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Customer Experience Management (CEM)
Is Not A Single Act, But Rather A Total
Company-Wide Commitment
The featured topic for this month’s Top Sales Magazine is “Customer
Experience Management” which affords me the opportunity to share some
of my own thoughts.
read an article on the topic of customer
experience recently and whilst it did go into
considerable depth, there was one basic flaw,
customer experience was described as “creating an
experience that exceeds customers’ expectations.”
That term “exceeding customers’ expectations”
has become such a cliché, don’t you think? My
experience is that most companies believe they have
exceeded expectations as long as they deliver the
“five rights”  that is the right product/solution, at
the right price, to the right place, at the right time,
and in the right way.

I
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How can we possibly know if we have exceeded
our client’s expectations of us unless we ask at the
frontend what they are? We cannot benchmark our
performance regularly if we do not understand the
parameters.
Let’s
be
clear,
“Customer
Experience
Management” is a strategic understanding  not a
departmental name. Most people, in most
companies, don’t think about their responsibility for
providing good customer experience because they
simply don’t see it as within their remit. Have you
ever seen a job description that contained a

Editorial

reference to customer experience?
The problem is the good old whip and trident
management style, which works fine in a seller’s
market  and costs a small fortune most of the time.
The trouble is that you can’t see the cost from a
simple item on the P & L, most of it is hidden in the
cost of losing business, and winning new business.
Existing customers cost much less to keep than new
customers cost to win – but you knew that already.
Excellent customer experience demands the
creation of a strong commercial partnership “to
create and sustain a mutually productive
relationship, which serves the needs of both parties,
now and in the future.” The key word here is
symbiotic. Partnership does not mean eliminating
the tension between buyer and seller  it means that
topperforming organizations know how to strike a
balance between achieving immediate results and
developing the relationship fully.
Between 68% and 80% of your orders will come
from existing customers this year, unless of course,
you are selling commodities. If you fail to look after
them, nurture them, respect them and constantly
work to earn the right to their business, whilst
pursuing a life of commercial promiscuity, they will
respond appropriately. “Commercial promiscuity?”
Our almost indecent obsession with spending most
(probably 80%) of our available selling time hunting
down new, more exciting opportunities at the
expense of our very loyal existing customers/clients.
These are the same customers who were
themselves once new and “sexy” prospects, enticing
us to invest considerable time and money at the
wooing stage, only to discover fading interest once
the conquest had been made.
This is a burning topic for me and has been for
many years. I write about the huge gap between
intention and reality when it comes to customer
experience. I crusade on the need for much greater
focus on customer retention. I speak about the
millions of lost dollars in revenue when a customer
or client finally becomes disillusioned with the lack
of interest from the selling company and succumbs

to the charms of a competitor, who convinces them
they are “sexy” again. This crazy merry go round of
commercial illogicality, insanity and ineptitude is
never far from my thinking  it is shorttermism.
“Shorttermism refers to an excessive focus on
shortterm results at the expense of longterm
interests.” The London Financial Times
There is always a penalty for poor customer
relations. It plays its way out over the weeks and
months ahead when people, and those they
influence – simply avoid your firm and vote with
their feet. Which gets us back to relations with
customers. So long as the environment in your
organization is tolerant of taking a patronizing,
competing or negative attitude to customers, some
people will do just that.
And you, can you truthfully say in your heart of
hearts that you believe in the value and need for
everyone in the business to help to build good
customer experiences? If not, then watch out for the
competitor who will figure that out first, or the
person competing for your job who knows that is
how it’s done.
So do believe it, every customer really is a
consultant, and if you do believe it please share this,
because we all have to get better at looking after the
customers and clients that we have.
Customers are not like tissues, to be used and
then discarded. Any company that thinks like that
will soon find that the box is empty!
PS: I recently recorded a conversation with my good
chum, Tiffani Bova on this very subject, which you
might enjoy – “Customer Experience, Customer
Centricity, Customer Success, Is There Any
Difference?”
n

Jonathan Farrington is the CEO of
Top Sales World. You can also follow him
on LinkedIn here and catch up with the
JF Interview Series here
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Sales Enablement is a term that still means very
different things to different people but my favourite
definition comes from CSO Insights, “Sales Force
Enablement — 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.”
Our primary objective for this first European Sales
Enablement Summit is, quite simply, to join the dots.
We will be viewing the Sales Enablement
“landscape” from every angle; the entrepreneur, the
researcher, the strategist, the futurist, the practitioner,
the technology provider, the messenger, the presenter,
all have their own commitment to sales enablement
excellence but each has their own approach.
In order to achieve that primary objective, we have

brought together what is probably the most significant
speaker lineup ever assembled in Europe.
Our ambition is to deliver a substantial, worldclass
event, with worldclass speakers in a worldclass
location.
I am confident we will achieve all of that and I hope
you will join us.
Jonathan Farrington CEO, Top Sales World

Advertise, Partner, Promote, Publicize
Whatever your requirements for the size your budget,
we can tailor a package for you: we have incredibly
attractive 12month partnership opportunities; major
event sponsorship availability or straightforward oneoff
promotions.
Our magazine reaches over 330,000 subscribers
every month, and the combined Twitter reach of the
TSW contributors is 4.1 million!
Top Sales World is now the most visited, most
popular, most exciting and most significant sales related
site – period.

Please email us on advertising@topsalesworld.com to
discover the possibilities.

Get the Most Out of Your Best Accounts
Why sales leaders need to rethink how they approach customer experience
management. Jonathan Farrington interviews Bill Butler, CEO of Journey
Sales.
process involves many people, lots of information
and continuous collaboration. The problem,
however, is that customers simply aren’t engaging
with the old “analog” sales tactics, namely phone
calls and emails. Part of that is a symptom of what
today’s workplace has become. Communication
overload and the speed of business means that if a
call or an email isn’t mission critical, it’s often
ignored. But part of this evolution is also about
expectations. Digital has trained all of us to expect a
customer experience that is personalized,
contextual, beautiful, simple and elegant.

JF: How should sales leaders be thinking about
customer experience management?
BB: They need to take a step back and define just
what customer experience management is. It isn’t
typically a concept that keeps sales leaders up at
night. They’re up at night thinking of one thing:
hitting numbers. But there’s the rub. While focusing
so much of our efforts on selling, we forget about
our customers’ challenges and their collective
experience with us.
Gartner
defines
customer
experience
management as "The practice of designing and
reacting to customer interactions in order to meet or
exceed customer expectations and to increase
customer satisfaction, loyalty, and advocacy."
Accountbased selling is enabling sales and
account teams to improve retention, upsell, and
crosssell. The customer experience during the sales

10
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JF: What does a great digital customer experience
look like for sales?
BB: When the revenue engine sputters, B2B sales
and marketing leaders respond by analyzing their
sales process and investing in internal sales
enablement tools that produce little or no
improvement. That approach doesn’t gel with
today’s B2B customer who is expecting a B2Clike
experience. When sales teams design digital
customer experiences it’s not just about sharing
content. It’s about people collaborating and working
together to discover a customer problem and
mutually designing a solution. Solutions like our
Smart Rooms perfect the sales and customer
experience and ensure it’s managed consistently at
each account.
Apple is a great example of perfecting the
customer experience. When they launched their
retail chain they created a customerfirst experience
that made it—to quote Steve Jobs—”insanely” easy
to buy. When you walk into any Apple Store you are
first taken by the ambiance of the space and then a

