


For the sake of this editorial, it is
important that we all understand

the term "commoditization" This
from good old Wikki ...

"In business literature,
commoditization is defined as the
process by which goods that have
economic value and are
distinguishable in terms of attributes
(uniqueness or brand) end up
becoming simple commodities in the
eyes of the market or consumers. It
is the movement of a market from
differentiated to undifferentiated
price competition and from
monopolistic to perfect competition.
This is not to be confused with
commodification, which is a Marxist
term for things being assigned
economic value which they
(according to Marxist theory) did not
previously possess, by their being
produced and presented sale, as
opposed to personal use."

I believe that most of us
recognize the onward, relentless
march of commoditization - although
some people in sales appear

deliberately oblivious, and are
hanging on in the vain hope that it is
something that only happens to
other people; other industries; other
sectors.

Slowly but surely, more and more
products, solutions and services are
being commoditized: My definition
of a commodity? If it can be
purchased online with a credit card,
it is a commodity, and one of the few
restrictors is a credit limit.

So how long will it be before you
are replaced by a credit card
acceptance screen?

There is a huge post-
commoditization grave-yard somewhere
full of petrol pump attendants,
insurance agents, mobile phone
salesmen and women, newspaper
sellers, and a whole host of other
ex-salespeople made redundant by
the internet - and it is filling up fast.
Careers are dying to get in there!

Change is inevitable - it is the
one constant we can rely on: It
cannot be refused or resisted, so we
have to accept it and adapt and

thrive. The sales space isn't dying, it
is just re-shaping itself, and what
comes next is bound to be more
exciting than what has been before -
we just have to fully embrace it and
keep the shutters of our minds in the
up position.

Jonathan Farrington,
CEO Top Sales World

Catch Jonathan's award winning
daily blog here - The JF Blogit
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When George Brontén founded
Upstream Software he

learned about best-in-class sales
performance the hard way. As he
described it he made “every
mistake in the book.” But having
done that he figured out that the
way to create a high performing
sales team was to model the
behaviors of the top performers and
place their process and knowledge
into a system others could follow.

This provided new hires with the
map and knowledge to adopt new
behavior and close more deals.

His breakthrough in thinking and
system design were the genesis of
his new creation: Membrain, a
sales improvement platform.
Membrain’s award winning software
makes it easy for salespeople to
naturally execute a sales process
on a daily basis. It guides sales
managers when to coach. And it

helps continually improve the skill
levels of salespeople through sales
enablement such as videos, tools,
and documents all within the
context of the sales process. In
Membrain’s world, sales process is
central to everything. 

Changing behaviors requires
new knowledge and more
coaching 

George recognizes that we are in a
new sales era and the salespeople
and sales leaders need to behave
differently than they have in the

Linda Richardson interviews George Brontén, Founder and
CEO of Membrain.

From Tracking Activity to Driving Progress



The Linda Richardson Interview

past. He sees a great need for a
behavioral change in the sales
space. He respects training but for
him it does not go far enough. To
achieve a change in behavior sales
organizations need software that
guides salespeople and sales
management to take the right
action at the right time and learn
from daily execution and provide
coaching along the way.

Prevent binders on the shelf
by taking theory to practice
George offers a unique approach to
meeting the challenges facing sales
teams by marrying theory with
practice: the “heroes” who are
providing sales training (I loved his
depiction of trainers as heroes
knowing the demands on them)
and sales managers who need a
clear plan that reinforces new
knowledge on the job. The goal of
Membrain is to make sure what is
learned does not end up as a binder
on the shelf but actually becomes a
part of a sales process that is tied to
the buying journey that salespeople
use every day and sales managers
reinforce. Building a strong sales
infrastructure impacts culture and
behavior.

Focus on progress and not
just activity levels
To impact behavioral change,
George sees a need to transition
from focusing on activity levels to
focusing on progress. As he sees it
sales leaders must also rethink
their approach to technology to
support them. Most use traditional
CRM tools, which while valuable for
data collection, focus on capturing
what salespeople have done. He

sees the focus on logging activities
without the visual guidance of
process as a problem because it
does not guide sales people, nor
indicate how deals are moving
forward. It is difficult to know what
will close if the sales manager only
has a closing date, a subjective
probability, and lots of activity notes
without correlation to progress.
Without a milestone-centric
process and proper information
aggregation there is also no context
for coaching.

