


I have been increasingly alarmed
at the apparent “greyness” within

the selling environment. For
greyness, you can also read
blandness, or stereotype, or
unoriginal, or if there were such a
word “samey”!

Along with all this greyness,
blandness and "sameyness", I
have noticed something else…
Individual personality has also all
but disappeared, to be replaced by
an almost robotic- like seriousness.

What happened to warmth?
What happened to enthusiasm?
What happened to humor?

I challenge you to find the
vaguest hint of humor amongst the
plethora of blog posts written today,
or the articles re-published
anywhere, or in the whitepapers -
you will not! In fact you could be
forgiven for thinking that you have
seen more life in a soluble aspirin -
why?

Is it because times have been
tough, and actually remain so in

many sectors, and we think it is
inappropriate to enjoy ourselves?
Is it because these days we spend
more time communicating with our
PC than we do with real human
beings, and we have lost the art?
Or is it now considered “uncool” to
be amusing?

Whatever it is, I am deeply
concerned.

In most market sectors, product
uniqueness is now rare - it never
lasted for very long anyway…
International barriers have
disappeared almost overnight and,
thanks to the Internet; buyers have
never been so well informed and
had so many choices.

So in this world that I have just
described, where the playing field
has never been more level, what is
the one distinguishing factor that
sellers can use to differentiate
themselves (and no, it isn’t Sales
2.0 tools or social media)? It is, of
course, our personality, our
personal skills, and our unique

character.
Let's be clear, nobody is going

to buy from you just because they
like you, but given the choice
between two sellers with the same
solution, at the same price, with the
same features/benefits/value, you
know who they will pick every
time…

Jonathan Farrington
Editor & CEO of TSW 

More from and about Jonathan
HERE
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Has Professional Selling Undergone
A Personality By-pass? 
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Say Goodbye to Weekly and
Get Ready to say Hello

to Monthly!
This is the very last weekly Top Sales Magazine as we prepare to transition to
monthly publications, which will be much more substantial – bigger, better and
even more relevant to today’s frontline sales professionals and their leaders.

We are currently choosing the new design, lining up the regular columnists and
preparing for launch on Tuesday November 3rd.

We are also launching a brand new weekly newsletter, “Around the World in 7 Days”
and that will go live on Friday October 9th.

If you are already subscribed, you will automatically receive both the magazine and
newsletters, if not, please register for FREE here.

Missed any magazine editions? You will find every one since 2011 here in the archive.

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

http://topsalesworld.com/top-sales-magazine/sign-up/
http://topsalesworld.com/top-sales-magazine/magazine-archive/


This contest has been created to hail “the
heroes” of the sales and marketing space; to
laud those companies and individuals who have
gone that extra mile and who have had the
courage to pioneer, when others remained
wedded to the status quo.

This year’s finalists and medallists will be
chosen solely by our expert judging panel and
the results will announced exclusively in Top
Sales Magazine on December 22nd 2015.

The Timeline

September 28th  Nominations Invited
November 3rd Judging Panels Announced 
November 22nd Last Date For Nominations 
December 1st Finalists Announced
December 22nd Results Announced

You can check out all this year’s categories and
nominate your favorites HERE

2015 Top Sales & Marketing Awards

The annual Top Sales & Marketing Awards is now in its sixth year and has established itself
as an eagerly anticipated event in the “sales space calendar”

http://topsalesworld.com/topsalesawards/nominate/
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Every day I face the potential for
conflict or success with different

types of people. Conflicts are
inevitable, but the outcome from
how you handle dissension is much
more controllable. At the very least,
you can manage your end of it. You
can choose to treat somebody from
his perspective, the way he wants
to be treated by modifying your own
behavior; or you can choose to

meet only your own needs - facing
consequences such as dissatisfaction,
frustration, confusion and distress.
It's up to you.

Modify your spots
"Modify my behavior? Hey, I don't
want to change! And I hate
phonies!"

I’m not talking about changing a
leopard into an elephant. I mean

acting in a sensible, successful
way. When someone wants to
move at a faster pace, move at that
pace. If others want more facts and
details, provide them.