The Jonathan Farrington Interview

specialist assists you with your purchase or repair.
It’s a unique and special experience which has
created millions of loyalists.
In the digital environment, B2B sales teams can
replicate this. They can create tailored customer
experiences that take the friction out of the buying
process with content, people and collaboration.
JF: Haven’t companies attempted this with
websites and portals and content hubs?
BB: Yes. And they’ve all more or less failed because
it’s more of the Walmart experience, more
commoditized and less personalized. I’ve heard it
hundreds of times: “We just spent six figures on a
new content hub for our customers and prospects
and it’s a ghost town.” On one hand, that’s a Field of
Dreams problem. Just because you build something
doesn’t mean people will come. On the other hand,
that’s a customer experience management problem.
Something like a content hub isn’t personalized—and
it’s not designed to be. But if a digital customer
experience is going to be effective, it has to be
personalized.
JF: What does today’s customer expect out of a
digital sales experience?
BB: We need to stop thinking about this in terms of
a sales experience. What we’re creating are
customer buying experiences with the customer
taking the lead. As sales pros, it’s our job to design
frictionless buying experiences that are aligned with
customer needs. And a digital environment that is
focused on personalized information and
collaboration is perfect for that. The customer
expects an Amazonlike buying experience. It’s
online. It’s on their timetable. There are immediately
accessible answers to every question they might
possibly have. They can easily see what others—in
this case, colleagues—think about a product or
service. Call it the Amazonification of B2B sales.
JF: How do personalized, wellorchestrated
customer experiences impact sales reps?

BB: There’s this notion that personalization and
customization require more effort and that couldn’t
be further from the truth. A successful digital
customer experience isn’t a wheel reinvented each
time. With the right digital tools, it’s templated and
intelligent. It’s about agility and productivity. We
need to understand the customer’s digital body
language so our sales strategies are agile and our
reps are more productive by engaging with more
accounts with less effort.
JF: Beyond sales reps, who else can benefit from
welloiled customer experiences?
BB: Marketing, account management, support and
products: the extended account team quarterbacked
by the sales rep. Existing customers don’t want to be
sold to. What they want is a strategic, collaborative
partner that is going to not only deliver value but
also be an expert advisor. They need insight on what
future trends will impact their business. They need
to know what best practices in one industry can
translate to theirs. Cohesive account teams that can
deliver that sort of valueoriented customer
experience in a digital environment are essentially
upselling and crossselling without upselling and
crossselling.
JF: You get to give one piece of customer
experience management advice to sales leaders.
What is it?
BB: The time for change is now. Begin with a single
process like crossselling and create exceptional
digital buying experiences for your existing
customers. A wellmanaged, personalized digital
customer experience will make crossselling happen
authentically and naturally. It benefits top line
revenue growth, improves teamwork, and creates a
“customer first” culture. And that means you’ll get
n
more out of your best accounts.

Bill Butler is CEO and CoFounder
forJourney Sales. Find out more about Smart
Rooms by Journey Sales here
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The Quarterly Review –
Business or Value?
The Sandler Enterprise
Selling program organizes
the enterprise selling cycle
in a six-stage, continuous
process. Continuous in that
there’s truly no end to the cycle of selling
to and serving large enterprise accounts.
Enterprise selling, conducted effectively,
leads to streams of transactions over time
between business partners in long-term
relationships. That’s the enterprise world.
he six stages are Territory and Account
Planning,
Opportunity
Identification,
Qualification,
Solution
Development,
Proposing and Advancement and finally, Service
Delivery. I say “finally” but, as I mentioned, the
program has no end. One of T.S. Eliot’s most

T
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memorable quotes illustrates his firm grasp on
enterprise selling  “To make an end is to make a
beginning. And the end is where we start”. Indeed.
And it’s that last stage  Service Delivery  where, in
the enterprise world, it’s really all just beginning.
Enterprise accounts represent vast fields of dark,
rich, fertile soil and your selling and serving teams
have the seeds of growth in hand. Of course,
significant care and tending are required to grow and
to simply retain complex enterprise accounts. And an
absolute enterprise survival skill is the ability to
maintain highlevel client executive relationships
based on trust and value.
To establish and sustain these relationships, the
importance of regularlyconducted client executive
facing events cannot be overstated. Nor can the need
to structure these events in a markedly different
format than has become common with many
organizations selling to and serving enterprise
accounts. The concept of Quarterly Business
Reviews is wellknown and many variations of the

Brian Sullivan

format are utilized. Not always, but far too often,
these sessions are planned as, or morph into, small
scale vendor trade shows disguised as business
reviews. It’s clear though, that if an event’s primary
objective is for the vendor to sell more, client
executives will sniff it out quickly. These are smart
people, highlevel executives whose intuition and
ability to read both situations and people got them to
where they are. If you’re fortunate enough to get
these executives to attend one selfserving vendor
session, that will be the last. And the taste that will be
left in their mouths will not be a good one. They will
remember you.
In Sandler Enterprise Selling, we practice and
utilize Quarterly Value Reviews, not Quarterly
Business Reviews. And the difference is not a word
game. The structure is built around the twin themes
of value delivered and value projected. And the
pivotal message is that it’s not about you but rather,
it’s all about the client. More specifically, it’s about
how the client defines and quantifies the value you’ve
already delivered and the value they need from you in
the time to come.
Quarterly Value Reviews take place at the very
highest levels, and for good reason. If you’re doing a
quality job of delivering value on the client’s stated
terms, and you’re communicating regularly so that
they are aware of your progress, they will want to see
you. And when they do, they’ll be clear about what
they want from your company and exactly when and
how they want it. If there are issues that can create
obstacles that affect your ability to execute, you will
know about them directly from the people with the
power to address them. And is there a danger in
exposing some of your organization’s shortcomings in
these sessions? Sure, and you’ll strategize with your
typical client contacts prior to the sessions on how to
deal with such issues as they surface. As such, you’ll
be prepared. It’s a much better circumstance than
having executives hear about your failures from their
subordinates without having regular contact with
your organization. And these very sessions will
position you and your executives to establish

relationships, at some level, with the client
executives. Of course, it’s always easier to work
through issues, positive and negative, with people
you know. These value forums facilitate that
knowing.
Sandler Enterprise Selling’s foundational concept
of the continuous process of selling and delivery
provides the platform for Quarterly Value Reviews.
There’s no dreaded handoff as both sales and
delivery are fully engaged  together. In this model,
both teams are partnered to deliver value to the client
in those ongoing streams of transactions that typify
the enterprise world. The Quarterly Value Reviews,
involving both your sales and delivery teams, clarify
the value delivered and openly welcome the client
executive expectations about the value to come, in a
message for all to hear.
The feedback this forum provides you clearly
increases your chances of successfully delivering on
your current engagements. Open communication is
the best prevention for negative surprises and
regularly working issues together in an executive
forum is what partnership is all about. And the candid
communication established through these sessions
lays the groundwork for realtime communication
between sessions. People who know each other are
much more likely to reach out and get an issue
resolved promptly. Familiarity breeds communication.
But perhaps the real magic in Quarterly Value
Reviews is that in sincerely focusing in laserlike detail
on client value  the theme that brings client
executives back to the table regularly  the
discussions about value to be delivered in the future
invariably lead to new business opportunities for you.
As it is said, do the right thing and good things will
happen.
So, change your frame of reference from you and
your offerings to the client and their value. It will pay
n
off on many levels.

