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The True Value of Exceptional
Customer Service & “Moments of Truth”
Having recently endured
the most appalling levels of
customer service that I
have ever experienced in
my life, I felt compelled to share some very
fundamental facts.

id you know that one unhappy customer
tells 10 to 15 others about their experience?
If it’s really bad they’ll tell the whole world.
For every complaint that could be made, around
20 people don’t bother. This means 20 lost
opportunities.
If you handle a complaint badly or with a ‘couldn’t
care less’ attitude or, worse still, if you hide behind
the ‘rule book’, you will lose that customer for good.
You can’t afford to lose even 50p because this
will mount up according to something known as the
“multiplier effect”.

D
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The Income Multiplier Effect:
A potential customer goes into a leisure center
which was built last year. The center is trying to build
up its customer base. It employs 50 staff, part time
and full time, who haven’t received much training in
customer service and complaint handling.
The customer asks about booking a gym session
for later that day. He doesn’t receive a positive reply
and the receptionist’s attitude is very much ‘take it
or leave it.’ He shrugs and walks away.
How much has the centre lost in potential
revenue?
l $10.00 primary spend – the price of a gym

session
l $10.00 secondary spend – a drink, sandwich,

possibly a swim, etc.
l $500.00 potential membership fees
He will tell at least seven people about his bad
experience so $520 x 7 = $3,640 It is easy for a

Editorial

small amount of lost income to multiply to
dangerous proportions.
Most of us are involved in some form of business
acquisition for our respective companies. We all
know that winning business often requires a
significant investment in time, resources and energy
and that the thrill of the chase is an exciting one.
Isn’t it a shame that sometimes the customer, who
you worked so hard to win, cancels the order during
the initial stages because someone somewhere has
let them down?
The sequence of events is often typical – an
‘important’ meeting of department heads is set up to
find out who the culprit was and why, but it’s too
late – all you can do is learn from the mistakes, or at
least that’s the logical outcome.
In this editorial, I want to cover just two issues
which your company faces in retaining customers:
l The true value of exceptional customer service
l Moments of truth

Looking around, it’s easy to see how many
companies have developed customer service
strategies using the telephone. Take for example
some of the fast food establishments who actively
promote ‘0800’ care lines, or the soft drinks cans
with care line numbers on the packaging and the
cleaning product companies with care lines. Care
lines are increasing at a rapid pace in some
industries.
So what is the value of good customer service? It
increases spend, loyalty, reduces cost, promotes
your company through positive word of mouth,
differentiates you from your competition and can
help you charge premium prices for your products
and services.
We all want to deliver good customer service and
want our customers to go out and recommend us to
their friends, family and colleagues – yet finding the
most efficient and cost effective way of doing this
can be difficult. The telephone can play an important
part in developing a comprehensive customer

service strategy and should be looked at not just for
the obvious applications of inbound care lines but
for proactive applications that could preempt issues
before they arise.
Service isn’t just about answering calls quickly
(within 3 rings is what I usually hear). It’s also
important that the person you speak to has all the
information and that you do not have to repeat
yourself. Unfortunately, I have lost count of the
number of times I have to do the latter with
companies these days – even by some of the so
called top service companies.
Looking at badly handled calls, many of us are
aware that 86% of customers would prefer not
doing business with a company again if a single call is
badly handled, but still many companies put
inexperienced, poorly trained staff at the front end
of their business. Worst of all, when you have a
problem, you can’t get it resolved easily!
Unfortunately, customer care is still regarded by
many as a costly activity or a burden on resources.
Some organizations have already recognized the
importance of customer care and a few are very
advanced in its practice.
Every contact an existing, or potential, customer
has with your company is a moment of truth. It could
be how quickly their call was answered, how long it
took your company to send out a brochure, what
happens when the delivery driver turns up with the
product, how accurate the invoice is, etc.
Recognizing all the moments of truth in your
company will allow you to address weaker areas
easily – for example, Jan Carlzon of SAS identified
almost 1000 moments for customers using his
airline. He then set his senior managers the task of
improving each of these by just 1%, resulting in a
substantial increase in service!
Have you already begun thinking about your
n
company’s moments of truth?

To read more of Jonathan's articles, posts,
white papers and thoughts visit his
personal site  here
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The Vikings are Coming!
Jonathan Farrington
interviews Andreas
Lalangas, Founder and CEO
of Salesbox.

JF: So, who is Andreas Lalangas?
AL: I am a Swedish entrepreneur with a Masters
degree in Engineering (Information technology) from
Royal Institute of Technology in Stockholm. I have
been working in sales in the Scandinavian IT
industry for almost 15 years and I have filled most
roles in sales like; hunting for new customers, key
account management, being a sales director,
working in management groups, being the owner of
companies. All of that has given me extensive
experience from both sales, management and CRM.
JF: So why start another CRM company?
AL: Basically all CRMs work like giant reporting
systems and provide no active guidance to do more
and better business.
I saw a clear need for a new type of CRM that
actually provides personal value back to the people
using it, i.e. the sales reps. I have never met a single
sales rep that jumps up and down with happiness
when you mention CRM. Most of them believe that
CRMs are built as reporting systems for
management and that they provide extremely little

6
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personal value and support to do more and better
business.
We saw a hole in the market for a smart and
mobile solution that works more like a personal
coach to the sales reps and help them keep focus on
what’s important to reach their sales targets. We
also realised that the key for successful and valuable
use of CRM requires the engagement of the sales
reps. It does not matter how good and extensive the
reporting possibilities you get in a system if the vast
majority of its users don't see the personal value and
therefore resist using it. Then, management don't
get their needed control and as a result get poor
data input and inaccurate forecasts.
We also saw a need to reduce the GAP between
theoretical internal sales processes and the
customers’ purchase processes, that most sales reps
face on a daily basis. We wanted to create dynamic
and flexible process support that sales reps feel
really align with their reality and supports them
rather than becoming theoretical burdens.
JF: What do you believe in and what makes you
different?
AL: Salesbox have three things that are unique and
which differentiate us. These three differentiators
also led the the award from Sales innovation Expo in
London, in May 2016, as most innovative and best
sales CRM 2016.

The Jonathan Farrington Interview

Smart guidance
The first one is Salesbox builtin smart guidance
(predictive analytics). Salesbox is a smart software
that adapts to and learns the user’s, department’s
and company’s behaviour and performance.
Salesbox utilise that knowledge to predict what
needs to be done to reach the sales targets. It also
predicts how many opportunities are missing before
a specific date to reach the period’s sales target.
Salesbox senses when users fall behind in sales
processes and automatically reminds on what to
focus on.

increases the user’s flexibility when working with
customers and deals.

Mobile first
Salesbox mobile first philosophy is about providing
the complete system on all devices (Smartphones,
tablets, computers), not a cut down version as other
providers. This makes it easy for the users to
collaborate anywhere and use the tool most suitable
for the specific context. Its also about keeping users
notified on all relevant changes in realtime and using
the smart guidance to remind the user throughout
the working day. It’s also about creating a seamless
work day through several plug and play integrations
that makes data input and control easy as pie.

JF: Who do you exist for?
AL: Basically, any sales rep and sales department
working with field sales based on any type of
process. Other user groups that get high value from
Salesbox are consultants, service people or any
individual working with customers, especially in the
field.
Since you can personalise the experience of
Salesbox, we fit the needs of both small
organisations that want a simpler tool to start with
but also get a tool you can grow with as well as
larger companies that wants to go for the full
experience from the start.

