THIS MONTH’S CONTRIBUTORS: DR. TONY ALESSANDRA, JASON JORDAN, KEVIN DAVIS,
MAX CATES, JOHN SCHAEFER, PHIL KREINDLER, TIM RIESTERER, SCOTT TAPP, JAY MITCHELL
& CHRISTIAN MAURER

T P SALES
MAGAZINE
FROM TOP SALES WORLD
OCTOBER 2016

ALSO INSIDE:
TSW announces
the relaunch
of the Top Sales
Hardtalk
interview series

Getting Serious
About Sales Force
Enablement
Jonathan Farrington interviews Tamara Schenk, Research
Director with CSO Insights and Jim Dickie, Independent
Research Director.

Effectively
Managing Your
Time
Dr. Tony
Alessandra

12

Warning:
Bad Sales
Management Is
Costing You
Millions!
Jason Jordan

Does Your Sales
Team Know How
to Get Better?
Kevin Davis
Sales Managers
Must Either
Innovate or
Stagnate
Max Cates

16

14
2

TOP SALES MAGAZINE OCTOBER 2016

18

Millennials: The
JobHopping
Generation
John Schaefer

22

If You Don’t
Know, Don’t
Guess
Phil Kreindler

24

Is Cha
Your
Alway
Applic
Tim R

2

allenging
Customers
ys
cable?
Riesterer

27

TOP SALES MAGAZINE

Contents
October 2016

What’s In a Name?
Jonathan Farrington
PAGE 5
Getting Serious About
Sales Force Enablement
Jonathan Farrington interviews
Tamara Schenk, Research
Director with CSO Insights and
Jim Dickie, Independent
Research Director.
PAGE 6

Featured Top Partner of
the Month Membrain
PAGE 36

Top Sales Article & Blog Post
September 2016
PAGE 37

How to Use
Video to Speed
up Your Sales
Pipeline
Scott Tapp

30

ThePower of
Proof: Client
Value Stories
Jay Mitchell

32

Collateral
Damages
Created by
Quarter End
Frenzy
Christian Maurer

34

TOP SALES WORLD is Sponsored by

Editors:
Jonathan Farrington JF@topsalesworld.com
Linda Richardson linda@lindarichardson.com
Design: Bill Jeckells bill@billjeckells.com
Published by: Top Sales World
A JF INITIATIVE
TOP SALES MAGAZINE OCTOBER 2016

3

Editorial

What’s In a Name?
“What’s in a name?” must be the most famous rhetorical question in literary
history. However, as you will no doubt have surmised, I am not going to be
discussing any of the Bard’s great work today but rather share some
significant news about our principal sponsor, Miller Heiman Group –
formerly, MHI Global, Inc.
ou should already know that they are one of
the largest (if not the largest) sales and service
development and performance companies in
the world and the name change has been effected to
take full advantage of the brand’s reputation and
significant standing within the workplace
performance industry.
This quote from Byron Matthews, President and
CEO of Miller Heiman Group succinctly sums it up,
“Miller Heiman has long been recognized as a market
leader, but we have completely reinvented ourselves by
infusing innovation and technology into every aspect of
our business. We are shifting our focus to helping
organizations solve their major business challenges by
driving revenue growth though sales and service
solutions, and that’s why we are making major
investments in innovation and technology to design and
deliver products for the modern learner.”
TSW has partnered with the company for more
than 3 years and I have personally observed from
close quarters how they have continued to build on
the strong legacy of its heritage brands such as
Huthwaite, AchieveGlobal, Channel Enablers,
Impact Learning Systems and CSO Insights. What is
also mightily impressive is that it all adds up to a
combined 150 years of experience, and allows them
to enjoy a unique way of looking at organizational
challenges. This combination brings together some
of the most experienced consultants and experts in
the industry to deliver some of the most proven
solutions in the market, such as SPIN Selling
Conversations, Strategic Selling, Professional
Sellings Skills and Large Account Management
Process (LAMP), and introduce innovative offerings

T

targeted to the modern learner with more yet to
come this year. Stay tuned for more information.
Miller Heiman Group’s strong desire to pioneer
and innovate has led to them creating the Be Ready
services and solutions, which are, without question,
the most comprehensive offering on the market
today, designed to transform businesses and drive
revenue. The Be Ready platform enables customers
to leverage the latest data, assess talent, and take
advantage of consulting services and the latest
technology to build and sustain a successful,
customerfocused
organization
that
drives
profitable revenue and topline growth on a global
scale. And, sticking with the “what’s in a name”
theme, they call it Be Ready because the solutions
are designed to help professionals be ready to sell
more and service better.
You really need to go and visit the new site
yourselves to discover the wealth – and I use that
word deliberately, because it really is rich in
solutions, resources, services and most of all
experience, expertise and capability. Please follow
this link.
Next month, Byron Mathews has agreed to
occupy the “interview hotseat” and I am really
looking forward to having him share the next wave
of exciting announcements and launches coming
from Miller Heiman Group. You will not want to
n
miss November’s issue.

To read more of Jonathan's articles, posts,
white papers and thoughts visit his personal
site here. You can also follow him
on LinkedIn here
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Getting Serious About
Sales Force Enablement
Jonathan Farrington interviews Tamara Schenk, Research
Director with CSO Insights and Jim Dickie, Independent
Research Director.

JF: Tamara, may I begin by asking you to share
your definition of “Sales Enablement?”
TS: Yes, of course. At CSO Insights, we define sales
force enablement as a strategic, crossfunctional
discipline designed to increase sales results and
productivity by providing integrated content, training
and coaching services for salespeople and frontline
sales managers along the entire customer’s journey,
powered by technology.
JF: Why is sales enablement such a growing
discipline? Is enablement now growing up?
TS: B2B sales is in a period of transformation. How
to sell becomes more important than what to sell. In
the age of the customer, old productcentered selling
formulas don’t work anymore. Modern selling is

6
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about creating value at each stage of the customer’s
journey for all stakeholders to influence their
decisions along their customer’s journey. And
successful salespeople involve more stakeholders
(5.8 on average) at the customer and also internally
than mediocre performers. Our data shows these
transformational challenges. Quota attainment is
decreasing since 2012, from 63.0% down to 55.8%
in 2016. But trying harder doesn’t work anymore.
Instead, sales forces need smarter support. And this
is where sales force enablement comes into play,
orchestrating all efforts across functions to equip
salespeople and their managers with the necessary
training, content and coaching services in an
integrated and consistent way so that they can be
more successful in an everchanging world.

The Jonathan Farrington Interview

JD: An interesting trend the CSO Insights 2016 Sales
Enablement Study found was where sales enablement
fits within the organization structure. In 52.5% of the
cases, the discipline reports to executive sales
management, another 25.3% of the time it reports to
sales operations. So this is not being seen as a
marketing, HR, or training responsibility; this is truly
something linked directly to the sales organization.
While we are clearly seeing growing interest in
sales enablement, how companies implement this
discipline varies. The study found that 12.1% of the
participants surveyed said that their company
viewed this as a series of oneoff projects, 39.4%
said they had an informal vision of what sales
enablement could or should be, and the remaining
48.5% told us they had taken the time to define a
formal vision for sales enablement’s role within their
organization.
JF: That’s interesting; the organizational aspect
underlines enablement’s growingup. Now, what
are the major goals they are focusing on achieving?
JD: Study participants reported two top objectives
for sales enablement programs: increase not just
sales efficiency and but sales effectiveness as well.
But how to do that comes in a lot of flavors. Key
areas of focus the study surfaced were increasing
new account penetration, increasing sales to existing
accounts, optimizing cross and upsell, improving
margins, minimizing customer churn, improve win
rates of forecast deals.
The key to success is what you do after you
prioritize the specific challenges your sales
enablement organizations needs to address. Work
needs to be done to clearly define the causes of
suboptimal performance so you can then craft a
comprehensive sales transformation vision, which in
turn can be broken into management steps so that
we can engineer evolutionary change that doesn’t
overwhelm the organization.
TS: All these various goals that enablement leaders
are pursuing cannot be achieved all at once. Some of