Brian Sullivan is VicePresident of Sandler
Enterprise Selling at Sandler Training.
Find out more here
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Why B2B Sellers Need to Take a Closer
Look at the B2C Customer Experience
Your B2B buyers are also
consumers. Their B2C
purchasing experiences
heighten their expectations
in B2B. Sellers who neglect
this new reality will be left out in the cold.
ustomer Experience (CX) is all the rage in
retail and online shopping. CX includes every
touchpoint a consumer has with the
company, whether online or offline. CX teams build
experiences through social media, interactive
marketing and attention to consumer’s ever
evolving desires. CX is practical and emotional,
reaching buyers’ minds and hearts to engage them at
every level.
In B2B, there’s scarcely a mention of customer
experience. While AccountBased Marketing (ABM)
aims to enhance the buyer’s perception of and
connection with the company, even this falls short
of providing truly personalized, relevant and
meaningful experiences for buyers.
The impact of this inattention is a humdrum

C
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engagement for buyers who crave the experiences
that B2Cs have conditioned them to expect. B2B
sellers, unaware and illequipped to deliver, fail to
meet these expectations. Buyers are vaguely
disappointed, and even those who purchase will
continue looking for something more.
This evolution was named “The Experience
Economy” in the late 1990s by Joseph Pine and
James Gilmore. The term signifies a shift from the
service economy (where “the customer is always
right”). Even earlier, in 1971, Alvin Toffler’s Future
Shock predicted consumers would pay top dollar for
“amazing experiences.” This concept has since been
extensively researched and affirmed and, as we can
see in many B2C business models, has now firmly
taken root.
Think about your own choices as a consumer.
You’re looking for an experience, too. When you
customize what you purchase, you’re engaging in an
experience. The process of designing your new car
or selecting furniture online using a draganddrop
tool for options is an experience. The success of
Pokemon Go is based less on product and more on
experience. Participating in your meal preparation at

Deb Calvert

a restaurant is an experience. DIY classes, members
only events, and personalized selections are all
experiences. Trends like dining in the dark, sitting in
DBox theatre seats, escape rooms, and other
immersion entertainment all aim for the same
outcome – a memorable, meaningful and unique
experience.
Experience is the new differentiator. Everybody
offers premium service, and it has become passé as a
way to stand out vs. your competition. Without a
customized experience to offer, B2B sellers find
their products being commoditized. That humdrum
sameness of products (whether real or perceived)
causes buyers to look at price alone as the deciding
factor. Your best hope for expressing your value and
commanding a fair price is to customize the
experience for each buyer. They are expecting no
less.
To deliver an experience for your B2B buyers,
you can start by copying B2C models like these:
1. The Chipotle BuildYourOwn Burrito Effect.
Give your buyers more choices in creating precisely
what they want. At this quick serve restaurant (and
others like it, including forerunner Subway),
consumers direct every aspect of their meal’s
assembly – a little more of this, a little less of that,
the perfect blend of ingredients. At Chipotle, each
burrito is unique and special, meeting the exact
specifications of the buyer and his/her preferences
in that moment. When it comes to product specs,
delivery options, service offerings, and addons, give
your buyers more voice and choice in shaping the
solution that’s exactly right for them.
2. The Sur La Table Cooking Class Effect. Teach
your buyers how to use your products and get
exciting and surprising outcomes. People pay big
money to take cooking classes at premium retailers.
They enjoy the chef techniques they learn, the
handson experience of creating delicious meals,
and the opportunity to use highend cutlery,
bakeware, and even kitchen gadgets – all for sale on

the spot. You can make your products and addons
easy, fun, practical and exciting to use, too, by
engaging buyers in creating something interesting
and relevant.
3. The Whole Foods Conscious Capitalism Effect.
Does it feel noble, good and responsible to do
business with you? What higher purpose are you,
your company or your products serving? How does
doing business with you make a positive impact in
the world? If you can answer these questions, the
way Whole Foods and many other B2C businesses
do, you’ll inspire buyers in ways that make them
want to be a part of it. The experience you give them
is, in this case, purely emotional. Since they’re
contributing to a common good, buying from you
feels better.
4. The Sephora MakeUp Effect. Consumers are
delighted by the unexpected. When shoppers go to
Sephora for a makeover, the stylists include at least
one new, different or unusual approach to products
or how to apply them. It’s an extension of teaching
buyers how to use your product, triggering a
response because this is so highly personalized to
the individual (as evidenced on their own
transformation when they look in the mirror). Keep
your buyers coming back for more by offering
something new, different, interesting or thought
provoking each time you meet with them. Note that
it doesn’t have to be additional products – using
products in new ways counts, too.
By applying B2C strategies in your B2B selling, you
can create experiences that differentiate you and
keep buyers returning for more. Don’t discount the
importance of creating a memorable CX in each and
n
every customer engagement.

Deb Calvert is President of People First
Productivity Solutions and author of
DISCOVER Questions Get You Connected.
Find out more here
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Seek Permission or Beg Forgiveness?
Recently I was at a big
arena to deliver the closing
keynote speech to several
thousand people. This was
an international event with
hundreds of moving parts and different
presenters. I had spent many hours in
research over several weeks to truly
understand the audience and to prepare a
powerful presentation to them
arrived 3 hours early so that I could do an audio
visual check, stay out of the way till it was my
turn and be ready to truly do my best for the
client. But…
There was another person in authority who was
between me and the things I needed to do. She was
very busy and juggling multiple priorities. When I
asked to meet with the audiovisual crew for a

I
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review of my presentation she said, “Not now, I’ll get
back to you when we take a break.” I arrived at
1:30pm and my speech was scheduled for 4:30pm.
So, I didn’t worry about a delay. At least not for the
first hour of delay.
At 2:30 I was told that they’d be taking a break at
3pm and I could meet with the crew then. OK, but I
also needed to meet with the translators who were
interpreting my words into five separate languages.
“Just wait,” she said. Well, 3pm came and went with
no break. Other presenters were running over time.
At 3:30 I was told it would be 4pm before they
could get to me. That is when I changed my tactics.
By the way, this same dynamic often applies to
selling. You do your client research, put together a
great proposal, book a time and place to present it,
and then plans change. Of course, you want to be
courteous and professional but there is ultimately a
point where it’s gone too long and bold action is
needed. At that point, you stop seeking permission
and you simply take the appropriate action to reach

Jim Cathcart

the key person or initiate the action that can make
the sale. Then you beg forgiveness for breaking
protocol.
This doesn’t apply in all situations but many
occasions call for just such a moment of bold
initiative.
In my case I simply left my waiting station and
walked directly back stage and introduced myself to
the crew. To my surprise there were happy to see
me and they quickly accommodated my needs. I
reviewed the slides, the staging, the time frame, and
they set me up with my remote microphone. Whew,
what a relief. But there was no longer time left for
me to brief the translators. We’d just have to hope
for the best with them.
Instead of taking the stage relaxed and happy I
was stressed and anxious, but with over 3,000
speeches of experience, I quickly focused only on
the audience and my stress turned into excitement.
The speech went well. Translation was OK but not
as good as it could have been. At the end, I received
a standing ovation from the thousands of attendees

and posed for photos for an hour after the event.
But what would have happened if I had continued to
wait for permission to act? I believe that the person
in charge of scheduling me with the crew would
never have gotten to me until the moment of my
speech. She was overwhelmed by other duties and I
was seen as an annoyance instead of an asset on her
program.
I did not disrespect her nor challenge her
authority; I simply took direct action before it was
too late. That’s what I’m recommending to you.
When you keep getting delays and deferrals there
will ultimately be a time when waiting longer will
lead only to failure. Learn to identify those moments
of truth and take the appropriate professional steps
to get the outcome that your client will value. In the
end, it is about doing a great job for them, not about
just following directions.

