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2017 Feature Writers
For 2017, we have brought together some of the most experienced, successful and
forward thinking sales experts on the planet, to contribute regularly to Top Sales Magazine.
They provide thought-provoking commentary and thought leadership on a wide range of
sales issues.

4
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and Founder of
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Lisa Clark
Vice President of Marketing at
Qstream.
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Global Growth and Innovation
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Jim Dickie
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Research Director CSO
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Joe Galvin
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Barb Giamanco
Keynote Speaker, Author,
Corporate Webcast Host Social
Centered Selling CEO.
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TSW in 2017 – What’s In The Bag?
In this, my first editorial of
the year, I wanted to take
the opportunity to share
our plans for 2017. But
before I do that, let’s have a quick glance
over our shoulders at last year…
will begin with the only real disappointment for me
personally in 2016  the London Expo. I certainly
wasn’t disappointed by the turnout and the
professionalism of the TSW speakers/team, far from
it. The TSW Village was a huge success.
Unfortunately, we were badly let down by the
commercial inadequacies of the event organizers,
although that is a massive understatement!
But, as with everything in life, even harsh lessons
have a value if we ensure that we really do learn from
them, and I am confident we will/we have.
Top Sales Magazine continues to go from strength
to strength and, if I believe what I am told, the quality
improves every month. Certainly, if a huge increase in

I
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subscribers this year is a yardstick, then we should be
very pleased – but never complacent.
We again delivered most of the favorites, such as:
Top Sales Academy, Top Sales Awards, Top 50 Blogs,
Top 50 Sales Books and of course, the
weekly/monthly Top 10 Articles/Blog Posts.
I did relaunch the “JF Interview Series” and
enjoyed chewing the cud with my first guests, but I
couldn’t compete in the regularity stakes with Barb
Giamanco’s “Hardtalk” recordings, which were/are
incredibly popular. It was a very smart idea to
resurrect this initiative – thanks Barb! (And also to
Doug Lehman for his superb sound editing)
“Around Top Sales World in 7 Days”, our weekly
newsletter, also arrived on the scene in 2016 and
proved to be an invaluable way for everyone to catch
up with all the World news every Friday.
Finally, the new VIP Area, housing the superb
TSW Library, finally opened its doors in April. If ever
anything was a labor of love, this then was it. It
remains a work in progress, but we are totally
confident that within 12 months, it will become the
place to go for anyone wishing to expand their

Editorial

knowledge of any sales related topic.

What Are We Keeping?
Simple answer: most of the above. If it works, don’t fix
it  simply improve it. There are one or two
exceptions. We did away with “Top 50 Influencers” in
2016, and I see no reason to reintroduce this highly
subjective annual vanity parade that only caused
disappointment for those not making the list.
We are also going to combine the
weekly/monthly/annual “Top Sales Blog Post” and
“Top Sales Article” contests, but we plan to introduce
a new idea “Top Sales Resource”, which will allow us
to regularly recognize podcasts/webinars/videos, etc.
Which leads me conveniently into …

October. This will be a threetier offering with 12
modules per level. As you might imagine, we are at
early stage planning/development, but I think it is
going to be very special – watch this space.

Top Sales Magazine
We are not planning to make any cosmetic changes
to the magazine during the next 12 months, but we
have introduced a new team of feature writers who
will provide us with original content, several times
throughout the year. This group of experts has been
selected because of the quality of their
writing/thinking and the popularity and consistency
of their work over the past 2 years.

2017 Elite Partners
The New Initiatives
We have begun work on a brand new site and the
team thinks that they could have it ready by the end
of January. It is going to be very dynamic and it caters
for all the changes we want to effect to the TSW
model.
I have already mentioned that Top Sales Blog
Posts and Top Sales Articles will amalgamate and
become Top Sales Posts – plus of course,
weekly/monthly/annual Top Sales Resource.
We will highlight one original top post in its
entirety every day, plus links to a further 5 posts. The
home page, which will be updated daily, will also
publicize/promote a host of other features/events,
currently happening within the sales space.
The intention is to start recording daily audio sales
tips from the contributing team in January and we will
begin releasing these in February.
Top Sales Academy will run from March 8th until
May 24th. 12 sessions – one per week.
TSW17 The European Sales Enablement Summit
will be held in London, in April. We are just finalizing
the venue and I will give you more details in the next
edition.
TSW Sales Development Program will go live in

As you may aware, each year we partner with a small
group of organizations. We prefer to call them
“Partners” rather than sponsors, because we work
very closely with all of them to create a symbiotic
relationship that best serves the needs of both
parties. We are very careful to ensure that none of
them compete with another, which only serves to
increase the level of trust and loyalty.
You will find them all listed on the back page and I
urge you to acquaint yourselves with their services,
products and solutions.
In summary, I would say this: We know that we
have created the most significant sales related venue,
which is supported by the most successful sales
experts/commentators/authors/practitioners on the
planet and the most dynamic Elite Partners one could
wish to work with. What more could we possibly
want?
May I wish you all a very happy, healthy and
successful New Year and thank you for continuing to
n
support this amazing project.

Jonathan Farrington is the CEO of
Top Sales World. You can also follow him
on LinkedIn here
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Available today. Get your copy now.
In More Sales, Less Time, Konrath blends cuttingedge behavioral research with her own deep knowledge
of sales to teach you how to succeed in this age of distraction. You'll discover how to:
l Reclaim a minimum of one hour per day by

l Optimize your sales processes to eliminate

eliminating major time sucks and changing the way
you tackle email and social media.
l Free up time to focus on activities that have the
highest impact on your sales results.

redundancies and wasted time.
l Transform your mindset to effortlessly incorporate
new, more productive habits; leverage your best
brainpower; and stay at the top of your sales game.

If you wondered how Jill Konrath could possibly followup on three best selling books:
“Selling to Big Companies” “SNAP SELLING” and “AGILE Selling” you are about to find out.

Order your copy here

The Jonathan Farrington Interview

How to Motivate a Global Sales Force
Jonathan Farrington
interviews Scott Tapp, PGi’s
EVP Global Sales and
Marketing
JF: Scott, why don’t we begin with you telling us a
little about PGi?
ST: At PGi, we’re excited to have just celebrated our
25th anniversary. The company began in 1991 with
a simple goal: to help people and businesses connect
and collaborate. We’re known best for our global
audio conferencing products and I’m proud to say

we’re among the top three audio conference
providers in the world. In addition to our core audio
conferencing offering, we have an expansive
portfolio of awardingwinning products, but to name
a few your audience may know, we created
GlobalMeet, iMeet and a free mobile app called
Agenday.
Today, we’re the world’s largest dedicated
provider of collaboration software and services,
hosting over 1.2 billion people from 155 countries in
nearly 300 million virtual meetings. We provide a
collaborative advantage to nearly 50,000 enterprise
customers, including 75% of the Fortune 100.
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JF: How do you manage to connect or
a successful tactic. We’ve done this by applying
communicate with such a large global sales team?
levers on sales compensation in the form of
ST: On the communications front, we are fortunate
accelerators or spiffs and awards.
to be in the collaboration software and services
market so we have the tools available
JF: So, once goals are in place, how
to streamline our communication
do you track progress against those
efforts. The key, however, is to deliver
KPIs?
Overall, we’ve ST: We track top account moves,
short, consistent and clear messaging
that is relevant to the individual. seen great success pipeline and forecasts. For top
That’s why we host biweekly global
account moves, I have 20 or so field
around
these
calls.
allhands sales and marketing calls
VP’s or line managers that each have a
with about 600 folks and we use our
book of business. During my oneon
I believe it’s
cloud based webcast platform to
ones and team meetings, I get weekly
because
we
don’t
broadcast those updates.
status reports that highlight critical
And, since PGi is a global
just use them to factors and weekly changes with
organization, we leverage our
these accounts. This allows our line
discuss
tactical
iMeetNarrate platform which allows
managers to get with each of their
users to record a video, presentation
efforts, but also to reps and review needs for our top
and audio and send it out to team
customers every week. Changes in
celebrate
wins,
members around the world. The
weekly colors are noted so I can sort
process enables our sales leaders and
through quickly every Monday
share best
marketing team to send quick
morning and get a clear view on
practices
and
recorded updates on marketing
important items that need immediate
programs, sales plays, product
attention.
feature guest
updates and trainings and win
Additionally, we recently worked
speakers. This
highlights. The great thing about
with the consulting group at SBI to
iMeetNarrate is the analytics behind
identify and develop the top six most
keeps our reps
the platform tell you everyone that
important KPI’s and benchmarks for
motivated and
watched the video and how long they
our business. These KPI’s include
watched. So we can followup with
engaged, allowing pipeline creation, crosssell upsell
the folks who only watched 20% of a
indicators and customer penetration
our teams to be
critical training video.
key indicators. A status update will be
a part of our weekly cadence to
continuously
JF: Is it a challenge to keep them all
review and prioritize efforts going
exposed to new
motivated and performing at
forward.
optimum levels?
ideas and
ST: We are big believers in
JF: When tracking on a weekly basis,
thinking.
compensation goal alignment at PGi.
can you share thoughts on how to
That’s why each team member’s
keep the momentum going daily?
compensation goals are aligned with our sales
ST: Our line managers around the world are
strategy. Setting targets that reward our sales
responsible for measuring activity on a daily basis.
professionals for running the plays we line up and
In our weekly cadence calendar, they highlight key
selling our most strategic products has proven to be
focused activity for each day of the week, starting