Wow customer experience
To minimise the GAP between theoretical sales
processes and each specific customer’s purchase
process Salesbox allows its users to create as many
processes as needed. This makes it possible to align
the processes with what the users are selling and to
whom.
On top of that when users apply the chosen
process it’s applied dynamically based on the
specific customer’s purchase process and needs.
Instead of pushing an opportunity through a
predefined flow from left to right where each move
generates a higher weight, Salesbox allows the user
to tick off independent activities in the order that
suits the specific customer.
All in all this creates much better customer
experiences for the Salesbox user’s customer and

JF: What is your vision and where are you heading
AL: Salesbox believes sales is all about people,
numbers and focus. Salesbox’s vision is to help its
users and customers become more successful with
their sales. Salesbox’s target was to create a tool that
makes our users superior to people using classic
CRM software. By using Salesbox you become more
efficient, more encouraged, more focused and
eventually more successful.

JF: Where are you right now?
AL: We launched early in 2014 and have tested the
product on the market for 18 months and then
released our 3.0 version in early May 2016. We
have worked closely with many customers to finalise
the design and experience of Salesbox and the result
has been received very positively by the market.
Salesbox also became ranked as NO. 1 CRM
provider on predictive analytics and mobile by
independent analysts in USA and South Africa in late
2015. In May 2016 Salesbox won an award on Sales
innovation Expo in London for most innovative and
n
best sales CRM 2016.

FInd out more about Andreas Lalangas
and Salesbox here
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12 Things To Make
Your Sales Transformation
We consider ourselves very
fortunate to work with the
quality of clients we do.
Over the last few years
we’ve worked on over 30
sales transformation projects and helped
to significantly increase the number of
salespeople who achieve quota and helped
organisations build a long-term
sustainable business with a pipeline of
qualified opportunities.
ut we still learn from each client project,
including the latest – an innovative B2B
enterprise software company with strong
ideas about what needs to be improved in the way
they sell. I have drawn up a checklist of the things
every sales organisation that really wants to change

B
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must do, based on years of experience and some
learnings from the last few days.
1. Start with a clear vision
This is a statement of how you want your customers
and internal stakeholders to describe your sales
approach. Make it clear and achievable and in the
form of statements like some of those from our
software client  ‘You really understand our industry
and business’, ‘Conversations with you are always
valuable’ or ‘You collaborate well as a team’.
2. Bottomup or topdown?
The process of Sales Transformation has to come
from the top. In the past we always started the
process with a senior management workshop. But
our new software client wanted a bottomup
approach to avoid the program being perceived as
“yet another global initiative”. So we workshopped
the Sales Engagement Toolkit and the required
Selling Skills in a crossfunctional team of sales and

Phil Kreindler

professional service people and they made a
presentation of the results to senior management.
The concepts were well thought through by the
people who were going to use them; they defined
the implementation plan and presented it with great
conviction to the senior managers who
enthusiastically bought into it.
So it’s not just bottomup or topdown – you
need both to achieve the very best results.

implementation for salespeople and sales managers
is the best approach. Our software client is
approaching it this way:
l Sales professionals  within 1 week the top 35

deals have to have an uptodate Opportunity
Roadmap and all first meetings have to be prepared
with an Appointment OnePager
l Sales Managers – within 2 weeks PitStops for

3. Focus on Sales Professionalism
Efforts to support today’s sales force must focus on
driving valuable conversations with the network of
people involved in buying your products and
services. A sales transformation project must help
every sales person to develop their personal brand.
There has to be real content behind their business
cards.
4. Build a Sales Engagement Toolkit
This is not offthepeg content. It has to be a
pragmatic set of tools that focus on improving sales
professionalism tailored to your business and
different types of sale. Include good examples of
each concept and provide selfservice refreshers to
reinforce learning.
5. Train managers first
Sales managers are responsible for ensuring that
change happens. Nothing will change if you don’t
inspire and train them in advance so they are
equipped to support their team.
But the learning only really starts when the sales
teams put the training into practice. So our clients
run Deal PitStops, initially with an Infoteam
consultant present so the managers can get useful
feedback after each session and go into the next
session even better equipped.
6. Define cadence at all levels
Without a planned rhythm and pace change is likely
to start off fast but quickly peter out as gravity takes
over. A planned and realistic schedule of

the top 10 deals have to be conducted and then a
regular weekly schedule is maintained
l Country Managing Directors – join the Sales

Managers in all of the Deal PitStops
7. Stepbystep
Try to introduce everything at once and you risk
complete failure. Introduce each concept, make sure
it is embedded into daily business then move on to
the next concept. Our software client wants us to
train the Sales Engagement Toolkit in small chunks –
half day or even 2 hours sessions. This means
sessions are short enough so people can really take
the ideas on board and frequent enough to maintain
the pace of change.
8. Blended learning
Facetoface learning is essential, but it must be
based on live projects that are discussed in the team
assignments. Learning on the job is vital but it needs
to be supported by managers. IT options, like
learning reinforcement apps, can be really useful.
But none of these methods alone will deliver true
change and you don’t have a chance of changing
ingrained habits unless you use all 3 effectively.
9. Measure skill improvement and praise success
The ultimate outcome of a Sales Transformation will
be more deals closed and a robust pipeline of
qualified opportunities. But that goal can be hard for
individuals to see daytoday so you need to
measure individual and team skill improvement and
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make sure the whole team knows when people win.
10. Align the whole organisation
The words and phrases you use for your new sales
process must fit in with the terminology and culture
of the organisation. This often means going round
the whole organisation looking at programmes and
initiatives to ensure there will be no overlap or
confusion over language etc.
And most important, make sure your CRM is
aligned with the new way of selling.

the people who are going to be affected and make a
case to each of them showing how they will benefit.
Clients who have done all of the above things have
achieved an adoption rate of +80% and that delivers
an excellent tangible results. You can read much
more about each of the above points in my recently
published book, Customerized Selling  Learn How
Customers Want You To Sell. Ask yourself:
l Are you expecting Sales Training alone to make a

significant and sustained difference?
11. Recruit the right new hires
It is critical that the way you recruit and onboard
new hires is aligned with your new way of selling.
You have to hire the right people and train and
reward them based on them doing the right things.
12. Sell the project internally
You have to treat selling your new approach
internally just like a sale to a customer. Identify all

l Have you made sure everything else in the

organisation is aligned to your new way of selling?
l Have you done a good job of selling internally?

n

Phil Kreindler is the CEO and Founder of
Infoteam. Buy his new book here

Details Coming Soon...

London TSW Expo16
an Unqualified Success
says Jonathan Farrington
Top Sales World’s auditorium at the Sales
Innovation Expo16 in London on May
11th/12th was an absolutely stunning success,
thanks entirely to the professionalism,
experience and brilliance of the TSW team, who
overcame every technical obstacle that the
organizers could throw at us.
Our speakers arrived in the UK capital from all
around the globe: From the US, we were joined
by Dr. Tony Alessandra, Jim Cathcart, Jason
Jordan, Erik Peterson, Rick Baker, Joanne Black,
Tiffani Bova, Barb Giamanco and Deb Calvert.
From Canada, we welcomed Colleen Francis and
Etien D’Hollander. From down under in Australia,
Tony Hughes, Cian McLoughlin and Bernadette
McClelland flew in. Tamara Schenk, George
Bronten, Stephen Jones, Russell and Christian
Maurer also came in from Europe.
In addition to the presentation team, we were
joined by so many good friends like Mark Hunter,
Ago Cluytens, Marco Rasi, Tim McClelland and
Dylis Guyan, to mention just a few.
Finally, a big thank you to Renee Calvert, who
was on hand to shoot the videos and
photographs.
It was a huge pleasure to not only speak but
also to host such a very fine cast.
We now turn our attention to TSW17. Next
year we will be running our own shows. In April,
we will be in Central London for 3 days. We then
move on to Sydney in June and finally, we will be
in the US in October. Our initial idea was that
Boston would be the preferred venue but this has
yet to be finalized, so watch this space.
Before that, TSW is partnering with Tibor
Shanto and Steven Rosen in Toronto on
September 28th to stage the “Sales Performance
Summit” Do look out for full details in July’s
edition.
Here are some images from the event ….

