knowledge really is
power, and that means ..

- Industry knowledge
- Sector knowledge
- Competitive knowledge
- Company knowledge
- Business knowledge (acumen)

As the discussions and debates
continue regarding the future of
professional selling, one fact is very
clear: The relevance of a salesperson
in the “buying process”- yes, we
have moved away from the “sales
process” - is becoming increasingly
diminished. This is quite simply
because buyers - who are more self-
educated than ever - are entering
the cycle so much later.

That's why our interactions with
buyers need to be wholly relevant.

Wholly relevant means using our
knowledge - our complete knowledge
- to justify our right to be part of a
customer’s purchasing process.

As we move up the food chain,
our ability to use different
“languages” also becomes
increasingly important. We have to
become commercially “multi-lingual”
because C-level executives, for
example, rarely use the same
language as members of an
information technology team. And
both groups naturally have different

sets of buying criteria.
In the very near future, having

the right attitude, a broad range of
sales skills, being “socially adroit”
and having familiarity with internal
consultative sales processes will not
guarantee our survival. The key will
be the extent of our “commercial
bandwidth” and that means our
knowledge.

Jonathan Farrington,
CEO Top Sales World

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

Knowledge is the Key to
Becoming "Relevant"

Editorial
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Dr. Tony Alessandra is a best-
selling author, international

speaker, and entrepreneur in the
field of sales and marketing. One of
his areas of expertise is DISC,
which he began to explore four
decades ago. His passion to refine
behavioral styles as a way to
increase sales performance has
never wavered over that time.

DISC is a personal assessment
tool designed to help a salesperson
understand his or her own
behavioral selling style and the
style and needs of customers. The
initial model dates back to research
at Columbia University in the
1920’s. You may think that selling
styles, especially with today’s the

emphasis on research and
business insights, may no longer be
relevant. 

Not according Tony and he is
conducting some exciting research
to back that up. Certainly I feel that
with customers becoming more and
more sales independent that the
relationship with the salesperson
will be one of the main
differentiators. Therefore, I was
keen to understand how DISC fits
into today’s sales world.” 

Tony acknowledged that there is
really nothing new at the core of
DISC but that the research and
data he has compiled has allowed
him to maintain relevancy through
new applications. He reinforced

that to build one-on-one
relationships with customers and
colleagues, it is essential to
develop adaptability. Adaptability is
a salesperson’s capacity to change
her approach/ style, depending on
the situation or person with whom
the salesperson is communicating. 

For those of you not familiar with
DISC, a brief recap. It is an
adaptability tool made up of four
basic behavioral styles that a
salesperson encounters when
calling on customers:

� Dominance style (director, driver):
fast paced, wants to get to the point
� Influence style (socializer,
expressive): idea-people who excel
at getting others excited about their
vision 
� Steadiness style (relater, amiable):
good planners, team players, and

Linda Richardson interviews best-selling author and
international speaker Dr. Tony Alessandra.

An Eye Opening Customer Tool 



The Linda Richardson Interview

good with follow-through
� Conscious style (thinker,
analytical): requires documentation
in writing, proof, slower paced

The goal of the tool is to give
salespeople data to help them
determine their behavioral style and
understand the style of their
customers so they can approach
customers in the most effective
way. 

The big question is how to
decode style. It would be great if
customers wore style tags and in
Tony’s thinking they do to a certain
extent. He recommends that
salespeople looking at customers
(and themselves) do so from three
perspectives: (3 V’s)—verbal, vocal,
and visual and determine two
things:

� Is the person more open or
guarded?
� Is the person more direct or
indirect?

The goal is to enable salespeople
to understand their DISC pattern
and adapt it to that of their
customers. For example, if the
customer is a D and a salesperson
an S, in general the focus must first
be on the desired outcome in a fast-
paced conversation. Early rapport

and relating efforts likely will not be
as welcome as getting to the point
quickly. But S customers are more
open to relationship building and
more of a challenge for D
salespeople, who have to slow
down their pace and focus initially
on building trust. Salespeople must
ask themselves what would they do
differently in each of the stages of
the sales process from prospecting
to expanding based on the
customer’s style. 

