


“So Jonathan, are there too
many salespeople in the

world?”�
That’s not really a question one

expects to be confronted with at a
private dinner party. 

Unfortunately, like those poor
medical practitioners who are
regaled with requests for advice on
everything from ingrowing toenails
to haemorrhoids, I have kind of
accepted that if any of my fellow
guests have a beef about sales-
related issues, then I am going to be
in the firing line.

I usually begin by trying to
explain that everybody, everywhere,
sells every day: Then I have to
elaborate, and eventually, I find
myself defending this fine
profession, which actually, after a
couple of glasses of a decent
Burgundy, I can do all evening -
even with my eyes closed.

But let’s take a more pragmatic
approach to the question: Are there
too many salespeople in the world?

What we do know is that there
are too many under-performing
salespeople on the planet - about

52% of the current sales population
according to all the most recent
reports. Why?

That is a far more complex
question to answer; that is to say,
there are several answers.

To begin with, most companies,
in most industries, find it easier to
keep hiring new salespeople, rather
than investing in those that they
have already: Rather than stopping
and taking stock of their current
assets, and thinking about what it
would take to get that team
operating at optimum performance
levels, they play the numbers game,
which of course is a complete
nonsense, and totally unjustifiable
financially.

Let me give you an example.
What % of sales leaders do you
think could accurately answer the
following questions about their own
team?

If you benchmarked your team
on an individual basis against the
best in your industry/sector how
would they fare?

What would it take for them to
become the very best?

Are you able to measure the
impact of any investment you have
made in training and developing the
team in recent years? - I.e. what
return have you seen on that
investment?

What further development is
required in order for them to achieve
optimum performance levels?

If any members of the team are
currently underachieving do you
know why and do you understand
what will be required to get them
back on track?

Who in your team is capable of
much higher levels of achievement,
if they were to receive appropriate
coaching?

And then follow that up with:
I’ll repeat the question - what %

of sales leaders could accurately
answer those questions?

Let me give you a clue, it is more
than 1% but less than 5%.

That is pretty frightening isn’t it?
Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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September 1st Edition 2015 Top Sales Magazine 2

Is it Time to get rid of a Few
Salespeople?

http://jonathanfarrington.com/
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JF:  LiveHive just released
SmartPath automated email
sequencing. What can you tell
me about it?
SB: For many years, marketing
organizations have had the tools to
personalize messages based on
engagement in an automated
fashion. But, these types of tools
have not been available to sales
teams. LiveHive recently launched
LiveHive SmartPath to power sales

organizations to easily build and
schedule email sequences to align
with any stage of the selling cycle.
By dramatically reducing the
amount of time that sales reps
spend on emails, SmartPath
increases sales rep productivity and
gives them more time in the day to
spend on core selling activities. It
also allows sales leaders to quickly
optimize their sales processes and
sales follow-up. 

Improved Quality Connects
Quickly know the best email and
call sequence to adapt for different
stages of the sales cycle, improving
quality connects by over 100
percent.

Ramp up Sales Teams Quickly 
With deep analytics, you can get
your new reps up and running
quickly with proven email and call
timing methods.
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Jonathan Farrington interviews LiveHive’s CEO Suresh Balasubramanian.

The Jonathan Farrington Interview

Take the Smart Path with LiveHive
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“Smart” Email Follow-up
SmartPath’s “smart” capabilities
identify the best email to send,
based on how your prospect
engages with your email content

Never Miss an Opportunity
With deep integration with
Salesforce, you can rest assured
every opportunity is being acted
upon. Whether your team works in
Gmail, Outlook, or Salesforce, your
reps will be instantly alerted that a
prospect has engaged with their
emails and needs immediate
attention.

JF:  How does LiveHive provide
this capability?
SB: Built on a complete and single
unified foundation, LiveHive’s
extensible platform can support
many capabilities:

l  Drag and drop email
sequencing – so sales teams can
effortlessly create and schedule
email sequences

l  Response rules – so sales
teams can set up automatic
responses based on prospect
engagement, such as opening an
email or clicking on a link

l  Team performance reports –
so sales managers can quickly see
the effectiveness of rep
prospecting, top email sequences,
and the emails with the highest
open and reply rates

SmartPath works right in a sales
rep’s Gmail or Outlook client and
Salesforce.com and features an
intuitive and user-friendly interface

designed to make it easy for sales
teams to start getting value right
away.