Jim Cathcart is the bestselling author of
Relationship Selling and 17 other books.
Find out more here

Top Sales Academy 2017
We will be releasing two sessions per week, delivered by the world’s top sales experts. This
year’s program will be the best ever and we know that you are going to enjoy it very much.
Here is July’s running order …
Mon 3rd

Colleen Stanley
Why Emotionally Intelligent Sales Cultures Win More Business
(And Everyone Is In Sales…..)

Thur 6th

Bernadette McClelland
Resilience + Resourcefulness = Relevance + Results

Mon 10th

Jay Mitchell
Seek to Serve, Not to Sell

Thur 13th

Tiffani Bova
Selling With And Through 3rd Parties, How Does
That Change The Dynamics Of A Sales Org?

Mon 17th

Michelle Vazzana
Sales Training: Proven Models for Sustaining Its Impact

Thur 20th

Tom Stanfill
The Number One Barrier to Hitting Your Number

Mon 24th

Lee Bartlett
The Impact of Social Selling on the
B2B Landscape in the UK vs USA

These are the Top Sales Books that
Top Sales World has featured in June
Be Bold and Win the Sale: Get Out of Your Comfort
Zone and Boost Your Performance by Jeff Shore
Customerized Selling  Learn How Customers Want
You To Sell by Phil Kreindler
Nonstop Sales Boom: Powerful Strategies to Drive
Consistent Growth Year After Year by Colleen Francis
Act Like a Sales Pro: How to Command the Business
Stage and Dramatically Increase Your Sales with
Proven Acting Techniques by Julie Hansen

Details Here

Details Here

Details Here

Each day, Top Sales World
releases a daily audio tip
The objective of creating this section is to deliver short, sharp tips in
audio format, which can be easily digested by timestrapped sales
professionals. Nuggets of advice, in audio format, which can be easily
digested by timestrapped sales professionals.
The TSW contributing team consists of the most successful and
experienced sales experts in the world and they are very willing to
share their wisdom with you on a widerange of sales and marketing
topics.

You will find them all HERE

Details Here

Dan Weinfurter & Bruce Sevy

The Role and Importance of
Effective Sales Management
There are
many points
of view on
how to
improve the
overall level of performance of sales
organizations. These ideas run the gamut
from better technology and analytics,
better hiring, improved training, or more
effective linkage between sales and
marketing coupled with enhanced demand
and lead generation capabilities.
es, all of the above list and more will improve
the effectiveness of a enterprise sales
organization. That all said, no role is more
important to the overall level of performance of a
sales organization than that of the first level sales
manager. This person has the responsibility to
recruit the sales team, train, coach, motivate and
performance manage the team. They have the
responsibility to translate the overall business
strategy of their company into actual operation.
They must be opportunity strategists, they must be
great at leading, managing and coaching, have great
judgment, must be capable of understanding and

Y

impacting performance on an individualized basis.
Finally, their job of attracting and retaining a high
performing team is fully measurable – each and
every month, quarter and year.
It is our view that the overall level of sales
management effectiveness that exists today in many
US companies needs considerable improvement. In
a 2014 Harvard Business Review article, the Gallup
organization pointed out that overall, American
companies hire the wrong person for a first level
management role 82% of the time. Yes, they get it
right 18% of the time. We see a similar scenario play
out in sales management roles as well, perhaps even
more so as first level sales management is an
exceptionally challenging role, especially as
compared to many other first level management
roles, and it requires great skill to execute this role
effectively.
For reasons consistent with the Gallup study, we
see that the overall level of competency and
capability that exists in business with first level sales
managers as sadly lacking. While the lack of proper
training and development of first level sales
managers by most companies is a contributing
factor, the primary reason for the lack of sales
management effectiveness is due to improper
selection of the individuals to promote into sales
management positions.
At the heart of this problem is the fact that great

TOP SALES MAGAZINE JULY 2017

19

salespeople typically make terrible sales managers.
The data is clear on this point. Certainly, no
salesperson worth their salt wants to work for a
manager who hasn’t “carried a bag.” And while this is
understandable – who doesn’t want a manager who
has the experience and battle scars to understand
what their team members are going through, an
even cursory examination of the data quickly reveals
its flaws.
GrowthPlay has assessed hundreds of thousands
of candidates for sales and sales management roles
and we do this in a way that lets us empirically
assess a person’s “fit” for both roles. What we found
is more than a bit counterintuitive. First, only about
one out of every six candidates (~15%) who is a
strong fit for a sales role is also a strong natural fit
for a sales management role.
Of course there are exceptions: most people you
speak with will have examples of a great salesperson
who was also a great sales manager. That the data
are clear about trends doesn’t mean that there won’t
be exceptions – there certainly will be exceptions.
But in analytics, the “exceptions don’t prove the
rule” and if you want to optimize your talent
decisions you will play the odds. And when it comes
to sales management at least, the odds are strongly
against great sales people transforming into great
sales managers.

Back to the Data
So, back to the data. How do we explain the fact that
great sales and great management are antithetical?
It’s rather straight forward actually. At the heart of
every great salesperson you will find a strong
achievement motive. This is the part deep inside of
us that compels us to test ourselves against an
external standard of excellence. It’s what drives us to
prove we are competent, capable, and can get stuff
done. And make no mistake, achievement is a
compulsion in every meaning of word. It’s a gnawing,
never satisfied, always hungry, relentless drive.
Achievement just can’t help itself, it needs success
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like a fish needs water. And that’s why it’s so central
to sales success. It’s what makes great salespeople
the energetic, persistent and driven sales machines
that they generally are.
There’s different motive at work in great leaders.
Where great salespeople are driven by a need to
achieve, great leaders are driven by a need to
influence and have an impact on the world.
Importantly, influence does not equal personal
success. In fact, whereas a great salesperson can
only accomplish what they are personally able to get
done (and are, therefore, limited by the harsh reality
of 24/7) a great sales leader can inspire and train
and motivate legions of salespeople and have an
influence far beyond what any one person can
accomplish on his or her own. Achievement points
with great pride to what it has accomplished.
Influence points with equal pride to what others
have accomplished.
Each of us has some amount of both motives.
And the motives are not mutually exclusive. There
are people who have little of both, people who have
lots of both and people who have lots of one and
less of the other. When thinking about a given
person’s fit for a particular role what is key is the
relative proportion of achievement drive and
influence drive. It’s only a slight over simplification to
say that a modest amount of achievement drive and
a whole heck of a lot of drive to influence is the
hallmark of successful managers while an
overabundance of drive to achieve coupled with
some but not too much influence drive is what
makes a successful salesperson.

Behavior of Effective Sales Managers
Great sales leaders correctly understand that their
job first and foremost is to help each of the
individual salespeople who are part of their team
achieve success. The job is not about
micromanagement, it is not about control, and it is
not about being on every call and looking at every
piece of correspondence that is being sent to clients