Build questions that progress
the sale into your process
Here are some of George’s
thoughts on how sales managers
and salespeople transition from
focusing on tracking activities to
tracking progress to gain a more
realistic picture of where deals
stand and what to do to close them: 

� Qualify every opportunity before
placing it in the pipeline and
throughout — Is this the type of
customer we are likely to win? Is
this type of customer we can help?
Can we do it profitably? Will the
customer be happy? 
� Plan for the intended outcome
for each call and stop “touching
base” to reach activity targets
(“What gets measured, gets
done.”).
� Know where you are in the sales
process and where the buyer is.
Stop sales people from getting
ahead of buyers, as it will create
problems and incorrect forecasts.
� Understand the milestones and
leading indicators that embody
progress to be sure the customer
and salesperson are in-sync on this

journey and that the salesperson is
not moving the sales too far in the
sales process because he or she
has “happy ears”. 

In the early deal stage ask
leading indicator questions such
as: 

� Who are we talking to and whom
else do we need to access? Has
the customer articulated why there
is a need to improve X? Has the
customer identified how the
decision will be made and provided
the timeframe? Because George
feels that many customers may not
know their decision process fully he
says it is critical to ask: Who will be
impacted by this change? And soon
after that to ask, when can we meet
with all those key stakeholders?
(Expect a no and try again based on
your knowledge and understanding of
this stage of the sales process: “In
my experience helping other
companies, it helps to make sure
everyone is on the same page early,
or risk misunderstandings that could
prevent a successful outcome.”)
� In the mid stage, find out: Has
the salesperson asked how the
business challenge/problem is
affecting the customer and drilled
down on that question so the
customer understands the impact
of doing nothing? Are the problems
and the future outcomes quantified?
Is there urgency? Are we in contact
with all the right stakeholders? Do
we understand the competition –
including the status quo? Do we
have a clear understanding of the
customer’s timeframe? Who would
be affected and how? Have we
helped similar customers (prepare
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proof through a success story and
references and to mitigate risk)?
Are there any legal concerns that
need to be mitigated? 
� For complex sales, which
George defines as sales where the
perceived risk is high for the buyer
and substantial resources are
invested during the sales cycle, he
recommends asking additional
questions about perceived risks
and potential obstacles to proactively
understand the customer’s fears as
early as possible and avoid
surprises. Many sales people shy
away from this because they
believe that bringing up risk will
lower their chances of winning the
business. In fact, it builds trust and
shortens the sales cycle.
� In the late stage, if sales
managers are doing their job, it

should not be necessary to ask:
When will the deal close? Or why is
this deal stalled? If we’ve qualified
properly and have executed a
thoughtful strategy throughout the
sales process, and the manager
has provided coaching to
overcome obstacles along the way,
the deal should be ready to be
sealed. Most problems with stalled
deals in the last phase are not
caused by “poor closing skills” –
but because of poor qualification
and process execution. 

George concluded by saying while
selling is getting more complicated,
the big problem with sales has

always revolved around how to sell
and that it is critical for sales
organizations to focus on growing
their people by providing the right
training, tools and coaching to
facilitate successful sales
behaviors.

George’s advice: Map out your
sale process, stick to it, improve it
and most importantly coach to it—
only 10% of sale organizations do
this. Qualify, qualify, qualify—into in
the pipeline and throughout the
pipeline. Don’t spend valuable
sales time on business that just
won’t close.                                         �

George Brontén  is the CEO and Founder of 
Membrain. Find out more by visiting here.

Where can you
find all of the very
best sales blogs?
Answer: On Top Sales World
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don’t have to. This section is
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you with an “at a glance”
experience 24/7. 
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TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

www.membrain.com
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Wendy Weiss 

My friend was feeling frustrated.
“Amateurs,” she said. “I’m tired

of dealing with amateurs.” 
I knew what she meant. A

professional is someone who shows
up, no matter what. A professional
is someone who gets the job done,
no matter what. A professional is
someone who does what she
needs to do, when she needs to do
it, no matter what. An amateur is
someone who lets circumstances,
other people and emotions get in
the way. 