But wait? Isn't it phony to act in a
way that isn't natural for you? I think
acting in a way that is responsive to
Japanese behavior patterns in a
Japanese environment is more
likely to be appreciated and
accepted there. The result is
greater success! It helps dispel the
stereotype that has been
associated with some tourists who
"act themselves" and expect others
to do likewise. Of course, anything
that's new feels strange at first, until
you get more comfortable with it
through repeated practice.

People learn to become more
adaptable through education,
experience, and maturity. We
simply have to allow the opportunity
for appropriate behaviors to
surface. As I've mentioned, if you're
able to put yourself in the other
person's position, you become
more open-minded in dealing with
him or her. When you understand
the way the other person feels
comfortable communicating, you
can modify your approach to get on
the same wavelength. You haven't
changed your own natural behavior.
You've merely added to it additional
consciously learned, behavioral
insights and strengths for dealing
with different types of people and
situations. The best part is that

"Edith do you know why I can't communicate? Because I'm
talking in English and you're listening in dingbat!" Well,
maybe Archie Bunker could benefit from learning how to
communicate in "dingbat"! Then, he could mentally change
places with Edith to understand her expectations instead
of just his own.

Remember the famous TV show,
“All in the Family?”



Dr. Tony Alessandra

people will teach you how to
communicate with them if you're
willing to learn their signals by
"reading" and then appropriately
responding to them.

Four styles with a difference
Today's Information Age features
dozens of models of our behavioral
differences. But they all have one
common thread - the grouping of
behavior into four categories.

Most explanations of behavioral
styles have focused on internal
characteristics leading to external
behaviors. My model focuses on
patterns of observable, external
behaviors that each style shows to
the rest of the world. Because we
can see and hear these external
behaviors, it makes it much easier
for us to "read" people. Therefore,

my model is simple, practical, easy
to remember and use, and
extremely accurate. My model
divides people into four natural,
core behavioral types:

l  Dominant Directors: Firm and
forceful, confident and
competitive, decisive and
determined risk-takers. While
their impatience sometimes
causes eyes to roll, the Directors
leave no doubt who sits at the
head of the table.

l  Influencing Socializers: Outgoing,
optimistic, enthusiastic people
who like to be at the center of
things. Socializers have many

ideas and love to talk, especially
about themselves.

l  Steady Relaters: Genial team
players who like stability more
than risk and who care greatly
about relationships with others.
They are likable but sometimes
too timid and slow to change.

l  Conscientious Thinkers: Self-
controlled and cautious,
preferring analysis over
emotion. They love clarity and
order but may come across as a
bit starchy.

So. . . which style are you?          n

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

Join This Week’s Discussion …

2015 Top Sales Thought Leader –
New Category Added to Top Sales Awards.

We have been persuaded to add this new category for
the 2015 contest. What should the judges be looking for?

What are the characteristics of a genuine
sales thought leader? 

Please share your opinion HERE

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

http://www.assessments24x7.com/default.asp
https://www.linkedin.com/grp/post/1857130-6053454183019933697?trk=groups-post-b-title
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But these mechanical skills
aren’t sufficient. You also have

to learn the essentials of how to
navigate. Sailing experience is
actually built on all the things you
can control – managing the sailing
mechanics on the boat – and on
your ability to navigate all the things
you cannot control – nature’s
dynamics. 

Mechanics are predictable.
Dynamics are probabilities in
uncertainty
Imagine the mechanical steps you
take to create a new account or a
new opportunity in your CRM
system. Mechanics describe

precisely in which way something
has to be done. Mechanics have a
lot to do with “if/then” clauses. In
this example, you need the account
data before you can create your
opportunity. Mechanics are pretty
predictable. If all the required data
are entered, a new account or a
new opportunity will be created. 

Dynamics instead represent
probability, possibility, and
uncertainty in often complex
environments. Imagine your recent
conversations with different B2B
buying teams. Were these
situations predictable? You have
probably developed a few
scenarios to get prepared for the

conversations. But at the end, a
slightly different scenario may have
happened. Dynamics are not really
predictable. 

Navigating different dynamics
along the customer’s journey
l  Change dynamics in the

awareness phase of the
customer’s journey: 

A challenge occurs, the situation
gets analyzed, and options for
tackling the challenge are
discussed. Customer stakeholders
often come from different functions
and roles, and have different
approaches regarding how to
address the situation. The key

How to Enable Salespeople to
Navigate B2B Buying Dynamics
Sailing requires a lot of capabilities. As a sailor you learn various mechanical principles –
how the equipment works, and based on that, what to do on the sailboat. You have to
become an experienced sailing practitioner to be able to sail the ocean. 