So how has DISC changed over
the span of time that Tony has
worked on this concept? Because
Tony is in the online assessment
business, he has access to
continuous current data, which he
uses to analyze behaviors and
refine the insights salespeople can
gain from their style profiles. In his
on-line assessment, Tony goes into
greater depth with not only
dominant styles but also secondary
styles and these are often meshed
with the values behind the
behaviors. His goal is to insure the
information given to salespeople is
presented in clear, simple, and
practical terms to help them be
more successful and “read their
customers like a book.” 

We are living in a world not only
of books but e-books and we
discussed how to skew DISC to the
shifts in how buyers buy and
salespeople sell. We talked about
the impact of the movement to
phone selling which removes on of
the three V’s, visual. Tony feels that
while determining style over the

phone is more difficult, a
customer’s voice, pacing, and
choice of words give insight into his
or her style. 

We discussed how much more
difficult it is to discern style in an
email but again emails can be
decoded if a salesperson takes the
time to look. For example, D’s
answer in a more terse quick style of
yeses and no’s and often use
capitalization and exclamation
points. C style customers will go into
great depth and include data and
documentation, where necessary, I
style customers are more likely to
have more caps, italics, LOL
abbreviations, and the S style will
have longer, more personal and
specific elements in their emails. 

In selling to a group, it is vital to
meet the needs of all the customers
so they don’t disengage. Taking into
consideration the decision process
and each style’s pace and priority
needs, meet the needs of the D first
or you risk losing them, the I’s
second or they will start
daydreaming, the C’s third (not the
S’s), and the S’s fourth because the
S will stay with you all the way.

Tony is a self-professed D. If you
are thinking about your style—
Dominant, Influence, Steadiness,
Conscious, you are not alone. 

Tony’s advice: “Don’t give a
presentation before you understand
the customer’s style. Customer needs
tell you what to sell. A customer’s
style tells you how to sell.” �

Top Sales Magazine  March 17th Edition 2015 5

Dr. Tony Alessandra is a best-selling author and
international speaker. Find out more  here.

The goal is to enable
salespeople to

understand their DISC
pattern and adapt it

to that of their
customers. 

www.Assessments24x7.com
www.Assessments24x7.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+this+week's+Top+Sales+Magazine+it+features+@TonyAlessandra+via+@topsalesworld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
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Ihad a sales manager opening to
fill, and two quota-producing

salespeople I was considering for
the promotion. My top producer,
Mike, was an exceptional
salesperson. He had a “motor” that
was 2nd to none and was

Like most sales managers, I spent several years as a sales
rep before promotion to a sales management position.
Here’s what I know now that I wish I could have advised
my newly-promoted self back in the day:

Sales Leadership Lessons I Wish I
Could Have Given to My Younger Self 



Kevin Davis

consistently 120% of quota. He was
highly competitive and incredibly
hard-working. When Mike won a big
sale he’d get very jazzed, but when
he lost a sale he could get down in
the dumps.

My #2 producer, Darren,
consistently produced at 100-110%
of quota. Darren was more even
keel than Mike.

Naturally, I promoted Mike, my
top producer because he sold
more. It was a huge mistake!

As a manager, Mike expected
everyone to sell like he did, and he
couldn’t understand when they
didn’t. He would get emotional,
subjective, and unpredictable when
his sales team didn’t sell like him. I
coached Mike frequently and
wanted him to make changes. But
he just wasn’t capable of making
that shift. After six months, I
suggested that he reconsider a
sales territory, and he jumped at the
chance to get back to selling. I then
tasked Darren as the team’s new
manager.

Today, 20 years later, I still keep
in touch with both Mike and Darren
on LinkedIn. Mike now sells
business insurance, and Darren
manages over 1,000 salespeople
for a technology company. At the
time I employed Darren, I knew he
had become a good salesperson
but I did not recognize his
leadership qualities soon enough.

Don’t let daily “stuff” get in the
way of making effective hiring
decisions
An incentive for one company I
worked was an awards trip for the
top 5% of their 2,000-person sales
force. I won the trip as a general

manager one year and attended the
company-sponsored cocktail party
at a resort in Mexico. One
salesperson, who looked vaguely
familiar, came up to me to me and
asked, “Kevin, do you remember
me?”

Turned out that I had
interviewed him three years prior
but I had made the decision not to
hire him. A few months later, he’d
landed a sales job with another
division of our company in a nearby
city. And within two years he had
risen to become one of our
company’s peak performers.