As my friend put it, “When you’re
a model, if you have a saggy butt,
they tell you that you have a saggy
butt. Then they tell you to go away.
If you want it enough, you fix your
saggy butt and go back.” 

I grew up in the ballet world. It’s
very much the same. You take class
everyday with a teacher whose job
it is to criticize you. The criticism is
to help you improve, but some
times it just feels like criticism. You
dance in front of a big mirror. This is
so that you can criticize yourself. 

As an adolescent and even a
young professional, I’ve been called
“a cow” because of a few extra
pounds. I’ve had teachers hit an
errant arm or leg with a stick
because that arm or leg was in the
wrong position. (No, they weren’t

singling me out, they hit everyone.)
I’ve lost dance jobs because I was
too tall, too short, or had the wrong
color hair. Those of you who have
read my first book, Cold Calling for
Women, know that as a teenager I
was not accepted into the
renowned Harkness Ballet School
because my back was too long.
(They told my dad I was a very
good dancer, but…) When I cut my
hair short (it used to be down to my
waist so that I could put it up in a
classical ballet bun) I never again,
got another job as a ballet dancer.
And by the way, when you go to a
dance audition they don’t let you
dance. They simply line you up and
look at you and then start
eliminating dancers. Once they’re
done eliminating, the dancers that
are left get to actually dance. 

When I first started doing sales
training, clients would talk to me
about rejection and fear of rejection
I had no idea what they were talking
about. As the years have gone by I
now do understand that those
feelings are real. 

Sales can be a tough world.
Everyone will not love you or your

product or service. Everyone will
not say “yes.” Sometimes in sales
training brochures or on our web
sites we get carried away and write,
“Overcome every objection!”  “Turn
every ‘no’ into ‘yes!’” The stark
reality is that will not happen every
time. Some prospects will say “no.”
A career in sales is not for the weak. 

The key to success is what you
do with that “no.” You can allow it to
stop you, or you can put it aside and
continue on. The power is entirely
yours. If there are people in the
world having success doing exactly
what you want to be doing, there is
no reason that you cannot do it too. 

Being a professional starts with
your mind set, that you believe in
what you are selling and that you do
not give other people, circumstances
or even your own thoughts and
emotions the power to stop you. Or
as my friend put it, “If you want it
enough, you fix your saggy butt and
go back.”                                             �

Amateurs vs. Professionals 
Recently I had a conversation with a friend of mine. She is
a former, highly successful model who is now building a
highly successful marketing business. As we are both
entrepreneurs, we talk a lot about our businesses, we egg
each other on, give each other advice, commiserate… 
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During any coaching workshop I
facilitate, the managers who

care the most and who are truly
coachable—the ones who take
responsibility for creating coaching
cultures in their organizations so
they can most effectively develop
future leaders—are the managers
who inevitably ask this critical
question.

“Okay, Keith, now that you have
taught us how to coach like a world-
class leader, how do we ensure we
all follow through with the coaching
and do so consistently after the
workshop is over? You know how
busy we all are. And here in this

room, with no laptops or phones,
you said it yourself—it’s a lot easier
to coach in this safe environment;
away from the office and from our
team. But what happens when we
leave and are hit with reality; the
barrage of responsibilities, fires, and
timely demands when we get back
to the office and start checking our
email? I’m worried I’ll revert back to
being the Chief Problem Solver and
start fixing all of my people’s problems
for them again.

How do we sustain these critical
changes and stay in this coaching
zone, especially when the pressure
is on?”

An essential question. One that
practically every company who
attempts to develop some coaching
culture continually struggles with.
“How do you successfully embed
and sustain the desired behavioral
changes to positively and measurably
impact those around you, after any
training event is over?”