the goals depend on an organization’s current state
of enablement maturity; others on an organization’s
context and priorities. But wherever you are on your
enablement journey, effective crossfunctional
collaboration is always an essential key to success.
And it’s not just marketing you have to collaborate
with. Instead, there are, for instance, sales
management, sales ops, product management, HR,
L&D, and also IT. According to our data, 66.8% of the
participants collaborate in an adhoc or informal
manner. Only 21.7% have a formal collaboration
approach. So, getting crossfunctional collaboration
right leverages a huge productivity potential. And
that requires to defining collaboration goals with
each other function. Setting up a collaborative
production process and defining the relevant roles
for each enablement service (e.g., content types and
training services) is a perquisite for productivity. With
other functions such as sales management or IT,
collaboration should be formalized to ensure
executive buyin, exchange, and structured decision
making.
JF: In the age of the customer, what’s the role of
the customer’s journey in sales enablement?
TS: As buying decisions are still made by customers,
the entire customer’s journey has to be the main
design point for sales force enablement. Aligning
the internal processes, namely the sales process, to
the customer’s journey is still a challenge for many
organizations. There is still a group of 9.4% that
doesn’t consider the customer’s journey at all.
Another 35.2% reported an informal alignment.
This adds up to 44.6% who have not purposefully
aligned their sales process to the customer’s
journey. Then, 55.4% reported having either a
formal (27.7%) or dynamic (27.7%) alignment. Our
data shows that the better the customer’s journey
alignment, the better the sales performance: win
rates, for example, can be improved by 15%. With
no alignment at all, the win rate went down to
40.5%, which is 14% worse than the study’s
average of 46.2%. But with a formal or dynamic
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alignment, the win rate improved significantly—up
to 53%, which is an improvement of 15%.
JD: Many companies seem to struggle with
mapping the customer’s journey. That doesn’t need
to be the case, because to really understand what
that journey entails all we have to do is ask the
customer. To do that, we have long been advocates
of doing buy cycle reviews.
This starts with taking a group of past
opportunities – wins, losses, and no decisions – and
interviewing the customer about what happened
from their side. What issues caused them to
consider doing something, who was assigned to the
project team, what tactics did they go through to
assess alternatives solutions, how did the cost
justify the investment, etc. You also want to know
what happened after they bought something and
started using it.
We have outlined in detail a process for how to
accomplish this in our ebook, The CSO’s Guide to
Transforming Sales, which anyone can download.
JF: Enablement services: What’s the state of
training and content services and how do they
impact performance?
TS: Sales training is still the top enablement service
for salespeople, followed by sales tools, process
improvements, onboarding, and content services
that are actually the foundation for almost every
other enablement service. For sales managers,
enablement analytics and coaching are most
important. The quality of enablement services
impacts sales performance. Content quality, for
example, impacts quota attainment in two ways:
Content that meets or exceeds expectations, drives
quota attainment up to 59.3%, which is an
improvement of 6.3% compared to the study’s
average of 55.8%. Content that requires major
redesign or improvement impacts quota attainment
negatively: 53.1%, which is a decline of 9.5%.
The same patterns apply for training. Training
services that meet or exceed expectations improve
quota and revenue attainment and win rates in a

8
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remarkable way. But if these services lack quality,
the consequence is a negative impact on
performance. Examples for onboarding and social
selling with exact data are included in our 2016
Sales Enablement Optimization Study.
JD: W. Edward Deming’s observation that “You can
expect what you inspect” has a lot of applicability to
training and content management services.
Providing training and content to sales teams needs
to followed up with analyzing how they are
leveraging those skills and sales tools when they are
actively selling.
Are salespeople really trying out new sales
techniques with customers, or falling back to old
habits? What content are they actively using when
engaging clients, and what materials are effective
and which are not? And also, what content have
salespeople created themselves? How do we find
those materials, synthesize them into best practices,
and share them across the sales force?
We need to put together the processes and
technologies to get answers to these questions. If
we do, we can significantly increase the impact that
sales enablement has on performance, because we
can ensure the services are really being used.
JF: Enabling salespeople is not enough. What
does sales manager enablement mean and what’s
the role of coaching?
JD: Too often when we have discussions around
enablement, the focus is on what salespeople need
to be doing differently. That is only half the
equation. Sales management needs to evolve as
well. If you have a Sales 2.0 sales force reporting to
Sales 1.0 managers, you are setting the stage for
conflict.
We need to bring a whole new level of science
to the art of sales management. The CSO Insights
2016 Sales Enablement Optimization Study found
that the average win rate of forecast deals is only
46.2%. Think about that. The odds of winning on a
“pass bet” at the craps tables in Las Vegas are

The Jonathan Farrington Interview

49.3%. The forecast is created by sales
management, with input from their salespeople.
Nothing gets into the forecast unless management
puts it there, and we are wrong more than half the
time! That is indicative of a broken, or at least sub
optimal, coaching process. So optimizing sales
management performance needs to be part of the
sales enablement charter from day one.
TS: I always recommend that companies enable
sales managers first, based on my own experience
and our data. Investing in sales managers impacts,
for instance, revenue attainment by 18.4%. And the
specific impact of developing the managers’
coaching skills can improve, for instance, win rates
by 27.9% and quota attainment by 10.2%, if the
coaching approach is a dynamic one. Yes, the
coaching approach itself makes a huge difference.
It’s still the biggest challenge that 47.5% of the
study participants reported that coaching is left up
to each manager. Such a random approach is not
scalable and has no positive impact on performance
at all. The abovementioned results can only be
achieved with a formal, or even better, a dynamic
approach. That means the coaching areas and the
coaching process have been defined and
implemented, and the sales managers are up to
speed and are required to use it. In a dynamic
approach, the coaching framework is connected to
the enablement framework to reinforce the initial
enablement efforts and to drive adoption.
JF: Now, let’s look forward: What are your top
three recommendations?
TS: My first recommendation is to create an
enablement charter. With buyin from the senior
executives, such a charter is a very powerful
internal selling tool for enablement leaders. The
charter has to be based on a clear vision, mission,
and purpose statement. It defines the enablement
target groups, goals, strategies and activities to get
there. The provided enablement services and how
to measure success also have to be defined.

Second, content and training services have to be
aligned. It’s still a challenge, especially when sales
training and sales content services are created from
different departments. In that case, enablement
should establish an alignment process to ensure
that the messaging is consistent. No content
without training. No training without content.
Third, social selling is an enablement issue.
Marketing’s social strategy and the social selling
strategy have to be aligned. And enablement
services involve more than training on how to use
LinkedIn. Instead, social selling methods have to be
integrated into the sales process and powered by
technology. And social selling requires shareable
social content that salespeople can use to connect
and engage with prospects and customers.
JD: You need to establish a sales culture that
embraces change. That means that the first sale you
need to make with any sales enablement initiative is
an internal sale. Everyone who is going to be
impacted by the changes you are making to training,
process, technology, coaching, etc., needs to
understand what is happening and why.
Second, realize that that sales enablement is an
investment, not an expense. If you take the time to
figure out the costofdoingnothing associated
with sales ineffectiveness, in terms of low revenue
attainment, poor margins, high customer churn, and
so on, you will quickly find that the cost of fixing
these problems is orders of magnitude less than
letting them continue.
Finally, understand that sales enablement is on
ongoing journey of continuous improvement,
versus a single event. Adapting to changes in the
marketplace will require unending changes in how
n
you engage customers.

