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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

Dr Tony Alessandra
HallofFame Keynote Speaker
and Founder of
Assessments24x7.com

Frank V. Cespedes
Teaches at Harvard Business
School; author of Aligning
Strategy and Sales.

Joanne Black
Founder, No More Cold
Calling® Best selling author.

Lisa Clark
Vice President of Marketing at
Qstream.

Tiffani Bova
Sales Strategist and Futurist
Global Growth and Innovation
Evangelist, Salesforce.

Jim Dickie
Cofounder and Independent
Research Director CSO
Insights and Sales Enablement
Creatologist.

George Brontén
Founder & CEO of Membrain,
AwardWinning Blogger &
Software Pioneer.

Colleen Francis
President and Founder of
Engage Selling Solutions and
bestselling author of Nonstop
Sales Boom.

Deb Calvert
President, People First
Productivity Solutions. Author
of DISCOVER Questions Get
You Connected.

Joe Galvin
Chief Research Officer Vistage
Worldwide.

Jim Cathcart
Bestselling author of
Relationship Selling + 17 other
books. Top 1% TEDx video.

Barb Giamanco
Keynote Speaker, Author,
Corporate Webcast Host Social
Centered Selling CEO.
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Principal, Client Sales
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Author of Cracking the Sales
Management Code.

Linda Richardson
Founder of Richardson, Best
Selling Author, Consultant,
Faculty Wharton Graduate
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Jill Konrath
Keynote Speaker, Author,
3 Bestselling Sales Books,
AwardWinning Sales Blogger.
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Award winning author, CEO of
Profit Builders and founder of
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Winning Complex Sales and
Customerized Selling.

Tamara Schenk
Research Director
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Objective Management Group
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April’s Top Sales Audio Tips
Our ambition in creating this section is to deliver short, sharp tips 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.
l Referrals Guarantee

Predictable Revenue
Joanne Black
l Does Your Presentation Pass

the Ted Test?
Julie Hansen
l 5 Bad Prospecting Habits to

Stop Right Now
Ago Cluytens
l Prospecting Equals Pipeline

Barb Giamanco
l Closing is Overrated

Dave Kurlan
l Think Beyond PowerPoint

Simon Morton
l Partnerships

Jim Cathcart

l In Pursuit of Good

Diane Helbig
l Change Your Language &

Become More Powerful
Calum Kilgour
l Speed Up the Sales Process

Dave Kurlan
l Focus on Your Audience

Simon Morton
l How do You Sell an Idea or

Product?
Jim Cathcart
l Get Your Whole Company

Supporting Your Sales Efforts

l The Worst Advice I Ever

Got for Creating Urgency
with Buyers
Ago Cluytens
l Weaving Value Into Your

Presentation
Julie Hansen
l Don’t Sell, Build

Diane Helbig
l Your Sales Message Matters

Barb Giamanco
l Uncover all of the Decision

Makers
Dave Kurlan

Peter Mollins
l We Are Smarter Than

Our Buyers
Joanne Black

You can listen to all these Audio
Tips here

Editorial

The Essence of Effective Social Networking
Have you noticed that
some people network
effortlessly? Others
become “great friends”
after merely exchanging a couple of emails
or tweets and it seems that technology
has offered us the opportunity to suddenly
expand our social circles ten fold - even
one hundred fold, without ever leaving our
desk/armchair/bed.

support, the effective networker does not operate
as a oneway helper or super person/white
knight/angel coming to the rescue of everyone else
but never personally in need of assistance. He or she
also talks realistically about personal goals, tasks,
challenges, problems and general issues and
acknowledges feeling vulnerable in not being able to
do everything singlehandedly. Being open means
being receptive to help when it is offered and, on
occasions, asking networking contacts if they can
suggest ideas, strategies or approaches that could
assist you.

ut, do you ever wonder how shallow all of
that might turn out to be? Some people
appear unable to distinguish between
“colleagues” “acquaintances” and genuine “friends.”
At the end of the day, I suppose it all boils down to
one’s definition of friendship: I have been
communicating online with some people for more
than 10 years and exchanged hundreds of emails
but I cannot think of them as friends although I
might like and respect them very much. The point
here is that they are part of my network, and I do
consider myself to be an effective networker.
Whether it is accidental or planned, formal or
informal, random or structured, while discussing
with other people, the effective networker offers his
or her knowledge, skills, ideas, resources, guidance
or data freely, without any hooks or expectations
that repayment is due in any form. In fact, the only
immediate benefit may be the pleasure to be derived
from assisting someone with information that was of
value to them.
Whilst the giver expects nothing in return, the
receiver has a very positive experience and memory
of you upon which they can act (if they so choose) in
the future. If they do, either directly or indirectly, at
some indeterminate time, you may receive some
reciprocal benefit.
Along with openly offering any possible help and

TwoWay Process

B

These two processes operate at the same time and
together to create a cycle through which favors are
continually offered to all who participate. These
favors are both offered and taken in order to keep
the network strong and capable of growing to
include more and more people. This process is called
˜reciprocity.“ It simply means that effective
networking is a coin with two sides, rather than just
one. You can’t have one without the other.
Successful networking is therefore about:
l
l
l
l

Giving and receiving
Contributing and accepting support
Offering and requesting
Promoting other’s needs and promoting your
own needs
l Trust and persistence
All of this is the essence of effective networking. It is
what a friend (yes, a genuine one) calls “getting it”  in
fact I think she invented the term.
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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Pull Your Sales Team Out of the Dark Ages
How A Data-Driven
Automation Strategy Can
Help Your Sales Reps Close
More Deals. Jonathan
Farrington Interviews
Jonathan Brink.