There’s Not an App for That
As companies continue to search
for the holy grail of reinforcement,
sustainment, and adoption of
leadership best practices, they
continually step over the one thing
that will actually achieve what
matters most. And they’re missing it
because of this seduction of
technology. Meaning that, with the
right technology and systems in
place, you can fix anything. Except
this. You see, this will not be
resolved with another app, reporting
structure, or piece of technology.
This solution resides in our
humanity.

Of course there are ways to
leverage technology to support the
manager’s coaching and
development efforts. But that’s the
point. Technology is there to
streamline, support, even track and
recognize changes, trends, activity,
and results. However, it’s not the
ultimate panacea that answers this
overarching question about
coaching adoption and sustainment
because most of the time, leaders
are looking for the answer to this
question in all the wrong places.

Just for a moment, let’s avoid the
checkbox mentality that permeates
companies today. Park the idea of
tracking and making coaching
another line item in your

Discover how to avoid slipping back into unproductive
habits, drive adoption, and sustain positive change after
any leadership training event is over.

Peer-to-Peer Coaching:
Your New Secret Weapon



Keith Rosen

commitments, goals, or KPI’s.
Instead, here’s my response to

that manager’s burning question.
“The solution to building and
sustaining a coaching culture is
literally right in front of you.”

Peer-to-Peer Coaching
After giving these managers a
minute or so to struggle with the
answer, I continue.

“Look at the person to your left
who is sitting next to you. Now, look
at the person to your right. These
are your peers. These are the
people who, during our time together,
shared the same challenges and
goals they have for their team that
you do. The same people who also
want to build a successful career
and figure out the best way to
navigate within the organization to
get things done. These are also the
people who are going to support
you and ultimately, determine
whether or not world-class coaching
takes root, flourishes and grows
organically within your culture. In
other words, if you really want to
create a thriving culture, then this
change starts with you, the leaders
of the organization. And that will
require each of you to make an
unconditional commitment to
consistently and effectively coach
each other.

This is your coaching moment.
The solution to your question is
peer-to-peer coaching.

Leaders conceptually understand
that it’s up to them to ensure the
coaching is well received and
sustained amongst their team. But
they rarely stop and think to put
themselves in the shoes of the
coachee, let alone be coached by

their peers.
Every manager needs to create

alignment and set expectations
around coaching, then coach their
team to the best of their ability. But
to do so effectively, how are you
going to continually build your
coaching acumen as a manager,
the one dominant and influential skill
that will determine your success and
impact as a leader? Sure, you can
continually go to more training. You
can get coaching from your boss or
even hire an external coach. But the
most powerful resource you can
leverage is one that’s right in front of
you—your peers.

Imagine the impact this could
make. Not only would you be
reinforcing best practices and
building a deeper level of trust with
your peers, but think about what
would be possible if each manager
finished training with an unconditional
commitment to proactively coach
each other? Now, think of the
message you’re sending to your
team and throughout your
organization?”

Be the Change
When managers develop the type of
trusting relationship amongst their
peers that allows for authentic
coaching to happen, think about
what you’re modeling now? Those
you interact with and can influence
will take notice, especially your
direct reports. I’ve observed this
time and time again. “Wow! My boss
is reaching out to another manager
for help and for coaching? That’s

pretty cool! If they see value in doing
this on their own time and terms,
then maybe it’s time for me to take
advantage and embrace coaching
as well.”

What else may happen? Your
direct reports start coaching and
supporting each other at a deeper,
more authentic level. Consider how
this might affect your daily workload,
let alone the results you’re trying to
achieve? I’ve always said, avalanches
roll downhill. This is how you
change a culture—with human-to-
human interaction.

Without peer-to-peer coaching,
companies incur a great cost. As the
leader, if you don’t make an
authentic, trusting connection with
your peers, what behavior are you
exemplifying for your team? What
kind of relationships do you think
they will now foster with their peers
and customers?

I know many managers who
have experienced pushback from
their direct reports when attempting
to coach them. Well, if you’re
struggling to trust your peers to
coach you, then just imagine the
reaction your direct reports may
have when you attempt to coach
them! 