Download your copy of the CSO Insights 2016
Sales Enablement Optimization Study at
www.csoinsights.com
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Effectively Managing Your Time
Time is nature's greatest "force." Nothing can stop it; nothing can alter it.
Unlike the wind, it cannot be felt. Unlike the sun, it cannot be seen. Yet, of all
nature's forces, time has the most profound effect on us.

ime remains constant, but our perception of it
changes. When we focus on it, it slows down.
When we turn our backs on it, it speeds up.
Our illusion makes us think it is something tangible.
We arrange it, divide it up, and give some to our
friends. Sometimes we feel it is precious, at other
times we waste it. We give it the power to heal
when we say, "Time heals all wounds." It can also kill,
as when we live stressful lives because we "never
have enough time." On a daytoday basis, nothing is
defined and redefined in our minds as much as time.
It's a wonder, we can still recognize it!
Herein lies our power. Because things are as we
perceive them, we can choose to see time as a
manageable commodity and live our lives according
to that assumption. This is one of the secrets of
successful people they work at shaping those things
that others think are uncontrollable.

T

Efficient Vs. Effective
In discussing time management, some people argue,
"What we need to be is more efficient with our

12
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time!" Other people claim, "Let's not worry so much
about efficiency, let's be more effective!"
Efficiency
means
doing
things
right.
Effectiveness means doing the right things. Working
efficiently is doing things with the least amount of
wasted effort.
Efficiency gets you from point A to point B via a
straight line. Inefficiency goes in circles.
Effectiveness means doing the things that yield
results.
Many people, when learning about time
management, ask the question, "Which should I
work on first, efficiency or effectiveness?" In theory
and practice, the best answer is to improve your
effectiveness first. It is much better to aim your
sights at the result than to worry about the process.
Too often, we are bogged down in the means and
lose sight of the end.

Eliminating Time Wasters
Time wasters come from the people around you as
well as from within yourself. Some time wasters are
unavoidable, but reducible nonetheless. Identify the
most frequent sources of time wasters in your day.
As a means of comparison, I have included a list of
time wasters. Many researchers find the same
handful at the top of their lists, which indicates that
they are problems common to all of us:
1. Scheduling less important work before more
important work.
2. Starting a job before thinking it through.
3. Leaving jobs before they are completed.
4. Doing things that can be delegated to another
person.

Dr. Tony Alessandra

5. Doing things that can be delegated to modern
equipment.
6. Doing things that actually are not a part of your
real job.
7. Keeping too many, too complicated, or
overlapping records.
8. Handling too wide a variety of duties.
9. Failing to build barriers against interruptions.
10. Allowing conferences and discussions to
wander.
12. Conducting unnecessary meetings, visits, and/or
phone calls.
12. Chasing trivial data after the main facts are in.
13. Socializing at great length between tasks.

Setting Priorities
When setting your priorities, there are two famous
laws to remember. The first is Parkinson's Law. It
states that work tends to expand to fill the time
allotted for its completion. Parkinson's Law makes
setting priorities twice as important. If you do not
know what your priorities are, your other work will
expand to fill in the extra time. It will take longer for
you to accomplish less.
The second law of note is Pareto's Principle.
Pareto's Principle, in this situation, states that 80
percent of your results come from 20 percent of
your efforts.
Another way to look at it is that 80 percent of
your business comes from 20 percent of your
clients.

Using A "To Do" List
A list of "things to do" for each day and week is a
valuable aid to managing your time. A "to do" list
organizes your thinking and planning onto one form
in the least amount of time with the maximum
amount of efficiency. Such a list is especially helpful
if it coincides with the record keeping you already do
for your company.
After a short time, you will find yourself handling

a greater volume of work without increasing your
stress. You will simply become more efficient.
As we mentioned before, Parkinson's Law states
that work expands to fill the time allotted for it. Your
"to do" list should, therefore, define a specific
amount of time (if possible) for each activity. This
will keep work from "expanding."
Your activities should be listed in order of
priority. Work on high priorities first. In listing the
activities, it is helpful to spell out the result as well as
the process.
Stating when, where, and what you are going to
do increases your chances of doing it successfully.
As the day goes by, check off completed
activities and make any notes that seem relevant. In
the evening, make out a new "to do" list for the next
day and include any activities you could not
complete the day before. Always save your "to do"
lists for future reference and evaluation.

Change Your Bad Habits
"Habit, my friend, is practice long pursued, that at
the last becomes the man himself" (Evenus, 5th
century B.C.)
Managing your time efficiently and effectively
will require some changes in your behavior and
thinking. Those changes require practice.
Giant strides, when looked at closely, are made
up of many small steps. In "overhauling" your
management of time, you, too, need to take small
steps. Start today doing those things that will make
you a better manager of your time. After you have
improved in one area, choose another and so on.
How about taking a moment, right now, to list the
ideas you would like to implement? Review this blog
and jot down the items of most immediate value to
you. Then put them on tomorrow's "to do" list for
action. Remember this: If it is not affecting your
n
actions, it is doubtful you believe it.

Dr. Tony Alessandra is a bestselling
author and international speaker. More here
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Warning: Bad Sales Management
Is Costing You Millions!
Most executives today
acknowledge that great
sales managers are critical
to a productive sales force.
With great sales managers,
you get effective coaching, healthy
pipelines, motivated sellers, accurate
forecasts, and aggressive revenue growth.
In short, if you’re lucky enough to have a
sales team full of great managers, life is
pretty good.
ut what if you also have a group of low
performing managers on your team? What if
many of your salespeople are not getting the
clear direction and coaching they need? What if
entire regions of your sales force are
underperforming due to a lack of effective
leadership? If you could quantify the impact of bad
sales management, how much do you think it’s
costing your company?

B
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$3.5 Million… At Least
Recent research by Vantage Point reveals that the
cost of poor sales management is enormous. In a
study of 518 sales managers across a dozen global
sales forces, we found that the top 25% of managers
achieved an average of 115% of their team’s revenue
targets. Meanwhile, the bottom 25% performed at
76% of their goals. In other words, lowperforming
sales managers underachieved their topperforming
peers by a whopping 39% in revenue attainment.
To quantify the financial impact of this
underperformance, we further observed that the
managers had an average of 9.1 salespeople
reporting to them. If we assume an annual quota of
$1 million for each sales rep, this yields a gap in sales
manager performance of $3.5 million per manager.
When you consider the total number of sales
managers across these organizations, the real
opportunity costs of poor sales managers is
staggering.
But the more important question is: How much is
bad sales management costing you? To assess your
own revenue shortfall per manager, simply multiply

Jason Jordan

the performance gap between your top and bottom
performing managers by the number of reps
reporting to them and the average quota for their
reps. One company we know calculated their lost
revenue to be more than $10 million per manager. It
was an eyeopening (and sobering) realization, but it
was also just basic math.

How to Get that Money Back
The good news is that there is legitimate hope for
your managers at the lower end of your performance
scale. Additional research we conducted with the
Sales Management Association demonstrated the
remarkable impact you can make on sales
performance when you invest in your sales
managers. In fact, the research revealed a pretty
amazing insight about the leverage of sales
management training.
We asked 161 businesstobusiness companies
about the relative investments they were making in
training their sales managers versus training their
frontline salespeople. More specifically, we asked
them what percentage of their total sales training
budgets were allocated to their managers versus
their sellers. We then correlated their answers with
their companies’ actual performance against revenue
goals. And what was the amazing insight? The more
companies invested in their sales managers, the more
they exceeded their revenue goals.
Companies that invested the least in sales
management training – less than 25% of their overall
budgets – just barely exceeded their revenue targets
for the year. Companies that allocated between 26%
 50% of their sales training budgets toward
management exceeded their revenue targets by 6%.
And companies that steered more than 50% of their
overall budgets to sales management training surged
past their goals by more than 15%.
Interestingly, only 18% of the companies could
muster the nerve to invest more in their managers
than their salespeople, but the results were
unmistakable. The 18% that spent more money

training their managers grew substantially faster than
their peers who instead focused on their sellers. It
appears that when you invest in sales managers, your
money comes back to you many times over.