“
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The Jonathan Farrington Interview

on Sunday. Then our line managers review and
check in with our reps throughout the business
week.
Another way we keep the momentum going,
leads back to my first point about communication. I
can’t stress enough how regular calls with my team
are critical. In general, my team is very
multifunctional with sales, marketing, field
operations heads, as well as division leaders all
joining in on these calls to ensure we’re working
crossfunctionally and strategically. On those calls, I
focus on the last two weeks of deals that were won
and lost and then discuss deals that are in progress.
From there we outline top priorities where we can
functionally support key items.
My sales leads are also responsible for hosting
reoccurring weekly meetings with their direct
reports via iMeet, which also helps teams stay
connected and keeps momentum going in between
the global calls that I host. And, although I can’t
always be present, I know when those meetings
take place and I try to do guest appearances when I
can to reinforce their importance and lend my
support.
Overall, we’ve seen great success around these
calls. I believe it’s because we don’t just use them to
discuss tactical efforts, but also to celebrate wins,
share best practices and feature guest speakers.
This keeps our reps motivated and engaged,
allowing our teams to be continuously exposed to
new ideas and thinking.
JF: As you will know, flexibility and agility are
critical to a sales team’s success. How does PGi
tweak its marketing and sales strategy each
quarter based on feedback from customers,
prospects and competitors?
ST: Listening to the voice of our customers is a
critical part of how we gotomarket. We have an
annual customer advisory board where we gather
customers together to hear directly from them
regarding
product
roadmaps,
development
priorities, pain points and trends. We also provide

win/loss analysis where our marketing interviews
stakeholders to understand why PGi won or lost a
deal.
From a sales perspective, our marketing team
also runs a Sales Advisory Council where we ask
sales representatives and managers questions to
gain insights from our internal team on what they’re
hearing in the field. Topics for the council rotate
each month and allows us to get honest feedback
around compensation, incentives and marketing
support.
JF: We’ve talked about daily, weekly and quarterly
planning. Tell me about your annual planning
process.
ST: Each year, we complete a hefty segmentation
exercise that helps us understand more and more
about our customers. We use that data to make
sure our customers are in the right sales and service
channels. The segmentation exercise may elicit
groans from the sales operations team, but we get
better and faster each year. And, when we do it
right, we find that our customer relationships
strengthen and grow by getting the right customers
with the right teams.
JF: Scott, my final question: Handling a multiyear
strategic planning process is an area where I have
considerable experience, how does PGi handle it?
ST: We kick off our annual strategic planning
process every fall with a crossfunctional team of
product, marketing and strategist engaged to help
us navigate the coming years. The collaboration
space is crowded and competitive so we also lean
on our relationships with industry analysts to
ensure that our thinking is trending with the
marketplace at large. We constantly have to keep
our eye on the long game… to really understand
where things are heading and how we continue to
win.
n

Scott Tapp is PGi’s EVP Global Sales and
Marketing. Find out more here
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Foolproof Sales Training
As a sales coach, you are
ultimately responsible for
the performance of the
sales team. Part of your
mission is to improve their
sales performance year after year. To
achieve that goal, you carefully analyze
and manage territories, hire and fire, set
minimum standards, set goals, create
incentive programs and provide ongoing
sales training and coaching.

12
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ut is that enough? It is if you want average
results. If you want astounding results, you
must do more. When you put on your trainer's
hat, you must concern yourself not only with what
you will teach, but also with how it will be learned by
the salespeople. After all, the best sales training in the
world will be wasted if salespeople cannot retain and
apply it.

B

How Do Salespeople Learn?
Psychologists have been studying learning theory for
years, both in and out of the laboratory. Several
principles borrowed from basic psychology can have a

Dr. Tony Alessandra

profound effect on the degree to which sales training is
absorbed and effective. Salespeople must first be
brought to a state of awareness, or knowledge. This
usually takes place when they are exposed to new or
different ideas or ways of doing things during a training
program. Next, they must move to the practice phase,
which can be initially done during the training session
(e.g., roleplaying) but ultimately must be done in real life
in the field. People need to feel the exhilaration of small
successes interspersed with the inevitable mistakes
they must make while acquiring new concepts and
skills. This concept is analogous to sports.
Visualize someone who is trying to improve her
game in golf (or any other sport). When a golf pro

(coach) evaluates the performance of a student, the
pro will invariably make changes in the style of the
student. Whether it be in how the student grips the
club, or the swing, or the stance, these changes when
implemented will cause the student some difficulty.
This is partially due to the awkwardness of the
behavior that is being modified, as well as having to
think about the steps to alter the behavior. Because of
this, the student initially will find that she is regressing
rather than improving. However, through practice,
the student will eventually realize a marked
improvement in her game. The problem lies with the
inherent behavior of students taking the path of least
resistance. That is, when a behavior that is being
modified creates discomfort for the student, she
tends to revert back to her old way of doing things.
The same is true in sales.
When salespeople are taught new techniques
such as open approach vs. closed approach to
questioning or benefit selling vs. feature selling or
conducting a collaborative presentation vs. a sales
pitch, these techniques, at first, will feel
uncomfortable and initially production might drop.
This is where the danger lies. Because like the golfer,
the salesperson will revert back to his most
comfortable selling style. Here is where coaching
plays a crucial role by helping the salesperson work
through his discomfort zone, thereby achieving higher
production. Finally, with enough exposure to the
concepts (repetition) and practice backed by good
coaching, it results in assimilation, or habit.
So, how do salespeople learn best? Take them
from a state of ignorance to awareness through
practice to new habit patterns. That's foolproof sales
training.

Motivation
"The longest journey on earth begins with a single
step." (Anonymous)
Motivation is the fuel that fires every human
endeavor and learning is the perfect example. Imagine
yourself in this situation: You are just starting a new