Most sessions were packed with only standing room
available

Cian Mc
deliverin

We failed to beat the current Guiness Book of
Records number of sales experts on one stage

Here’s the Captain with two of his mates. Deb Calvert
on his right and Barb Giamanco his left.

Looks lik

The Sunborn Yacht Hotel was a great
place to stay and an even better
location for a party!

Bernadette McClelland (B Mac) wowing the
audience before managing a huge queue who
wanted a signed copy of her book.

It was a very full timetable but we
pulled it off.

Loughlin standing in as bouncer before
ng a superb presentation.

ke the Skipper is making one of his speeches!

The German’s always arrive early. This is
Tamara Schenk about to put her towel out,
ably assisted by Tony Hughes.

The main man strutting his stuff –
Jim Cathcart delivers like only Jim can.

Here’s the “Smooth Brothers” Dr. Tony & Jim
Cathcart entertaining their number one fan,
TSW’s Commercial Director, Jacqueline Male.

Another packed auditorium to listen
to the doyenne of referral selling,
the irrepressible, Joanne Black.

Duane Sparks

Big Data-Driven Sales Training
Using sales training as a mechanism to achieve that goal is certainly
plausible. Unfortunately, whether the programs are developed internally or
purchased from a supplier, most sales training initiatives fail to produce truly
worthwhile results, such as increased revenue, higher margins, or expanding
market share.
(or their managers) to rank their effectiveness at
planning sales calls. So, everyone inputs an opinion.
When enough opinions are gathered, the
survey somehow, supposedly, translates those
opinions into facts.
Is it possible that this type of data is biased—or
maybe downright useless? After all, who wants to
look bad or cause someone else (other than an
enemy) to look bad?

How About Some Validated Data?
hought leaders in the sales training industry
cite a thousand reasons why the dogs don’t
eat the chow. Frequently blamed culprits
include the program’s content (it’s poor or wrong),
inadequate reinforcement, lack of buyin from
learners, lack of accountability for learning—the list
goes on.
After decades of arguing about what causes sales
training to flop, it’s about time for those of us in the
training business to gather factual data on what does
and doesn’t work, and to chart a course that assures
success. But what kind of data would be truly
persuasive?

T

The Lowdown On Research
Typical research, even by folks in the research
business, is based on surveys. We’ve all participated
in these Survey Monkey questionnaires. And, we’ve
all probably stretched the truth; at the very least,
we’ve made honest errors and omissions. For
example, a survey might ask individual salespeople

In my opinion, survey data cannot be regarded as
validated data when it comes to measuring mental
capabilities and processes. Therefore, survey data
cannot form the basis for developing factbased,
datadriven solutions.
Validated
data
comes
from
validated
assessments. Validated assessments are developed
by credible professionals in the business of
psychometrics (the science of design, administration,
and interpretation of quantitative tests for the
measurement of mental capabilities and processes).
Validation further requires that these psychometry
tools be administered to a statistically significant
number of people—a whole lot of people.

SelfGrade Inflation
When salespeople are asked to rank themselves in
certain critical selling skills, and these rankings are
then compared to hard data from validated
assessments, the data shows only 60% congruence.
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What does that mean? It means that for skills such as
salescall planning, questioning, closing, and others,
salespeople perceive themselves to be far more
skillful than they actually are.
If surveys are what you use as a basis for sales
training decisions, you come out of the starting
blocks being 40% wrong.
(For those familiar with Donald Kirkpatrick’s four
level model for training evaluation, even Kirkpatrick
got this wrong in his thinking about Level 3.)

Which Sales Skills Will You Measure?
You can’t teach salespeople a hundred different
things and expect their performance to improve in a
significant or consistent way. In designing sales
training, it makes sense to start by identifying a
handful of measurable and trainable skills to teach.
But who cares whether you can measure sales skills
in a validated way unless the skills you’re measuring
are, in fact, the ones most critical to realworld sales
success? Based on research, here are the five selling
skills that offer the greatest leverage for
performance
improvement
in
real
sales
environments.

The Five Critical Selling Skills
l BUYER/SELLER RELATIONSHIP – When sellers

understand the incremental buying decisions that
every customer makes, they can improve their use
of an effective sales process to succeed at each
incremental decision.
l SALES CALL PLANNING – Data shows that 99%

of salespeople fail to establish, consistently, the right
kinds of objectives for every sales call. This is the
most common mistake in selling.
l QUESTIONING/LISTENING

SKILLS – Two
thirds of salespeople need significant help in this
area. As a consequence, they sell themselves poorly
and present unimportant capabilities to the prospect

16
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when describing their solutions.
l PRESENTATION SKILLS – You’d think this would

be the one skill that salespeople excel at. Not so fast.
Even though they generally know what they ought
to do, they apply bestinclass skills at a miserable
rate.
l GAINING COMMITMENT (Closing) – Here,
sadly, selfperception and reality are 100% in
accord. Salespeople (and their managers) agree that
this is their weakest skill. On the bright side, it
presents the greatest opportunity when the problem
is fixed.

Big Data’s Big Questions
Once you’ve got the critical skills defined—and you
have accumulated a very large number of validated
assessments of those skills, before and after
training—you can answer some very interesting
questions about sales training.
l Which skills are most deficient in a particular

sales team?
l How much can training improve the skills of sales
teams in any particular industry?
l What does the data say about knowledge gains in
training courses versus gains in skill application back
on the job?
l Which skills, when improved, produce the
greatest ROI for salespeople and for their
companies?

Data Mining For Sales Skills: Here’s The Tip
Of The Iceberg
The Big Data we’ve been discussing for the sales
training world now exists. Over the past 20 years,
more than 400,000 salespeople from 3,500
companies have been measured before and after
training, using validated skills assessments that
measure gains in both knowledge and application.

Duane Sparks

The results are conclusive. Here are just a few
examples of findings from this study.

119%. That is a big win for everyone.

Here’s Next Big Data Discovery!
Sales Call Planning
Remarkable Mathematical Gaps
1. Salespeople had a reasonable amount of
knowledge (64%), but the ability to apply salescall
planning skills was surprisingly low (37%). Salespeople
are generally poor planners.
2. A posttraining Application score of 82% shows
that salespeople are using nearly all of the new
Knowledge (83%) they acquired.
3. The 121% skill gain in Application suggests that
salescall planning is the #1 most important skill to
focus upon.

Presentation Skills
Remarkable Mathematical Gaps
1. We expect salespeople to be great presenters. It
was shocking to learn that they were only applying
37% of what they knew before training. With a 111%
skill gain, this was the most surprising skill
development opportunity turned up by the study.

More studies are in the works using this treasure
trove of data. With 78 million data points and 20
years of history, the analytic opportunities are
endless. Here is the topic currently under
investigation: The data has been sorted by major
industry. Reports were produced that provide
remarkable insights into the uniqueness that exists
within each industry’s sales challenges.

New: Industry Big Data
l Each piece of Industry data is compared to the

Universe of all salespeople.
l Some Industries lag the Universe. Some have clear

sales skill advantages.
l Certain Industries have greater learning potential
than all others in the Universe.
l Shocking skill deficiencies are remedied and Skill
Gains approach 200% improvement.
l See how your peers and competitors transfer skill
gain into sales revenue.

Remarkable Mathematical Gaps
1. Salespeople and sales managers admit that this
skill represents their greatest weakness. With pre
training Knowledge and Application scores of 56%
and 36%, respectively, the study agrees with them.

GET BIG DATA REPORT ON YOUR INDUSTRY:
Thanks to this twodecade long mountain of validated
skill measurements, sales training will evolve at a rapid
pace going forward. Learn what’s going on in your
Industry today and what is being accomplished.
With more than two decades of historical data,
you’ll quickly be able to understand what’s working
and what isn’t. Until this Big Data became available,
the salestraining world had only hunches based on
opinion, not solid knowledge based on facts. You just
couldn’t know whether or how sales training would
produce reliable gains in job performance. Now you
n
can!