The Takeaways for Leadership
There are two key takeaways for senior leadership.
First, sales managers are the key point of leverage in
your sales force – both positive and negative. When
you have lowperforming sales managers in your
ranks, each one costs you millions of dollars in lost
revenue. Your actual cost depends on how bad they
are, how many salespeople they affect, and how big
your quotas happen to be. But our research suggests
that most large sales forces are missing out on tens of
millions of dollars in revenue by enduring poor
management.
Fortunately, the second takeaway is more
inspiring… Sales managers also represent the
greatest opportunity for improvement. When you
invest heavily in your sales managers, you get big
returns for your effort. Remarkably, it has been our
experience that most sales managers are starved for
training on how to do their jobs better. When they
finally receive it, they love it. And they use it. And our
research shows that it makes a huge difference in the
performance of their teams.
So somewhere in your sales force, you have
millions of dollars in lost revenue that’s hiding in plain
sight. Your sales managers hold the keys to
recovering that revenue, but you will only realize it if
you invest in training them to do their jobs better.
Once you make the commitment to develop your
managers, you will surely discover healthier pipelines,
more accurate forecasts, and greater revenue
growth. If you want to have a truly outstanding sales
force, then you need to build a team of truly
n
outstanding sales managers.

Jason Jordan is a founding partner of Vantage
Point Performance. Find out more here
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Does Your Sales Team
Know How to Get Better?
During a recent webinar for
sales managers that I
delivered, nearly half (46%)
of the 150+ participants
said that they struggle with
focusing too much on results. Sounds odd,
doesn’t it, for managers to think they are
over-focused on results? Not really.
ne person who knew a lot about winning
was famed college basketball coach John
Wooden. Coach Wooden and his historic
UCLA dynasty won 10 NCAA championships in 12
years, including 88 straight games! Wooden once
said, “Competitiveness must be focused exclusively
on the process of what you are doing rather than the
result of that effort.” When coaching, Wooden was
focused on the total effort of his players – he
constantly urged them to strive for the self
satisfaction that always comes from knowing you did

O
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best you could do to become the best you are
capable of.
Winning is the result of excellence, not the other
way around. Too often we recognize and reward
only outcomes and in the process miss out on the
opportunity right under our noses to help our
salespeople become truly excellent.
What we discussed in the webinar with sales
managers was the irony that paying too much
attention to end results makes it harder for a
manager to improve those results. You cannot help
your team improve if all you know is the final score.
You don’t know what decisions they made along the
way, what actions they took or didn’t take that led to
the poor outcomes, what skills they did well and
what skills need work.
Yet too many sales managers, perhaps feeling the
time and quota pressure, believe that monitoring the
weekly, monthly, or quarterly numbers is enough to
help them manage their team. They think that
helping reps close an impending deal is the best use
of their time.

Kevin Davis

Research done by the Sales Management
Association and CSO Insights very clearly
contradicts these beliefs. The strongest link to high
revenue growth was among organizations where
sales managers spent a lot of time “identifying skill
deficiencies” and presumably correcting those
deficiencies. In other words, they made time for
developing the skills of their reps, and didn’t just look
at the numbers that reflected behaviors long past.
They didn’t focus just on closing the deals that were
already in the pipeline; they focused on developing
skills that would help reps not just in the shortterm
but in the longterm.
When you work on developing rep skills, you’re
improving the input side of the results equation.
Their attitude – and commitment to you and your
company – get better too.

There’s a famous saying that you can’t manage
time, you can only manage yourself. Something
similar applies here: You can’t directly manage
results. You can only manage the processes and
skills that reps use to produce those results.
Coach Wooden believed that the “final score” is
not the final score. Instead, Wooden believed that
his final score as a coach was how effectively he
prepared the team to execute near their own
individual capability of performance. To Wooden, it
was about maximizing the performance of each
person on the team. That was his final score. What
n
will yours be?

Kevin Davis is the president of TopLine
Leadership Inc. FInd out more here

The eagerly anticipated TSW VIP Area has
now been formally launched...
The VIP Area provides free access to the Sales eLibrary, offering a
vast array of articles, eBooks, white papers, webinars, videos,
books and so much more, all submitted by the world’s leading sales
experts and refreshed daily. It also houses the Top Sales Academy
and is home to the Top Sales Magazine archive.

More Details Here
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Sales Managers Must Either
Innovate or Stagnate
Like the shark who has to constantly move forward to breathe, sales
managers can’t afford to stand still. With demanding customers, advancing
technology and increasing competition, you’re either gaining ground or
losing it. There’s no such thing as the status quo. In other words, if you’re
not innovating, you are stagnating.
ales innovation – such as new product and
pricing
applications,
improved
sales
techniques and other best practices – is
difficult if the manager takes full responsibility for
innovating; in fact that’s more than a fulltime job.
However, chances are you already have an ongoing
source of sales innovation at work today – that is
your reps who are natural sales innovators, also
called sales intrapreneurs.

S
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“They do whatever it takes, accepting
responsibility for results, for their customers and for
their company,” says Jack Malcolm, author and sales
consultant who has studied sales intrapreneurs.
“They think like owners of the business and owners
of the relationship.”
While countless corporations are spending
millions of dollars and manhours to create a culture
of innovation, many sales people, unheralded and

Max Cates

unnoticed, are just doing it – routinely creating
innovative solutions for customers to make the sale.
All of these intrapreneurial actions are a part of a
sales person’s everyday life. It’s simply part of selling.
The challenge for the sales manager is to nurture
intrapreneurs and leverage the innovations for the
benefit of the entire sales team.
Intrapreneurship, a concept originally developed
by Gifford Pinchot III, encourages employees to
handle their jobs like their own business.
“Intrapreneur
is
short
for
intracorporate
entrepreneur. Within an organization, intrapreneurs
take new ideas and turn them into profitable new
realities. Without empowered intrapreneurs,
organizations
don’t
innovate.
Yet
many
organizations waste their intrapreneurial talent…
Management is blocking legitimate intrapreneurial
zeal with bureaucratic quibbling or industrialage
‘We know best’ attitudes,” says Pinchot in the book
Intrapreneuring in Action: A Handbook of Business
Innovation.
A recent Time magazine article described an
intrapreneurial program at General Electric which
has developed something akin to an internal venture
capital firm that transforms employees’ pioneering
ideas into new products and systems: “The result is
that production cycles for projects like new oil
drilling equipment or LED lighting systems are
shortening dramatically. An idea that once took two
years to test might go from paper to production in
45 days.” GE also has a web site where it posts
problems and offers payouts for solutions. In a
similar vein, Google reportedly encourages
employees to spend 20% of their work hours
creating innovations.
How does this employeeinput concept translate
to your sales people? Look at your sales force as
they are today. Many are intrapreneurs whether
they know it or not. Customarily, sales people are
creating hundreds of best practices that go
unrecognized and unshared. The manager’s job is to
identify, encourage, channel, nurture and share
these innovations among the team. Make

intrapreneurial process improvements an integral
component of your sales culture. Go a step further:
Expect them from your team; make it part of their
job description. All improvements count, whether it
be a new sales pitch or product use or competitive
positioning.
Take care to balance the energy of your sales
intrapreneurs – your sole proprietors, your lone
mavericks – by using your team as the incubator for
intrapreneurial zeal. The key is to allow individual’s
autonomy while encouraging, magnifying and
optimizing their efforts through team collaboration
and sharing.
For example, in sales meetings, go around the
table and ask for new and better ways your people
are doing their jobs. Accept banality, celebrate
ingenuity. No matter how insignificant the ideas,
encourage, encourage, encourage the interchange
of new concepts, improved processes and
resourceful sales techniques. Catch people doing
the right thing – perhaps using a customer discount
creatively – then reward the rep on the spot and
share with the sales team. Also hasten your team
members to cross pollinate their improvements with
each other, to share ideas formally and informally.
Reward ideasharing with monetary awards,
certificates of accomplishment, and congratulatory
notes from upper management. Establish an Idea of
the Month Award culminating in an Idea of the Year
Award as well as an Innovation Hall of Fame.
The result of your efforts is the message that
your sales people are vital to the success of your
firm, that you depend on their individual ingenuity
and on their collective efforts to build a winning
sales team. This, in turn, creates a sense of
ownership on their part that builds loyalty, trust and
accountability. In this sense, collaboration creates a
multiplier affect which significantly expands the
n
power of intrapreneurs.