JF:  How does LiveHive’s
SmartPath differ from other sales
email sequencing solutions?
SB: LiveHive’s SmartPath
automated email sequencing
solution has been built on a single,
comprehensive sales acceleration
platform. We are the only solution
that integrates automated email
sequencing with such deep
engagement analytics. By doing so,
SmartPath increases efficiencies
and improves sales processes and
simultaneously provides deep
insight into buyer behaviors and
interests.

For example, if a prospecting
email was re-shared with a
colleague, the reps will know who
else is influencing the deal. With
our document and link tracking
capability, you not only know who
opened your document, but also
what pages they viewed and how
much time they spent on them. With
more knowledge about buyer-side
behaviors, sales reps can quickly
qualify prospects to prioritize their
outreach, as well as personalize
engagement. 

In addition, our powerful
engagement analytics capture real-
time data that is automatically
compiled in management
dashboards to show sales leaders
how their team is performing. Sales
leaders can see which email
message and which sequence
generate the best reply rate, and
which reps are engaging most
frequently, for example. By
leveraging this data, they can

increase performance by building
repeatable sales processes for their
team.

JF:  Can you elaborate on how
LiveHive help builds a repeatable
process?
SB: No sales person wants to
reinvent the wheel every single time
they reach out to a prospect – and
no sales manager wants their reps
to do that either. In addition to being
inefficient, sales messaging can
become inconsistent, and
opportunities can fall through the
cracks. With email automation,
including email templates and email
sequencing, teams can increase
productivity with processes that can
be built once, are easily refined,
and can be used over and over
again.

Research shows that sales
processes can improve
performance by over 80%. Imagine
the performance boost a sales
team can get by implementing the
processes that have been proven to
be the most successful. LiveHive’s
SmartPath lets you do that.

SmartPath gives sales
managers and reps automated and
real-time insight into sales
processes. They can see which
email sequences work the best and
repeat them. Fast-growing sales
organizations can scale more
easily, getting new reps up and
running quickly with proven email
and call timing methods.

JF:  How do these tools give
companies a competitive
advantage in their sales efforts?
SB: Timing is everything in sales.
Using a tool like LiveHive, sales



The Jonathan Farrington Interview

teams can automate the delivery of
the right message at the right time
to personalize their sales
engagement in a customer-driven
era. 

LiveHive’s SmartPath delivers
advanced automation with the
flexibility and control to personalize
sales outreach. Sales reps get a
streamlined process that speeds
outreach but still maintain control
over when and if to send emails to
particular prospects – which is a
win/win for sales.  

Some of our customers are
experiencing an increase of quality
connects of up to 100% with
SmartPath. Aberdeen Research
has also published research
recently that shows that
organizations that use these types
of tools to personalize content at
the sales rep level achieve up to
21% strong lead acceptance and
up to 36% higher conversion rates
– what I’d call a definite leg up on
the competition.

JF:  Why have sales acceleration
technologies become so
important to inside sales?
SB: Sales acceleration tools deliver
critical capabilities to speed the
sales process in a customer-driven
environment. This has shifted the
sales organization structure, where
inside sales teams have been asked
to not only qualify and prospect, but
also to close. This has opened up
new technologies to help reps better
understand buyer interests and to
filter good leads from the not so
good more quickly. With the insights
that sales acceleration tools deliver,
sales organizations can see where
buyers are in the customer journey

and how engaged they are, to
customize and be more timely with
their follow-up. According to
research, nearly half of best-in-class
companies personalize the
customer experience. Tools like
LiveHive can help reduce the sales
cycle up to 18%, and organizations
using them can see a 71% increase
in attaining revenue targets,
according to Aberdeen Group. 

In addition, by automating key
sales processes, sales leaders get
the insight of their teams’ follow-up
effectiveness. It also allows their
reps to spend more time on selling
and less time cutting and pasting
content into emails or writing and
manually sending strings of emails
to individual prospects. Sales
acceleration tools help reps use their
time more efficiently and
productively.

JF:  What advice would you give
to today’s sales organizations?

SB: Well, there are a couple of
things that I would advise sales
organizations:

1.     Look for a tool that provides
your reps value, as well as sales
leadership. You want a tool that you
don’t have to keep reminding reps to
use, so you can get valuable data to
run your organization. Find a tool
that works where your reps work,
has an easy user interface, and
delivers insights to help you build a
strong repeatable sales process.

2.     Look for a tool that integrates
seamlessly with your existing
system. You want a tool that is built
on a platform that can easily
customize to your needs and
integrates with your existing CRM or
marketing automation, for example.