TOP SALES MAGAZINE JANUARY 2017
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job in sales and you know very little about selling.
confusion. An analogy is the sponge. It will absorb only
Nevertheless, you are excited about your new career.
so much at which time it reaches a saturation point
You are very motivated to learn as much as possible to
where it will absorb no more. When this happens to
overcome your feeling of ineptness and to make a
salespeople, they learn only what is necessary to get
good impression. Being that so much is
by or just those subjects that come
at stake, you would absorb your
easily to them. The rest doesn't get
Let
change
lessons quickly and retain them until
soaked up and falls by the wayside. The
they were second nature, right?
solution is to break down sales training
evolve.
Wrong!
into bite size pieces that can be readily
Salespeople
When people are given too much
digested, absorbed and put to work in
information in too short a time period,
the field.
should be
panic sets in. Human beings
Highly effective programs break
encouraged to see down the training into several lessons
experience
stress
when
they
implement new behaviors, especially
sales training as a consisting of the salespeople viewing a
when they perform them imperfectly.
video lesson or watching a lecture and
continuous long
Just like the golf pro, you as sales
then up to an hour of content
coach can play a crucial role by helping
term process that discussion, individual and/or group
your salespeople over the rough spots.
exercises, roleplaying and completion
will affect their
It's all right for them to make mistakes.
of an action plan. This is repeated
In fact, it's necessary so they can
weekly or bi weekly until all the lessons
careers
improve their competence through
are covered.
permanently not
practice, practice and more practice.
This type of presentation is
Your job is to assist them by following
excellent because it affords the
as quick fixes
up their new knowledge with concrete
salesperson the opportunity to perfect
learned today,
skill development. Encourage them
one area and incorporate that
over these hurdles and you and they
information into his or her own selling
forgotten
will reap the harvest of perseverance.
style before moving on to the next
Competence breeds confidence which,
lesson. The beauty of this method is
tomorrow.
in turn, leads to inner motivation.
that it begins a "spiral of success":
salespeople learn something new, try it in the field,
Bite Size Pieces
experience some success with it, and this in turn gets
them charged up about learning more.
Another factor that influences learning is the nature of
Repetition
the subject. It comes as no surprise that simple
material is easier to master than complex material,
Another factor that affects learning is repetition. The
which is why music students start with scales and
more you are exposed to something, the faster you
work their way up to performance level pieces. At any
will learn it. As sales coaches, it is imperative that you
level of proficiency, the key to making a subject easier
instill in salespeople a desire to strive and progress to a
to learn is to break it down into small, simple
level of "habitual performance." This is the level where
increments. The same can be said for sales training.
the salespeople can do something well without having
Often, managers overwhelm their salespeople with
to think about the steps. The new behaviors come
massive amounts of information in a short period of
"naturally" because they've been so well practiced and
time. The outcome is "information overload" and

“
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Dr. Tony Alessandra

rehearsed that they've become habitual. When you
build involuntary reflexes through perfect practice,
you have reached a point of unconscious competence.
At this highest level of competence, you accomplish
your goals confidently. You achieve things you never
dreamed of and unleash and discover a "power" you
never knew you had.

at home. Free time can be turned into productive time.
Any training program should allow you various options
of teaching the program from doing all training in a
group setting at weekly meetings to having the
salespeople complete a selfpaced program at their
own speed with you simply providing ongoing
checking, counseling and coaching.

Styles of Learning

Evolutionary, Not Revolutionary

In addition to motivation, complexity of the subject
and repetition, the astute sales coach must realize that
everyone learns differently. Some people can only
learn from experience. If you were to give them a book
to read, it might lay unopened and collect dust.
Some people like to see, hear or read about what
they are going to do before actually getting their feet
wet. They can watch a video, listen to an mp3 program
or read a book and then go into the field and apply
what they've learned. It is wise, therefore, for sales
coaches to train in ways that will be compatible with
everyone's mode of learning. For this reason, the
multimedia approach is ideal by encompassing the use
of videos, mp3 audios, books, workbooks, roleplaying
and, of course, experience in the field. This multimedia
approach has several other advantages. It is
entertaining and we all know that salespeople want to
be entertained; it is repetitive which is necessary for
effective learning; and it is flexible for ease of
implementation.

"Give a man a fish and feed him for a day. Teach a man
to fish and feed him for a lifetime." (Chinese Proverb)
The last consideration that should be given to how
salespeople learn is the speed with which they apply
new knowledge. No matter what kind of sales training
you provide for your salespeople, it should change
their ways gradually, not radically. Trying to adopt a lot
of new sales techniques in one fell swoop creates
more havoc than growth.
Let change evolve. Salespeople should be
encouraged to see sales training as a continuous long
term process that will affect their careers permanently
not as quick fixes learned today, forgotten tomorrow.
By experiencing success and encouragement, change
can be exciting instead of intimidating. Remind them
that they have to learn the scales before playing
Mozart and by practicing, as all great musicians do,
they come to a point of competence. But even when
they come to a point of great competence, they've got
to keep learning and practicing. True professionals are
in a constant learning and practicing posture. Once
you've completed a sales training program, it doesn't
mean you've "arrived." Sales training must become an
all the time thing.
By paying close attention to how salespeople learn,
sales coaches and trainers will get the most mileage
out of the training programs they design or purchase.
Proper training will also give you the greatest return
from your salespeople in terms of productivity,
n
morale, loyalty and profits.

Flexibility A Valuable Training Asset
Let's change the focus for a moment from the
dynamics of learning to the logistics of training.
Flexibility is an asset that busy coaches appreciate
because it allows them to present new material in
whatever setting is appropriate at weekly or biweekly
sales meetings, on a one on one basis, or in a self
paced program for new or experienced salespeople.
Flexibility can also mean the training sessions do not
require supervision salespeople can watch videos in
the office, listen to audios in their cars or read a book

Dr. Tony Alessandra is a bestselling
author and international speaker. More here
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Accountability: Performance and Professional
Let’s begin by looking at “Performance Accountability.” Top Sales Performers
hold themselves accountable at every level. They strive to be masters of their
customer-management strategies, to be fluent in their products, capabilities
and the value messages that connect with their customer’s.

hey work closely with peers, managers and
support resources, working together in pursuit
of shared goals. But above all, they hold
themselves accountable for their performance, and
they accept no excuses.
Top Sales Performers are first and foremost
accountable to their customer. They know that
sustained top performance requires more than
closing deals. They follow through with their
customer, applying the lessons and experiences they
have learned from other successful customer
engagements. They understand that their future
success is predicated on ensuring their customer’s
success.
Top Sales Performers also hold themselves
accountable to the standards and expectations set
by their sales manager (SM). They recognize that the
SM relies on timely and accurate business updates
to manage the business. They deliver on forecast
commitments and maintain current and accurate

T
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funnel data. They are prepared for business reviews.
They pride themselves on being a professional
salesperson, and they demand continuous coaching
from their SM to leverage their full potential.
In turn, SMs must be accountable for the
performance of their team and their contribution to
the sales organization. By insisting on the regular
and natural use of the customermanagement
strategies, SMs become the filter that ensures
forecast accuracy and funnel confidence. If SMs
avoid accountability for numbers, activity or
performance, that attitude will permeate their
teams.
Ultimately, it is the sales leader who must hold his
or her team accountable for results because the
sales leader is accountable to the CEO.
Accountability is a critical element in a sales
performance culture. There is a difference between
accountability and performance. Performance is the
result. Accountability, from the sales professional to
the sales leader, ensures that the discipline, activity
and focus are all in place.
Performance accountability is a behavior and
driver of top sales performance. Accountability
defines the Sales Professional and distinguishes
them from the stereotypical “Sales Rep”. How they
connect with customers, work together and manage
to their performance goals further separates the
sales professional and is essential to their world
class performance.
Now, Professional Accountability: There are
three areas of performance accountability that
distinguish the Sales Professional from a Sales Rep.
The fourth is a personal attribute.

Joe Galvin

Customer: The Sales Professional is focused on
and holds themselves accountable for the success of
their customer. They recognize that their current
and long term success is only possible when their
customers achieve their goals. This is true with new
client acquisition as the first piece of business with a
customer is the foundation for future revenue and
opportunities. Customer success promotes an
invitation to create additional value for their
customer’s through cross or upsell opportunities,
access to other business units and potentially
leveraging their network for referral business.
The Sales Rep is more concerned with the size of
their commission on the deal and how they can
maximize its impact on their compensation plan then
they are with their customers. Sales Reps drive
transactions, provoke customers and close hard with
the customer viewed as the opposition and
competition. The sales rep chases deals without
regard for fulfillment, customer outcomes or the
value of relationships.
Teamwork: The Sales Professional knows and
holds themselves accountable to interact, compete
and win as a team. Sales Professionals enlist and
follow the proven customer management strategies
that have been successful in their organization. They
are able to quickly and accurately describe various
customer situations through the use of common
language, frameworks, strategies and tactics used by
their selling team and the knowledge resources they
rely on.
The Sales Rep functions autonomously creating
their own customer approaches and individual
messages as they figure it out one deal at a time.
They horde customer information and intelligence
sharing only within their private network. They balk
at any requirements to comply with common
processes, document customer strategies and refuse
to share any more than the minimum. They value
their independence and will sell they way they want.
Performance: The Sales Professional knows and
holds themselves accountable to the activities,
metrics and performance expectations of their role.