Your team is a reflection of you.
As Gandhi said, be the change you
want to see in others. Model what
you want to create. Look in the
mirror and ask yourself. “Are you
authentically modeling the behaviors
you want to see in your team?”        �
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Babette Ten Haken

You aren’t reading too many blog
posts about sales team

complacency, especially around this
time of year as the end of a quarter
approaches. Instead you are
reading about how you are not going
to make your numbers, how your
manager is going to get on your
case and how your executive team
creates unrealistic numbers to hit.

There are sales folks out there,
however, who will make their
numbers no matter what. Because
their customers re-order, re-specify
and re-up – no matter what.

This scenario breeds sales team
complacency. Here’s why this
syndrome can be toxic to business
growth and expansion.

Sales team complacency makes
your sales folks look like a bunch of
sales couch potatoes to your
customers. That customer perspective
doesn’t bode well for your
company’s brand and overall
marketplace strategy. Your company
and your team aren’t exactly
advocating on behalf of your
customer and their competitive
marketplace position.

Sales team complacency means
that your sales folks are either
responding to requests for proposal
or quote or only show up at your
customers’ offices when it’s time to
shove a service renewal contract
under someone’s nose (usually a
purchasing agent and not a key

decision maker).  Your company
and your team are focused only on
the terms and conditions of the
current contract and, again, aren’t
advocating on behalf of your
customer.

Sales team complacency means
your sales folks are out of sight and
out of mind for most of the business
development cycle. Closing a
contract represents the last one-
third of the business development
cycle. Where has your sales team
been during the first two-thirds of
the cycle? Certainly not having
those revenue generating discussions
with key decision makers which
might expand the breadth and
depth of your company’s
involvement with your customers’
organizations.

Sales team complacency is a
sure-fire way to get your company
pigeon-holed by your current
customers. That’s why your RFQs
and RFPs represent re-orders of
the types of projects which have
been transacted in the past. Yes, of
course your company is an expert
in these areas of manufacturing,
engineering and IT service quality
delivery. However, there is a whole
lot more you can deliver to your
customers as well, except your

sales team isn’t energized enough
to have those types of business-
building, revenue-generating
conversations.

Sales team complacency means
that your sales folks are out of
practice in the fine-art of complex
selling. If your company’s revenue
stream is generated by a longer
sales process, this habit can lead to
marketplace stagnation. Where’s
your new business going to come
from?

Yes, your company’s revenue is
healthy. Things “look” good on
paper. Then there is the in-the-field
and over-the-phone reality of how
those numbers are being created.

That’s where your leadership
team comes into play. All that
glitters just may not be rock solid,
long term gold.                                    �

Sales Team Complacency 
Sales Team Complacency is a syndrome, which occurs
when things are going well. Too well, in fact.
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While the article and research
are somewhat dated, the

findings are as relevant today as
they were at the time the article was
published and ten years earlier
when the research was first
conducted.

The article outlines 4 steps to
creating thought leadership. I’ll start
with an overview of those steps and
then conclude with some of my own
thoughts. 

Tune Your Idea to the Zeitgeist
Zeitgeist is a German term
meaning, “‘spirit of the times’ … the
complex interplay of economic,
technological, political and social
forces that can determine which
ideas flop and which will fly at a
particular moment.”

As an example, Wilson points
out that, “Scholars in the U.S. have
found strong correlations between
an idea’s popularity and economic

indicators such as trade deficits,
consumer confidence, and
unemployment rates.” 

Pick an Apt Objective 
In their research, Wilson and his
colleagues found “that HBR’s
authors consistently took aim at
one of three core business
objectives: improved efficiency,
greater effectiveness, or innovation
of products and processes.”

In a 2012 Harvard Business Review (HBR) publication entitled, “The Guru’s Guide to
Creating Thought Leadership,” author H. James Wilson reports on research that he and his
colleagues completed a decade earlier regarding how HBR writers “sync their ideas with
the zeitgeist to deeply resonate with their savvy, connected readers.”