Tamara Schenk

question is, “Do we change the
current state for a better future
state: Yes or no?” The decision can
be “yes,” “no,” or “not now.” For
sales professionals, the biggest
challenge here is to provide
perspectives that help the
stakeholders make a decision to
change the current state for a better
future state.
l  Decision dynamics in the

actual buying phase of the
customer’s journey:

The buying team may change,
because some senior executives
may delegate the project and
procurement people may join the
buying team. Decision dynamics
are focused on how to make the
best buying decision as a team with
different perspectives and
approaches to achieve the best
results and wins with the lowest
possible risks. Decision dynamics
have different characteristics than
change dynamics. For sales
professionals, the biggest
challenge is to contribute to the
customer’s value calculation in a
way that’s beyond TCO or product-
driven ROIs to be perceived as the
best possible buying option.
Business value ideally tackles the
top or the bottom line.
l  Value dynamics in the

implementation and adoption
phase:

When the implemented products
and services deliver the value that
has been bought, thoughtful value
confirmations tailored for each
buyer role are they key to
developing future business. This
step is often overlooked, but as
buyers have different approaches
regarding how to tackle a situation,

they will also have different
perceptions of value.

For sales professionals, the
biggest challenge is to get back to
the initially involved senior
executives, even if they have
delegated the project for
implementation. These value
confirmation conversations can
lead directly to new opportunities.

What makes the difference in
these situations? Mechanics
or dynamics? 
Mechanics, as we defined the term
above, are everything that can be
controlled by the sales professionals.
Dynamics are what happens in
reality, in complex situations with
different stakeholders, and their
different approaches, changing
objectives and an often-changing
situational context. In those complex,
often unpredictable environments,
sales professionals need a solid
foundation of skills and
competencies, customer, market and
product knowledge, strategies and
specific expertise – just to remain in
the game. What makes the
difference is their ability to quickly
adjust their strategies, behaviors and
activities to new, changed and
complex situations. That’s navigating
dynamics.

Navigating dynamics requires
adaptive competencies – a key
challenge for sales enablement
Developing adaptive competencies
happens in iterations of training,
practice, learning and coaching

Whatever the specific challenges in
a sales organization might be, a
solid foundation of selling
competencies, various knowledge
areas, and customer management
strategies has to be in place before
adaptive competencies can be
developed. You don’t train a new
sailor to navigate the ocean before
learning the basics. 

Adaptive training sessions can
consist of various highly interactive
sessions, including real-world
simulations. Those curriculums
should consider cycles of training,
practice, and learning, reinforced
by coaching before the next cycle
begins with training. Those cycles
ensure that people can learn what
works for them and adjust what
didn’t work so far. This approach
also requires that coaching is an
integral part of reinforcing and
building adaptive competencies.
Integrating the frontline sales
managers early builds the
foundation for execution and
reinforcement. Key learning
objectives should include
situational awareness, applying
principles instead of rules, and
creativity, as well as critical and
strategic thinking. 

Adaptive competencies are
what sales professionals need as
an add-on to their mechanics.
Adaptive competencies enable
them to navigate the dynamics of
today’s ever-changing, complex,
buyer-driven world. n
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Tamara Schenk is the Research Director for the
MHI Research Institute. Visit here.
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It’s a common issue and one that
sales managers must address.

Success is contagious;
unfortunately so is a lousy attitude.

Before talking with the team of
sales managers about how to work
with their trouble talent, I

challenged them to look in a mirror
first. Sales managers have to
recognize that they may be part of
the problem. It’s possible that the
way they have managed the
Troubled Talent has resulted in the
bad attitude. Why do I say this?

Many sales managers don’t try to
manage attitudes, especially if a
salesperson is making his or her
numbers. They look the other way,
ignoring the negative impact on the
team.

Once you’re aware of your own
potential role in creating the
problem, the next step is to deal
with it openly. Here are six steps
for turning a Troubled Talent
around:

Recently I was working with a team of sales managers and
the question came up: “How do I handle a salesperson
who sells a lot, but is uncoachable?”