2. Since gaining commitment from buyers is the
principle duty of all salespeople, this skill gap is a huge
problem. After training, salespeople improved by

Duane Sparks is Chairman of The Sales Board
and Creator of Action Selling. Get the Big
DataDriven Sales Training Report here

2. This skill had the biggest pretraining gap between
Knowledge and Application (67 – 37 = 30 points).
Training dramatically closed the gap to 8 points.

Gaining Commitment

TOP SALES MAGAZINE JUNE 2016
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Have Your Best Teach The Rest
I wished I had learned this
lesson earlier on in my
sales career: the best way
to learn how to become a
top sales performer is by
being mentored by those who are inside
your company.
n my case, I had to wait a while before I got the
opportunity to work with a mentor. And when I
finally did, my sales performance tookoff
skyward. If only I had known sooner!
Mentorship gives you an inside track to sales
success. After all, mentors are your very best people:
they are uniquely skilled and positioned to help
guide inexperienced or less successful salespeople
within your salesforce become topranked pros.
There are four reasons why mentorship is right
for your business.

I
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First: there’s no one else out there who knows
your clients and your business better than your
best salespeople. Not even the most skilled
consultants (or even sales coaches) can match that
unique mix of knowledge they possess. It’s a position
that commands a lot of inhouse respect. Mentors
listen to carefully because they’re peers. They
empathize with what junior and underperforming
sellers are experiencing in their work, because they
have likely walked a mile in those uncomfortable
shoes, too. Because of this, your mentors are able to
share what they know with your sales team and
implement changes in less time than others.
Secondly, mentorship solves two team
challenges at once. Not only are you investing in
handson training for your underperforming staff,
you are also giving your top sellers a brandnew
incentive to stay with your company. Being a top
performer comes with responsibility: they need to
lead by sharing what they know. That can only
happen if top performers are given the opportunity

Colleen Francis

to show and exercise leadership by being a mentor
to others. This has an important spinoff benefit: it
provides them with an otherwise rare chance at on
thejob training, including grooming them for future
management positions.
Third, mentorship cuts down on staff turnover.
Again, there’s a multiplier effect at work here. Not
only do you get to retain more of your junior and
previously underperforming staff (now that you’ve
helped them become pros), mentorship has a way of
keeping top performers loyal to your company. It
also does a great job of stroking the egos of your top
people: it means something to them that their
employer has recognized their hard work and is
prepared to give them red carpet treatment to share
what they know with others.
Fourth point: without mentorship, people
simply don’t improve on their own. In sales, this
kind of learning happens best as a team. When your
staff members—mentors and mentees alike—feel
they’re part of a team and are united in what they
do, they tend to focus longer, accomplish more and
stick together.

Building your inhouse mentorship program
There’s a lot that needs to happen even after you
pick your top sales performers and offer them the
opportunity to mentor others. Here at Engage,
we’ve seen clients achieve amazing results after
following our advice and creating an inhouse
mentorship program. Based on that work, here are
five steps you need to take to make this happen in
your organization.
Have liveobservations sessions. To be
effective, your program should include live
observations that take place during their visits with
customers. With this approach, the mentor isn’t
pulled away from selling to teach others: the
workplace where they perform every day becomes
the classroom. Schedule these liveobservations
sessions up to four times a year to ensure that no
one’s time is sacrificed, and include opportunities for

mentees to listenin on sales calls. Remember: in
sales, observational learning is one of the most
powerful ways to absorb and retain new skills. You
can reinforce this by having your sales managers
followup with each mentee and hold them
accountable to report on what they have learned.
Create the star of the show. When you invite
someone to be a mentor, you are giving them the
right to take center stage. Have them lead your sales
team meetings once a month. Have them conduct a
review of your current sales pipeline or have them
present a training segment. With practice, they will
become highly skilled at dissecting and explaining
their sales process and explaining to others how
they can improve.
Make sure to have many success stories. Your
mentorship program will cover more ground in less
time if you invest in having many realworld
examples that mentors can point to as illustration of
how to implement what they know. Here at Engage,
our largest clients have monthly “state of the union
calls” hosted by the VP. There, top performers each
prepare a short segment (510 minutes) that profiles
a recent big win and lessons learned. The key here is
that you get them to talk about how they managed
and closed the sale. Get them to be specific about
how they handled objections, how they were quick
on their feet to deal with unexpected challenges and
how they worked hard to meet and exceed client
expectations.
Have your best clients mentor sellers. Last but
not least, choose a few of your best clients and set
up interviews with them to discuss what they like
best about your sales process and why they enjoy
working with your top sellers. Not only does it help
reaffirm what you’re doing right, it can give you a
clear indication of where you can improve to better
n
meet their needs.

Colleen Francis is the Founder and President
Engage Selling Solutions. Find out more here
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Is Your Sales Process A Strait Jacket?
Or Your Best Sales Enablement Tool?
It’s no news that a well-designed and implemented sales process makes
sales teams more effective. According to CSO Insights’ Sales Performance
Optimization Study, sales process related challenges are #2 on the list of
sales execution challenges, right after “generate more leads”.
or this reason, sales process is all the rage
among thought leaders and leading
organizations. But when we talk to
salespeople themselves, we get a different picture.
In general, sales reps feel like they already spend too
much time on data entry. CRM, the usual tool for
systematizing and imposing sales process on
salespeople, suffers from staggeringly low adoption
rates—with some citing averages as low as 25%.
Where is the disconnect? If process increases
quota attainment so drastically, why do so many
salespeople refuse to adopt it? The answer, of
course, is complicated, but one glaring reason for
low adoption rates is the perception—often all too
true—that the process stifles the salesperson’s
creativity and/or force them to be accountable to a
system they neither designed nor approved, and
that does not help them get better at their job.

F
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In other words, they view process as a pointless
straitjacket.
But what if I were to tell you that sales process
shouldn’t feel like a straitjacket?
What if, instead of holding salespeople to a rigid
set of rules and accountabilities, the process actually
freed them to be more creative, more ingenious, and
more productive?

What the ‘simple wardrobe’ movement has to
teach us about creativity
Steve Jobs and Albert Einstein basically wore the
same outfit every day of their professional lives. This
choice, it turns out, may represent one critical
component of their prodigious energy, creativity,
and productivity.
Roy J. Baumeister, coauthor of Willpower:

George Brontén

Rediscovering the Greatest Human Strength, explains it
this way: Your decisionmaking energy is a limited
resource. Every decision that you make, however
small and insignificant it may seem at the time,
diminishes that day’s available pool of decision
making capability.
By choosing a single outfit to wear every day,
these geniuses reduced the number of
inconsequential decisions they have to make, freeing
up their intelligence for greater creativity and
productivity.
But what does that have to do with sales
process?
A dynamic, optimized, reinforced process can be
the “simple wardrobe” choice that frees the average
salesperson to become extraordinary… and frees the
extraordinary salesperson to reach new heights.
Besides freeing up decisionmaking capability,
a welldesigned process:
l Ensures basic stuff doesn’t get missed. Like Atul