3.     Look for a tool that provides you
with easy-to-digest analytics.
Building a good sales process is
critical to generating pipeline and
converting them into closed deals.
Analytics is critical to that success.
Ensure your sales acceleration tool
provides insight into rep prospecting
activity, email and call analytics,
message testing, etc. This will help
you fine-tune your process and
ensure sales and marketing
alignment.                                            n

You can sign-up for a FREE 14 day
trial of SmartPath (No Credit Card
Required).
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Suresh Balasubramanian is the CEO of LiveHive,
Inc. Find out more by visiting here.
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to spend more time on

selling and less time
cutting and pasting

content into emails or
writing and manually

sending strings of
emails to individual

prospects.
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Less than an hour later, I got a call
to “follow-up.” Would I be

interested in the vendor’s products?
Bad, very bad. I asked her if she had
checked out my LinkedIn or my
Twitter profile to prepare this call? Of
course, she did not. Even more

interesting, she made this call for a
large provider of social technology.
Ouch.  

What’s wrong? The call was out
of any context, not connected to my
role, my potential challenges and
the company I’m working for. Not

valuable for me. And not relevant. 
I care about lead management

behaviors for two reasons. First,
because I care about all things sales
force enablement and how to get
more effective in a “customer-core”
way. Second, because I work as an
analyst in this fascinating space and
I do believe that successful sales
enablement begins very early along
the customer’s journey. So, I have
skin in the game. 

Bad lead management
practices like this follow-up call
happen every minute a thousand

What was your last bad experience as a prospect – just a
short time after you downloaded something from a
website? Maybe this example sounds familiar for you, too.
I was interested in a report that had been published on a
vendor’s blog. I downloaded the document. 

The Trouble With Bad Lead
Management Behaviors 



Tamara Schenk

times. These practices not only
ruin your brand reputation, but
they also wreck potential future
business opportunities.

According to our CSO Insights
2015 Lead Management and Social
Engagement Study, increasing new
customer acquisition is the number
one marketing priority. Additionally,
social media and website
design/content are the main areas
for more investments in lead
generation.

Quantity over quality leads
only to more bad calls – focus on
effectiveness first.

The problem with so many bad
lead follow-up calls has one cause:
measuring quantity over quality.
Why should it be the right way to
measure the number of calls instead
of the outcomes of those calls? Yes,
we have to be quick with follow-up
calls. And yes, we need to know how
many calls are made by person by
time frame. But there is a difference
between a bad call half an hour after
the web page interaction or a much
better call within the next few hours.
But more bad lead follow-up calls
are not effective, regardless how
efficient they are processed. Even
worse, bad follow-up calls damage
not only your brand reputation, but
they also block this customer’s
potential future interest in any of
your products and services.
Whether you conduct those lead
follow-up calls internally or with an
agency, measuring success must be
based on effectiveness, not on
efficiency only, if you want to move
the performance needle in any way.

Call preparation begins with –
social media.

“We have no time to prepare our

calls.” I hear you. Please explain to
me why you have time to make lots
of bad calls with poor outcomes?
Why not make fewer calls with
better outcomes? Please ensure
just one mandatory step: The
person must check the prospect’s
social profiles before the call (not
just taking the mapped CRM data,
or even worse - nothing) such as the
prospect’s current role, potential
areas of interest and challenges to
connect the dots to your products
and services. Only then can the
salesperson open the call in a
smarter way that connects the dots
to the potential prospect’s role and
context. A much better idea in the
case, as mentioned above, could
have been to say, “Hello… we
appreciate your interest in our
content. How was the XYZ
document valuable or relevant for
you? … As I have seen on LinkedIn,
you are working as an analyst. So,
what’s of specific relevance for you
in your role?” Etc.…

Needless to say, I would have
been much more engaged in such a
conversation than the above-
mentioned bad examples, and with
no damage to the vendors’ brand.
What’s so difficult about doing it this
way? It only requires evident
homework, preparation that would
prove that someone would care
about me as a potential customer.
Instead, I felt treated just like
another damned prospect. 

Making lead follow-up calls
effective with coaching.