They hold themselves accountable to the results
they deliver and are keen to overachieve the
performance standards. They strategize for success
and prioritize their activities to achieve the results
they want. Performance accountability extends
beyond the results, including accountability to
activity and productivity metrics that are proven to
drive results.
The Sales Rep is more concerned with the
perception of how they are doing, especially if the
performance isn’t there. Excuses flow about a bad
economy or losing because of price when
expectations are not met. A Sales Rep will inflate
perceptions of the competitor’s advantage or of
procurement getting involved to blur lost
opportunities and obfuscate bad selling.
Personal Attribute: Underlying these elements is
the personal accountability of the Sales Professional
for the advancement and development of their
career. They are always building new skills,
improving their business awareness and expanding
their knowledge base. They aspire to achieve
something greater than a number and thrive in
performanceoriented cultures. They seek out
coaching and are dedicated to a strategy of
continuous improvement. They focus on their career
and the development of their capabilities while the
Sales Rep is forever chasing the next promotion, job
or performance improvement plan, avoiding
accountability at every turn.
Worldclass athletes know precisely what it takes
to achieve and sustain top performance.
Championship teams know they can’t just show up
and expect to win. Every day, they practice the
fundamentals and skills of their sport. They tirelessly
monitor their performance metrics and prepare
winning game strategies. Worldclass athletes hold
themselves to a higher level of accountability,
professionalism and performance than everyone
else. Worldclass Sales Performers do the same. n

Joe Galvin is Chief Research Officer at
Vistage. Find out more here
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Most Salespeople are Wrong about
the Concept of Being Willing to Walk
At some point in most
training programs we talk
about being willing to walk
away. In addition to being
part of a Kurlan led sales
training program, the willingness to walk
away is a major focus of any training
program on negotiation as well.
ut most people in sales don't understand the
concept of being willing to walk, how it plays
out, and what to do when you get there. I
would love to share my thoughts on this below.
I have a couple of concepts that must be
understood prior to a discussion on the willingness
to walk. First, you must abandon any hope of making
the sale.
It appeared in Season 1 of the HBO series, Band
of Brothers.

B
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A soldier was telling an officer that after the drop
into Normandy, he simply hid in a ditch. The officer
asked if he knew why and he replied, "Because I was
scared!" The officer said, "You were scared because
you thought there was hope. The sooner you can
accept that you're already dead, the sooner you can
function as a soldier."
Think about that statement  not just its war
implications, but also its life, and of course, sales
implications.
Some people worry constantly about troubled
love ones until that trouble causes their death. The
worrying ends because in those cases, death
eliminates the fear.
In sales, we certainly don't want salespeople to
have a defeatist attitude  nothing could be worse
than that. But on an opportunity by opportunity
basis, there is tremendous power in believing we
have already lost, or that we cannot possibly win this
deal or account.
Why?

Dave Kurlan

In battle, if we believe we are already dead, then
what's the worst that can happen? If we are already
living the worst that can happen  death  then we
won't be afraid, we won't be tentative, and we will
do not some, but all the things we were trained to
do. We'll fight!
In sales, if we believe we have already lost, then
what's the worst that can happen? If we are already
living the worst that can happen  we lost  then we
won't be afraid, we won't be tentative, and we will
do not some, but all the things we were trained to
do. We'll sell!
"We'll sell" means that we'll ask all those good,
tough, timely questions that salespeople don't
always ask; qualify more thoroughly than ever
before, and not give in to the pressure of an early
demo, presentation or proposal until the milestones
in our process tell us that it's appropriate.
That’s the hope portion of the equation. You
must also be taking a consultative approach.
When your salespeople sell consultatively, they are:
l slowing down the sales process, asking dozens 

l

l
l
l
l

maybe even hundreds  of very good, tough, timely
questions,
having deep and wide discussions about the
prospects' reasons to:
l
change how things are done,
l
begin an initiative,
l
change suppliers,
l
spend money,
l
take advantage of an opportunity,
l
solve a problem,
l
save money,
l
etc.
discussing the implications or consequences of
taking various actions or steps
talking about who is affected by these issues and
how they are affected
identifying the real compelling reason(s) to buy and
buy from you,
differentiating
themselves
through
this
conversation,

l building a relationship based on sharing, trust,

and caring.
Fewer than 15% of all salespeople have learned to
sell this way, with the rest still selling in a very
archaic way. They sell in a transactional way, rely on
relationships, or sell by presenting and proposing.
The rules have changed, the buyers have changed,
the reasons and timing for spending limited amounts
of money have changed, but most salespeople have
not yet changed. If you haven't learned and
mastered the skills required to sell consultatively,
you will lose out more often than you win.
With hope and consultative selling as the
foundation, we can discuss being willing to walk
away.
I remember coaching a salesperson who was
number one at his company. He had just finished
providing the background on an opportunity that
didn't go as planned and he was so proud that he
had walked out on the CTO.
The problem is that being willing to walk is not
actually walking out! It's when you are willing to
walk out  but you don't.
When you reach the point that you would want
to walk out you simply begin asking the questions,
challenging the thinking, and/or pushing back on
your prospect  only now you have nothing to lose.
Of course, you should have been asking the good,
tough, timely questions right along but you either
weren't comfortable, didn't think you needed to, or
thought you had asked enough questions. So now
you have a second chance. What would you say, do
or ask if there was nothing on the line, no business
to lose, no prospect to become upset and no boss to
question your effort?
Salespeople tend to use willingness to walk as
an excuse to give up on a prospect or opportunity.
Being willing to walk is a mindset, not an actual
n
departure!

Dave Kurlan is the Founder & CEO of
Objective Management Group Inc. Visit here
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The number one driver of your
organization’s success is sales
performance.
In this new eBook, 10 industry experts provide their top tips on how to inspire sales reps and
maximize their selling power. With decades of sales management and training experience
between them, they share proven practices to accelerate performance across your
organization.
You will learn how to:
l Improve coaching and training processes with weekly teaching labs
and goal setting
l Motivate behaviors through incentives like SPIFs, bonuses,
and recognition awards
l Build a better team culture by taking the time to personally
connect with reps
l Increase rep productivity with practical advice you can start using today

Don’t miss this guide on how you can incorporate
continuous improvement and drive better performance.

Download the eBook today!

WHEN HOW YOU SELL MATTERS
& EVERY DEAL COUNTS
LEARN MORE & BOOK YOUR DEMO TODAY

Frustrated by the lack of insight in your opportunities?
Move beyond a staged-based process to a dynamic,
milestone-based workflow by adding Membrain right
inside of your Salesforce instance.
Drive the skills and behaviors needed to consistently
ensure a healthy pipeline with higher win-rates and
increased revenues!

t

MEMBRAIN

®

The #1 sales effectiveness platform
for complex b2b sales - visit membrain.com

How To Get Sales People
To See The Need For Personal Change
Have you seen a PC running on an out-of-date operating system,
something like MS-DOS? It works – sort of. But compared with a PC
running on the latest version of Windows it sadly underperforms.
e regularly see Sales People who haven’t
updated their own “Operating System”
and as a consequence are underperforming.

W

Everything is changing
Gone are the days when you could work in the same
old way and continue to be successful.
A client who used to run a profitable global
business by supplying tyres to mining companies has
had to transform their offer and sales approach in
the face of a huge downturn in the industry and
reduced margins from the manufacturers.
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A worldleading supplier of equipment for
technical education needs a totally new skill set to
achieve their growth targets and transform to their
future role as a solution provider.
The pressures affecting private banks, particularly
Swiss ones, mean that Relationship Managers need
to upgrade the way they work or risk becoming
obsolete. But many of the Relationship Managers in
Swiss private banking are working in exactly the same
way they always have. They get OK results but little
by little they are performing less well and they blame
everything but their own performance. Others are
adapting to the changing market and getting

Phil Kreindler

increasingly good results. The challenge is to get
everyone to adopt new ways of working.