We all know the cost of a bad
hire that we make. But what about
the great candidate that we don’t
hire? The mistake I made, I’m sure
of it, was that when “stuff” got really
busy I could become less effective
as an interviewer. The busier I was,
the more pressure I put on myself to
make faster decisions. Not good.

When times are tough, and
you’re stressed out, don’t lose
your sense of humor!
The day that Abraham Lincoln was
nominated to become president
was, for him, a very stressful day.
Lincoln handled stress by telling
jokes. On that day, one joke Lincoln
told was about Thomas Paine, a
famous Revolutionary War patriot.

Shortly after America won its
independence from Great Britain,
Paine travelled to England to visit his
cousins. As a practical joke, these
British cousins decided to place a
picture of George Washington in
their outhouse. One day they asked
Paine, “Do you think it strange that
we placed Washington in our
outhouse?”

Paine said, “No.… Actually, I
thought it was the perfect place for it,
because nothing will scare the poop
out of an Englishman faster than the
sight of George Washington!”

I’d never claim to be in the same
league as Abraham Lincoln. (Few of
us could!) But if Lincoln could
maintain his sense of humor when
taking on the leadership pressures
of a highly divided country just
weeks away from the start of the
Civil War, surely I could have done
the same in my own situations.

There you have it. Three pieces
of advice from an older-and-wiser
Kevin Davis to the young, ambitious
sales manager I was once. Hope
you can benefit from my
experience!                                         �
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Kevin Davis is president of TopLine Leadership.
Find out more by visiting here.

As a manager, Mike
expected everyone to
sell like he did, and he

couldn’t understand
when they didn’t. He
would get emotional,

subjective, and
unpredictable when his

sales team didn’t
sell like him. 

http://www.toplineleadership.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+@toplineleader+in+this+week's+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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Heather Foley

However, salespeople these
days require higher levels of

education, expertise and
sophistication. What’s more, great
sales people are aware that their
skills are hugely in demand and
actively seek out companies that
give them reasons to be genuinely
engaged. The old ‘carrot and stick’
approach no longer works. If you
manage a sales team and want
people to perform at their best, not
constantly looking for better offers of
employment, then there are a few
areas you should be considering.

1. Sense of purpose
A sales team, like any other team,
relishes having a clear sense of
purpose. Charities have found that
simply requesting more and more
donations isn’t as effective as
rallying the public around a cause
and sales teams benefit from a
similar approach. Having a shared
vision of the target and what it would
mean to achieve it is hugely
energising. It gives salespeople
more purpose in those low
moments, such as when they need
to make endless cold calls!

2. Manage by objective
It is a mistake to manage your
salespeople based purely on how
many hours they put in. It’s far better
to focus on setting SMART

objectives and focusing your
attention on supporting each
individual to achieve his/her targets.

3. Flexibility
Many people do, however, work
long hours. They appreciate being
given the flexibility to manage their
time and objectives. Granting this
flexibility will reap its rewards. You’ll
find that your team will be even more
determined to beat their targets.

4. Praise
Typically, sales people receive
commission or bonuses. But these
are not a replacement for
acknowledgement of a job well
done. Contrary to some public
opinion, most sales people want a
career and want to know they are
doing a good job. Thank your sales
team when they give great service
or when they save the day with a big
deal you’ve all been working on for
months.

5. Development
Like all professionals, in order to
progress, your sales team needs to
assess their strengths and
weaknesses. They then need to
prepare a development plan to

address any worrying areas.
Support them to create and
progress their development plans
and not only will you have more
engaged and inspired team
members, but they’ll also be more
effective. 

6. Reward
Finally, if you want to recruit and
retain the best sales people, you will
need to pay the best rates. This is
not just about big numbers, though.
You will need to be able to
demonstrate that you set fair and
achievable targets so that there is a
credible chance of earning well if
targets are met.

If you create an environment
where your sales people are
motivated, rewarded and engaged,
you’ll find you are managing a
team of inspired and effective
sales people. What’s more, you’ll
find that the attitude of your sales
people changes and, according to
businessman William Stone,
“sales are contingent upon the
attitude of the salesman”. What
better chance of hitting those
targets do you have?                       �
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Encore! - Inspiring great performance
from your sales team 
Motivating salespeople used to be easy, didn’t it? They were given targets and fabulous
rewards for hitting them. And if they failed? A serious dressing-down from their manager!  