Max Cates is the author of Seven Steps to
Success for Sales Managers. Find out more here
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Amazon Best Seller Now Available in Audio Version …

“Baseline Selling” by Dave Kurlan
If you’re looking for a great book on selling, you
found it. But don’t take my word for it. The
reviewers loved it! It makes selling easy again! –
Jonathan Farrington.
The best thing about Baseline Selling is how easy
it is to apply to your business. Verne Harnish,
The Syndicated “Growth Guy” columnist, CEO of
Gazelles, Inc., and author of “Mastering the
Rockefeller Habits” said “everything is actionable.”
Nearly every reader has said it will help them
close more business. Guy Kawasaki, author of
“The Art of the Start,” said that “If you want to
make it rain you should buy this book.”

Here’s what another reader said: “We fell behind
last month for the first time. Every rep’s
numbers got hit at the same time which
suggested to me it was outside factors (lead
quality, economy, etc.). As part of my strategy to
save the month, I re-read Baseline Selling, 30
minutes at a time each night. By the time I
finished the re-read on March 31st, we had
exceeded quota by 20%. The team is back on
track. I thought you would appreciate the story.”
Mark Roberge, HubSpot

What are you waiting for?
Order your audio copy here TODAY!

Millennials: The Job-Hopping Generation
Millennials have a
reputation for job-hopping.
Unattached to
organizations and
institutions, people from
this generation -- born between 1980 and
1996 -- are said to move freely from
company to company, more so than any
other generation.

he data supports this. A recent Gallup report
on the millennial generation reveals that 21%
of millennials say they've changed jobs within
the past year, which is more than three times the
number of nonmillennials who report the same.
Gallup estimates that millennial turnover costs the
U.S. economy $30.5 billion annually.
Since many millennials don't plan on staying in
their jobs, it makes sense that they are hunting for
new positions. Gallup found that 60% of millennials
say they are open to a different job opportunity 

T
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15 percentage points higher than the percentage of
nonmillennial workers who say the same.
Millennials are also the most willing to act on better
opportunities: 36% report that they will look for a
job with a different organization in the next 12
months if the job market improves, compared with
21% of nonmillennials who say the same.

Millennials' Engagement Lower Than That of
Other Generations
Why are millennials so likely to move around? There
are many potential reasons, but one could be their
low engagement in the workplace. Gallup has
found that only 29% of millennials are engaged at
work, meaning only about three in 10 are
emotionally and behaviorally connected to their job
and company. Another 16% of millennials are
actively disengaged, meaning they are more or less
out to do damage to their company. The majority of
millennials (55%) are not engaged, leading all other
generations in this category of worker engagement.
Not engaging millennial workers is a big miss for
organizations. The millennial workforce is

John Schaefer

predominantly "checked out"  not putting energy
or passion into their jobs. They are indifferent about
work and show up just to put in their hours.
It's possible that many millennials actually don't
want to switch jobs, but their companies aren't
giving them compelling reasons to stay. When
millennials see what appears to be a better
opportunity, they have every incentive to take it.
While millennials can come across as wanting more
and more, the reality is that they just want a job that
feels worthwhile  and they will keep looking until
they find it.

A Robust Recognition, Engagement and
Incentive Strategy May Help
It’s said that many younger workers look at a job
more like an investor than an employee. They want
to know what they are expected to contribute, what
they can earn in return, how they will grow their
career and what the organization is doing regarding
social issues like carbon footprint and charitable
giving. This is very different than what Baby
Boomers thought when 76 Million of them
descended onto the workforce in the 70’s and 80’s.
The good news is that while they enter with
limited engagement, Millennials are quite loyal and
can be engaged quickly if you understand their
motivations. This leads to the reason for a balanced,
comprehensive and inclusive approach to Awards
and Rewards.
The key is to engage leadership first and make
sure they know what to do, as well as why it’s worth
doing … the “what’s in this for me?” component.
When you begin with an enthusiastic, believable
management team, employees are more likely to see
your program as genuine and worthy of trust. While
this seem logical and easy, you’d be surprised at how
many organizations have supervisors that are not
properly engaging their staff, as they are busy
putting out fires and exercising crisis leadership.
Training in “Why to Use Recognition” is all about
reducing the number of fires, so your management

team has the time to recognition effectively,
consistently and believably.

The Results Can Be Significant
Once trust is developed and your people are
thinking, “… this company cares about me as a
person, not just a worker”, they will automatically be
more open to opportunities to help. By including
both Right Brain, warm fuzzy Recognition with Left
Brain, logical Incentives, a company will be on the
right path to growing sales, optimizing productivity,
morale, teamwork and profit. At the same time, a
successful Recognition Program can reduce
turnover, recruiting costs, breakage and accidents,
as well as lower the prevalence of equipment
damage, theft, production mistakes and health
related costs. This can turn in to serious numbers
and often pay for itself and more.
In today’s economy, poorly managed, entitlement
programs just won’t do and we are seeing a lot of
people seriously looking to make better use of their
recognition budgets.
While it’s easy to toss around gift cards and cash,
if your approach just looks like you’re “buying ‘em
off” or “throwing ‘em a bone” you will get minimal
results for the highest cost. The secret is in first
building trust, then offering realistic, exciting and fun
opportunities to improve performance in a way that
allows them to share in the rewards of going the
extra mile.
Every company can do this better, but it takes a
serious and consistent focus from the top down. A
successful program must align with your company’s
Purpose, Mission, Values and Goals … remember,
these are what you’re Millennial employees are
judging you on, so they are the tools you need to
n
engage and optimize your workforce.

John Schaefer is America’s Employee
Recognition Expert. Find out more here
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If You Don’t Know, Don’t Guess
The biggest issue we see
across the many
Opportunity Reviews we’re
involved in each month is
the amount of guesswork
and assuming that goes on.
he Sales Person presents an Opportunity Plan
but the meeting turns from a positive exercise
designed to give the Sales Person ideas to
progress the sale into a negative interrogation about
where the truth really lies.
Is this the fault of the Sales Person? Yes. But in
most cases management is also to blame for creating
a culture where Sales People feel that guessing is
better than saying “I don’t know”.

T

What are Sales People guessing?
The same guesses turn up time after time. Sales
People guess what the goals of the Buying Center
are and are too optimistic about the qualification

24
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criteria, and their strengths vs. the competition.
There is also a tendency to give a decision date so
that it matches the end of the quarter.
Let me draw a clear distinction here between a
guess and an assumption. Sometimes we have to
make assumptions. But it is vital we do everything to
verify every assumption as soon as possible. When
you go into an Opportunity Review every
assumption should be clearly flagged up and the
action should be to make sure the assumption is
validated.

What’s so bad about guesswork?
Firstly, the opportunity you are working on is more
likely to fail if your Opportunity Plan is based on
unreliable information or wishful thinking. And
forecasting becomes a game of roulette.
Secondly, and perhaps worse, the whole
relationship between the Sales Person and manager
can deteriorate. Here is the scenario I see all too
often. The Sales Person and manager sit down
having allotted an hour for the Opportunity PitStop
(the term we use instead of Review). The manager

Phil Kreindler

doubts some of the points in the Opportunity Plan,
starts asking questions and uncovers that the Sales
Person has been guessing. Then the manager has
concerns about everything in the plan so the whole
PitStop is spent getting to the bottom of what is
and is not true. As a result the Sales Person gets
defensive and demotivated, the manager is
frustrated and loses trust in the Sales Person. No
useful actions come out of the Opportunity PitStop.

reinforces a positive experience in a previous
opportunity e.g. Do you remember the success you
had when…? What do you need to do to repeat that
success this time around?
Managers also have to look carefully at the
strengths and weaknesses of their team and build
personal development plans where they see a need.