6 ways to make Sales People want to change
Based on successful sales transformations, these
elements are crucial to a programme that will engage
and change the behaviour of both Sales People who
are eager to change and the sceptical ones who would
prefer not to change.
1. Lead from the top, drive from the bottom
You have to have a leadership team who recognises
and identifies the problem and are committed to
finding a solution. But topdown solutions rarely work
so the solution has to be designed by the sales team
with direction from the top.

5. Challenge the thinking of people who have not
yet upgraded
This has to be done in a positive way. One of the
best techniques in onetoone situations like
opportunity reviews is to refer to previous
opportunities and ask questions like “Do you
remember what happened in that sales opportunity?
…. What could you do differently in this sale to avoid
the same outcome?”
6. Get Sales People to think about their appetite
for personal change
I was very impressed by the book ‘Who Moved My
Cheese?’ by Dr Spencer Johnson and am reading it
again now. I recommend giving a copy to each
member of your team and to discuss the learnings.

Change in the Swiss private bank
2. Mix up the teams  put sceptics and upgraded
Sales People together
All Sales People like to get good results. If sceptics
work alongside people who get good results by
working in new ways they will see the point of change.
3. Develop a Success Profile
Once you have defined the skills and competencies
required for future success, use the success profile to
benchmark each team member. Define learning
journeys and individual development plans to help
each person move from where they are now to where
they need to be.
4. Build customer feedback and selfreflection into
the Sales Process
Sales People who don’t want to change don’t seek
feedback. But without feedback and selfreflection,
there will be no change. I asked the Swiss bankers for
feedback at the end of every meeting and they were
eager to include that sort of questioning in their own
sales process. If you want to learn more about how to
develop a selfreflective mindset, I recommend the
book Customerized Selling – Learn How Customers
Want You To Sell.

This is the process we have agreed with the bank
mentioned earlier. The Heads and Deputy Heads of
Relationship Management will communicate why
they are backing this important transformation
programme. Successful RMs will be interviewed to
identify best practices and to get their buyin.
The new Sales Engagement and Relationship
Management toolkit will be defined around these
best practices and will be the basis for their Success
Profile. Everyone who has a skills gap will get the
training and support they need to upgrade and
managers will be accredited for successful
implementation. Tools will be in place to make it
easy to use the concepts in daily business. Teams
will be rejigged to make sure people reluctant to
change are surrounded by enthusiasts for the new
way of working.
I am confident that by the end of this everyone
will be fully upgraded and better equipped to
n
achieve their goals.

Phil Kreindler is the CEO and Founder of
Infoteam. Find out more by visiting here
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3 Ways Servant Leaders
Build Top Sales Teams
One of the oldest known
quotes on leadership still
applies to today’s sales
manager: “A leader is best
when people barely know
he exists, not so good when people obey
and acclaim him, worst when they despise
him. Fail to honor people; they fail to honor
you. But of a good leader, when his work is
done, they will all say, ‘We did it
ourselves.’”
he speaker was philosopher Lao Tze speaking
on servant leadership. The year was 500 BC.
More than a passing fad, servant leadership
continues to energize leaders around the world –
from Southwest Airlines to Starbucks – delivering
proven bottom line results. It is a discipline, a tough
love approach requiring character strength and self
confidence from the sales leader as well as
accountability from the sales team.
Servant leaders take an employeefirst rather than
a customerfirst approach. They make sure their reps
are well trained, coached, encouraged and

T
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supported. They include their reps in decision
making, problem solving and goal setting. They listen
to their reps and meet their needs to achieve
objectives. They collaborate with sales people,
creating a vision and setting challenging objectives
together. They hold themselves and their reps
accountable to high benchmarks.
Following are three ways servant leaders are
developing highperforming sales teams:
1. Improved retention rates – Servant leadership
improves rep retention, helping keep experienced
sales people on the payroll. According to a Baylor
University study of 501 full time sales people,
“Adopting an employeeoriented approach will
improve turnover intention, a common problem in
sales.” By placing sales people’s needs as most
important, “leaders serve as role models to their
employees and reap the benefit of improved
employee attitude and job satisfaction. While it may
on the surface appear counter intuitive to place
employee needs as a top priority, even above
company objectives, this study, as well as supporting
research, demonstrates that servant leadership has
myriad benefits to the organization and is an
effective tool to retain employees.” Servant leaders,
according to the study, enhance “person

Max Cates

organization fit,” helping align reps with company
values, beliefs and goals by including them in
decisionmaking and collaboratively shaping the
company’s value structure. Essentially, servant
leaders help sales reps feel that they truly fit the
organization and belong there. In addition, servant
leadership increases the level of “organizational
commitment” the attachment and identification the
rep feels for the employer – this sense of employee
dedication leads to “a deeper desire to stay with the
organization.”
2. Increasing sales productivity – Southwest
Airlines, one of the premier servant leader
companies, has led the airline industry in profitability
and productivity indices for many years. Herb
Kelleher helped found the airline on the following
premise: “Your employees come first. And if you treat
your employees right, guess what? Your customers
come back, and that makes your shareholders happy.
Start with employees, and the rest follows from that.”
A study by authors James Sipe and Don Frick
showed 11 companies with servant leadership as a
component of management strategy delivered a
17.5% return on stocks compared to 10.8% average
return of the 500 largest publiclyheld companies. A
subsequent study showed companies with servant
leadership as the predominant leadership strategy
showed a 24.2% return. In addition, this and other
studies have shown that servant leadership also
improves relations with customers, ostensibly having
the effect of improved sales and repeat sales.
According to the researchers, “Essentially, employees
learn to treat their customers by observing how their
managers treat them.” This gives the servant leader a
performance advantage that’s particularly important
in sales where customer satisfaction is everything.
3. Reciprocity – The Law of Reciprocity, a basic
sales practice, says people repay in kind what another
person has provided. Just like we feel obligated to
repay favors and gifts, subordinates are likely to
reciprocate the kind of positive treatment received

from a sales manager. The manager who respects
sales people will likely receive respect from them –
likewise for the following important factors (the more
leaders give, the more they receive):
l
l
l
l
l

Responsiveness
Loyalty
Encouragement
Trust
Honesty

It’s just human nature to want to return the favor of
being treated well. The key thing is that it starts with
the servant leader as the giver. In effect, reciprocity
creates a powerful synergy that drives teamwork,
enthusiasm, buyin and commitment to company
goals. However, this law is never a onetoone ratio,
so don’t expect immediate and equal reciprocity from
your people. When the payback comes, you’ll
probably see more of a twotoone ratio: You give
two times what you receive.
On the other side of the coin, we’ve all
experienced the opposite of positive reciprocity
which is negative reciprocity – which means your
reps are likely to repay discourtesy with discourtesy,
and reciprocate in kind as they receive distrust,
condescension or ridicule.
Servant leadership isn’t for everyone – it takes
sales managers who are bold, selfassured and
confident in their abilities – but when applied with
sincerity and selflessness, it has the potential to
transform a sales group into a high performance sales
team.
Zig Ziglar, legendary speaker and author on sales
effectiveness, captured the very essence of servant
leadership by saying, “You will get all you want in life
if you help enough other people get what they
n
want.”