This simple step helps to sort out

prospect roles that are not relevant
as a potential buyer (e.g., me in an
analyst role), which reduces the
number of calls to make and
increases the potential effectiveness
of those calls. Now, let’s look at
how to increase the effectiveness
of those calls. There are lots of
ways to get the necessary insights
for coaching sales or marketing
people running these calls: riding
along, analyzing recorded
versions, and so on, always
combined with predictive analytics
regarding call outcomes from the
prospect’s perspective. Also,
compare the approaches different
people on the team may take.
Understanding what works and
what doesn’t, and where and how
to make the necessary changes, is
key to success. Maybe the
messaging has to be adjusted for
specific buyer roles; maybe the
guided script has to be changed.
Or maybe, just more and better
practice and coaching is the key to
more effectiveness. Understanding
what works and what doesn’t,
adjusting the activities and
behaviors. Only then, when we
know that we process the right
activities in the best possible set-
up, can training, practicing and
coaching really improve the
effectiveness of those calls.

Don’t disable sales with bad
lead follow-up-call behaviors.
Instead, enabling sales begins
exactly here.                                   n
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.
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Observing minute triggers,
telltale signs and verbal and

non-verbal expressions that divulge
a tremendous amount of
information about what’s really
happening in the room.

Over time, I’ve come to develop
a “sixth sense” for certain triggers –

things that people say or do that
causes me to sit up and pay close
attention. Some of these things are
positive; little things prospects say
and do that lets you know you’re
getting close to a sale. Some are
harmless. 

And some are downright

destructive. 
When I speak with clients, many

of them tell me their win rates are
not where they should be, and their
people waste an inordinate amount
of time developing proposals for
deals that end up going nowhere.

The problem isn’t that their
salespeople do this on purpose –
it’s that they don’t know how to
interpret the telltale signs that a
prospect isn’t worthy of their time,
attention or effort.

The result is that the sellers (and
their firms) end up wasting tens of
thousands of dollars and man-
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Four Things Prospects Say That
Should Make You Squirm
Sales is a fascinating line of work. I’ve been involved in
buying and selling in some form for nearly twenty years,
and not a day goes by that I don’t learn something new.
And a lot of it comes from paying very, very close attention
to what happens in daily sales conversations. 

Ago Cluytens
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hours chasing prospects that have
no real intention of buying from
them. Resulting in low win rates.
Decreasing margins. A wasteful
sales process. And frustrated sales
managers.

Over time, I’ve learned to
recognize the four most dangerous
things prospects say that should
make any seller squirm, and dig for
more.

#1. “Sounds interesting …”
What we hear
To the newbie or inexperienced
sellers, this phrase is like music to
their ears. If they’re interested,
that’s good, right ? Interest leads to
desire, which leads to sales ? Right
? No ?

What it means 
“Interested” can mean a lot of
things. It can mean they’re
genuinely interested. It can mean
they find the idea or concept
interesting (but have no intention of
buying, or buying from you). And it
can mean they’re simply being nice,
and don’t want to hurt your feelings.

What to do
The only thing you can – and must
– do here is dig deeper. Ask them
what they mean by “interesting”.
Which part of what you said
attracted their attention, in
particular. How interested they truly
are. What they view as a potential
next step. Dig deeper, and find out
what they truly mean. 

#2. “I’ll get back to you”
What we hear
In your average, typical corporate
context, there’s a certain set of

rules of engagement that apply.
When one of our colleagues says
“I’ll get back to you”, that usually
means they actually will. With
prospects, it’s a whole different
game.

What it means 
This flag can cover many loads –
which is probably why it’s a
prospect favorite., and it’s
expressed thousands of times on
phone and in meeting rooms every
single day. 

It’s usually heard at the end of a
call or conversation, and virtually
always in situations where the
sellers has failed to propose a clear
next step – instead, leaving it to the
buyer to decide what to do next, or
just leaving it hanging in the air.

Unlike sellers (who usually have
only one priority – to sell),
prospects have many things that
compete for their time, energy and
focus. And buying is typically lower
on that list than the average seller
would like. 

So, the obvious course of action
is to do nothing at all. In today’s
time- and resource-starved
environment, if it ain’t broken (and
on fire, and spilling toxic fumes),
don’t fix it.

But buyers want to be nice, and
polite. They don’t like telling people
they’re not interested. So instead
they say something like “I’ll let you
know”. It’s not that they deliberately
want to deceive you – it’s simply
that they want to let you down easy,
and politely.

What to do
If you hear this, chances are it’s
already (a little) too late. You (the
seller) should have suggested a
clear next step in the sales process
and drive the sales process
forward. 

If, however, you come across
this particular phrase, my advice
would be to say something like
“That’s great, and thank you. From
experience, I know that most
people are extremely busy, and
things sometimes take longer than
expected. Can we set up a quick
call ? (Alternative: can I touch base
with you if I don’t hear from you by
<DATE> ?”).

In other words, use this
opportunity to recover, and suggest
a clear next step.