Dan Weinfurter & Bruce Sevy

and prospects. It is fundamentally a higher order
calling.
Great sales leaders as we pointed out previously
are rare. They absolutely must have the ability to
provide direction, guidance and help in a way that
the individual receiving the advice hears it, and is
able to incorporate the communication into learning,
commitment and action. By definition, this means
that the communication strategy and tactics used by
the sales manager must be customized by person if
the manager wants to be effective – one size surely
does not fit all. In the same way that an effective
sales person strives to meet a customer where they
are, the effective sales manager must meet the
individual sales professionals where they are –
assuming of course that the manager has the correct
individuals on the team. While it is not necessary or
even advisable that the manager is a personal friend
with his or her team, it is necessary for the individual
sales professionals to both like and respect the sales
leader. I have learned over time that if you don’t like
someone, you avoid talking to them, and if you don’t
respect someone, you may still speak with that
person, but the lack of respect will surely breed
cynicism. Either scenario creates the potential
(actually, the propensity) for turnover, as high
performing sales professionals quit their manager,
not their company.
Consider the life of a typical sales leader that has
eight to ten direct reports. Typically, they will have
at least one open territory, one or two individuals
performing at a high level, one or two who are
underperforming, and the balance somewhere in the
middle. The tendency of most managers is to spend
nearly all of their time on the open territory and the
underperforming individuals, and to basically ignore
the high performing individuals. This of course is not
a great strategy; the good people can be made
better, and further, recognition is important to most
high performing sales professionals.
One trick I learned long ago when working for GE
is to require each sales manager to do an informal,
but nonetheless written review of each sales person

on his or her team each and every month. This
sounds a bit onerous, but when implemented
correctly, it drives the kind of behavior that will
correlate with success. Writing a quality review by
definition means that the manager must have spent
time during the month with the person for the
review to be useful – this fact insures that every
person on a sales team receives one on one time
with the sales manager each month. Really great
performers get positive feedback and suggestions
for even better performance. Marginal performers
are likewise given direction, feedback and advice on
specific sales opportunities. The monthly review also
creates a bit of an audit trail, so that when the
decision is made that the person is just not the right
fit for the role, you can do away with the charade of
a performance improvement plan – all of the
documentation already exists in the form of the
monthly reviews. Life gets better for all involved.
If your sales team is performing well, most likely
you have quality sales managers in place. If you are
underperforming, perhaps it is because of some
underperforming individual sales people. But before
addressing this issue, look hard and be realistically
critical about the answers to each of the following
questions: Do I have the right sales managers in
place that will build and retain a high performing
sales team over time? Would I want to work for this
person? Will great people thrive, good people
perform better, and those that are not a good fit are
quickly pushed out? Will our clients come to the
understanding that the sales leader is really an
advocate for them, and they can trust the sales
manager to hold his or her company accountable to
deliver the product or services as promised that will
actually address the real client issues?
Hopefully you will like the answers to these
n
questions. If not, it is time to act.

Daniel J Weinfurter is CEO and Bruce Sevy,
PhD is Managing Director, Talent Analytics, of
GrowthPlay Find out more here
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Most Salespeople Are Wrong about
the Concept of Being Willing to Walk
Most salespeople don't
really understand the
concept of being willing to
walk, how it plays out, and
what to do when you get
there.
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.
In episode 4 or 5 of the first season of the HBO
series Band of Brothers 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,
"We’re all scared. 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.
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

I
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already lost, or that we cannot possibly win this deal
or account.
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 of 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 of the things we were trained to
do. We'll sell!
"We'll sell" means that we'll ask all of 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.
Most salespeople fail to achieve because of their
fear, but if we can eliminate the fear, only a lack of
selling skills would hold them back and those can be
taught. Sure it can take 8 months to a year to train
and coach salespeople to master consultative selling.
But that's a hell of a lot better that the 23 years it
can take when all of their fears still prevent them
from even trying what they are being taught.

Dave Kurlan

You won't get this deal, so stop being afraid. Do
the things you've been afraid to do because you
don't have anything to lose!
Second, you must be taking a consultative
approach.
In my opinion, this sales competency has become
the most important of all the competencies. It's
More important than the closing competency. It's
more important than the ability to develop
relationships. It's more important than the ability to
manage accounts. It could even be more important
than the ability to find new opportunities! When
salespeople master this competency, they close
more business, receive more referrals and
introductions and retain customers and clients
indefinitely.
When your salespeople sell consultatively, they
are actually:
l slowing down the sales process, asking dozens 

l

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,
building a relationship based on sharing, trust,
and caring.

As I mentioned, some will tell you that this kind of
selling is dead but in reality, fewer than 15% of all
salespeople have even learned to do this yet, the
rest still selling in a very archaic way. They are selling
in a transactional way, selling based on relationships,
or selling 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 will win.
With those two concepts 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.
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 a bestselling Author, Keynote
Speaker, CEO of both Objective Management
Group and Kurlan & Associates.
Find out more here
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Why Adaptive Competences Matter
More Than Ever
sales; it’s an evolution, not a revolution. Triggered by
changing environments, adaptive competencies
become a key differentiator.

Case for Adaptive Competencies

In an ever-changing world
and complex buying
environments, traditional
selling skills and
competencies are no longer
sufficient to drive sales performance.
he ability to quickly adjust and add skills and
to align behaviors to new, changing and
complex customer situations is what sets
worldclass sales professionals apart from the rest.
Developing these adaptive competencies is a key
challenge for sales enablement leaders to drive sales
performance.

T

“Adaptive” in evolutionary biology
Adaptive competencies refer to the process that
organisms follow to survive. The main components
applied to sales are to maintain competencies,
knowledge, and strategies that are important to be
successful, to remove or modify elements that are
no longer useful, and to develop competencies that
lead to future sales success. As in biology, so it is in
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We all know that what products, services, and
solutions are and what they do  compared to each
other  is no longer differentiating in today’s buying
environments. Differentiating, relevant, and valuable
for customers is to learn what a provider’s products,
services, and solutions could MEAN for them: their
specific situation, their challenges, and their results.
Working backward from the customer’s specific
context and the involved stakeholders’ specific
concepts require salespeople to quickly adapt
relevant knowledge, activities, and behaviors to the
customer’s specific buying situation. And the term
knowledge covers both: capability knowledge and
situational knowledge. Additionally, the specific
decision dynamic how a certain customer network is
going to make a decision this time determines the
engagement, the selling strategies, activities, and
behaviors.
Even within the same account, every buying
decision is made differently. And that’s why a
situational selling approach matters. More than ever
before. This situational dimension requires adaptive
competencies that will determine future sales
success.
Adaptive
competencies
enable
sales
professionals to quickly connect the dots across
selling skills and competencies, various knowledge
areas and strategies, regarding customers and
opportunities.
Being fluent in different customer situations,
that’s how we perceive sales professionals with high
developed adaptive competencies. Prerequisites to
develop adaptive competencies are twofolded:

Tamara Schenk

Fluency regarding skills, knowledge areas,
methodologies, and processes, as well as curiosity,
openmindedness, the joy to share and learn and the
pursuit to become better every day.
Specific adaptive elements have to be
developed to unfold the power of adaptive
competencies. These elements are situational
awareness, principles, creativity as well as critical
and strategic thinking, relevant along the entire
customer’s journey:
l Situational awareness is a salesperson’s holistic
perception of a certain situation. It’s the ability to
quickly catch and realize a situation in a holistic way,
and then to focus on the relevant elements and
dimensions. This situational awareness enables a
salesperson to quickly draw the right conclusions
how these elements fit together what’s relevant and
what needs to be clarified. Situational awareness
combined with a customer management structure
boosts salespeople’s ability to quickly explore the
customer’s situational context.
l Principles instead of rules: Applying customer

management principles instead of following strict
process rules brings the accountability back to the
salesperson. Principles require interpretation to be
applied accordingly to a specific situational context.
Engagement
principles
such
as
providing
perspectives require salespersons to deeply
understand the mechanisms to apply them
successfully according to a specific customer
situation. Salespeople must have completely
internalized those principles beforehand. It requires
them to be fluent regarding methods, skills, and
competencies. Additionally, principles have the side
effect to widen the boundaries and to open a space
that doesn’t exist in the world of strict rules.