Gawande describes in his book The Checklist
Manifesto, a surgeon’s skill is best used in
determining how to handle the surgery in progress,
not how to handle issues that arise due to mistakes
in the process. Ditto for salespeople.
l Systematizes

the intelligence, skills, and
behaviors that have been identified as best, so that
your team doesn’t have to constantly reinvent the
wheel.
l Frees up time to focus on the hard, challenging,

and important decisions.
Okay, so how do we get a process that frees
salespeople instead of confining them?
“It should be a support and an enabler,” Bob
Apollo, founder of InflexionPoint said in a recent
interview, “that allows salespeople to apply their
curiosity, initiative, and interest to the sales problem.
It should help them define and make intelligent

choices that improve their chance of a successful
outcome.”
Many organizations view sales process as a way
to rein salespeople in and make sure they comply
with the company standard, or as a way to force
them to report data so the company can use it to
analyze performance. In turn, the salespeople view
such a process as a way to put them under the
microscope, which creates suspicion and negativity.
This is the strait jacket that so many salespeople
resist.
On the other hand, a productive process starts
with understanding what will make the salespeople
more effective, and giving them tools to increase
their success, rather than to confine them. It
includes taking the time to understand the
accumulated wisdom of the organization in regard to
winning, and applying that in a systematic manner to
help every salesperson achieve better results.
This can’t be accomplished overnight or single
handedly. It requires a concerted cross
organizational effort to build an effective process,
and once it’s built, it’s critical to provide effective
implementation and reinforcement.
Technology solutions like Membrain can walk
salespeople through the steps of the process,
remind them of the important steps at each stage
with videos, content, and alerts, and ensure they
don’t skip important steps that could jeopardize the
sales project. Such a system takes routine decision
making off the salesperson’s hands, so they can
apply their intelligence to the uniqueness of each
sales situation.
“Sales process is no substitute for intelligence,”
says Apollo. “It should deal with the obvious, the
predictable, and help avoid otherwise common
errors, and in doing so, give salespeople freedom to
devote their energies to the creative, inquisitive
aspects of selling.”
n
I couldn’t agree more.

George Brontén is the CEO and Founder of
Membrain. Find out more by visiting here
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6 Sales Lessons
from Restaurant Servers
After you make a sale what
do you do to encourage
follow-up business?

ext time you’re enjoying a relaxing meal in a
fine dining restaurant, observe these six
sales lessons that will help you get followup
business from your customers, too.
Fine dining restaurants depend on the upsell and
work to maximize each diner’s tab. Unlike casual
dining servers who aim for quick table turns or fast

N
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food counter clerks who conduct rapid transactions,
the fine dining server creates an experience that is
conducive to buying.
Although diners are committed to purchasing, it’s
the server’s job to enhance their dining experience
and increase their tab. They do this throughout the
meal. Here’s how.

The wine service
The meal begins with a consultation, a sample, and
highly attentive service (recommending, selecting,
opening, pouring, checking customer satisfaction).

Deb Calvert

Lesson for all sellers: Start strong. The first
impression is a lasting one. You’ll make more sales
later if your buyer is highly satisfied with the first
service and product you offer. Ask questions to
understand your buyers’ preferences and needs.
Then make suggestions that truly respond to what
the buyer tells you.

When the sides are included, they ask if additional
ones (often at an upcharge) would be preferred.
Lesson for all sellers: Additional enhancements,
even though they cost more, round out the
purchase and improve customer satisfaction. Any
options you offer need to be presented in alignment
with buyer preferences.

The specials
The dessert
Servers offer mouthwatering descriptions and
convey their personal preferences. They intimate
which is a popular choice or a limited choice (due to
seasonality or other factors). They elevate these
choices above the standard menu items, even calling
them “specials” to entice diners.
Lesson for all sellers: Offer something special,
above and beyond the standard selection. Buyers
like to have choices. Knowing there will be
something novel each time they do business with
you is a strong draw. If you can’t offer special
products or services, make the experience with you
something special and present it that way so the
buyer anticipates the next experience.

The appetizers
Servers ask “What would you like to start with this
evening?” This is an assumptive sale, setting an
expectation that an appetizer will be ordered. Often,
a second is offered or recommended.
Lesson for all sellers:: Don’t think of the main item
as the entire sale. Put together a “full meal” that
starts with something more. Offer appropriate add
ons and enhancements for every buyer. When you
do, use an assumptive approach.

Servers offer dessert at a strategic time. They don’t
wait until the meal has been completely digested
and the feeling of fullness sets in. They offer dessert
when the main course is barely finished, and the
diner is still mindful of the quality and still immersed
in the experience.
Lesson for all sellers: Don’t wait too long! Offer the
next logical product, an extension or a renewal
before the buyer is sated.

The coffee, dessert wine, digestif or nightcap
Even dessert isn’t the end. The server continues to
make the diner feel welcome, wanted and well
served. Diners know their every need will be met.
Lesson for all sellers: Let your buyers know that
you’re in no hurry, that you value them and will stick
with them even after the main purchase has been
completed.
To encourage diners to return, restaurants
provide a memorable experience along with a quality
product. You can do the same and earn repeat
n
business by applying these six lessons.

The sides
With an a la carte menu, servers recommend the
appropriate number of sides per person or table.

Deb Calvert is President of People First
Productivity Solutions. Find out more here
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Gus, need honest answer, pls
Lol, sure
I got top notch sales coaching
skills, right?
Um, well, you said honest.
Go to London. Best training
ever. Hands down.

Boost your skills with unique methods that support
successful sales leadership at the

EMEA SALES LEADERSHIP SERIES
London // 19 July 2016 // Sign up now
uk.leadershipseries.eu

Jason Jordan

Cracking the Sales Management Code Part 4 of 4
Align Your Sales Force and Reach Your Goals
This is the fourth and final installment in a series introducing research from
the best-selling book Cracking the Sales Management Code.

reviously we defined a framework for
measuring and managing the sales force and
revealed interconnections among the metrics.
In our final installment, we explain how thoughtfully
selecting performance metrics creates field level
alignment with Csuite targets.

P

In Search of Organizational Alignment
One of the biggest problems we see in many sales
forces is a lack of direct linkages between corporate

goals, sales strategies, and sales force behaviors. The
three are frequently allowed to operate
independently with the tacit (and often faulty)
assumption that they are all in alignment and
working toward a common end. In fact, this absence
of ‘organizational alignment’ is a commonly cited as a
top concern of senior executives.
We believe that the key to aligning an
organization from top to bottom is to align the
metrics that each level uses to measure success.
Few would disagree with this somewhat obvious
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statement, but we have seen many companies
are measures of activity such as the volume of sales
struggle mightily to get it right. We conducted
calls being made, frequency of account planning,
research into how leading companies measure and
percentage of salespeople using CRM, or amount of
manage their sales forces which provided us with
training provided to the sales force. These metrics
some fresh insights into how to
are directly manageable, since front
tackle the challenge of organizational
line sales managers are absolutely able
alignment through the use of an
to request more calls, ask for account
integrated set of metrics.
This year, don’t plans, enforce tool usage, or increase
training for their reps. In fact, this is
just assign your
The Vehicle for Alignment:
why sales managers exist ... to ensure
Metrics
that their salespeople are doing the
quotas and
correct things correctly.
assume they will
As we explained in preceding articles,
One of the most important insights
a key finding of our study was that
happen. Instead, from this research is that there are
there are three distinct levels of
direct causeandeffect relationships
provide specific
metrics that can (and should) be used
between the levels of metrics. That is,
to measure and manage a sales force.
guidance on how Sales Activities drive Sales Objectives,
First, there are metrics of Business
and Sales Objectives drive Business
to
achieve
them,
Results. These measures such as
Results. For instance, if your
revenue, profitability, market share,
then measure and salespeople are instructed to make
or customer satisfaction are viewed
more calls (a Sales Activity), they
manage
progress
at a company level and are used to
should be able to cover more of a
report the overall health and success
along the path to given territory (a Sales Objective). All
of the organization. These metrics
other things being equal, greater
success.
are not ‘manageable’ per se, since no
territory coverage should lead to
individual can directly control them.
greater market share (a Business
No matter how many times a CEO
Result). There is a clear chain of events
instructs a VP of sales to ‘make’ the revenue
from one level to the next, and there must be
number, the VP cannot turn around and command
linkages between the levels to ensure that the
the number to change. There are numerous factors
activities of the salespeople will ultimately lead to
that affect overall Business Results, and many of the
the achievement of overall results.
factors are out of the sales force’s control.
The Role of Business Planning
Second, there are metrics of Sales Objectives.
These are measures such as customer retention,
To create organizational alignment, this chain of
new product sales, market coverage, opportunity
events must be reverse engineered – a task that is
win rates, or sales force turnover that constitute the
best performed during your business planning
sales force’s success at achieving specific goals.
process. If your strategic goal for the year is to
These metrics are not directly ‘manageable’ either,
increase market share, then you could set an
since you cannot, for instance, command a customer
objective for the sales force to increase its territory
to buy from you. However, these measures do
coverage. To achieve this objective, you could
provide guidance for what the sales force should
instruct your salespeople to boost the number of
hope to accomplish.
sales calls that they make throughout the year. And,
Finally, there are metrics of Sales Activities. These