#3. “Can you send me some
literature” ?
What we hear
“Great. They’re asking for literature.
Must mean they’re interested, and
they would like more information/
specs/details to inform their
decision making. Let me go ahead
and put this opportunity as

The second strategy is
really meant for

qualification purposes:
if you suspect your

prospect may not have
the budget required to
work with you, this is a

great way of finding
out early in the

process. 

http://agocluytens.com/increase-sales-wins/


Ago Cluytens

“closeable” in the CRM system.”

What it means 
Usually, this is a nice way to say
“please stop wasting my time. I’m
not interested, but I don’t want to
come right out and say it. So, to be
polite, just send me something
already.”

Exception: if you’ve already
had a discovery meeting or call with
your prospect, you have uncovered
their main affliction and aspirations
and you’ve discussed specific
aspects of your service offering,
sending follow up literature can be
a great next move. But only if it’s
coupled with a clear next step, like
a call to discuss what you’ve sent
over in greater detail.

What to do
Use your best judgment to
determine whether your prospect is
genuinely interested, or simply
trying to move on with their lives.
Chances are, unless you’ve spent
at least 15 minutes with them on the
phone, and have a basic idea of
what their needs are, you’re being
gently worked out the door.

Don’t send any literature unless
it’s directly relevant to the
conversation, helps your prospect
develop a deeper level of
understanding, and is coupled with
a clear next step.

#4. “How much will this cost?”
What we hear
“If they’re asking for the
investment, it must mean they’ve
got a budget. And if they’ve got a
budget, it must mean they are
trying to determine whether we can
fit that budget. Let me make them

an offer they can’t refuse.”

What it means 
It depends. If this happens later on
in the sales cycles (I’d say, post
discovery call), it’s a perfectly
reasonable and logical thing to ask
from a prospect. Even in the
beginning, it could simply mean that
a prospect is trying to work out what
budget they are likely to need (in
which case, they’ll mostly tell you
that’s what’s going on). 

Unfortunately, many prospects
who ask for the budget early on in
the sales process are price
conscious, budget-oriented
shoppers. That’s great news if your
business model is to sell
commodity, high-volume items and
you’re a cost leader in your
industry, but for 98% of companies,
this is not good.

What to do
For this particular phrase, there
really are two things you can do. 

Either, you tell them it’s hard to
give them a number, because it’s
too early and you really don’t
understand their needs clearly
enough. If you’re trying to qualify
them, you may even mention you’re
“market” (in line with market
standards) but never among the
cheaper options out there. Upside:
you’ve dodged the bullet.
Downside: the prospect may see
you as evasive and lacking
transparency. 

Or, you give them a number. In
which case I’d recommend giving

them one that’s realistic, but on the
high side. Never, ever give them a
ballpark figure that’s on the low side
in an attempt to keep the
conversation going and secure the
deal. This will come back and haunt
you later, when you’re trying to
negotiate a fair deal for both sides.

The second strategy is really
meant for qualification purposes: if
you suspect your prospect may not
have the budget required to work
with you, this is a great way of
finding out early in the process.
Meaning you don’t have to waste
your time developing a
comprehensive proposal for a
buyer who will most likely go for the
cheapest bid anyway.

The four phrases listed above
cost companies hundreds of
thousands to millions of dollars
every year. Seemingly harmless,
they results in hours spent
developing proposals, RFP
responses, business cases and
other documents in a futile attempt
to capture business from buyers
who are unmotivated, unwilling and
unable to invest.

Gently resisting these attempts
is a must – but it comes with a
caveat. Unless your pipeline is
healthy, and full of new
opportunities, your sellers will
continue to chase these deals on
the off chance they just might win
one. A healthy pipeline is a core
foundation of any high performance
sales process.                                     n
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Ago Cluytens is Practice Director, EMEA at Rain
Group. Find out more by visiting here.
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Most salespeople find when it
comes to speaking to the ‘C

Level’, they begin to run out of
conviction and confidence and fail to
connect effectively.

Most ‘C Level’ find that when it
comes to speaking with
salespeople, many waste their time
because they can’t speak at their
level.

The Law of The Lid, as coined
and quoted by John Maxwell:
’leadership ability is the lid that

determines a person’s level of
effectiveness. The lower an
individual’s ability to lead, the lower
the lid on his potential. The higher
the individual’s ability to lead, the
higher the lid on his potential. To
give you an example, if your
leadership rates an 8, then your
effectiveness can never be greater
than a 7. If your leadership is only a
4, then your effectiveness will be no
higher than a 3. Your leadership
ability—for better or for worse—

always determines your
effectiveness and the potential
impact of your organization’.