how to tackle their business issues and how to show
them that alternative ways may lead to better results
for them – the space is wide open for salespeople to
be creative on how to develop new perspectives for
clients and how to orchestrate a group of
stakeholders to a shared vision of future success.
l Critical and strategic thinking: This ability is

highly relevant in complex buying environments that
are constantly changing. Based on a salesperson’s
fluency especially in sales methodologies, critical and
strategic thinking are the ingredients that allow a
salesperson to sharpen the deal strategies. This
ability is closely connected to questioning the status
quo and asking the tough questions, internally and at
the customer. That’s what makes the difference
between a thoughtthrough deal strategy and a
wishfulthinking approach.
Building adaptive competencies is a journey with
several steps. All adaptive elements require specific
learning approaches. As an example, situational
awareness requires exercises that show people what
they don’t see but what’s happening combined with
techniques how to improve these awareness skills.
Creativity requires to understand what creativity
really is, and lots of different exercises how to unleash
people’s hidden potential of creativity. Critical and
strategic thinking requires a focused development
approach to unleash this potential and to put it in the
context of specific sales situations.
The adaptive elements, based on the prerequisites,
have to be put together in contextspecific, highly
interactive, simulationbased training scenarios.
Situational awareness, for instance, to be valuable
requires applying principles accordingly, strategic
thinking and creativity to sharpen deal strategies and
to adjust activities. The potential of all adaptive
elements is much bigger than the sum of its parts. n

l Creativity: The open space between strict rules

and principles should be filled with a salesperson’s
creativity to create differentiation, relevance, and
value. How to provide perspective for customers,

Tamara Schenk is Research Director with
CSO Insights, The Research Division of
Miller Heiman Group. Find out more here
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The Most Important Sale Might be
the One Your Company is Missing
I had the good fortune of starting my sales career in the manufacturing and
distribution business. My 10 years in this industry taught me skills and
lessons that I couldn’t have learned in any academic setting.
ne of the main lessons was that the real sale
begins after the sale. Client satisfaction
happens only if the entire sales experience
is good, all the way from signing the deal to installing
or using the product or service. I also learned that
making sales is a team sport. I could be a superstar
salesperson but if I lacked an equally superstar
support team, my chances of repeat business were
cut in half. It takes a sales village to win and retain
business.
Many sales organizations have a process for
acquiring and closing business. However, many are
sorely lacking a system for insuring client
satisfactions after the sale. Let’s look at three areas
where your sales organization can improve the sale
after the sale.

O

#1. Onboarding new clients. Here’s a common
scenario. The salesperson signs the deal, thanks their
new customer and tells them that Fred will be
contacting them to install their new system, product
or service. Now, the customer has no idea who Fred
is and wonders if she will even like him. Your new
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customer also wonders if Fred is capable. After all,
the customer purchased because of your likability
and credibility, not Fred’s.
The sale after the sale starts with a professional
handoff, not a disorganized drop off.
a. Introduce Fred to the client via a Skype call or
conference call. Trust is the foundation of great
relationships and it’s important for your new client
to trust other members of your team. Build trust and
relationships by putting a name with a face or voice.
b. Build up Fred’s resume. Fred is now the rock
star, not you. He is the person that will be fielding
questions and concerns. Make him sound like a
young Mick Jagger. Your customer wants to know
that she is working with the best. Assure her that
Fred is the guy and that she is working with one of
the best.
c. Send a handwritten note from both you and
Fred telling the customer how delighted you are to
be working with her. It shows that you and Fred are

Colleen Stanley

a team, working together to achieve nirvana for this
client.
#2: The sale after the sale involves discussing
potential problems up front, before they happen. A
lot of salespeople try to avoid conversations about
potential problems that could occur after the sale,
thinking that conversation will erode credibility and
trust.
My experience is that customers are more
forgiving about mistakes than surprises. Surprises
erode credibility and trust, so don’t subject your new
clients to this aftersale experience. I work with
several sales organizations that sell and deliver
products or services where there are several areas for
potential misunderstandings or problems because of
complexity or the many moving parts of integrating
new products and services.
I recently worked with sales managers that work in
an industry where there is plenty of potential for
mishaps after the sale. This team learned and
embraced my favorite mantra, developed from my
years in manufacturing and distribution: “If the
problem is repeatable, it’s preventable.” Stop and
think about it. If you keep dealing with a repeatable
problem, that means you have a great system for
screwing up! It’s time to put in a system to prevent
that repeatable screw up. It’s time to improve the
saleafterthesales experience. Through a mind
mapping exercise, the sales managers identified the
top 10 potential problem areas that could affect the
client’s experience after the sale.
After that, the sales managers worked on installing
systems and processes to prevent surprises, mistakes
or misunderstandings. Many of the ideas were
surprisingly easy. Some examples:
a. Schedule a success meeting with your new client
and introduce their new partner. (See onboarding
paragraph.)
b. Share a list of people, phone numbers and
responsibilities that your new client can call for

assistance. This prevents the client from
voicemail/transfer hell that can happen when calling
into a company. It also helps the salesperson stay out
of firefighting mode because the client will call the
problemsolver, not them.
c. Create a 10point checklist of the vendor and
client responsibilities for deadlines and communication.
d. Follow up one day/one week later and proactively
look for questions and concerns.
e. Walk through the first invoice to make sure
information makes sense.
Client satisfaction went up, the sales teams’ stress
levels went down and the result was happy campers
after the sale.
#3. Send a thankyou note or gift. I am AMAZED –
OK, APPALLED  at how many salespeople do not
send a handwritten note or gift after a client has given
them their business, trust and loyalty. Now, what’s
that about?
I often hear, “Well, I sent them a thankyou email.”
Great  so did 500 other people trying to get their
attention. George Walther, author and speaker, says it
best: “I have never seen a thankyou email printed off,
sitting on someone’s desk. I have, however, seen
more than one handwritten thankyou sitting in full
sight of the grateful recipient.”
This is one more important step that will enhance
the client experience. Take 15 extra minutes to stand
out from all the other vendors that your clients work
with.
In every sale, there is a second sale. Make sure
your sales organization is taking steps to make the sale
n
after the sale a great one.

Colleen Stanley is President of
SalesLeadership, Inc. and Best Selling Author
of Emotional Intelligence for Sales Success.
Find out more here
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What’s the Sales Experience Really?
Creating differentiated,
personalized customer
experiences is a top
business initiative for most
organizations. Executives
know that when exceptional experiences
are delivered upon they distance
themselves from their competitors. The
reverse is also true.
hen things don’t go well, the negative
brand impact on your company has
greater potential for damage that goes
far beyond losing a sale or a current customer. Just
ask Comcast. They were hammered in the press and
on social media when the recorded conversation of
one of their sales reps becoming verbally abusive to
a customer trying to cancel their account went
public. Every interaction someone has with your
company matters.
The term “customer experience” can be a little
misleading. The use of the word customer might

W
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suggest that your experience strategy begins once
someone becomes a paying customer. In fact, the
experience begins before someone becomes a
customer. When companies are designing their
experience strategy, that strategy must include the
salesforce. That seems an obvious suggestion;
however, many organizations do overlook the
importance
of
understanding
how
buyer
interactions with their salespeople are either helping
or hurting revenue objectives.
The theme this month is Customer Experience
Management, which Gartner has defined as “the
practice of designing and reacting to customer
interactions to meet or exceed customer
expectations and, thus, increase customer
satisfaction, loyalty and advocacy.” I would revise
Gartner’s definition slightly to say “designing and
reacting to prospect and customer interactions to meet
or exceed their expectations and, thus, increase
pipeline, revenue, satisfaction, loyalty and advocacy.”
To design an experience strategy for prospects
and customers alike, who owns that process? Some
may say marketing, some say sales, still others
believe it is a function of the service department. In