“

”
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of course, you could use the planning process to set
explicit targets for market share, territory coverage,
and sales calls in order to measure and manage
progress toward those goals.
However, our observation is that many business
planning exercises never get to this actionable level
of detail. Walk into any sales department and ask
someone at random what their Sales Objectives are
for the year, and their response will most likely be
“to make my quota.” While this answer is in some
ways unassailable (certainly we all want to make our
quotas), it is also highly problematic.
This response reveals that the planning process
probably never moved beyond the top layer of
metrics – Business Results. This is not an uncommon
scenario, of course, since the corporate revenue
target for the year is typically broken into
progressively smaller chunks (first by country, then
by region, then by district, etc.) until all salespeople
have revenue numbers stamped on their foreheads.
Yet, assigning a revenue target to a salesperson is
not sufficient to ensure they achieve it.
A more effective planning process does not end
with the dissection of Business Results. It proceeds
to identifying the Sales Objectives that will lead to
those desired results. For instance, if you intend to
grow your revenues by 10% next year, you should
identify how you will achieve that growth. Your new
Sales Objective could become to acquire 10% more
customers next year. Or sell 10% more products to
your existing customers. Or even raise your average
purchase price by 10%. Whatever your plan of
attack, you must put a deliberately conceived one in
place.
Once you have identified the Sales Objectives
that you want to achieve, you then need to
determine what changes in your Sales Activities will
lead to the realization of those objectives. For
instance, if you decide that your preferred objective
for the year is to acquire 10% more customers, then
you might need to generate 10% more leads. Or hire
10% more salespeople. Whatever your objectives,
you need to make tactical changes in your selling

activities, or else you are simply asking for results
and hoping for the best.

Implications for Sales Leaders
Organizational alignment is possible, in fact assured,
if everyone’s performance metrics are thoughtfully
integrated. You accomplish this by starting with your
desired Business Results and then identifying the
changes in your Sales Objectives and Sales Activities
that will ensure those outcomes. By designing a set
of interrelated metrics, you can measure success at
all levels of your organization and drive the specific
behaviors that will lead to overall success.
This year, don’t just assign your quotas and
assume they will happen. Instead, provide specific
guidance on how to achieve them, then measure
and manage progress along the path to success.
Only then will you have done your job as a proactive
n
sales leader.

Register to download the first 2 chapters of
Cracking the Sales Management Code here
In previous installments (see Part 1 Part 2
Part 3), we shared research findings that
revealed there are three types of sales force
metrics –measures of Sales Activities, Sales
Objectives, and Business Results.
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Enablement Technology:
Goals, Benefits, and a Critical Dependency
Why do you invest in technology? To drive efficiency? Or is your goal to
increase sales effectiveness as well? Often, we simply want technology to
help us do things faster by automating steps that we’ve been doing
manually.
list continues with improvements ranked with less
than 30%, such as “improving sales and marketing
alignment” or “reduce search time for content and
collateral” and “improving rampup time for new
hires.” No surprises in these results so far. Most of
these key improvements are focused on productivity
only. But let’s first look at the differences in the
regions.

Different focal points in North America and
EMEA

ut ultimately, investments in sales technology
should also achieve better business results.
So it is with investing in enablement
technology. As a productivity boost, enablement
technology is a prerequisite to achieving your sales
performance goals. Ideally, enablement technology
builds on a prepared foundation, which would be, in
this case, for instance, a “cleanedup content
basement.”

B

How does investing in enablement
technology help?
Looking at all respondents from our CSO Insights
2015 Sales Enablement Optimization Study, the most
important goal was “improving salespeople’s access
to content and tools” (35%), followed by “sharing
best practices across the sales force” (32%), and
“improving crossselling and upselling” (30%). The
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In North America, the top improvement desired,
regardless of respondent category, was: “improving
salespeople’s access to content and tools (46%).”
Then, the second most important improvement was
“reducing the search time for content and collateral”
(33%), which is for many people probably the most
common immediate result they want to get out of
enablement technology. Two improvements were
tied for third place: “reducing rampup time for new
hires” (29%) and “improving sales and marketing
alignment“(29%).
In EMEA things are perceived a bit differently.
The top improvement in EMEA was “Improving
crossselling and upselling” with a pretty high
ranking of 52%. In the category of all respondents,
this improvement was ranked third with 30%. But
looking at North America, this improvement was
only ranked ninth with 17%. The second most
important improvement in EMEA was “improving
salespeople’s access to content and tools” (44%)
which was overall the number one result and in NA

Tamara Schenk

the number two. “Improving rampup time for new
hires” ranked third with 28%  almost the same as in
NA.
Some of these improvements, such as improving
rampup time, and crossselling and upselling, are
linked to a prerequisite: the integration of sales
enablement solutions with CRM systems.
Integration drives adoption and is an enabler for
faster searches and better content access because
people no longer need to work with multiple
systems.

Integration of enablement technology drives
productivity and adoption, and is an indicator
of enablement maturity
“Be Inspired” is an enablement delivery mechanism
that requires enablement technology to be
integrated with CRM systems. This means
salespeople don’t have to go to another system, log
in, and search for what they need. Instead,
technology suggests content (and related training
services) based on the characteristics of
salespeople's opportunities and accounts. To make
this mechanism work, a customercore enablement
framework and a properly defined and implemented
content creation process are essential. The future
vision of success is that salespeople have one
collaborative platform they work with. The
foundation is often the CRM system that integrates
enablement and playbook systems, learning content,
and predictive analytics to support them at every
stage of their deals.
Now, what does reality look like? Overall, 46%
reported having this kind of integration, 41% said
they did not, and 13% planned to implement it
within the next twelve months. That looks like a
pretty balanced status quo with lots of room for
improvement. Here, the differences in the regions
are much bigger.
In NA, 54% reported having this kind of
integration, whereas only 28% in EMEA said so.
Consequently, many more respondents in EMEA

plan an integration initiative within the next twelve
months (24%), versus North America (12%).
Enablement is perceived differently in different
regions, and organizations are at different maturity
levels. EMEA has an opportunity to learn from those
who have already done enablement integrations.

A critical dependency that cannot be fixed by
technology: content quality
Salespeople perceive technology and the embedded
content as one system, which is valuable for them or
not. They don’t distinguish between technology and
content quality.
The critical dependency that is often overlooked
is the quality of the content. What does that mean?
Sales content in a world of rising buyer expectations
has to be aligned to, for example, the different
phases of the customer’s journey, the relevant buyer
roles, and the business challenges that are
addressed with your products and solutions. This
alignment of content with the customer journey
forces organizations to assess their entire content
landscape to see the gaps, the redundancies and the
areas that need adjustment. It’s not to create more
work for you. It’s not a luxury; it’s a necessity to
achieve performance goals. Organizations with high
levels of customer journey alignment achieve up to
9.1 percentage points better revenue plan
attainment, and up to 13% better quota attainment.
To provide highly effective content, a “customer
core” enablement content strategy is mandatory,
and that requires a “customercore” enablement
framework. Only then are you able to tailor your
content services accordingly. Highly effective
customerfacing content that covers the entire
customer’s journey is a musthave ingredient to
remain relevant and successful in an ever
n
changing, buyerdriven world.