The ‘C’ level decision makers
expect salespeople to exhibit
business acumen and be able to
hold a business conversation at
their level – a two way dialogue
about their business instead of a
product focused monologue.

Most salespeople have no idea
about the challenges of the actual
role of the decision maker and how
these buyers actually measure a
salesperson, or even what their
expectations of a salesperson are.

Most sales people are uncertain
when it comes to making

We all have lids. We all have lids that limit our growth and
that close us off to success. Once we lift those lids we
flourish, and so do those around us.

Ways to ‘Lift Your Lid’ And
Communicate with the ‘C’ Level  



Benadette McClelland

appointments and having meetings
with a contact at the ‘C’ level so they
tend to be more comfortable making
appointments with the lower levels
such as purchasing officers, IT
managers and business managers,
so they can feel more effective.

They are uncertain because,
quite simply, they don’t know what
to say. They question their own
value, which comes back to their
personal beliefs about being a
salesperson, which impacts their
business acumen, relationship
building and commercial
conversations.

Ironically, most ‘C’ levels were
once salespeople – in fact
approximately 85% of CEO’s have
been subjected to rejection, have
learnt the hard way, had doors
closed on them and had to secure
the appointment and come back
with the business. Because many
still remember, they love it when
they see a salesperson that can do
it well today and some of their
expectations are as follows:

The ‘C Level’s Law of the Lid’
Expectations
l  They relish someone who gets
directly to the point. Remember the
two things on a CEO’s mind are

ensuring nothing or nobody wastes
his time and that the salesperson
can provide new ideas to help
achieve the company’s vision.

l  Doing your homework! And that
doesn’t just mean hooking up on
Linked In or scouring over Annual
Reports. Google gives you so much
information you can take with you
and appropriately weave into a
conversation- personally and
professionally. A contact I called on
happened to live not far from me
and his son was in the same
basketball competition as my son. A
couple of grades higher, but it was
still enough for us to build rapport
and then segue to the trends in his
industry.

l  When introducing yourself – be
articulate, forget fancy titles and
narcissistic tendencies as they can
see right through people who puff
themselves up.

l  If you think of talking product you
are even more behind the times
than you think. Top executives are
not interested in features and
benefits. They are interested in
profits and ideas.

l  Don’t ask, ‘is this a good time to
talk?’ There is never a good time.
Instead thank them for taking your
call or for meeting with you out of
pure courtesy.

l  What is your purpose? Ensure
something is in it for them i.e. ‘What

is going to help me run my business
better?’

l  They expect you to suggest the
next logical step, whatever that may
be – do it!

That is how they think initially – but
deep down their minds are
consumed with thoughts that
surround four factors and variations
of these.

They want to:
l  Increase their profits
l  Decrease their costs
l  Solve their problems
l  Be provided with fresh new ideas

We read about it everywhere.
Knowledge is the new source of
competitive advantage for us and for
our customers BUT we must make it
relevant and the consumption of it
simple. Our value to our CEO is the
ideas we give them that they haven’t
already heard or thought of before,
shortcuts that make the complex
simple and questions that make
them think, even days later while
they may be parked in traffic.

What core message do you have
that will provide this and help you lift
the lid on your effectiveness as a
salesperson or sales leader?

To survive and go beyond
mediocrity in today’s fast-moving
sales world, you must understand
the vision of those you want to serve
and ensure you communicate ideas
with shared business value.            n
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Benadette McClelland is a Top Sales Leadership
Speaker & Consultant. Find out more here.

What core message do
you have that will

provide this and help
you lift the lid on your

effectiveness as a
salesperson or
sales leader?
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In today's tough economic times,
the companies most likely to thrive

are those that invest time in
scrutinizing their strategic sales-
management plans. They review
everything from their forecasts to
their pipelines, looking hard at
important numbers such as cost of
sales, percentage of market share,
salesperson-effectiveness ratios
and customer lifetime value.

When we see our client
companies struggling, it's often
because they lack such blueprints.

Effective plans require
combining an organization's goals
and individual salespeople's
business plans with a set of metrics
designed to gauge everyone's
progress in meeting those
objectives.