How Great Sales Managers Turn
Around Their Troubled Talent



Kevin Davis

Step 1: Make a list of the top 5
attitudinal qualities that
characterize – in your eyes – a
salesperson with a great attitude.
Start by thinking about what your
Troubled Talent is doing that you
don’t like, and write down the
opposite behaviors. In thinking
about prima donnas I’ve known in
the past, I can quickly some up with
opposite/positive attributes like
“criticize privately, compliment
publicly,” “attempt to solve
problems yourself before seeking
help,” and “supports others in their
attempts to deal with change.” See,
it’s easy.

Step 2: Share the list with the
Troubled Talent.
Sit down with the person 1-on-1.
Show him or her the list and explain
why it’s important to you that the
entire team adopt these behaviors.
Don’t worry that the person will see
through the guise. People with poor
attitudes are almost always blind to
the ways that their own behavior is
disruptive to others. So they won’t
know that you created the list by
describing the exact opposite of
what they are doing! In other words,
use their ignorance to your
advantage. Don’t tell them they
were the anti-role-model. Just talk
about how the new success
attributes would be important for
the entire team to adopt.

Step 3: Appeal to the Troubled
Talent to step up as a team
leader.
In the movie Moneyball, Billy Beane
(played by Brad Pitt) approaches
David Justice in the batting cage
and asks Justice to “step up” and

be a leader because the teams
needs him now. Buried in this
strategy is actually a tried and true
factoid about motivation theory —
that when someone becomes
bored with their job, you may be
able to motivate them by expanding
their responsibilities. This is what
Billy Beane did and is what you
should do with your Troubled
Talent.

Step 4: Have the Troubled Talent
help you roll out the Success
Behaviors to the entire team.
Hold a meeting where you share
the list of attributes with the entire
sales team. Share the spotlight with
the Troubled Talent, perhaps
having him or her shared stories
from their experience that relate to
the attributes. After the meeting,
communicate regularly so your
team members understand that this
is important to you.

Step 5: Be clear about your
expectations going forward.
Passionate, hardworking,

experienced and talented people
deserve to be treated, in some
ways, differently. They consider this
special treatment a form of
recognition. But in other ways—
determined by you—they must be
treated exactly the same as
everybody else. You must actively
manage this situation, and manage
everyone on your team to your
expectations around behavior and
attitude as well as results. Make
that clear to the Troubled Talent.

Step 6: Escalate if necessary.
If the person moves outside the
lines after you’ve taken the first five
steps, you need to escalate. Before
going into the next 1-on-1 meeting
with the Troubled Talent, think
through the consequences they will
face: both positive consequences if
they do change and negative
consequences if they don’t. Without
an understanding of the
consequences, they will have no
motivation to change!

The best sales managers
understand that success is more
than a number. It’s not only what a
salesperson does but also how they
do it. Whats + Hows = Results.
Your Troubled Talent is looked up to
by other salespeople, who will
emulate the Troubled Talent’s
behaviors, good or bad. If you allow
the poor behavior to continue, it can
have a huge negative impact on
your entire team. Use these six
steps to face this issue now!            n
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Kevin Davis is President of Topline Leadership.
Find out more by visiting here.

People with poor
attitudes are almost
always blind to the
ways that their own

behavior is disruptive
to others.
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The next time you see your friend
you give them an earful about

the experience and how they seem
to see you.

Well, in the business world we
can have the same experience. It’s
called a referral. Some people can
refer us to companies/people who
just aren’t a good fit. There are a
couple of problems with this. We
end up spending time on the wrong

Have you ever gone on a blind date? One of your friends, or
family members decided to fix you up with someone they
know. They believe the two of you are a perfect fit. So,
probably reluctantly, you agree and go on the date.
Unfortunately, most of the time these dates don’t turn out
too well. You think to yourself, ‘What in the world was my
friend thinking? Why did they think I would like THAT
person?’

Just Like A Blind Date



Diane Helbig

thing. We mitght feel a sense of
obligation to find a way to work with
that person or company even
though they aren’t a good fit. This
can be a disaster for our company.
There’s nothing more dangerous
than a really bad client – with the
exception of having more than one
bad clients. 