Tamara Schenk is a Research Director with
CSO Insights, A Division of MHI Global.
Find out more here
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Details Here

4 Great Sales Lessons from a
Notre Dame Commencement Ceremony
We were fortunate to be in
the audience for the 2016
Notre Dame
Commencement where
Vice President Joe Biden,
former Speaker of the House, John
Boehner, and former Joint Chiefs of Staff
and retired 4-Star General, Martin
Dempsey were among the speakers.
hile all were good, Biden had one great
takeaway, and the General shared 3 tips
and an action step. I believe that these
are all shareworthy and apply to sales and sales

W
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leadership as well, and perhaps even better than
they apply to those graduating from universities.
Dempsey is known for a 3word call to action,
"Make it Matter."
Let's apply "make it matter" to sales and sales
management. In sales, it means that every
conversation, with every prospect and customer,
should be meaningful to the customer and/or
prospect. How can we make each conversation
matter to them? To them! We need to stop thinking
about our own needs and focus on the needs of the
person on the other end of the call or the other side
of the conference room table. This doesn't mean
giving up control, or facilitating, but it does
emphasize the importance of listening instead of
talking.

Dave Kurlan

When it comes to coaching salespeople, this
concept is even more important. How do you get
your salespeople to come back and want more
coaching from you? After all, that is the true
measurement of whether or not your coaching is
having an impact. Are they getting enough from it to
want more of it? Make it matter  to them!
I found his advice to graduates even more
meaningful. He told them, "We need you to have a
warrior’s heart, an immigrant’s spirit, and a servant’s
soul."
Let's review.
Heart of a Warrior  It's the will to sell  grit  the
ability to do what it takes  and wanting it badly
enough. It's finding a way  any way  to get the
desired outcome. It's more than surviving sales; it's
achieving and thriving in sales.
Spirit of an Immigrant  It's finding your way,
seeking something better, and fitting in. It's being
flexible, taking risks, being memorable enough to
differentiate yourself from all others. It's learning

your customer/client's culture and embracing it.
Soul of a Servant  It's about giving people what
they truly want and need and you identify that by
asking great questions and listening and following up
with more great questions.
Biden stressed engagement. He urged graduates
to engage with conversation and build lasting
relationships. My sales translation is that while our
current generation of technology is great and should
be leveraged, a connection on LinkedIn is not a
relationship, a follower is not a raving fan, and a
conversation cannot be conducted over email.
These are all common sense guidelines, but
today, whether it's politics, technology, or how we
view ISIS, there doesn't seem to be enough common
sense as a main ingredient of our discussions.
As an example, as I write this, we are in the first
morning of our spring Sales Leadership Intensive
and the conversation taking place this very moment
is about the importance of a formal, milestone
centric sales process. Common sense suggests that a
timetested and proven sales process will be much
more effective, consistent and predictable than
going without. Despite the common sense factor,
I've read articles suggesting that we no longer need
such things with the current technology available to
us. I've read countless articles about the death of
selling, the death of SPIN selling, the death of
Solution Selling, and the death of consultative selling
approach. And of course we have all been told that
cold calling is dead. Uhoh. Most of these articles
were written by companies trying to get you to buy
their software applications and they hope that you
will buy into the dead = need for software. Nice try!
There is no doubt that selling has changed. If you
just read the article I linked to, you should recognize
that the real key is in understanding how the
dynamics have changed. Selling has changed only to
the degree that we must understand how to deal
n
with those changing dynamics.

Dave Kurlan is the Founder & CEO of
Objective Management Group Inc. Visit here
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Elevating Your Value to the C-Suite
Or…How to Avoid Getting Delegated Down to Whom You Sound Like
For a long time, you have been hearing… “You have to sell higher.” But, just
telling someone, “sell higher” doesn’t mean salespeople know what they
need to say when they actually get in front of an executive. Or have the guts
to go there.
n fact, a company we work with recently looked
at the titles associated with all of the
opportunities in their CRM and discovered only
10% have a VP or higher contact. At the same time,
analyst firm IDC says 80% of B2B decisions now
require VP or higherlevel signoff.
That math doesn’t add up to success.

I

36

TOP SALES MAGAZINE JUNE 2016

What executives want to talk about
The problem is that most sales training and
preparation is focused on the exact opposite of the
things executives want to talk about.
Meanwhile, these executive buyers report that
88 percent of salespeople are proficient on their
products and services, and only 24 percent add

Tim Riesterer

value around business issues, market trends and
related industry insight (Forrester Research).
In effect, executive buyers are four times less
likely to get the thing they value four times more!
I call this the “business value gap” and it is having
a detrimental impact on your business. Another
study from TrainingIndustry.com found that high
performing companies place three times more
emphasis on developing executive selling skills,
and four times more emphasis on developing their
team’s financial acumen than do lowerperforming
companies who spend the majority of their time on
traditional product training.
To be relevant to an executive audience, and to
overcome the three main causes of executive
conversation failure, salespeople need training that
makes them proficient in the “three Cs” of great
executive conversations:
l Competence – Salespeople need to excel at five

key competencies if they want to speak to the
concerns that matter to executives. Those
competencies are business knowledge (know the
external factors and performance issues driving
customer investment in your solutions), customer
insight (interpret available customer and industry
information to prioritize potential business
alignment), financial acumen (describe how your
solutions translate into financial performance gains),
executive engagement (illustrate how customers
will operate differently after investing in your
solutions), ROI (employ relevant customer
performance metrics to justify investment in your
solutions).
l Confidence – To sell business value to executive

decisionmakers, salespeople need to get practice
time in front of executives in a riskfree
environment, gaining experience and feedback from
realworld executives who have made these types
of buying decisions before. From a training point of
view, you should make sure your reps are engaging
with Clevel executives who can facilitate

application workshops, while providing specific, in
depth coaching and feedback to prepare
salespeople to engage executives with confidence
in the field.
l Compelling – Salespeople need to be able to

build a compelling business case that justifies
customer investment in your solutions. That means
they need to be able to conduct focused research
—and interpret it—to prepare for an executive
audience. They need to be able to adopt a buyer’s
perspective to understand key business challenges
and initiatives. They must address “money flow,”
clearly linking your story to real line items in a
company’s balance sheet and income statement.
Reps must also show executives how a business
change, from their current state to a new and better
future state, will help them improve how they
operate. Finally, salespeople must justify their value
by making an ROI case for your solutions,
specifically demonstrating how you can influence
the performance metrics that matter most to them.
To do this, focus on the “three Rs,” or three key
areas of returns: 1) The returns you can fully
quantify (“hard Rs”); 2. The strategic advantages
that can influence the investment decision
(“strategic Rs”); and 3. The subjective returns that
are more difficult to measure but which you may be
able to convert into quantifiable values (“soft Rs”).
Great salespeople know that selling to
executives is a makeorbreak proposition – one
you can’t afford to squander by being unprepared
to go toetotoe on the business issues that matter
most to them. If your training doesn’t help reps
speak confidently and competently about
executivelevel business issues, and to make a
strong case for your business value, your reps may
find themselves getting delegated down to whom
n
they sound like.

Tim Riesterer is chief strategy officer at
Corporate Visions. Find out more here
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To Increase Sales, Are All Leads Created Equal?
Near the beginning of
Orwell’s masterpiece,
Animal Farm, the animals
embrace the powerful
philosophy that “All animals
are created equal”.

the drunken farmer, helping deliver on their Utopian
dream of selfgovernance.
The animals learn to read and write, the farm runs
smoothly and food is plentiful. Unfortunately the
dream soon becomes a nightmare. As time passes,
the farm falls into disrepair, divisions emerge
amongst the animals and the old philosophy is
quietly amended to reflect their new circumstances
in which ‘all animals are created equal, but some
animals are more equal than others’.
In the everevolving sales world in which we live,
I believe the new philosophy should state that ‘all
leads may be created equal, but some leads are
definitely more equal than others’.