The most powerful tool in the sales tool kit –
good questions

Why are Sales People guessing?
The biggest cause of the problem is a failure to
understand the true purpose of an Opportunity Pit
Stop. If everyone involved saw it as a way to help
the Sales Person move the opportunity forward and
to provide ideas to overcome any barriers, Sales
People would stop guessing. Managers have a big
role here in making sure the PitStop is positioned
correctly and is a positive experience.
Of course in some cases Sales People have
simply failed to ask the right questions. They may
lack the skills to ask the right questions or they may
have failed to recruit and develop a Coach with
whom they can validate critical information. They
may also have failed to work effectively with
members of their own team who may have been
able to supply answers or ask good questions that
would reveal key items of information.

How managers can remove the guesswork
Some things are down to the Sales Manager. Firstly,
managers should be very clear that an Opportunity
PitStop (or whatever you call it) is an opportunity to
work together to develop the best possible strategy
and action plan. This is something Sales People
should value and look forward to but that only
happens if managers are positive and create a
collaborative experience. Managers may need to
develop their own skills around asking coaching
questions in these meetings. For instance, a manager
can encourage the team by asking a question that

Sales People need to realise that being open and
honest is the way to get the best out of an
Opportunity PitStop. This may require a more self
reflective mindset and better questioning
techniques.
It’s also good to build a playbook of questions
that have worked well in the past. Every opportunity
will require some of the same basic information e.g.
customer budget, decision making process, business
goals and decision criteria so use the questions that
worked well in the past.

Better PitStops – better sales
All the organisations I see who run positive
Opportunity PitStops where Sales People don’t
make guesses and managers use the allotted time to
brainstorm creative ideas have one thing in
common. They win more sales. So if you don’t know
– don’t guess.

Ask yourself
l Do

your Sales People look forward to
opportunity reviews?
l Do you find yourself guessing instead of saying
you don’t know?
l Are your questioning skills as good as they could
n
be?

Phil Kreindler is the CEO and Founder of
Infoteam. Find out more by visiting here
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The Top Sales Hardtalk Series is Back!
Hosted by the ebullient Barb Giamanco, expect fastpaced, relevant and
indepth conversations that are always on topic.
We will be releasing one recording for download every Wednesday. Here is October's timetable.
Wed 5th  Dave Kurlan
Why it’s So Difficult to Sell Value and
Why You Must Do it

Wed 19th  Deb Calvert
Stop Selling and Start Leading

Wed 12th  Joanne Black
One Call Meeting

Wed 26th  George Brontén
Why Sales Process is Fundamental to
Reach Targets

More Details Soon at

Tim Riesterer

Is Challenging Your Customers
Always Applicable?
Provocative messaging is huge right now when it comes to disrupting the
status quo, creating the urgency to change, and getting companies to
choose you. Yet I often hear the following from people who work at
companies that have significant market share: “What happens when you are
the status quo?”
hen you’re the outsider looking to unseat a
competitor, a disruptive approach is
indispensible for overcoming the status
quo bias. My company conducted research which
found that introducing “unconsidered needs” to
create uncertainty around a prospect’s status quo is
easily the best approach creating the urgency to
change and differentiating your offering.
But sometimes you are the insider, and you might
already have a large installed base and spend a lot of
time and energy ensuring renewals. If that’s the case,
maybe you’re wondering if your “why stay” messaging
needs be different than your “why change”
messaging.

W

influence. It was designed to compare various
messaging approaches to renewal conversations, and
the results were pretty telling.
Turns out that getting current customers to renew
requires you to actually reinforce the causes of status
quo bias as opposed to new customer acquisition
approaches, which must deliberately disrupt those
biases.
It may sound obvious, but in this era of challenging
customers, our latest research shows that using this
same aggressive approach on existing renewal
customers will actually decrease their loyalty and
increase their willingness to shop and possibly switch.

Experiment Design
The “Why Stay” Test
These are not the sort of questions we like to answer
with hunches or educated guesses, so we created
another test with Dr. Zakary Tormala, a social
psychologist and expert in persuasion and social

The online experiment involved 402 individuals who
at the outset of the study were instructed to imagine
they ran a small business and that two years ago they
had signed up with a 401(k) provider to help promote
their company’s retirement plan to employees. The
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hope was that getting more employees signed up
would boost employee satisfaction and retention.
Participants imagined that two years ago only 20%
of their employees subscribed to the 401(k) plan.
Their goal had been to increase participation to 80%.
Now, two years later, participation had risen to 50%,
which was a jump from 20% but short of the 80%
target. Meanwhile, employee retention rates had
improved, but it was difficult to know how much of
that was attributable to promoting the 401(k) plan.
After being provided with this background
information, participants were told to imagine that
they were trying to decide whether to renew and
continue working with their existing provider. When
participants clicked to continue to the next screen,
they received a message—the pitch—from their
provider. What they didn’t know is that they were
being put into three different pitch examples.
The opening paragraph of the pitch was identical
for all participants. But then each of the pitches varied
in crucial ways:
In the status quo reinforcement message
condition, participants received an encouraging
description of how the plan was working to date and
how the company was making progress toward its
goals. They then read an additional message designed
to reinforce the causes of status quo bias,
emphasizing how much effort went into selecting the
current provider in the first place and highlighting the
risks and costs associated with changing providers at
this point.
In the second condition, the provocative pitch, the
message documented the results to date, but
switched gears and introduced a new idea that
challenged their current approach. In this case, the
message noted that it can be harder to move from
50% to 80% participation than it was to move from
20% to 50% and that doing so might require different
tactics—in particular, switching the plan from an “opt
in” approach to an “opt out” approach that defaults all
employees into participating in the 401k plan. The
provider would help make this change, which would
push the company toward achieving its goals.
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Finally, in the provocative pitch with upsell
condition, the message was the same as the
provocative pitch just described, with the addition of
offering a series of online tools for employees that
ostensibly would increase their engagement in
reaching their goals. But these new tools would add
5% to 15% to overall program costs, with an
anticipated payback in less than 12 months.
After hearing each message, participants
answered a series of questions measuring their
reactions to the message and its persuasive impact.
These questions focused on participants’ intention to
renew, attitudes, likeliness to switch, and credibility.
The results?
Across all of these crucial measures, the status
quo reinforcement messaging outperformed the
provocative and upsell messages by statistically
significant margins. A message that documented
success and reinforced the status quo biases
revealed a:
l 13% boost in intentions to renew, relative to the

two provocative messages. To measure this,
participants were asked how likely they would be to
renew with their current provider and how likely it
was that they would stick with that provider.
l 9% boost in positive attitudes, compared to the

two provocative messages. Participants had
significantly more favorable impressions of the
provider than in either of the messages that
challenged the current approach with a new idea.
l 7% lift in credibility perceptions, relative to the

provocative conditions. Participants answered three
questions assessing how credible, trustworthy, and
confidenceinspiring the provider seemed to be.
Participants also answered three questions examining
switching intentions, which sought to find out how
likely they would be to shop around for other
alternatives, switch companies, and try a new
provider. Again, there was a statistically significant

Tim Riesterer

effect, but in this case it assumed the opposite form.
The study found that participants in the provocative
conditions were 10% more likely to switch or shop
around than participants in the condition that
documented success and reinforced status quo
biases.
These results strongly suggest that a great “why
stay” message must reinforce the status quo by
emphasizing its value and underscoring the challenges
associated with switching to an alternative.