Heather Foley is a consultant at etsplc. 
Find out more by visiting here.

https://www.etsplc.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=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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Change happens whether you
want to change or you don’t.

And it is not just the logic that drives
change. It is our emotions. We
know that a buyer will buy based on
emotion and back it up with logic.
We know that we don’t feel
emotions; we actually DO emotions
- from the way we stand, to what we
think about in the moment and the

way we talk to ourselves. And we
can change emotions at the drop of
a hat – just ask any person who is in
a bad mood only to switch instantly
to a state of delight when a friend
calls.

In business as in life, “Some
people change when they see the
light; others when they feel the
heat.” How a salesperson is

encouraged to proactively make
change happen, creates such a
different energy than one who is
expected to reactively manage
change that happens.

There are a plethora of concerns
that sales executives have and they
can be summarised and addressed
as follows:

Sales Executives Concerns
1. New initiatives are discussed
and they make logical sense but
they aren’t as easy to roll out in this
market
2. Salespeople are resistant to
change especially those who are
veterans or long time successful
team members who have the
attitude of ‘we’ve always done it this
way’ or ‘if it’s not broke don’t fix it’.

We know that the business landscape is changing and the
status quo is our competitor, we know that businesses
who failed to innovate and anticipate the changes needed
to survive, like Kodak, Compaq and Blockbuster, struggled
to survive, and we know that it is not the most skilled or
intelligent who survive but those most willing to adapt to
change as Charles Darwin reminded us.

Managing Facts while Managing
the Emotions of Change 



Bernadette McClelland

3. The salesperson doesn’t know
how to adapt to the customers
changing behaviours.

New Sales Realities
1. When the environment offers up
more rejection, customer resistance,
more objections and downright
tough times, then logic and emotion
must work together more than ever
to help the salesperson sharpen
their saw.
2. We know the seven most
expensive words in business are
‘we’ve always done it this way’.
Industries are changing, businesses
are changing and roles are
changing and at the foundation of
all this change must be the
individual’s approach and
acceptance of rapid change.
3. The reality is that decision times
are longer, committees are
involved, the cost of switching is
more closely looked at, competition
has increased, client budget cuts
and it is harder to get to decision
makers. These are just a couple of
the changes that salespeople have
to cope with in today’s environment.

Steps to Leadership
1. If you were to ask a salesperson
the emotion they were feeling when
they lost a deal, or couldn’t connect
with a buyer or earned less
commission than normal, they
would come up with a plethora of
emotions, whilst logic will objectively
say, ‘it is what it is’. 

How a salesperson deals with
uncertainty in their role comes
down to three keys:

� Physiologically, how they stand,
sit or walk (slumped or shoulders

back as one example) can dictate
so much to their state. Shift it and
see what happens.
� Mentally, how they talk to
themselves and the language they
use. Do they beat themselves up?
or do they reframe what happened
in a more resourceful and mature
way? Do they play the victim?
� Emotionally, do they believe
they have the goods and what do
they reference from their past as
evidence or proof that they can or
can't do, and take into the future
with them that will contribute to
them succeeding or sabotaging that
success?

2. Logic says we’ve always done it
this way, Emotion says ‘I’m afraid
of what this change means’. While
some will accept the changes,
others will be sceptical. Scepticism
is healthy, cynicism isn’t. 

� Allow a space for venting and
listen 
� Create an environment where
they can tell you the truth and
give you real feedback on what
the change means to them
personally
� Presenting the idea for change
as factual and logical only, will
hardly create an accepted
environment of change.

3. It’s about managing people’s
feelings and having them buy into
change by tapping into both the
heart and the head. Logically,
there are fixes such as:

� getting clear on what the value
propositions are
� collaborating deeper within an
account 
� increasing activity levels
� languaging what makes you
unique and 
� leveraging social media. 

Emotionally, the shifts need to
come from the salesperson's ability
to grow, evolve and  become more
certain and confident and to have a
strong level of conviction. 

These learned skillsets and
mindsets will give them more
flexibility so they can not only hold a
solid, commercial conversation but
also shift their focus from what they
can ‘get’ from the buyer, to what
they can ‘give’.

In Summary
If we consider that change is a
constant, then what must we start
doing, or stop doing? What must we
do that is different so our ability to
embrace change creates stronger
opportunities? We may say
industries change, organisations
change. 