#1 – Internal and External Referral Strategy

uring my 20year career in the b2b sales
industry, the majority of sales organisations I
know seemed to work on the basis that ‘all
leads were created equal’. The burning question to
answer, if you genuinely want to increase sales is…

One strategy to consider and one which very few
sales organisations have truly mastered is the
internal and external referral strategy. If you agree
not all leads are created equal, it’s important to
recognise and understand how to source the best
possible leads.
Those prospects with the highest propensity to
purchase are invariably ones that have been referred
to your business by someone who is both known
and trusted to them. Working out how to target
referral opportunities and harness the influencing
power of your customer’s network can be a hugely
successful mechanism to increase the value of your
customer base.
What’s so great about referralbased leads I hear
you ask?

What are the best lead sources available to
increase sales?

l They are usually prequalified
l They are less likely to shop around for multiple

Ok, back to Animal Farm for a moment. Snowball and
Napoleon, the allconquering pigs of Orwell’s story,
encourage the other animals to rebel and drive out

vendors
l They have less tendency to haggle over pricing
l And perhaps most importantly, whether they
become a new customer or not, you get to have the

D
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right conversation, with the right individual, in a
timely fashion.

# 2 – Ascending Transaction Model (ATM)
Another powerful funnelbuilding strategy is the
ascending transaction model (ATM), where
prospective clients are initially exposed to your
product, service or valueadding content for free.
The basis for the ATM model stems from the
psychology of human behavioural science, which
tells us that the vast majority of individuals need to
spend time becoming familiar with and developing
trust for a product, service or brand, before they will
genuinely consider making a purchase. This is
especially true of larger or more expensive
purchases.
By understanding this purchasing reluctance,
smart businesses create ways in which to engage
with, add value to and normalize their product or
service in the eyes of prospective customers, before
ever trying to sell anything. They earn the right to
progress from step to step, as some prospective
customers become further engaged and others self
select out of the ascending transaction model.
The benefit of this approach is that the cost of
serving them is low. While prospects are becoming
more qualified, it allows you to significantly increase
the size of your sales funnel and ultimately the scale
of your business. At face value the ATM strategy is
deceptively simple, but executed effectively its one
of the most powerful lead generation activities
available to any businesses.

#3 – Recurring Revenue Model
In order to increase sales, don’t just focus on net
new prospects, where the cost of sale is higher and
the sales cycle is longer. Aim to create a recurring
revenue component within your existing product or
service line, meaning customers will have a
compelling reason to reengage with you time and
time again.

Look at dentists or car mechanics for inspiration.
At least once a year, when you go in for your annual
checkup or car service, its usually booked well in
advance and represents repeatable revenue with
little or no added cost of sale for the provider.
In the b2b world this is already being achieved in
lots of different ways, including:
l SaaS businesses where customers sign up to an
often small, monthly recurring fee for access to the
platform or service they require
l In the hardware and software worlds, annual
maintenance and support contracts, where an
ongoing percentage is payable each year to access
new releases and updates
l Timebased discounts which are locked in for a
period of time and trigger a future sale
l In fact anything which you can use to create a
catalyst for action or repeat business, without
incurring significant additional cost of sale.

#4 – LandandExpand Strategy
It’s rare that your first sale to a new customer will be
the big one. Human nature dictates that customers
will often try out a new product or service with a
small sale first, before risking a broader deployment.
Consider embracing the ‘land and expand’ sales
strategy as a mechanism to create more such
customers. The focus on this strategy is to create a
small foothold with a new customer and earn the
right to expand your relationship into other areas of
their business.
The upside, from a sales psychology perspective,
is that once a customer has made an initial
purchasing decision, no matter how small, you have
overcome an important obstacle and the
opportunity exists to broaden and deepen your
n
relationship.

Cian McLoughlin is Managing Director at
Trinity Perspectives. Find out more here
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Second Annual CSO Insights Sales Enablement
Survey Launched – Help Us Help You!
Are you leading a sales enablement
or sales training program or
function?

We’ll also take a closer look at the
differences across company sizes,
regions, and industries this year!

The CSO Insights 2016 Sales Enablement
Optimization Study offers valuable data and answers
to important questions, such as:

Please take 15- 20 minutes to complete our CSO
Insights 2016 Sales Enablement Optimization Study.

What’s in it for you?
l What is the overall business impact sales
l

l
l
l

l
l
l

enablement can create?
What kinds of enablement services (training,
content, tools, coaching) really make a difference
in sales performance?
How can enablement help with social selling?
What’s the role of content in building customer
relationships?
Can technology improve KPIs? How well is
enablement technology integrated with other
SFA/CRM systems?
How does sales enablement manage crossfunctional collaboration?
Do more mature enablement frameworks and
processes impact sales performance?
How are frontline sales managers equipped to
drive adoption and reinforcement?

Here is the link to the survey

l We share study results with our participants first.

Those results can help you evolve your
enablement practice as well as sell your
enablement strategy internally.
l Upon completing the survey you will be able to
immediately download the CSO Insights' 2016
Sales Performance Key Trends Analysis, and
two research notes on strategic issues in
enablement, regarding content and training
challenges.
l In July 2016, you will receive the 2016 Sales
Enablement Optimization Study Key Trends
Report – the most important enablement research
report in the industry.

Get ready for Top
Sales World's 2016
Top 50 Sales Books
Publishing on Tuesday, June 7th

Top Partner of the Month
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Top Sales Article & Blog Post

This Month’s Top Sales Article
Why Content Has To Be A Strategic Imperative:
Content Impacts Your Customer Relationships
by Tamara Schenk

W

ater is not only for living beings to drink.
Water is one of the prerequisites for life on

Earth.
Content is not only for salespeople to pursue
opportunities.
Content is a key prerequisite for an organization’s
potential to develop valuebased relationships with
their customers.
Is your customerfacing content effective?
In our CSO Insights 2015 Sales Enablement
Optimization Study, we asked the participants to rank
the effectiveness of various enablement services.
We looked at enablement services in the categories
of training, content and coaching. The participants

could rank enablement services from “exceeds
expectation” up to “needs major redesign.” Our
focus today is the effectiveness of clientfacing
content. In general, for clientfacing content that has
to be designed with the customer’s journey as main
design point, participants ranked these assets as less
effective than those with internal design points,
such as product or fact sheets. Examples of
customerfacing content types that were ranked as
less effective are presentations tailored to buyer
roles or customer challenges, business value
justification templates or third party endorsements.
Why is that so? Let’s look at the current state of
customer’s journey alignment and how organizations
Read More
leverage this alignment.

This Month’s Top Sales Blog Post
Advanced Consultative Selling: Selling in the
Blue Ocean by Mike Schultz

F

or the last 50 or so years, consultative selling has
been the goto approach for most sellers. In
traditional consultative selling, the buyer states a
need and the seller positions their offerings as
solutions to problems. This used to be enough to
win the sale. But today’s buyers often perceive
sellers and their capabilities to be somewhat
interchangeable. This leaves sellers stuck in a
capabilities battle, fighting price pressure.
So what can sellers do to break out of this echo
chamber, avoid discounting, and differentiate
themselves to win more often?
W. Chan Kim and Renée Maugorgne, the authors
of Blue Ocean Strategy, one of the most popular

business books in recent memory, argue that
companies "succeed not by battling competitors, but
rather by creating 'blue oceans' of uncontested
market space. They assert that these strategic
moves create a leap in value for the company, its
buyers, and its employees while making the
competition irrelevant.
In sales, this means that sellers need to create a
surge in value for the buyer. When they do so, they
make themselves categorically distinct. This is where
the future of consultative selling comes in. (Read our
latest white paper on this topic, The Future of
Consultative Selling.)
Read More
Sellers who win go beyond...
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Our 2016 Partners
Click on our Sponsors to find out what they can do for you.
If you would like to learn more about the benefits of becoming a TSW sponsor
and our existing Partner Program, please find details here.

Our Principal Sponsor is
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