Any time we spend on bad
referrals, dead-ends, difficult clients
is time we aren’t spending growing
our business. And these
experiences can make us dislike
our work. That might be the biggest
problem of all. We deserve to love
our work, to have a passion for it,
and be eager to engage every day.
If someone changes that feeling for
us we need to fire them instantly. 

How is it that people can give us
such bad referrals and what can we
do about it?

There are a couple of possible
reasons why this happens:

1.   They aren’t really thinking
about it. They just want to offer
you a referral so you’ll
reciprocate.

2.   They are well-meaning but
don’t really understand what
you do.

3.   They understand what you do
but don’t know what a good
referral looks like for you.

Working backwards, let’s take a
look at each of these with an eye
toward what we can do to fix the
problem. 

#1. When someone’s heart is in the
right place but they aren’t really
coming through with solid referrals
it’s an opportunity to work with them

toward a better understanding. This
is someone who wants to be helpful
and thinks they have a sense of
what you are looking for. A
conversation with this person will
help them understand and then do
a better job of referring you. 

#2. When someone doesn’t
understand what you do it is
another good time to educate them.
If they really have the intention of
connecting you with
people/companies that might need
what you sell then you owe it to
them, and yourself, to spend some
time explaining your business to
them. If you do something that is
technical or hard to understand you
can give them the highlights. Those
highlights include the problems you
solve and the kind of
companies/people you help. When
you can keep it clear and succinct
they don’t have to have a deep
knowledge of your business in

order to send you referrals.
With these two groups of people

the thing to remember is that they
really do want to help you. They
think they are providing you with
quality referrals that should lead to
business. They will feel bad if that
turns out not to be true. So, work
with them to overcome the
obstacles to those good blind
dates.

#3. This is a whole different animal!
This person isn’t paying attention at
all and is most likely only thinking
about themselves. They want to
appear to be a good referral
partner. They want people to think
they are giving. And at the same
time, they are hoping people will
feel obligated to refer them in
return. So, their focus is only on
what they can gain, not how helpful
they can be. I don’t believe there is
much you can do with these people.
You can thank them for thinking of
you and explain why their referrals
aren’t working out. And in the
future, you probably don’t want to
spend any time pursuing them.
That IS a choice you have. 

Blind date; referral. The line is
blurry! Sometimes they are so very
similar it can be frustrating. When
you find yourself feeling like you’re
being sent on blind dates, take a
step back and decide what action
makes sense. Then seek to resolve
the issue so the ‘dates’ you are sent
on are worth it.                                   n
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Diane Helbig is president of Seize This Day
Coaching. Find out more by visiting here.

Any time we spend on
bad referrals, dead-

ends, difficult clients is
time we aren’t

spending growing our
business. And these

experiences can make
us dislike our work. 
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This was the final presentation
from the three vendors who had

been shortlisted, the culmination of
a long and grueling week of
workshops, meetings and
presentations.

The sales rep paused for a
moment, ensuring all eyes in the
room were fixed on him, before
clicking through to his first slide. A
kaleidoscope of company logo’s
sprung up on the screen, wowing
the audience with the vendor’s
customer base and depth of

industry experience. An audible
gasp rippled through the room as a
2nd logo slide replaced the first,
with even more customer logos.
Whispered conversations broke out
as the user community remarked
on how lucky they were to be
embarking on a project with a
vendor of this experience.

When the sales rep casually
mentioned his company was 100%
Australian owned, you could feel
the excitement beginning to build to
a crescendo.

“We’ve won countless awards
for our projects” he continued,
sensing the audience were now
eating out of the palm of his hand.

“Did I mention we’ve got very
low employee attrition rates and are
regarded as one of the best
businesses for employee
satisfaction in our industry?” he
concluded, with an air of supreme
confidence.

The spontaneous burst of
applause took even the sales rep
by surprise, as the CEO jumped out
of her seat, hand extended and pen
poised, ready to sign the waiting
contract.

At least that was how it was
mean’t to go…unfortunately even
the best laid plans can sometimes
go astray. What really happened
went something like this:

The sales rep stood with an air of quiet confidence, as a
hush fell over the room. All the key stakeholders were
present, CEO, CFO and CTO, the head of the steering
committee, the governance, risk and compliance team and
a smattering of the user community. 