Four Causes Of Status Quo Bias—And How To
Reinforce Them
To help you build a better “why stay” renewal
message, I offer this brief tutorial on the four causes
of status quo bias and how to address them in your
story:
1. Preference
stability:
Deliberately
remind
customers of the long, hard process they went
through to make their original decision to pick you.
People naturally prefer to keep their previous
decisions/preferences stable.
2. Perceived cost of change: Walk them through the
startup costs required that have now been returned
through improved performance and are now sunk and
functionally part of the ongoing operating budget.

People believe change costs more than staying the
same, so make sure you confirm that.
3. Anticipated regret and blame: Recall for them the
time and resources it’s taken to ramp up the solution,
onboard all the people, manage the changes, and get
the implementation running as well as it is now.
Making another change just reopens all these
potential failure points they could get blamed for.
4. Selection difficulty: Willingly admit that most of
the other solutions on the market provide similar
capabilities, that the offerings haven’t changed much
since the original decision, and that you’ve kept them
updated throughout. People have a hard time
changing if they don’t think there’s much contrast
between the alternatives.
As you can see, decision science principles matter as
much to your “why stay” message for customers as
they do to your “why change” message for prospects.
But, the forces you must exploit to defeat the status
quo are the same ones you must exploit—in reverse—
to preserve it. What that means is that your
provocative, challenging messaging approaches are
n
not universally applicable.

Tim Riesterer is Chief Strategy Officer,
Corporate Visions. Find out more here
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How to Use Video
to Speed up Your Sales Pipeline
Sales professionals are
always looking for ways to
connect and engage with
prospects and turn them
into true opportunities.
They’re also looking for ways to warm up
leads that have long been left untouched.

30
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ut with so much competition in the
marketplace, it’s imperative for sales teams to
make an effort to stand out and make a
lasting impression.

B

Video to the Rescue
It’s no secret that video conferencing technology
has made an impact on the modern workplace in the
last decade. The ability to connect with potential
clients across the country and internationally has

Scott Tapp

played an immense part in globalization of sales.
Outside of video conferencing however, sales
acceleration technologies have also become a
catalyst to the escalating sales revolution. According
to data generated by Live Hive, current investments
in sales acceleration technologies are upwards of
$1.2 billion.
Anyone who is familiar with a typical sales
acceleration tool knows that datadriven insights,
predictive analytics technology, integrated CRM
systems and automated emails are dominating
features. And while these features may help the
sales cycle run a little more smoothly, they don’t
necessarily help a sales rep stand out from the
crowd.
In order to improve the ability to generate those
top of the funnel leads and move them quickly
through the process, sales pros need a solution that
has more than just basic features to truly stand out.
A pipeline acceleration tool that allows sales reps to
create custom videos and pair them with
presentations or collateral gives sophisticated sellers
another way to break through the clutter and be
noticed.
Not convinced that video can come to the
rescue? According to Aberdeen’s research,
Analyzing the ROI of Video Marketing, 30 percent of
bestinclass companies who use video in their sales
tactics report a 14 percent shorter sales cycle, a 30
percent higher year over year revenue increase and
twice the average deal size. It’s also worth noting
that by including a video in an introductory email, it
has been found that click through rates increase by
96 percent.

Isn’t Video Creation a Budget Buster?
Video creation doesn’t have to involve a fullblown
production team and doesn’t have to bust your
budget, especially if you’ve already invested in a
technology tool to accelerate pipeline with video. A
typical explainer video produced by an agency can
cost anywhere from $1,500 to $15,000. But,

creating a personalized video with a compelling
message for a prospect with a sales acceleration tool
that already has video creation as a feature builtin?
Free.
What’s even better is your sales reps won’t have
to rely on your IT team or additional resources to
create, distribute and track the analytics of their
custom video creations either. Because they’ll be
using their own webcam, content and software,
they’ll have the ability to control the message and be
able to review the success of their message
instantly.

Personalization is Key
Every sales rep knows that building solid
relationships with prospects is the first step in the
sales cycle. But nurturing that relationship takes
more than just passing out business cards at an expo
or shaking hands at a networking event. It takes
going that extra mile and personalization is key.
With some video tools, sales reps have the ability
to create personalized presentations and pitches
while narrating them with video. This extra mile will
not only help get the reps foot in the door, but will
also likely impress a prospect enough to engage with
interest. In fact, 59 percent of senior executives
prefer watching video to reading text. And as the
main decision makers, this group is inherently
important to impress.
To me, these videos liken to how we feel about
getting a handwritten note through snail mail, it
goes above and beyond to show the effort and
focus a rep has for the prospect, furthering and
strengthening that relationship.
In short, using video can improve a sales team’s
ability to stand out and foster stronger relationships,
which ultimately improves the ability to generate
and nurture leads through the sales process more
n
quickly—all without breaking the bank.

Scott Tapp is EVP for Global Sales, Marketing
and Field Operations at PGi. Find out more here
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The Power of Proof: Client Value Stories
l Demonstrable gains
l Compelling client quote validating the problem

was solved
l A story that resonates with the buying audience

I’m often asked what the
No. 1 sales-ready asset is
that marketing teams need
to provide their sales
channels in a B2B sales
cycle. I never hesitate in my response: a
solid client value story (case study). And
I’m not the only one who thinks this — the
proof is in numbers:
olger Schulze, group owner of the 50,000
member B2B Technology Marketing
Community on LinkedIn, surveyed their
audience and found customer testimonials and
case studies are considered the most effective
content marketing tactics, identified by 89% and
88%, respectively.

H

What Makes an Engaging Client Value Story?
A powerful client story has all the ingredients a sales
professional needs to prove to their customer that
they can deliver on their promises:
l Big picture problem
l Business, financial and personal pains for the

buyer
l Solution highlights (with differentiators!)
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While some of the elements above may be lacking
(or absent) in too many case studies, the more
alarming concern we see with companies around the
world is the void of client value stories altogether.
According to Forrester Research, 78% of
executive buyers claim salespeople do not have
relevant client examples or case studies to share
with buyers.
All too often the sales team is begging for this
invaluable salesready asset (or more of them), while
marketing is unable to secure enough client
introductions from the sales and service teams to
create them. And so the neverending cycle of
fingerpointing continues.

Why are Client Value Stories so Important?
Client value stories are the ultimate proof point a
prospect needs in their buying journey, and here are
three reasons that prove their importance:
1. Stories give buyers the sense of calm needed to
start navigating their current situation. When
overwhelming situations paralyze them from taking
action, a client story can get their thoughts focused
and doubts relieved — “Other organizations have
been here as well and have successfully overcome.
We can too…if we just get started.”
2. Stories give buyers a point of reference for
initiating trusted advisor engagement. We all know
prospects turn to their peers in troubling times, as
84% of B2B businesses initiate the buying process
with a referral (Edelman Trust Barometer). A client
story is the second best option in prospecting when
a seller does not get introduced directly through a
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referral. Seeing a trusted peer experience success
can give way to earned trust with the seller.
3. Stories give buyers confidence in justifying the
decision to themselves (emotion) and to their
broader buying committee — boss, peers, etc.
(logic). A study by Gartner revealed that 70% of
executive buyers agree “client stories and case
studies are the best way that providers can
communicate differentiation that I trust.”
Client value stories are an opportunity for
marketing and sales to unite in their joint goto
market efforts. If you are a marketing leader, make
client testimonials a priority on your team’s task list.
If you are a sales leader, engage your marketing
leadership in a dialogue about why client value
stories are a fundamental building block to revenue
performance. But do not stop there — foster
introductions to some initial clients that can get the
momentum going for your marketing partners.