We may say customer’s change,
that rules change, but at the base of
all of these subsets, are people.
People change and people create
change and to proactively make
change work for us and not
reactively happen to us, is to tap
into both resources of logic AND
emotion.                                             �
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Bernadette McClelland is a International Keynote
Speaker. Find out more by visiting here.

http://bernadettemcclelland.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=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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“There is a cruel wind blowing
through our business. We all

feel it, and if we don’t, perhaps
we’ve forgotten how to feel. But

here is the truth. We are less
ourselves than we were when we
started this organization”.

But Jerry wasn’t sad or angry,

because he had a vision for the
future. A way to re-capture what
was good and decent about his
business, a chance to focus more
on personal relationships and less
on personal fortunes. As he
explained:

“And yet, as I sit here in the
wonderful Miami Hilton, I have
never been so happy to be alive. I
have said “later” to most anything
that required true sacrifice. Later I
will spend a weekend reading real

It was 1am in the Miami Hilton and something snapped
inside Jerry Maguire. He sat down to write a Mission
Statement, outlining his vision for the future of the sports
management business. Jerry’s mission was to change the
face of his industry. He knew that something was wrong,
that something had fundamentally changed.….

The Things We Think And
Do Not Say 



Cian McLoughlin

books, not just magazines. Later I
will visit my grandmother who is
100 and unable to really know the
difference. Later I will visit the
clients whose careers are over, but
of course I promised to stay in
touch. Later later later later.

It is too easy to say “later”
because we all believe our work to
be too important to stop, minute to
minute, for something that might
interfere with the restless and
relentless pursuit of forward motion.
Of greater success. Make no
mistake, I am a huge fan of
success. But tonight, I propose a
better kind of success. I could be
wrong, but if you keep reading and I
keep writing, we might get there
together.”

For those that would like to read
the whole Mission Statement (and I
recommend you do) you’ll find a full
transcript here.

As I sit here, its 1pm on a sunny
Sydney afternoon and I’m also a
man on a Mission. I spent more

than 15 years working in the
enterprise sales industry, an
industry which though often
maligned, plays a critical role in
keeping the wheels of the economy
turning. During that time, I often
found myself "With Things I
Thought And Did Not Say".
Nowadays I get to spend time with
lots of young sales people, as well
as senior sales reps and
experienced sales leaders. The
vast majority are dedicated, decent
and hard-working individuals,
committed to delivering a great
outcome for their clients and
partners.

It took me many years and lots
of soul searching to recognise a
fundamental problem with the sales
industry. We simply don't
understand why we are winning
and losing the deals we pursue.
Don't get me wrong, we have lots of
theories, which we we're only too
happy to discuss and debate, but
let's be honest, we're often wide of
the mark. Which means the next
time we compete for a deal, without
having understood the real reasons
for our past wins and losses, we're
effectively flying blind. Until we take
the time and the initiative to engage
in a dialogue with the only audience
that really matters, our customers
and prospects, to understand what
really took place, we're destined to
continue repeating our mistakes.

I’m sure it will take many more
years and lots more soul searching,
to fix this problem, but that’s ok
because just like Jerry Maguire, I

have a vision. This short video
should give you a better
understanding of the problem I'm
trying to solve and my vision for
changing the enterprise sales
industry for the better.

Some of you may already be
doing this, although statistically less
than 10% of sales organisations
are, but what I really want to
achieve is a groundswell of support
and momentum for Win Loss
Reviews within the sales industry.
As an industry, as individual sales
reps and sales leaders, lets take
ownership of improving the
perception of our personal and
professional brands. Lets do our
utmost to extract some valuable
insights from every piece of
business we pitch for, win, lose or
draw. Let's make a commitment
that we won't lose a deal for the
same reason ever again and that
we'll share the insights from our
wins with our colleagues and peers.

In the movie, Jerry's Mission
Statement and impassioned plea to
his colleagues was met with lots of
awkward shifting in seats and a
profound silence from his peers,
until finally Renee Zellweger
agreed to accompany him on his
journey. I'm hoping not too many of
you are shifting awkwardly in your
seats, thinking that all sounds too
hard and confronting and silently
opting to stick with the status quo?
Either way, I'm interested to hear
your thoughts                                    �
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Cian McLoughlin is Managing Director at Trinity
Perspectives.  Find out more by visiting here.