The 'So What' Card 



Cian Mcloughlin

l  Sales rep puts up first logo
slide – an audible groan
emerges from the back of the
room and what sounds like the
word ‘Bingo’. This group have
spent the past week sitting
through PowerPoint
presentations and have seen
the same logo’s represented
again and again across all three
sets of vendor slides.

l  Sales rep puts up second
logo slide – CEO looks at her
watch, gives a disapproving
stare to her key project
sponsor, whose job it was to
properly brief the vendors and
makes a quick note on her
iPad.

l  Sales rep explains his
company is 100% Australian
owned – The entire room
collectively asks themselves
“So what?”

l  In quick succession, the
Sales rep highlights the
awards, low attrition rate and
high employee satisfaction
which his company enjoys –
By this stage half the room have
zoned out completely and the
other half are feeling bad for the
rep, as they watch their CEO
getting more and more irate.

For those sales professional who
conduct dry-runs before an
important customer presentation
(and I hope that’s most sales
professionals) you could do a lot
worse than taking 3 or 4 pieces of
cardboard and a marker pen and
writing the following:

During your presentation dry-run,
ask your colleagues to play the
role of the customer. Every time
you make a statement, particularly
one which relates to your business
or your solution, anyone in the
room should be encouraged to
hold up their ‘So What’ card, if they
fail to see how your statement is
relevant to them as a customer.
Let’s look at a couple of quick
examples:

1.  We’ve got lots and lots of
customers, look at all their
logos on the slide behind me
So what?
“I’d like to highlight 3 specific
customers from this slide to talk
about, due to the similarity in
the business pains they were
experiencing and the fact that
these might represent good
customers for you to speak,
when we move into the
reference phase of your review
process”

1.  We’ve won lots of awards for
our projects over the years

    So what?
   “We’re incredibly proud of the

industry awards that we have
received over the years,
because we have won them in
conjunction with our customers
and they recognise the
commitment of teams in
delivering an exceptional
project outcome. I sincerely
hope the project we’re about to
embark on might be nominated

for an industry award also”

1.  We have a very low employee
attrition rate in our business

    So what?
“Our employee attrition rate is
well below industry standards.
What that means for our
customers is far greater
continuity in terms of the
resources working with you to
deliver on your project
outcomes. It also means that
we have built deep domain and
industry expertise in our
business, which we leverage to
deliver an even better outcome
for our customers.”

Remember, as a prospective
customer of yours:

l  It’s not my job to care, it’s your
job to make me care.

l  It’s not my job to search for the
relevance, it’s your job to
highlight the relevance.

l  It’s not my job to make the link,
you need to ensure you create
the link for me.

Add this 1 simple step into the way
you prepare for presentations and
it will transform the way your
audience connects with your
message. Oh and if you do try it,
please send me a picture of your
‘So What’ sign for my collection!  n
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Cian McLoughlin is Managing Director at Trinity
Perspectives. Find out more by visiting here.

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=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
www.trinityperspectives.com.au
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Solution of the Week

http://mereo.co/


Book & Contributor of the Week

Geoffrey James is the author of 9
books, including the widely-praised
Business Wisdom of the Electronic
Elite (which was translated into 7
languages and won 3 book club
awards) and the classic book of
computer humor, The Tao of
Programming.

Since 2007, Geoffrey has written
a daily blog about sales, marketing
and success that has appeared on
BNET, CBSi and currently on
Inc.com. His blog won two
prestigious journalism awards and
regularly receives over 1 million

pageviews a month.
Prior to this, Geoffrey wrote

articles for magazines like Upside,
Computerworld, Wired and Red
Herring, and was an industry
analyst, marketing manager and
system architect inside several high
tech firms.