Following are what we believe
are the fundamental metrics that
companies should include in
"dashboards" for measuring their
sales teams' effectiveness:

l  Accuracy percentage for
monthly forecast, by
salesperson

l  Dollar value of pipeline by stage;
number of opportunities by
stage

l  Dollar value of pipeline ratio to
future monthly quotas

l  Actual sales activity compared
to a defined set of standards

l  Average order value

l  A Win/loss rate percentages, by
salesperson

Beyond the Basics
As you continue developing your
company's dashboard, you may
wish to build in additional metrics
such as the following:

l  Value of net new account sales
as percentage of total sales for
month and year to date

l  Existing account sales as
percentage of total sales, month
and year to date

l  Rev salesperson profitability to
sales volume

l  Revenue per current customer
per year as percentage of total
sales

l  Cost per lead, by source
l  Sales-cycle time from initial

contact by salesperson to
decision

Some easy dashboard
metrics for organizations
who want to squeeze as
much as they can from
their strategic sales-
management plans.

How Do You Measure Sales Success?



Ken Thoreson

l  Number of days with sales
outstanding, goal vs. actual

l  Blended billing consultant rate,
goal vs. actual

l  Realization consultant rate, goal
vs. actual

l  Utilization consultant rate, goal
vs. actual

l  Consultant backlog days, goal
vs. actual

l  Direct sales expense as a
percentage of volume, margin
and quota

Looking Ahead: Leading
Indicators
In addition, smart organizations
increasingly rely on what we call
"leading indicators." These are
activities or ratios that can predict
revenues at least 60 days out. While
simply looking at future pipeline
values can provide a similar forecast,

growth-focused partners may find
these indicators useful as well.

In most cases, sales events
occurring early in the sales cycle are
most likely to lead to high percentage
sales opportunities. If these begin to
fall, future pipelines and revenues
will probably follow the same pattern.
Potential leading indicators include
the numbers of:

l  New-prospect calls made per
week

l  Face-to-face sales calls made
per week

l  Subject-matter expert calls
made per week

l  Discovery calls made per month

l  Demonstrations and executive
presentations made per month

We also recommend creating
graphs comparing these numbers
to dollars booked or margins
generated, which can help
salespeople see the relationship
between indicators and results.

Finally, remember that the
ultimate goal is “improving your
ratios and results” each month and
each quarter-not simply tracking
them! That's the real reason for
developing a dashboard-and the
real route to success.                      n

Ken Thoreson is the President of Acumen
Management Group, Ltd. Find out more here.

Join This Week’s Discussion …

Dreamforce 2015 is Almost Upon Us - Are You Going?
Please share what you hope to get out of the

greatest sales show on earth.
Please join the discussion HERE
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Funny thing is, our bodies are
actually designed for it. Early

man who painted on cave walls and
fled T-Rex’s pursuits didn’t actually
sit down to eat three squares per
day with a daily vitamin.

In fact, one of the reasons
obesity rates are increasing is
because the body is not designed to
consume the food we shove into it
on a multiple-times daily basis.

No, they ate when they killed
something. Or when someone in
the clan actually foraged for some
plants, berries, or nuts. And it might
be days, or even weeks, in between
the ingestion of food.

In my daily observations of
people in business, I think there is a
real need to inject a spirit of fasting
into our daily business regimen.

What do I mean?

There are no routines in
business. There are no normal
days. And yes every day,
expectations, technology, and
environments change.

To see someone surprised by a
business or market outcome, to me,
is someone NOT prepared or suited
to do modern business.

Chaos is the new normal
This manifests itself in two ways:
One, something significant may
change, a market might crash for
instance, and you’ll need to spend
time to recalibrate to adjust to the
“new” reality.

And two, it might be weeks (or

more) between serious movement
on a deal. And in fact, for me, my
deals seem to pop in bunches. And I
can go a while without real
movement.

This used to freak me out. Now, I
expect it. And prepare mentally for
it. Now, I almost wouldn’t have it any
other way.

Look, all business, and all
markets, are different. Or as they
say, your mileage may vary. But the
point is, nothing is regular any more.

Constant change is the new
normal
This goes for you salesmen out
there. You will not see a regular
weekly close rate of business. Or
that phenomena will be rare.

More importantly, in my opinion,
this message is for management: To
expect your team to move
opportunities with regular,
clockwork precision…is not
realistic.

And to expect otherwise is not
being honest with the realities of
modern business.

Yes, you need to organize
knowing that it might be weeks
between big kills. That’s the way of
it. That’s how it works.

Yeah, you’ll feast when the kills
comes. Celebrate (and organize)
towards those. For expecting
otherwise is not realistic.