How to Craft a Winning Story
Let’s start with the basics. We define a client value
story as an ideal mechanism for demonstrating the
value prospects can uniquely gain from your solution.
What is this “mechanism”?
Our team has found the optimal
way to organize and present a
client value story. The format
flows from left to right, showing a
contrasted view of the pains the
client was experiencing before
your solution and the gains the
client is capturing with your
solution. The “bridge” from the
pains to gains is your solution and
specifically the differentiators
that only you can deliver. See the
example of one of our own client
value studies (right).
Let’s dig further into each of
the essential pieces of the story:

l Your client’s PAINS are laid out on the left and

are crafted to reengage the emotional fraught
your buyer felt when they came to understand
their pains.
l Your SOLUTION is the bridge in the middle that
your client uses to alleviate their pains and
emphasizes your differentiators.
l Your client’s GAINS are laid out on the right and
convey the outcomes and results being achieved
with your solution.
l Your client’s quote at the bottom articulates the
PROOF.
Investing in the creation of these stories will
produce a great return. Clients are hungry for more
than your opinion — they need proof your solution
has worked with credible clients.
I challenge you to craft one of these stories with
your team in the next week. Need help? Shoot us an
email at information@mereo.co, and we can circle
up with you to review where you are with your
n
client value stories.

Jay Mitchell is the President & Founder
at Mereo LLC. Find out more here
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Collateral Damages Created
by Quarter End Frenzy
When you will read this
article, you probably just
have let out a huge sigh of
relief that you have, once
more, made your numbers.
You might though also have the feeling
that every quarter it becomes a bit more
difficult to make the number.

ou hope that working even harder and using
all the tricks you know, how to close hesitant
customers just at the finishing line, will work

Y

again.
If you think that this is your destiny and the price
you have to pay to be in sales, you need not read any
further. Should you be addicted to the adrenaline
rush created by the quarter end frenzy, you will even
be less motivated to continue reading this article. If
you are however in the unlucky position of not
having made your number or you want to put an end
of being considered insane by continuing doing the
same things and expecting different results, you
might find some food for thought here.
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For a start, you need to change your mental
model of your task. Your task should not be to make
the number by whatever it takes. Instead focus your
attention how you make your number. Then you will
see that your behavior causes collateral damages.
This insight is a prerequisite for changing your selling
behavior. The list below is by no means complete, but
it is a start to foster you thinking.

Possible collateral damages
1. If you grant last minute discounts, the customer’s
habit to wait until the last moment to place the
order is reinforced as they hope to profit from
last minute extra discounting
2. Every discount negatively impacts not only the
bottom line but also your top line; meaning the
necessary number of deals to make the number
will increase or the likelihood to miss the number
will increase
3. With your discounting, a lower market price might
be established inadvertently and more deals will
need to be closed to make the number in the
future
4. A shortfall for next quarter’s funnel might have
been created when deals that were planned to
close in next quarter were accelerated to make
the number for the current quarter
5. The visibility into the pipeline will be blurred
because salespeople will try to hide deals that
might cause leadership attention which will put
pressure on closing deals for which the customer
is not ready to buy
6. The capacity of the sales team might be
stretched to make next quarter’s number to
cover the shortfalls created in the next quarter’s
funnel and/or to bring in more deals to
compensate for the created lower market price
7. The workload of the sales leadership team might
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be stretched when the leadership team got
directly involved forcing to close deals with
hesitating customers
8. The credibility of the sales person might be
tarnished by the intervention of the sales
leadership team and customers might be
conditioned to expect leadership involvement
also in the next deal and exacerbating the point
made above
9. Investment in sales training is wasted if the
trainings were focused on increasing the focus
on the customer value messaging to reduce
discounting when in the end a shortfall is
compensated by last minute discounts to bring in
the deal
10. The customer loyalty might take a dip by having
forced a customer into premature buying and
more time and money will be needed to find new
customers.

l That are stuck for an extremely long time in the

same stage
l That are much bigger than the average size which
are thus attractive if they can be won but are
disastrous to still make your number if you lose
them
l You run after too many small deals which exceeds
your working capacity to close them in the
required time frame.

Looking at the list above, you can see that it is
probably not more difficult market conditions but
your own doing that sets off a negative spiral giving
you the impression of being in a hamster wheel
turning faster and faster so making the number in the
next quarter is becoming ever more difficult.

Analyzing lost deals might give you further hints of
deals to be eliminated from the funnel due to their
danger to cause collateral damages.
Secondly, this scrubbing exercise also sharpens
your awareness that newly discovered potential
deals showing early warning signs of creating
collateral damages should not even be put in the
funnel at all. You will become more stringent on
qualifying deals that you want to have in your funnel.
Becoming more conversant in articulating the
value your product and service creates for the
customer’s business is certainly a sustainable and
long term third way to avoid collateral damages.
The above recommendations might all look
counterintuitive. Yet excellent sellers all have sleeker
funnels than average performers.

How to avoid these collateral damages?

You are the master of your own destiny

The ideas presented here are not new but the
awareness of the collateral damages might help you
adopting them easier.
The first idea is scrubbing your funnel, that is
eliminate deals from your funnel which have a high
probability to create collateral damages. Intuitively
you might know which these deals are but you kept
them in the funnel to maintain the illusion that it is fat
enough to make your number. Typical candidates are
deals:

Many sellers and even managers will only change
their behavior if it is mandated from above. However,
if you hope that you will be instructed from you
superiors (especially executives) to avoid collateral
damages, you probably wait in wane. Most of them
do not understand the sales role. So they continue to
push for the number to be made by whatever it takes.
Revenue can easily be measured but not
managed. You can however manage the behaviors
suggested above and they will make “making the
number” easier. Excellent sellers prove it every day. n

l With too optimistic close dates
l For which close dates had to be revise already

several times

Find out more about Christian Maurer and
The Ultimate Sales Executive Resource here
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Top Sales Article & Blog Post

This Month’s Top Sales Article
Evolving or Devolving? How Managers
Brand their Team to Fail by Keith Rosen

D

o you ever label people based upon your
experience with them? That’s exactly what
this group of managers did, without realizing the
consequence of doing so.
It was the morning of the sales leadership
coaching program I was delivering in Santiago, Chile
for one of the world’s largest global technology
companies. After sharing a quick story, we began to
move around the room, where I gave each person an
opportunity to share their expectations and what
they hoped to learn from our two days together.
Here’s a snapshot of what I commonly hear.
“Keith, I would really love to learn how to:
l Make my people more selfsufficient and

accountable.
l Better handle tough or timely situations.
l Turnaround underperformers more effectively.
l Create deeper buyin and alignment around my
l
l
l
l

direct reports’ goals and vision of the company.
Motivate and empower people—especially during
challenging times.
Leverage our analytics and CRM better.
Assess when to coach and when to train or give
the answer.
Get the very best out of each person on my team
so that we can achieve our business objectives.

And finally, “Keith, what can I do about those people
Read More
who just don’t get it? Especially the...

This Month’s Top Sales Blog Post
Can you sell an enterprise solution in 800
words? by Matt Heinz

T

he short answer is no. Yet B2B companies
continue to try, often with disastrous results.
We somehow expect prospects to “get it” after
reading a single blog post. Or receiving a single
email.
We expect prospects who showed the faintest
interest in our latest webinar to enthusiastically rush
into a deep, protracted demo.
We push prospects to move faster, often at our
speed rather than theirs.
Just because we know and love our own
products, we expect prospects to drop everything
and develop that love as well.
There’s a reason we call it a buying journey and

not a buying event. It doesn’t happen at once.
So the lesson for B2B sales & marketing
professionals is to respect the process.
Be proactive about challenging the prospect’s
status quo and helping them understand the cost of
doing (or not doing) something new. Be intentional
about building value and building a relationship that
differentiates you from others.
But don’t ask individual acts of sales and
marketing to do more than they’re reasonably able
to achieve.
Each step in the journey moves the ball forward.
Each step builds value, momentum, progress
Read More
towards the a result you both desire.
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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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