Barb Giamanco

most large organizations, no single business unit is
usually responsible for ensuring that every
touchpoint in the customer’s journey is done right,
and I don’t believe one group should own it. Moving
a buyer from awareness to consideration to
purchase decision and postsale loyalty in ways
handled with accuracy, quality and consistency is an
imperative to be undertaken as a cross functional
executive team.
So, let’s talk about that customer journey, as we
hear about so often.
In Harvard Business Review’s article, The Truth
About Customer Experience, they say, “In our
research and consulting on customer journeys,
we’ve found that organizations able to skillfully
manage the entire experience reap enormous
rewards: enhanced customer satisfaction, reduced
churn, increased revenue, and greater employee
satisfaction. They also discover moreeffective ways
to collaborate across functions and levels, a process
that delivers gains throughout the company.” Which
brings me back to the salesforce.
Your sales team members are often the first
human exposure that someone has with your
company. Technology has a place in managing
buying experiences but what happens when buyers
interact directly with your salespeople? Experiences
are being created when salespeople make their
outbound sales calls, follow up on inbound inquiries
or send prospecting emails or LinkedIn InMail to
potential customers. What do you know about the
impressions those interactions are creating? My
assessment, based on personal experience and the
many hundreds of conversations I’ve had with
executive buyers, is that many of the initial first
impressions salespeople are creating are not
positive. There is a reason why 90% of the time
buyers simply hit delete to rid themselves of emails
and voicemails from salespeople they don’t know.
Put yourself in the buyer’s shoes.
Experience management is more than thinking
through the technology you’ll use to create those
personalized buying experiences. Unless what you

sell requires little more than an order taker to seal
the deal, evaluating what’s happening throughout
the selling cycle when those interpersonal sales
interactions are taking place between buyers and
sellers is a must. Often your salespeople are losing
out on sales opportunities with the message they
convey in the first email they send or phone call they
make.
As you think about your experience design
approach for sales, a good start is to find out what it
feels like to be the potential buyer. Start with your
own company and don’t be afraid to evaluate your
closest competitors in the same way. Go through
every step of the buying process as a buyer would.
Download white papers or attend a webinar, and
then experience what it feels like to be hounded by a
salesperson through email and phone calls. Evaluate
the messaging that salespeople are using on the
phone and in emails to try to get a sales meeting. Are
the messages focused on the issues the buyer might
be worried about, or is the message simply another
product pitch? Engage directly with a salesperson
and experience what it feels like to have features,
benefits and a product demo pushed on you. Record
sales calls and listen carefully to how your
salespeople are representing your offering.
It is easy to toss around phrases like improve the
customer experience or map your sales, marketing
and service processes to the customer journey, but
in truth, the effort to transform existing processes
isn’t easy. But that doesn’t mean the transformation
effort shouldn’t be undertaken. Much effort
currently goes into evaluating how marketing and
service teams are delivering on experience with the
salesforce often being overlooked. With CSO
Insights reporting that 48% of salespeople continue
to miss quota, now might be the time to find out if
n
the sales experience needs an overhaul.

Barb Giamanco is a keynote speaker, author,
corporate webcast host and Social Centered
Selling CEO. Find out more here
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How to Drive Revenue with a Data-Driven
Sales Strategy
The power of data and analytics cannot be ignored – it is how you know
what is working, how you can improve, and where there are new
opportunities.
strategy increases sales rep productivity, offers
more objective performance and improvement
measures, boosts funnel conversion rates,
accelerates revenue growth, improves pipeline
visibility, and results in more accurate and precise
forecasting.

How to Implement a DataDriven Sales
Strategy
With these types of results, why wouldn’t every
organization be datadriven? The problem is that
many companies don’t know how to get started.
Read ahead to learn 4 steps to implement a data
driven sales strategy.
verything in the sales organization, from
training and forecasting to lead prioritization
and sales performance optimization, can be
improved with data. While revenue is an important
measure of success and the goal every department
should be working toward, it’s equally important to
understand the metrics that contribute to increases
in the bottom line. And while most sales leaders
recognize the need for analytics, 4 in 10 B2B
organizations are unable to attain meaningful data
due to scattered information, and over 50% of
executives are dissatisfied with their ability to offer
valuable datadriven insights.

E

What Does it Mean to be “DataDriven”?
The term “datadriven” refers to what data you
gather, how you collect it, how you analyze it, and
what you do with those insights. A datadriven sales
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1) Equip reps with modern sales tools
Data is an important aspect of modern sales
strategy. And modern sales strategy requires
modern sales tools – those technologies that
combine predictive and automated capabilities to
permit datadriven efficiencies. It’s difficult, if not
impossible, to have a datadriven strategy without
the tooling in place to gather trusted, accurate, and
meaningful data.
Having the right sales technologies to collect and
analyze the appropriate data can uncover
opportunities for improvement and empower reps
with the tools to help them do their jobs more
efficiently and effectively. Sales enablement
technologies, for example, arm sales teams with the
tools and content needed to improve sales
execution and drive revenue. Sales leaders can use
dashboards to visualize trends and gain valuable

Shelley Cernel

insight into rep activity, enabling average performers
to replicate the behaviors of top performers.
2) Establish shared organizational goals
Data is useless unless you are willing to turn it into
meaningful insights and then take action. Across the
organization, you need the ability to capture data, a
strategy for how you will use it (and share it!), and the
power to make organizational changes, if merited.
This type of plan is essential to keep the sales team
performing at or above the level needed to hit hefty
sales goals.
Additionally, everybody in the company, from
sales rep up to executive, should be bought into a
common vision about goals, the strategy to hit those
objectives, and success metrics. Gathering data
without having a plan in place is just as bad as not
collecting data at all. So make sure you have a clear
understanding of what KPIs you are measuring, why
they are important, how they affect your strategy and
sales processes, and how they will affect decision
making practices. Consider what questions you want
answered or what problems you want solved.
It’s also important to have a plan in place for
organizing the data and making it accessible and
utilizable by other departments, such as marketing.
This dedication to and transparency of data will help
to improve communication across the organization, as
well as help to justify decisionmaking about new
processes, restructured budgeting, and additions to
the sales stack.
3) Implement continuous coaching
Datadriven sales guidance uses technology to
provide dynamic sales training content and justin
time coaching, determine which materials are most
effective based on the sales situation, recommend
best practices to sales reps, and outline nextsteps
to advance a deal. Info such as kill sheets, talk tracks,
personabased selling tips, and a whole library of
content are instantly accessible to reps and
proactively recommended in realtime. Further, data
can tell reps which pieces of content and messaging

are most effective in adding value to the
conversation and have proven to help close deals in
the past.
Sales leaders can also use data to identify areas
for improvement. For example, you can analyze the
conversion rates of sales reps at different stages in
the sales funnel. Low conversion rates in the bottom
of the funnel may indicate the need for additional
coaching on closing deals. In comparison to
traditional methods, datadriven sales coaching
results in faster rep timetoproductivity and shorter
sales cycles. And this type of continuous training can
yield up to 50% higher net sales per rep.
4) Make datadriven decisions
Once you have determined key metrics, collected
the numbers, and analyzed the data, the final step is
to use these insights to guide sales strategy and
process. When leveraged appropriately, data and
technology can help you scale your sales operations
via repeatable methods, optimizations, and
continuous improvements.
Consider KPIs such as conversion rates, call rates,
win rates, content usage, average deal size, sales
cycle length, and deal response time. This info can
help answer questions such as “What content and
messaging most effectively progress deals and
generate the highest ROI?” These data points help
sales teams to better understand what factors
impact successes and advance sales, how to deliver
relevant content at the right time, and what changes
will improve rep performance. Such insights allow
leadership to be proactive rather than reactive by
enabling informed, evidencebased decisionmaking.
Data offers greater insight into the state of
business than ever before, enabling organizations to
make informed decisions about next steps for the
company. For these reasons, datadriven companies
have proven to be both more profitable and
n
productive.