Beware the Zeitgeist – “Spirit of the Time”

https://hbr.org/2012/11/the-gurus-guide-to-creating-th
https://hbr.org/2012/11/the-gurus-guide-to-creating-th


Dan McDade

Because these “gurus” were in tune
with the zeitgeist, depending on the
economic climate, they knew which
of the three objectives to focus on
to influence their readers. 

He explains: “During difficult
economic times, organizations
often seek ideas on how to cut
costs or perform operations more
efficiently. In better times, companies
are attracted to ideas that help
them do their work more effectively.
In transition periods, during big
technological shifts or the ends of
recessions, companies often turn
their aspirations to growth through
innovation.”

Link the New to the Old 
Gurus have a thorough understanding
of the history and progression of
management history. They take
“preexisting ideas” and repackage
them into something that appeals to
readers. However, they also bring
in fresh and relevant ideas,
examples, and concepts that fall in
line with the current zeitgeist.

Understand the “P-Cycle” 
The “P-Cycle” is the lifecycle of
management ideas—appropriately
named, as each phase of an ideas
begins with the letter “P”:
Progenitor, Pilot, Project, Program,
Perspective and Pervasiveness.

Wilson notes that, “HBR’s gurus
tend to publish early in an idea’s
lifecycle — during a pilot or project
phase — though not at the very
beginning.” 

Should We Trust the Zeitgeist?
How interesting to compare these
findings with events over the past
eight years. We certainly have lived
through difficult economic times;
and there was a LOT of cost cutting
and desire for more efficiency
starting in 2008. During the
transition from recession to better
times, innovation (especially
around marketing) was in high gear.
In the current “better” times,
marketing solutions are still red hot,
yet I see increased focus on helping
organizations work more effectively
—marketing and sales more than
ever—but sadly still not enough. 

While we can see how HBR
writers successfully “[synced] their
ideas with the zeitgeist,” how do we
know if or when the motivation of
some writers is to write what the
reader wants to hear, but not
necessarily what is proven or true?
How does this play out in the
business world today? Consider
how many marketing groups today
are still measured on the number of
leads, not the effectiveness of
leads, despite the fact that this is a
revenue killer. But what would you
expect if more, not better, leads
gave you a fatter bonus? 

I know marketing managers in
huge corporations who don’t know
there is marketing outside of

marketing automation. I had a
conversation with a CMO a week
ago who stated matter-of-factly,
“Well, of course, we all know that
outbound is dead and inbound is
king.” I beg (and begged) to differ!
What role did the zeitgeist play in
some of the following: content,
inbound, and marketing
automation? Is “content king”? Is
“cold calling dead”? And is
“marketing automation” (or
marketing technology in general)
the Holy Grail? Or, is it possible that
well intentioned “pundits” could
have been wrong?

There is a lot of content out there
today. But, I am not the only one
asserting that there is too much, or,
more accurately, too much bad
content out there. Writing more
won’t sell more. Cold calling is not,
nor ever has been, dead. Sure, you
can’t just sit down and dial the
phone randomly without research
and an intelligent talk track.
However, there is a lot more
outbound calling activity now than
there was just eight years ago. (See
AA-ISP stats if you don’t believe
me) Marketing solutions, including
marketing automation, make it
possible to send more, poorly
qualified leads to sales faster than
ever before. Ah, progress.

It is my hope that the next time
you read something about a trend,
or what’s “hot,” that you ask
yourself if it rings true, or if the
zeitgeist is fooling you.                    �
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Dan McDade is the Founder & President of
PointClear. Find out more by visiting here.

I know marketing
managers in huge

corporations who don’t
know there is

marketing outside of
marketing automation. 

http://www.pointclear.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
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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

Optimizing the efficiency of your central content repository is the first step
to streamlining your sales process.  Marketing needs to be able to view
all content through a single lens, and make the right content easily
available to the right people.

We begin our 6-piece End-to-End Sales Enablement series with part
one, Optimizing Your Content Repository, in which you'll discover:

- Challenges companies run into with a faulty content repository
- Qualities you should emphasize in your content repository
- How you can ensure your repository is optimized

Seismic's End-to-End Sales Enablement Series:
Optimizing Your Content Repository [Part 1]

Explore how optimizing the efficiency of your central content repository is the first step to
streamlining your sales process.