Max Cates is the author of
Seven Steps to Success for Sales Managers.
To purchase his book, please visit here
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Spiders, Snakes, and Meaningful
Account Profiles
In selling, we all work with
logical account groupings
for both clients and
prospects, adding clarity
and understanding to our
efforts. We bundle accounts into vertical
categories, grouping together healthcare,
consumer products, technology accounts,
and others.
e also differentiate geographically,
adding
efficiency
in
territory
management by bundling accounts based
on physical locations. Account size also dictates
designations as we group together organizations of
similar annual revenues, numbers of employees, or

W
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other relevant metrics. And, of course, we typically
segregate commercial accounts from those in the
public sector. We create these groupings in order to
be more effective and efficient in our efforts to win
business – it all makes a great deal of sense. Of
course, having this basic, descriptive information
about accounts is helpful, but what do these
groupings really tell us about the actual traits and
tendencies of these accounts? How does this
information help us build actionable strategies to
win, grow, and keep major clients?
Consider this  in the animal kingdom we group
creatures into categories that provide scientific
value. But what value do you really gain, for
example, from knowing that two creatures are both
snakes? While King Cobras and Garden Snakes are
technically in the same group, their individual traits
and tendencies are dramatically different, to say the

Brian W. Sullivan

least. Similarly, in the spider family, it would be much
more valuable to be forewarned about the behavior
you can expect from a Black Widow versus a Daddy
Long Legs than to simply know that they’re both
spiders. So, while scientifically accurate, knowing
that creatures are in certain categories really tells
you nothing about the actions that you should take
when you encounter them, or what to expect from
them. The information is simply not actionable and
therefore, not meaningful.
The same is true with accounts although not at
such a lifethreatening level. Because understanding
account differences in terms of traits and tendencies
can be as valuable as knowing that you’re far better
off with a Garden Snake in your house than a King
Cobra.
So, how do you build meaningful profiles for your
accounts? Consider four types of accounts – Keep,
Attain, Recapture, and Expand. Let’s look at each
one of these profiles. Keep accounts are your
typical, average clients. They’re not rainmakers, but
their grouping likely generates the majority of your
revenue – you really want to keep them on board.
Attain accounts are your profile prospects. You
target them and work hard to win their business.
Recapture accounts are previous clients that are no
longer active. Unlike past clients whose business you
consciously choose not to pursue, you would love to
welcome Recapture accounts back. Lastly, Expand
accounts. These are your most treasured active
clients. You have invested in them and would look to
invest further to promote closer partnerships and
future growth. These are the strategic clients you
want to tuck in at night. They are your future.
Of course, one selling organization’s Keep, Attain,
Recapture, and Expand accounts will have different
attributes than another’s, so you build your
meaningful profiles by crafting attributes in each
category that are specific to your business and
customized to your organization. Once you have
built these custom KARE profiles, you can align your
accounts in the appropriate profiles. You have then
earned the right to take advantage of the common

actions that would apply to each category. For your
Recapture accounts, for example, you will identify
the actions to take to win these previous customers
back. While you’ll certainly customize individual
account pursuit strategies, the common Recapture
account actions that you’ve crafted will apply to
each of these past customers, saving you time and
effort. The same applies to your Keep, Attain, and
Expand accounts. There’s no need to build individual
strategies from scratch because remember – the
accounts in each profile share the same attributes,
the same traits and tendencies. That’s the beauty of
having meaningful profiles.
What about current clients you need to stop
doing business with – accounts where, for example,
your margins might be woefully low or where
communication and executive contact simply don’t
exist? There’s not a KARE profile for these accounts,
there’s simply an action to take. If the relationships
are so fractured that ties need to be severed, the
action needs to be taken quickly. On the positive
side, sometimes taking difficult actions can lead to
constructive dialogue to improve things. Open
communication can change things for the better. If
this doesn’t happen, so be it. Move on and apply
your energy and focus to deserving clients.
As you might imagine, a meaningful account
profiling process is a very powerful sales
management tool. In providing a clear path forward,
it
breeds
effective
sales
management,
communication, and team accountability.
So, know your accounts well. But don’t be
complacent and think that you’ve done enough by
identifying the Black Widow and King Cobra as
spiders and snakes respectively. Take it to an
actionable level and understand their traits and
tendencies well enough to know they belong in the
Killers category. Then, you’ve earned the right to
n
take truly meaningful actions.

Brian Sullivan is Vice President of Sandler
Enterprise Selling. Find out more here
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Account-Based Sellers Need New Skills,
Not New Tech
Selling hasn’t changed, not in the way that really matters. Top sellers build
relationships. Technology is a valuable tool, but it’s not nearly as valuable as
the human beings who wield it.
develop and foster relationships, ask probing
questions, and uncover pressing needs that must be
addressed. Technology won’t help salespeople
conduct these conversations, but a strategic,
disciplined referral program will.

AccountBased Selling Isn’t Anything New

e talk about relationshipbuilding at sales
conferences, and we preach about it to
our teams. But when push comes to
shove, most sales leaders still turn to technology for
quick fixes and easy lead generation.
Take the latest hot sales trend: AccountBased
Selling (ABS).
I’ve read blogs, research, and eBooks about ABS.
They all tout the power of technology, when they
should be touting the power of building, nurturing,
and sustaining relationships.
Yes, technology is essential. It helps account
based sellers identify key drivers in their target
companies, determine who to contact, find mutual
connections, and even learn a bit about the
challenges prospects are facing. But technology
doesn’t tell accountbased sellers how to minimize
risk for prospects. It doesn’t tell them who the key
influencers are within a company, who has the
budget, how decisions are made, or any of the other
“personal stuff” that really matters.
People buy from people, not from technology.
More specifically, they buy from B2B sales reps who

W
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ABS is a hot topic in sales circles. People talk about it
as if it’s some recently discovered prospecting
strategy. There are even new acronyms and
monikers, such as “land and expand” and “seed and
grow.” But they’re all just new names for what those
of us who sell to named accounts have always done.
Savvy sales leaders understand that reps who sell
to large enterprises must get in quickly, close deals,
deliver on their promises, and expand to other
divisions. Anyone who’s been around for a while
understands that we must earn the right to more
business. When we do a great job or solve a problem
for a client, then we can ask for and receive referrals
into other groups in the enterprise.
It’s much simpler to get to decisionmakers with
qualified referrals. Prospects will always take
meetings with sales reps who’ve been referred by
colleagues they know and trust. And our current
clients will refer us to their counterparts in other
departments.
Problem is, they probably won’t think to do so
unless they’re asked.
That’s why ABS requires more than just
determination and lead generation tools. It requires
a referral program—a disciplined, measurable,
systematic referral system.

Joanne Black

How Referrals Power ABS
The #1 goal of accountbased sellers is to get in
before prospects even know they have a need.
Referred salespeople get in the door early, build
relationships, and get the lay of the land. They don’t
just offer solutions to prospects’ unique needs; they
help identify those needs. Suddenly, the chances of a
competitive challenge are slim. Sure, many companies
are required to send out an RFP. But referred sellers
are positioned to help draft the RFP.
Think about what’s happened in the past when you
responded to an RFP. Your sales and marketing teams
spent hours or even days crafting a great proposal.
Perhaps you made the short list, so you spent more
time developing a presentation, determining who
should be on the team, and flying them somewhere to
present. But you still lost, because your competitor
had already established a relationship with the
prospect before you ever entered the picture.
That’s how people make decisions. It’s also why a
referral program could be your accountbased sellers’
greatest competitive differentiator.
When your ABS team asks every single client for
referrals, they generate qualified sales leads faster and
more consistently than with any other prospecting
method.
Referrals are even more important with buyer
committees that now average 6.8 members. How are
you supposed to convince all those people that your
solution is the best choice? By letting their trusted
colleagues make the case for you.
A referral program, systematically executed,
enables your sales team to:
l Build referral skills so they know how to make

every sales lead count
l Convert more than 70 percent of prospects into
clients
l Ace out the competition (While others are
reduced to digital lead generation, your account
based sellers are getting personal introductions
to decisionmakers.)

Best of all, your team can get these results without
ever cold calling again. And that’s good news,
because today’s buyers don’t respond to cold calls,
cold emails, or cold social media tactics. It takes 18
dials for cold callers to connect with buyers,
according to research by TOPO, and only 23.9
percent of sales emails are opened.
Do you really want your top sellers wasting
their time with such outdated and intrusive lead
generation tactics?

Keep Technology in Its Place
The digital world, as great as it is, threatens our
personal connections. And that’s a problem for
salespeople, because the most important business
buying decisions are still based on personal
relationships. Customers buy from your company
because they like and trust your sales reps and
your organization—or because someone they like
and trust has referred you.
Sure, for reps who sell commodities, enhanced
technology is imperative. But accountbased
sellers are selling complex solutions that require an
indepth understanding of the prospect company—
who all buyers are, how decisions are made, what
their real business challenges are, what other
solutions and vendors they’re considering.
Your sales team won’t get this intelligence with
a cold outreach—even if their emails are enticing.
But when they receive referral introductions, they
get relevant insights right out of the gate. This is
why referral selling is your team’s ticket into the C
suite.
There are hundreds of great applications that
help us work more efficiently—including CRM,
marketing automation, social selling tools, and
n
more. But closing deals is still our job.