“There is a cruel wind
blowing through our

business. We all feel it,
and if we don’t,
perhaps we’ve

forgotten how to feel.
But here is the truth.
We are less ourselves

than we were when
we started this
organization”.

http://www.theuncool.com/films/jerry-maguire/jerrys-mission-statement/
http://www.trinityperspectives.com.au/
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


Date and Time: Wednesday, March 18th, 9am PT / 12pm ET

A key part of having a successful sales organization starts with linking sales

coaching with the sales process. And developing a good sales process starts

with the customer in mind and identifying critical success factors. 

So how do you orchestrate a successful, quota-hitting sales
organization?

Join our live webinar with world-renowned authors and industry sales experts

Linda Richardson, Tamara Schenk, and Jonathan Farrington who will discuss

ways you can transform your organization with proven principles. They’ll discuss:

� An alternative approach to coaching

� How to link sales coaching with sales process

� How to orchestrate your internal operations the way you want to get served

as a customer

� Do’s and don’ts of building success criteria

Find Out More Here

http://livehive.com/gain-a-competitive-edge-in-2015-webinar/?utm_medium=email&utm_source=Act-On+Software&utm_content=email&utm_campaign=Deploy%20a%20Successful,%20Quota-hitting%20Sales%20Organization&utm_term=Webinar


2015 Top Sales Academy
Next Session Released on Friday March 20th 2015

Lori RichardsonLori Richardson is recognized as one
of the “Top 25 Sales Influencers for 2012 and one of
“20 Women to Watch in Sales Lead Management”.
Lori speaks, writes, trains, and consults with inside
and outbound sellers in technology and services
companies. Subscribe to the award-winning blog and
the “Sales Ideas In A Minute” newsletter for sales
strategies, tactics, and tips in selling. 

Visit: www.scoremoresales.com

Registration is free - Go here!

Sales GEMS: Multifaceted Prospecting Success
Lori Richardson

www.scoremoresales.com
http://topsalesworld.com/topsalesacademy/phase-two/
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Sales success was remarkably
varied; from unstoppable sales

machines to those who were
mediocre, making less calls and
less sales. Others provided too
much service. Yet another group
burned out, had to be pushed to
keep making calls and required
huge manager attention, training

and coaching. This last group also
had the most dissatisfied customers. 

Here is what struck me. These
sales reps were largely doing the
same things with a wide sample of
prospects, but with radically different
results.

Economists call this a “natural
experiment” - everything was set to

be equal, except for some “it” factor
inside of the sales rep. themselves.
That “it” factor consistently delivered
results dramatically affecting sales,
activity, compliance, errors, and
attrition. What was “it?”

Predicting Human Behavior is
Well Documented
Other business domains use
advanced analytics to find and
predict these kinds of factors, using
these factors because they are so
predictive of success. 

Marketing has made a science
of sorting out consumer signals into
personas, to optimize outbound
messaging and offers. Medicine,

Early in my business experience, I encountered a mystery.
A tightly run inside sales team had an ocean of
standardized offices with the same scripts to follow, the
same goals, the same computer screens and the same
incentives for success. They made a lot of outbound calls
to sales prospects with little variety.

If You're Not Predicting Your Sales
Rep Performance Pre-hire - You're
Doing It Wrong



Pasha Roberts 

finance, elections, and industry all
use similar predictive approaches
to predict human behavior.

We apply the same analytical
methods to find this “it” factor in
sales representatives. Here’s what
it looks like.

Example: Preventing Early
Attrition
Most sales organizations spend
weeks or months training reps.
Technical, insurance, and
pharmaceutical training can be
complex and lengthy extending into
many months. Sometimes difficult
exams are required before selling
or making that initial phone call.

Sales organizations find a
disappointing and expensive number
of reps terminate early, a worst-
case scenario for the business - all
expense, no value.

A predictive approach includes a
standardized way of measuring
Aptitude, and other factors for
successful candidates who made it
beyond “ramp up time”, versus
those who didn’t. We build and
validate a rigorous predictive model
based on these factors that is able
to – literally - quantify the “it” factors
of top performing employees.