Download here

http://info.seismic.com/end-to-end-sales-enablement-series-optimize-content-repository-0
http://topsalesworld.com/sales-library/


Phil Kreindler

The sales guy sits you down,
offers you a cup of coffee then

tells you all about the history of the
car company. Then he gets the
brochure out and starts to go
through the fuel consumption
figures, safety ratings, insurance
groups – have you walked out yet?

Do you do the same thing to your
prospects when presenting your
company?

Or do you do what the car
salesman should have done straight
away – sat you down behind the
wheel and given you a test drive?

Developing a company test
drive
Start by identifying which strengths
you want to demonstrate and use
examples of work – case studies –
to substantiate them. Instead of
talking about what you can do, show
what you have already done for a
customer in a similar situation who
is very happy with the result.

We have a client who is a key
supplier to the mining industry. They
have excellent global coverage but
they don’t have a subsidiary in every
country. So when they made a
Company Presentation to a
prospect in a country where they
didn’t yet operate, they realized they
had to address the prospects
potential concerns. Instead of

showing a map of their global
footprint, they took the prospect
through a case study showing how
they had successfully set up a
subsidiary in a new country and
included a testimonial from the
customer.

At Infoteam we had a similar
situation. We wanted to work with a
US client who was concerned that
we only had 1 consultant stateside.
So we used WebEx to allow one of
our US clients to join the meeting
and talk to our prospect through
how well our recent US project had
gone.

You may have to use several
case studies in a Company
Presentation to cover all the points
for a particular prospect and this is
much harder work than just showing
a slide with a map of your global
network and another slide of the
CEO’s great grandfather. But it is
work that will help you get your
company credentials across more
effectively.

Install your Sales Process
On one level you are using a case
study to demonstrate how you
successfully met the needs of an

existing customer to show how you
can meet the needs of a new one.
But there is another message you
should be delivering powerfully in
the background. You need to
present the case study in a way that
shows exactly how your Sales
Process led to the successful
delivery. This sets the stage for
implementing a similar Sales
Process with the prospect.

We did exactly this when we took
a Middle East Telecoms Company
through a case study and we
showed them the Mutually Agreed
Action Plan (MAAP) – the term we
use for the Sales Process presented
in a customer-friendly format. At the
end of the first meeting they wanted
their own MAAP and this helped us
to carry out a full needs analysis
before submitting a proposal.

You can also use case studies to
illustrate things like your company
values, commitment to delivering
ROI and other things that are
important to the prospect. And test
drives are not limited to initial
presentations. You should demo
your solution wherever possible to
show what working with you will look
like and to get buy in.

Questions
� How do you feel when giving
your Company Presentation?
� Does your Company Presentation
grab people’s attention?
� Does it differentiate you from
your competitors?                               �
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Stop Doing Boring
Company Presentations 
So you’ve done your research, come up with a shortlist of
cars you might buy and you walk into the dealer showroom.

Phil Kreindler has 24 years experience in B2B
sales. To find out more, please visit here.

http://www.infoteam-consulting.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
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Sales and marketing thought leaders Gini Dietrich
and Anthony Iannarino lead a thought-provoking
discussion on what it takes to become a go-to expert
in our industry. This video webinar is a rare
opportunity to hear from two tried-and-true opinion
leaders on how to deliver the fresh ideas, compelling
articulation and innovative thinking that motivate
others—and advance sales and marketing
practices.

Join Anthony, Gini and PowerViews LIVE host Dan
McDade of PointClear as they take a look at thought
leadership in the marketing and sales industry.
Thought Leadership Matters: What it Takes to be
a Sales & Marketing Opinion Leader is a live video
webinar designed to provide information on how
developing the ability to effectively impart your
expertise is vital to maximizing professional,
organizational and industry success.

To be held Tuesday, March 31, at 1 p.m. EST, the
webinar will answer these questions and more:

� What is thought leadership?
� What personal and professional qualities does it

take to be a thought leader?
� Can anyone do it?

� How is thought leadership achieved?