Shelley Cernel is Senior Marketing Manager at
SAVO Group. Find out more here
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The Secret to Prospecting Success
– Don’t Sell
Think about the initial
objective of your
prospecting efforts. If you
think the goal is to close a
sale, deliver a presentation,
submit a proposal or schedule an
appointment, think again.
sk anyone who has to prospect or cold call in
order to generate new business what their
initial objective is when making that first
personal contact and you will hear many of the
following responses or some type of measurable
action step they hope to take as a result of making
that call:

A
l
l
l
l
l
l
l

Schedule an appointment
Close a sale
Pitch the benefits of my product or service
Provide a demonstration
Get the Request For Proposal
Submit a quote
Have the prospect take some action (complete a
survey, sign up for a free trail, make a donation,
visit your website, etc.)
l Find the decision maker(s)
l Deliver a presentation
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To even the playing field and build off some common
ground, here’s my definition of prospecting we can
reference.
“Prospecting is defined as any activity or
conversation you engage in to position yourself in front
of a potential customer with the intention to inquire,
assess, discover and educate so that you can determine
whether there’s a fit and a relationship that’s worth
pursuing which can then lead to an opportunity to
deliver value and earn their business.”
Now, think about your cold calling and
prospecting efforts. Does your approach mirror this
definition and accomplish this primary objective?
Consider this. Rather than focusing all of your
energy on making the sale or working towards any of
the outcomes I described, first determine if there’s a
good fit between you, your prospect, and what you
are selling.

Find the Fit – Or Miss Your Sales Targets
Instead of feeling that the initial goal of prospecting is
to pitch features and benefits, close a sale, provide a
demonstration, submit a proposal or schedule an
appointment, the initial objective of that first
conversation is to determine if there’s a fit worth
pursuing.
Take a moment and think about how this change
in your attitude and mindset would change your
prospecting strategy or cold calling approach, as well

Keith Rosen

as your experience.
If you feel that you constantly have to push your
sales process forward, you’re not taking into
consideration that the prospect may simply not be
ready, let alone may not be a good fit for what you
are selling. Pushing the sales process forward before
a prospect is ready only creates pressure for the both
of you, fostering an unhealthy relationship from the
start.

and closing prospects who simply aren’t a good fit. If
you’re calling on and following up with the wrong
prospects, that means you’re not leveraging your
limited time calling on the right ones. The exponential
cost; missed sales targets and lost opportunities.
So, instead of asking yourself, “How can I sell this
person?” change this question to, “Do I even want
this person/company as a customer?”
Notice that the second question shifts the balance
of your power back to you.

The Better Sale
Seek to Understand – Then Disqualify!
While many salespeople and solution providers feel
their solution can benefit anyone, it doesn’t mean
that everyone is a fit. After all, think about the people
you speak with on a daily or weekly basis. Can you
honestly say that you want every potential prospect
to become one of your customers? The fact is, some
people and companies aren’t a good fit.
And a good fit isn’t limited to whether or not they
can afford your solution and can benefit from it. To
authentically determine a good fit, you need to look
beyond this myopic definition and consider these
additional factors that would create or destroy the
winwin relationship.
1. Will they be a good customer? Do they possess
the attributes of your ideal customer?
2. Are you aligned with them ethically?
3. Do you share the same values and priorities?
4. Are they easy to work with?
5. Are their expectations of your product or service
realistic?
6. Will they become advocates or adversaries?
7. Is how they like to buy a fit with how you sell?
8. How do they typically treat and engage with
outside venders/service providers?
9. Are they willing to allocate the proper
funding/budget, time and resources to realize the
full benefit of your offering?
While a great salesperson can close business, you
don’t want to waste time calling on, following up with

How do you determine if there’s a fit worth
pursuing? Typically, you would conduct a process of
inquiry or an investigation. Woven into the fabric of
any investigation are questions. Instead of the
prospect interviewing or qualifying you, this brings
new meaning to the phrase, “Qualify your prospects!”
Now, you’re the one who’s truly assessing the fit. The
fact is, the qualifying process goes both ways.
Realize that when you’re prospecting or cold
calling, one of your objectives is to open up your
prospect’s thinking to the possibility of working with
you in order to provide them with a better solution or
eliminate a recurring problem.
As such, if you are looking to change the
perception or mindset of your prospects, whose
mindset do you think needs to be changed first?
Yours, of course!
By identifying and embracing this common
misconception around prospecting and shifting your
focus to assess the fit, you will develop a strong
foundation for prospecting success. Now, you can
think like a top producer and subsequently, respond
to each prospect in a healthier, more productive and
more enjoyable way in order to attract better
n
customers – and more sales.

Keith Rosen is an award winning author, CEO
of Profit Builders and founder of Coachquest.
Find out more here
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Top Partner of the Month

Optimal Lead Generation Methods
In today’s market, sales professionals are swimming in a sea of choices. The options for online
lead generation methods alone are overwhelming – email, search marketing, blogs, videos,
mobile ads, webinars – so it comes as no surprise that sales and marketing teams having
conflicting thinking on where to start when it comes to generating leads.
InsideSales.com decided to shine a light on the most used and most effective lead generation
tactics as well as how sales and marketing professionals view the effectiveness of these
methods.
In
l
l
l

this study, you’ll learn:
The top five lead generation challenges facing B2B sales leaders today
Which lead gen methods are paying off and which are overhyped
How to maximize the value of social channels when surfacing high quality leads

DOWNLOAD THE FULL STUDY HERE

Top Sales Post

June’s Top Sales Post
Getting Clarity on the Facets of Sales Force Enablement
by Tamara Schenk

S

ales enablement is a fast growing discipline: In
2013 19% of our study participants reported
having an enablement initiative or function . In 2016,
34% reported having an enablement initiative or
function..
That’s
an
impressive
growth
Unfortunately, enablement success is not growing
with the same speed. Only one third of our study
participants reported meeting or exceeding the
expectations their stakeholders had.
Defining what enablement means in your
organization is one step in the right direction
I have written a lot about how we at CSO Insights
define sales enablement and why we do it the way
we do it. Today, let’s look at some enablement facets
that lead to more enablement clarity. Clarity is
something we desperately need in a market that

gets more confusing every day.
Make the customer’s journey your design point
Even if your internal clients are your salespeople and
their managers, your goal is to make them successful
along the customer’s journey. That’s why you always
need a twostep approach in enablement.
customer’s journey is the main frame of reference
because your sales force has to become more
successful in all phases of the customer’s journey.
And second, you have to address the specific
challenges of your sale force when you design your
enablement services, whether that is content,
training or coaching. That means addressing a value
messaging challenge with enablement services that
are tailored along the customer’s journey.
Read Full Article Here

Tune in and subscribe to the Razor’s
Edge podcast hosted by Barbara
Giamanco. Barb interviews global
leaders in business, sales, marketing
and service who share their
knowledge and expertise with you.
Each Wednesday you’ll find a new episode
of the special Women in Sales Leadership
series where Barb talks to women in sales
leadership roles in corporations across the
globe.
Find all the interviews at
www.barbaragiamanco.com

The series is sponsored by

HubSpot CRM makes it easy to organize,
track, and grow your pipeline. And it’s free.
Forever! You should give it a try right NOW!

Our 2017 Partners
If you would like to learn more about the benefits of becoming a TSW sponsor
and our existing Partner Program, please find details here.
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