Joanne Black is America’s leading authority on
referral selling. To learn more, visit here
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How to Coach Sellers Who Are
Exhibiting Call Reluctance
90% of salespeople exhibit
call reluctance. This
shocking find comes from a
BSRP study of 197,076
global sellers.

buyers to make sales.
We inadvertently fuel the notion that sellers
shouldn’t be pushy. We talk about relationships and
rapport with buyers and about being consultative
sellers. This may lead to sellers becoming too
protective of their buyers’ time, deferential and/or
overly concerned about “bothering” them.
To break through, sellers need:
l Understanding how advancing the sale will
l

l
l

he study concludes that call reluctance is the
#1 reason for underperformance in sales. It’s
not gaps in training, lack of sales enablement,
buyer empowerment, the economy, tough
competition or low product value. Number one,
above all other reasons, is that sellers are reluctant to
make calls on buyers.
Digging deeper, the primary reason for call
reluctance – as reported by sellers themselves – is
they do not wish to appear pushy or intrusive.
As a sales coach, I’m not surprised. I’ve heard
many sellers talk themselves out of timely follow up
with their prospects this way. It’s the same reason
given for abandoning pursuit prematurely, too.
Call reluctance is rooted in the seller’s identity and
confidence. For many sellers, the stereotype of being
pushy keeps them from fully committing to the
profession. To be a salesperson, they mistakenly
believe, is to undergo a personality transplant that
makes them obnoxious and uncaring as they bulldoze
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l

benefit buyers.
Confidence in their own ability to add or create
value in every minute spent with a buyer (beyond
the product’s inherent value).
Positive examples of sales professionals who
operate with urgency.
Coaching to challenge their misperceptions about
being pushy or intrusive.
Processes that build in an appropriate callback
cadence for sellers.

To support sellers in making this shift, use these
proven strategies that eradicate call reluctance.

Hire for Demonstrated Behaviors
Whenever possible, hire sellers who aren’t already
mired in this negative mindset. Screen for call
reluctance by:
l Building a check for call reluctance into your

hiring process: Did the candidate follow up and
demonstrate urgency and persistence in order to
get the job? If not, ask why not.
l Asking about sales habits, cadence and
perceptions about selling.
l Asking “how do you know when you’ve gone too
far and look like a stereotypical pushy seller?”

Deb Calvert

If you hear any indication of the seller not wanting to
“be pushy,” move on or prepare to accept call
reluctance behaviors or to overcome them with
these additional strategies.

Use Activity Metrics
Activity metrics are useless unless directly linked to
results. In this case, the results you’re looking for are
sellers breaking through call reluctance. These
metrics can produce that result:
l Number of cold calls made per day. When a seller

is stuck in this demotivating mindset, I insist they
make ten bad calls in rapid sequence. By lowering
the bar on quality but insisting on quantity, I get
them to push through the first hurdle. Because
no one wants to do bad work, the quality (and
wins!) often come, too.

l Isn’t it a bit presumptuous for you to decide

what’s best for your buyers? How will you know
what they want or need if you’re not talking to
them more often?
l What if you had not followed up with customer
name when they were first a prospect?

Practice
l Role play intensively and often with your sellers.

Show them the difference between a buyer
responding to sales urgency and one responding
to a truly obnoxious seller.
l Playback recorded calls to identify what works
and what doesn’t. Point out customer reactions.
l Listen to others’ recorded calls. Do they seem
pushy? Or do they seem helpful?

Additional Tips

l Daily start time for making calls. Within 30

l End each day with tomorrow’s plan. Identify the

minutes of starting the work day, sellers should
be on the phone. If not, too many distractions
and procrastinations can give a call reluctant
seller the justification they need to stay off the
phone (or out of the field).

followup calls to be made.
l Evaluate the cost/benefit analysis of calling vs.
not calling. If you call the prospect, what’s the
best thing that could happen? What’s the worst
thing that could happen? Now ask the same
about not calling. If you don’t call the prospect,
what’s the best thig that could happen? What’s
the worst thing that could happen?
l Reward yourself for making cold calls and
following up.

l Limit on prep time per call. Overpreparation is a

sure sign of call reluctance. Monitor this closely.

Ask Coaching Questions
To redirect the call reluctant seller, ask questions like
these. They will help the seller see things differently
and can also help you pinpoint what’s really going
on.
l Do you believe that what you’re selling genuinely

brings value to our clients?

As you help sellers overcome call reluctance, remind
them that their feelings are secondary to those of
buyers. Buyer research in the Stop Selling & Start
Leading® study reveals that a primary buyer concern
is that sellers don’t follow up in a timely manner. In
other words, by not being “pushy,” sellers are
n
disappointing buyers and losing sales.

l What are some ways your urgency might be

useful to your prospects?
l What makes you feel more confident about

calling on a prospect?

Deb Calvert is President of People First
Productivity Solutions. Find out more here
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Ever Wonder If Procrastination
is Killing Your Sales?
It is said that the number of
people procrastinating has
tripled since the 70s. This is
a serious problem for sales
teams, leading to stalled
sales and poor pipeline performance. To
make matters worse, the problem is often
difficult to identify clearly and even harder
to remedy.
he addition of mobile devices, social media,
and 24/7 news and connectivity doesn’t help.
Today’s sales forces are faced with a barrage
of potential distractions that provide quick hits of
dopamine—the “reward” chemical our brains give us
every time we complete an “achievement” in the
latest online game or get a “like” on our latest social
media post.
Likewise, customers have more options and
information than ever at their fingertips to distract
them from making a decision. Could it be that these
factors are a major contributor to the continuing
decline in sales effectiveness over the past several
years?
For sales executives, the problem is a pervasive
one. Some organizations try to “solve” it by limiting
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access to social media during the work day, or
punishing the poor outcomes that result from
procrastinating behaviors, but neither approach gets
to the root of the problem, and both approaches
have unfortunate side effects. Limiting social media
access means that your salespeople can’t use social
media as a prospecting and nurturing tool, and
punishing poor outcomes only addresses the
problem after it’s already a problem, which can be
demotivational to future performance.
But what if there were a way to truly address the
causes of procrastination, treat them at the source
(both for customers and salespeople), and drive sales
teams to exceptional performance?
There is. Here are five “secret” steps to take to
drive out procrastination and drive up sales
performance on your team.

One: Know what’s important
Faced with an endless variety of activities to choose
from—posting on social, answering emails, making
cold calls, following up on old sales leads, playing
golf with a potential customer, recording their
activities, filing paperwork—salespeople will often
dink around doing lessimportant things to the
detriment of the moreimportant things.
Some of this can be attributed to fear, laziness,

George Brontén

or ADHD, but the vast majority is due simply to not
knowing which of those activities is most important
to achieve success. In order for sales executives and
managers to get their teams focused on the
important things, they must first become clear on
what actually matters, and then make that clear to
the sales team.

Two: Create a system that rewards focus on
what’s important

and get it done, and then slack off again until the
next deadline. While this is preferable to not
meeting deadlines, it’s counterproductive to long
term success if they’re only kicking into high gear
around the end of the quarter. Smart organizations
chunk deadlines into small pieces, based on activities
and accomplishments that matter (again, #1), and
enforce the smaller deadlines rather than waiting for
a “big” deadline.

Four: Create visibility
Some salespeople will be motivated simply by
understanding which activities matter to their
bottom line, but without reinforcement and ongoing
training, most salespeople will return to old habits as
soon as their excitement over a new “idea” wears
off. That’s why it’s important to build a system that
overtly rewards salespeople for focusing on the daily
“important” activities, and not just on the outcome
of those activities.

In order to reinforce and support the positive
activities you know matter, your sales coaches and
managers need visibility. They need to see both
when a salesperson is lagging, and when a prospect
is procrastinating. Your system should include
software tools that show managers when a slow
down occurs, and helps them to identify the cause,
so they can coach and manage their people through
the slump and get them back on track quickly.