� If I blog, am I a thought leader? If I write a book
am I a thought leader? If I speak at a
conference am I thought leader?

� Sounds like thought leadership is time
consuming … what about my day job?

� How can I keep what I know proprietary and still
be a thought leader?

� Why is it worth the effort to strive for thought
leadership?

Don’t miss this PowerViews LIVE video webinar
featuring Gini Dietrich, founder and CEO of Arment
Dietrich, an integrated PR and digital marketing
agency based in Chicago, and author of Spin Sucks;
and Anthony Iannarino, international speaker, author
and sales leader who also serves as managing
director of B2B Sales Coach & Consultancy, and
author of The Sales Blog. This exceptional session
promises to inform, educate and entertain.

Register today for PowerViews LIVE and learn more
about what it takes to become a sales and marketing
thought leader, and why it matters.

Note: event limited to 100 attendees.
P.S. If your calendar is full on the day of the webinar,
sign up and receive an on-demand version after the
event concludes.

Thought Leadership Matters
Tuesday, March 31, 2015 6:00:00 PM BST - 6:30:00 PM BST

REGISTER NOW

http://thesalesblog.com/s-anthony-iannarino/
https://events-na12.adobeconnect.com/content/connect/c1/1283843984/en/events/event/private/1284265106/1326610141/event_registration.html?sco-id=1326840387


2015 Top Sales Academy
Next Session Released on March 27th

“There are many definitions of key account
management, but my favorite - and one that I have
used throughout my work - is from The London
Financial Times:“The art of developing long-term
relationships with selected customers”

It is simple, clear and it shows us what is important.

The reality is that most companies are looking for
ways to manage their most important business
relationships more effectively and more efficiently. It
is not easy to do and it is not always enjoyable to do,
but when a key account works well, it is extremely
satisfying.

In this presentation I provide you with a blueprint to
help you make the management of your key
accounts easier, more enjoyable, more effective and
more profitable.” 

FREE Registration for Academy Here

How to Manage, Retain and Develop
Your Most Important Customers
Jonathan Farrington

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


2015 Top Sales Academy

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

March 17th kicks off the NCAA
Men’s March Madness College
Basketball Tournament where 68
teams participate in a single-
elimination tournament competing
for the national championship.
There’s also a little bit of madness
in the sales world. March 31st
marks the end of Q1 in 2015. Is
your sales organization on track for
revenues or are you on your way to
‘elimination rounds?’

John Wooden and his legendary
UCLA dynasty won 10 NCAA
national championships. And while
the tournaments are labeled March
Madness, you will find there was no

‘madness’ in his approach to
building great teams. If you want to
improve sales results, look no
further than studying the habits and
attitudes of this great coach.

#1: Teamwork. John Wooden
embraced and practiced the
concept of team. He said, “It takes
10 hands to make a basket.” How
about your organization? Who are
the 10 hands involved in acquiring
and retaining customers? Sales is
not a department and it takes ‘many
hands’ to win and retain business.
Take time to appreciate the... 

The best book I’ve ever read on
customer service is If Disney Ran
Your Hospital: 9.5 Things You
Would Do Differently by Fred Lee.
Lee is described thusly: “Fred Lee
speaks as a keen observer of
individual motivation and grouped
participation in organizational
goals. He established his career in
hospital leadership and uses
Disney as his benchmark because
he has been inside the Disney
culture as a cast member,
consultant, and facilitator. What
helps give his writing and speaking
its most profound ‘simplicity on the

other side of complexity’ is his
extensive use of personal
experiences and relevant stories to
demonstrate every principle he
teaches. Even though he
specialized in healthcare, he has
been a big hit with our university
staff who have been inspired by his
passion and challenged by his
insights….”

One of the major premises I
learned from Lee is this: the
competition is not just the other
people in your business; the
competition is anyone your ...

Read More Here�

Read More Here�

This Week’s Top Sales Article
Three Ways to Avoid Elimination Rounds 
by Colleen Stanley

This Week’s Top Sales Blog Post
Customer Service the Disney Way
by Robert Terson
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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/
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