Predict Performance and
Attrition Pre-Hire
The most powerful place for
predictive models is pre-hire, during
candidate selection. Each candidate
is evaluated against the model with
a predictive score. The score could
be the probability of staying in a role
for a year, or the probability of
achieving quota, and the like. One
candidate might have a 73%
probability of staying in the role for

a year, and another 32%. (Or we
could predict a candidate’s sales
call activity, or product mix sold – all
pre-hire). These predictions guide
the recruiting team, along with other
factors.

Sales candidates more likely to
stay in their role for more than a
year, are typically sales reps that
move beyond ramp up and into
selling where they generate
revenue and employer value, leading
to less candidates wasting time in a
career they ultimately don’t want.
The sales organization spends less
money recruiting, acquiring, training
and coaching sales reps.
Performance goes up. Attrition
goes down. Customers feel it.
Stockholders see results.

Everybody wins.

Machine Learning Models

The predictive modeling process,
by design, provides ongoing
feedback to the recruiting and hiring
process. It connects hiring with
sales results. Math and modeling
methodologies keep everyone
honest; if something is predictive, it
stays in the model. If it is random
and doesn’t predict, it’s gone.

When new products or solutions
are added, if a merger occurs, or
the economy improves or gets
worse, the model detects these
differences and learns. (Interestingly
this is a major disadvantage of
using an industry model that is
static.)

A quality model informs recruiters

of the qualities that matter and
others that don’t. This approach
can additionally be useful for entry-
level candidates with little job
experience - there isn’t much to go
on except for that “it” factor.

Multiple Predictive Models
We have bigger goals beyond
staying in a role for a year. We want
sales reps that exceed their quota,
sell the right mix of products, have a
sense of urgency about closing the
quarter and year end and to stay on
the job for years. Your sales
organization - can - have - more - of
- these.

Models can, and should be built
to address these KPIs. The goal is
to use predictive tools to screen in
both a) high potential candidates,
and b) to screen out low potential
candidates. Your approach could
vary with location, job market
conditions, and changing business
imperatives.

The smartest users of predictive
models have a portfolio of
predictors for each candidate, so
that hiring professionals can
intelligently balance potentials and
business needs.

High volume sales organizations
are ideal for this kind of work
because of the sales performance
data they gather today. Almost all
needed data exists today and can
be easily found. It’s gold waiting to
be mined – so you can solve the
Sales Rep hiring mystery.               �
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Pasha Roberts is the Chief Scientist & Co-founder
of Talent Analytics, Corp. Find out more here.

http://www.talentanalytics.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=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 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

If you’ve attended more than, say,
one sales training session in your
lifetime you have undoubtedly been
warned about the dangers and
perils of feature dumping.

I cannot argue against such
admonition, and honestly, I’ve
offered that counsel myself
countless times over the past thirty
years.

Feature dumping is abhorrent,
disrespectful and irritating. A
customer does not need a
salesperson to spout off a list of
product qualities which are of
absolutely no interest to them.

My instruction has been very

consistent on this topic, and I offer
this mantra:

Know everything. Share what
matters
I know I am preaching to the choir
on this one. You’ve heard it before,
you’ve accepted the premise, and
you are careful about monitoring
the amount of information that gets
spewed in the general direction of a
prospect. The verdict is in: you are
not guilty.

Or are you?
There is a subtle form of feature

dumping that is often overlooked ...

Freedom is nice. Rigid cold call
scripts usually feel claustrophobic
and fake, for both you and your
prospects, which is one of the
biggest reasons that 78 percent of
social sellers do much better than
their peers. Social sellers are warm
and personable, the kind of people
you want to do business with,
online or offline.

Some people shy away from
social selling because there’s too
much freedom. The lack of hard
and fast rules in social selling might
make it sound like the Wild West,
but there are limits. While you have

the freedom to outline your own
methods, some actions make it
harder to build and nurture the kind
of relationships that form the
backbone of social selling.

Below are seven behaviors or
practices that are deal-breakers for
social selling. Abandon all egos, ye
who enter here. Read them and sin
no more.

1. “I didn’t make networking a
priority.”
Your day is already packed with
meetings, travel, administrative ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Are You Drowning Your Customer In Mounds of
Sales & Marketing Material? by Jeff Shore

This Week’s Top Sales Blog Post
The 7 Deadly Sins of Social Selling 
by Jamie Shanks
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https://www.linkedin.com/pulse/you-drowning-your-customer-mounds-sales-marketing-material-jeff-shore
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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/
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