Three: Break it into chunks
Five: Create a positive feedback loop
One of the big reasons that social media, gaming,
and small but insignificant tasks (like answering
emails) create such a powerful distraction for
salespeople is that they provide frequent small hits
of dopamine. Every time someone “likes” or
“comments,” every time a new “achievement” is
reached, and every time they mark an item off the
“to do” list, the body literally sends “feelgood”
chemicals to the brain to celebrate. That’s hard to
combat with sheer willpower.
Smart sales organizations, instead of wringing
their hands over the difficulty of competing with
procrastination distractions, harness the lessons
those distractions have to offer: Break the desired
tasks into chunks, and offer up the dopamine hits
your sales team craves, in exchange for completing
the tasks that matter (see #1 above).
This “chunking” also applies to deadlines. Many
procrastinators work well under pressure—when
there’s a deadline looming, they kick into high gear

Once your antiprocrastination system is up and
running, you’ll be able to see more clearly where
your problems lie, as well as where your sales team
is doing well. Over time, patterns will develop that
show you where common bottlenecks occur, and
where top performers are doing something different
that’s getting them results. Make it part of your
system to respond to this feedback and recognize
when the “what’s important” part of the equation
changes or develops. Feed that information back
into the system, so that you continually improve
how and what you reward.
Once you implement these five “secrets” for
your sales team, you’ll see immediate shortterm
results in your team’s productivity, which will
ultimately contribute to better longterm results. n

George Brontén is the CEO and Founder of
Membrain. Find out more by visiting here
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The World’s Got Talent –
Can You Spot it and Can You Develop it?
I typically don’t watch much
TV, but I’m enamored with
reality shows where
contestants try to convince
a panel of judges they have
world-class talent. I’m especially intrigued
with the shows like The Voice, where a
panel of judges not only select the best
singers, they take it to the next level –
spending the next few weeks coaching and
developing their skills to make them even
better.
hat if we did something like that with
sales professionals? That’s a program I
could really go for!
And what if I told you finding talented sellers –
those who have what it takes to make it big – could
be as easy as holding talent tryouts? It’s not exactly
what you’d expect to hear from the CEO of a
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professional services company, but let me tell you
how you can take finding talent to the next level.
First, we need a deeper understanding of what
talent is.
Talent – reoccurring patterns of thought, feeling
and behavior – is one aspect of any person’s makeup
that cannot be developed. It’s something we have to
do, a trait we possess whether we like it or not. It
can’t be created, explained or accounted for by
training or experience. Most of the time, someone
either has a specific talent or they don’t. It’s that
simple.
Fortunately, we all have different talents we
bring to the table to make our teams wellrounded.
However, possessing talents in one field doesn’t
necessarily translate into success in another field.
For instance, Tom Brady possesses specific talents
making him one of the NFL’s best quarterbacks. That
doesn’t mean he would be a great salesperson.
If having talent in general doesn’t mean a person
would succeed in sales, what can you do to find top
sellers? I won’t lie. It’s hard work. But I know from
experience, once you figure it out, you’re on the

Byron Matthews

path to major success. Here’s the secret: to identify
top sales talent, you need to study outliers – your
own high performers. Understand what drives them,
and then look for more salespeople with the same
talents.
To those talents, add skills development and a
supportive culture (training), and you’re well on your
way to sustainable high performance. This is the
simple formula: talent + developable skills x work
culture = performance.
Here’s another way to look at talent. Think back
to the best manager you ever worked for. What
words best sum up what made that person great?
When we asked a group of people to complete this
exercise, we heard words such as: patient,
passionate, compassionate, a people person,
decisive, goaloriented, positive attitude, hard
worker, honest, problem solver, creative and many
others.
We realized the vast majority of those qualities
can’t be trained into people. You can’t train a person
to automatically have a positive attitude; it’s already
part of who they are. You can encourage people to
develop these traits, but they are mostly innate –
they simply exist. This is extremely important to
realize when you look at what drives performance.
Many sales organizations are approaching talent
all wrong. Interviews traditionally focus on job fit,
skills, experience and competencies. No doubt,
these qualities are all very important and warrant
time during interviews. But, when seeking sales
leaders, you also should focus on the person’s innate
traits – things they have to do. Not many
organizations do this, and they’re missing a big
opportunity.
What does this mean in practice?
First, you must determine what “great” looks like
in your organization. You do this by studying your
own outliers, determining traits that drive high
performance in your own work environment and
culture.
Once you have predetermined the traits that lead
to success in your organization, you measure and

hire for them. Simply ask candidates specific
questions to see if they possess highperforming
traits in each of these categories. The key is to ask
the right questions.
Why does this matter? Based on research from
CSO Insights, when you hire the right people for the
right position and put them in a nurturing culture,
you benefit is so many ways. For instance, your
people will work harder (19 percent increase in
performance rating), stay longer (56 percent
reduction in turnover rates), add more to the bottom
line (3x higher revenue production) and perform
better (34 percent higher performance rating).
Let me give you an example of how this works.
We helped a Fortune 100 company study their
high performers and select a list of traits they can
look for in new candidates. First, we measured
everyone on their sales team, identifying positive
salesrelated traits each of them possessed. The
sales professionals naturally fell into three buckets:
1) those with all of the positive traits; 2) those with
some of the traits; and 3) those with none. Then we
studied the revenue each group generated against
quota. It was no surprise those with all of the
positive salesrelated traits we identified were two
times more successful than those with only some of
the positive traits—and three times more successful
than those with none.
This is just like The Voice, isn’t it? You take the
talent, add a coach and you spend time developing
their skills. This is a new, innovative way of looking
at training, but we think you can do the same thing
with your talent: identify what world class sales and
service professionals look like and invest in their
development so they are able to fully use their skills.
And once you do that, magic happens. It may not
be practical to host your own reality show, but you
can certainly identify what makes sellers great and
n
make sure you bring out the best in them.

Byron Matthews is President and CEO of
Miller Heiman Group. FInd out more 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 Tuesday. Here is January’s timetable.
Tue 10th  Jason Jordan
Cracking the Sales Management Code
Tue 24th  Shawn Finder
Lead Generation and Social
Prospectings

Tue 17th  Mark Hunter
High Profit Prospecting: What’s Keeping
You From Being More Successful
Tue 31st  Ago Cluytens
How Insight Selling Can Help You Get More
Leads, Wino More Often and Build Long
Term Relationships

And you if you missed any of December’s Hardtalks, you can listen to the recordings here too:
l James Muir  The Perfect Close: The Secret to Closing Sales
l Jim Cathcart  Relationship Selling

LISTEN HERE AT

In case you missed the announcement, it's time to discover
who won the medals in all 11 categories
Sponsored By:

VISIT HERE

Top Sales Article & Blog Post

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

I

t 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

direct reports’ goals and vision of the company.
l Motivate and empower people—especially during

challenging times.
l Leverage our analytics and CRM better.
l Assess when to coach and when to train or give

the answer.
l 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
who just don’t get it? Especially the veterans on my
team who have been around a long time, many
longer than me, who don’t want to be coached. And
it’s not just coaching. They refuse to change or be
Read More
open to any new ideas that could...

This Year’s’s Top Sales Blog Post
Four Ways HighPerforming Sales Teams
Excel in the Age of the Customer by Tiffani Bova

D

uring my twenty years leading and analyzing
sales organizations, I have seen a steady
cadence of trends come and go, but only lately can I
say I’ve witnessed the marketplace — and
subsequently the very role sales reps play —
transform. A series of relatively recent milestones
such as the rise of the smartphone, rapid fire
adoption of social media, and the growth of online
communities have created a new breed of
customers who, for the first time ever, are truly in
charge of their buying journeys and decisions. To
put this in perspective, sixtyone percent of
consumers — and 76% of business buyers — say
they feel significantly more empowered than they

did five years ago, according to Salesforce
Research’s “State of the Connected Customer“
report. For the layperson, it’s surreal to think about
how much everything has changed in such a short
span of time. For the salesperson, it can be
downright daunting.
So how can sales teams step up and excel in the
Age of the Customer? After reading the new
“Second Annual State of Sales” report it’s evident
that this is on the top of sales leaders’ minds. The
research shows that six of the top eight sales
objectives over the next 1218 months are
customeroriented,
and
meeting
customer
Read More
expectations is cited as the top...
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Our 2017 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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