Geoffrey's most recent book,
Business Without the Bullsh*t, a
collection of secrets and shortcuts
to help workers and line managers
achieve success and career
security, despite the general
insanity of corporate life.                  n

If you plan to buy, read, study, teach from, and hand out
just one book this year, it must be Nonstop Sales
Boom: Power Strategies to Drive Consistent Growth
Year After Year because it has everything you need to
be a successful sales manager, salesperson, sales
team, and company
Dan Beaulieu, D.B. Management Group

Colleen’s strategies have transformed my sales results.
Nonstop Sales Boom is a must-read.
Jose Laurel Cross, Director Sales, Ericsson

Working with Colleen has given us a view into our
business that we would not have otherwise. Her style is
perfect for our business and the results are
outstanding. This is a MUST READ book for all sales
leaders.
Vince Kearns, Vice President, Trend Micro
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See what other readers thought and buy here

Geoffrey James - Top Contributor of the Week

Author of “Business Without the Bullsh*t” (Grand Central)
and “How To Do It: B2B Selling” (Penguin).

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=Latest+top+#sales+magazine+out+today+get+your+copy+via+@TopSalesWorld+http://bit.ly/1xv9Jw2
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/1xv9Jw2
https://www.engageselling.com/salesboom/
http://www.amazon.com/Business-Wisdom-Electronic-Elite-Hewlett-Packard/dp/0812963792/ref=la_B000APHU8A_1_12?s=books&ie=UTF8&qid=1393867525&sr=1-12
http://www.amazon.com/Tao-Programming-Geoffrey-James/dp/0931137071/ref=la_B000APHU8A_1_6?s=books&ie=UTF8&qid=1393867525&sr=1-6
http://www.inc.com/author/geoffrey-james
http://www.amazon.com/Business-Without-Bullsh-Secrets-Shortcuts/dp/1455574589/ref=la_B000APHU8A_1_1?s=books&ie=UTF8&qid=1393867525&sr=1-1


2015 Top Sales Academy
Phase Three runs from September to November 2015

In this era of iPads, iPhones, and apps, sales
communications may be growing, but sales
conversations are dying--and so are too many sales.
Globalization, the explosion in competition, the slow
economy, and fast-emerging technologies all have
changed buying habits. Salespeople can no longer rely
on the traditional sales methodologies. They must
change the conversation.

Linda Richardson is a New York Times bestselling
author, educator, sales leader, and the founder of the
Richardson consulting firm. She has dedicated herself
to helping organizations around the world improve
sales performance, process, and effectiveness.
Richardson began her career as a teacher and firmly
believes that great selling is great teaching—
collaborative, relevant, and results driven.

FREE Registration
for Academy Here

Create Better, More Effective Conversations 
In Today’s Hyper-Digital World
Linda Richardson

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


Top Sales Article & Blog Posts

This Week’s Top Sales Article
The Incredible Business Disconnect That Nobody is
Talking About by Dave Kurlan

Some disconnects are more
serious than others.  For instance,
when your cell phone drops a call, it
may be annoying but you can
usually redial and quickly
reconnect.  When you lose your
internet connection, it can be
frustrating but you'll probably be
back online within a short period of
time without consequences.  When
your mag-safe power adapter gets
stepped on and it pops out of your
Macbook you don't actually
experience any kind of a
disconnect.  But the disconnect that
nobody is talking about is big.

For a reference point, let's start

with this article, from February
2015, which outlines how
dramatically selling has changed in
the last several years.  If you are in
sales or lead a sales force, then you
no doubt recognize some or all of
these 25 changes.  If you don't
spend your time getting frustrated
in a sales role, then you probably
have no sense for just how difficult
things have become for
salespeople.

Now let's take a look at this
article, from September of 2015,
which calls attention to just how
little companies, and specifically ...

Read More Here u

Big plays are major actions you can
take to win your most important
sales opportunities and grow your
most important accounts.

Read: What is a Big Play and
When to Use One

The first step in creating a Big
Play is to define the goal you're
trying to achieve. It could be that
you need to:

1.  Strengthen your relationship
with the key buyers.

2.  Create new relationships in
order to win the sale or grow the
account.

3.  Maximize the buyers' perception
of the value of moving forward,
or choosing you.

4.  Displace or win against a strong
competitor.

All four of these challenges can be
overcome with the right Big Play.
Here are examples of Big Plays that
address all 4 areas:

1.  Strengthening Relationships.
One seller we knew of invited their
buyers to an off-site 1-day all-
expenses-paid executive retreat ...

This Week’s Top Sales Blog Post
4 Examples of Big Plays to Help You Win Major
Sales and Grow Accounts by Mike Schultz

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.
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