A little fasting never hurt anyone.
In fact, that’s in your DNA. Time to
revel in that…                                     n
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Todd Schnick founded the Intrepid Group, LLC in
2007. Find out more by visiting here.

Todd Schnick

Fasting And Business: 
The Modern Mindset
I do a bit of semi-regular fasting when it comes to my diet.
I actually enjoy the process, and it makes be feel better
physically.
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New eLibrary Coming Soon ...
Launching late Fall, this area will be populated with literally thousand of articles, webinars,
white papers, podcasts, videos, eBooks … in fact it will be the largest and most significant

resource center for frontline sales professionals and their managers in the world.

And we will keep it fresh, very fresh, by adding new material from the biggest names
in the sales space every single day.

http://topsalesworld.com


Book & Contributor of the Week

Bernadette, a former sales
executive with Xerox Australia, has
led high net worth sales initiatives,
led new product launches and
managed projects driving specific
outcomes. Given her experience,
she now helps bridge the gap
between business goals and the
potential of executives and teams
members leading the charge.
Bernadette’s focus on innovative
revenue generating strategies and
tactics has helped individuals
across a variety of industries
elevate their potential and achieve

growth in today’s marketplace.
As an authority in leadership,

incorporating sales leadership,
personal leadership and thought
leadership, Bernadette leverages
her message on fostering the
power of change to continually
innovate and engineer approaches,
to serve everyone from the small
and mid-market business owners to
corporate/enterprise VPs and C-
suite executives. She is passionate
about raising the bar for B2B selling
to be more ‘real’ and transparent.

Whether you are looking to

inspire your team, define key steps
to achieve your goals, or jumpstart
a new level of revenue generation,
Bernadette is the bridge that will
help you achieve it. 
Contact her today! n

“Getting to the C-Suite may sound expensive, but
Michael Nick makes a compelling case that not doing
so is even more so. And his advice on how to effectively
do it is priceless.”

Jim Dickie, Managing Partner, CSO Insights

“Imagine moving to a foreign country to earn a living
without knowing the language. Now imagine a book so
powerful that in a few short hours it could teach you that
language and allow you to live in prosperity. For many
in sales, the C-Suite is a foreign country and the
language of business is hard to understand. The Key to
the C-Suite is a powerful sales translator, teaching you
to present your product or service in such a way that C-
Suite executives know they have to take action NOW.”

Tom Ziglar, CEO of Ziglar Inc.

Top Sales Magazine  Septembert 1st Edition 2015 21

Bernadette McClelland -  Top Contributor of the Week
Top Sales Leadership Speaker & Consultant

Bridging Sales and Leadership

See what other readers thought and buy here
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Solution of the Week

https://www.esurveycreator.com/s/5becbc7
http://frontrowsolutions.com/Download


Top Sales Article & Blog Posts

This Week’s Top Sales Article
What I Learned About Sales on a Houseboat
by Art Sobczak

I recently had an opportunity to
really study human interaction. Up
close. For an extended period.

I was on a houseboat trip to the
amazing Lake Powell with about 20
people… young children, teens,
millennials, and every age range on
up to high-50’s.

Some of the people I knew well,
others I just met, and made some
new friends.

When you are in close proximity
to people for several days, for the
most part either  on a boat or an
island, there are lots of interactions
to experience, and learn from. I
particularly focused on how people

listened. Or more accurately, how
they didn’t.

I observed a lot of, 

l  Kids not listening to their
parents.

l  Parents not listening to their
kids.

l  Spouses not listening to each
other.

People in general not picking up on
a conversational cue to ask more
questions about what the speaker
just said, and instead turning the
conversation to their own ...

Read More Here u

Convincing people to buy from you
is sort of like fishing. To catch those
fish you need a product or service
that someone else needs, a
process you work consistently, a
hook with the right kind of bait,
patience and great timing. When it
gets right down to it, your ability to
attract clients and close sales is not
that much different.

Ditch the pitch
If you stop and think about it for a
minute, it’s pretty obvious that Mr.
or Ms. Fish isn’t likely to swim right
up to you and jump on that hook the

moment you throw it in the water.
Why then would you expect your
potential client to pry open their
wallet the moment you throw
something at them? Call me old
fashioned, but I do believe that you
don’t get a second chance to make
a great first impression. The quality
of that first interaction, whether it is
email, the phone or a social media
conversation, matters.

And that’s the problem.

Blah Blah Blah
Salespeople and marketers ...

This Week’s Top Sales Blog Post
Go Fish! Turning Blah Blah Blah into Bling
by Barbara Giamanco

Read More Here u
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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
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