As VP of Product for, LiveHive, I imagine you spend
a lot of time every week talking with SMB and
enterprise customers. From these conversations,
what are the biggest pain points in B2B sales today?
The biggest problems we are seeing today is sales
reps knowing the right lead to focus on, management
insight into what is working, and sales rep
productivity.
First, how do you find the right lead to focus on?
How do you find what lead is most engaged and
qualified. You must focus team efforts on the leads
that will give you the best return.
Second, management typically has limited insight
into sales reps activity. Sales reps are notorious for
using spreadsheets to keep track of their activity. So
they have no real way to understand what is working
with their sales campaigns.

8
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Third, up to 63% of a sales rep’s time is spent on
administrative work and task management. Reps
must enter items from the product catalog into the
CRM manually. Tasks are neither prioritized nor
weighted for likelihood of success. Activities that
may have proved fruitful are not identified and
moved to the top of a sales rep’s todo list. Important
tasks easily slip through the cracks.
We have learned that these pain points contribute
to inefficient workflows.
What improvements are being made to increase
sales through your platform?
LiveHive’s unified solution tracks and automates the
campaign management process. Reps can customize
emails for each lead, which increases opens and
replies. Campaign sequencing, or as we call it
SmartPath, automate email and call scheduling which
makes it easy to set up and schedule an automated
sequence of emails and calls. SmartPath is effortless
to use but one of the most powerful capabilities
within the platform. You are able to customize and
create responsive lead actions. When a customer
responds we can tell you within a minute of that
action. You can then set up a responsive actions on
what to do next on the fly. In some cases, our
customers are seeing dramatic increases in opens
because their emails aren’t going to the spam filter.
LiveHive tracks all of the engagement and then
sorts the lead and account engagement for the sales
reps and managers. We give them real time
notifications of engagement, and then sort the leads
into top lead and account rankings. This is critical
because it allows reps to focus on those leads that
really are engaged.
The platform also has the deepest analytics in the
sale stack, tracking templates, and document
engagement down to the page level, which provides
unparalleled insight.
Successful organizations are unifying sales tools
on one platform to speed lead development through

The Jonathan Farrington Interview

the sales funnel while simultaneously enhancing
relationships with prospects, as well as existing
customers. This platform can provide actionable
intelligence on prospect engagement, so that sales
representatives can find leads that are worth
focusing on.
How does this insight translate to management?
LiveHive tracks the entire sales process from
prospect to close. Management can see exactly what
process is working, and what process is not working
in their campaigns.
Sales reps are notorious for tracking most of their
activity in spreadsheets. With LiveHive, we
incentivize the sales rep to use the platform by
automating the task management process. We can
literally give them 1520 hours of their week back to
focus on followup, customer engagement, and
research. By automating this process, we dramatically
increase the insight management has on team
activities and processes.
Management can see exactly what each rep is
doing in terms of productivity, and outcomes.
Managers can compare sales reps using our Sales
Rep Scorecard, and key sales lifecycles using our
Blueprint, which tracks the entire life of a sale against
best practices.
And all of this leads to increased productivity?
Yes. A sales enablement platform allows managers to
identify their best salespeople. You can then drill
down to what these topproducing reps do—from
the moment they create or receive a lead to the point
where they close an opportunity—to pinpoint best
practices. You’ll clearly see the difference between
what your top sales reps do and what your lower
reps do. Consequently, you’ll know what has to be
done to improve sales processes.
With the time the platform returns to reps,
managers have leeway to ask their teams to
implement newfound best practices that can add
quality and speed to selling. For example, encourage
reps to conduct more thorough research, and

develop more personalized and accurate messaging
to send out to their prospects. That will, in turn, have
the effect of increasing the number of responses
from prospects, and the amount of engagement with
new customers.
What’s more, instead of having to pore over
analytics produced by multiple tools, reps and
managers gain the context of all the different tools
working together instead of separately. This is why
the sales acceleration platform is becoming a very
powerful solution for enterprise sales and SMB
organizations.
How are businesses responding to this platform?
The response has been overwhelmingly positive.
LiveHive launched in October, 2016 and already we
are seeing tremendous adoption at the SMB and
global enterprise level. This is fantastic to see, as it
means that we’re tackling the right pain points and
really hitting home. In fact, we are working on
providing a solution to a global company that span
their reach across 40 plus different countries.
Looking forward, we expect this trend to continue
as businesses learn how easy it is to integrate a
solution like LiveHive into their sales departments.
Down the road, I expect to see more and more
companies turning to sales acceleration platforms to
improve internal communication, optimize their
processes and, of course, boost their bottom lines.
With this in mind, there has never been a more
n
exciting time to be involved in sales.

Jonathan has over 20 years experience in
SaaS product design and management with
indepth knowledge about all aspects of UX
and UI design development from concept to
implementation. He thrives on creating simple
and usable products for enterprise and the
masses. Jonathan’s background includes
product development at technology
companies, including Foundationary,
SmallGroupware, and Artmetroplis.
To learn more, visit livehive.com
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Simplicity in Enablement
and how to achieve it?
“Everything should be made
as simple as possible, but not
simpler.” --Albert Einstein

here is not a single day the topic of
simplification, simplicity, or the imperative
“make it simple” is not discussed with great
passion. And most of the time, it’s a relevant topic.
Especially when it comes to sales force enablement.
Who doesn’t want things to be simple? Salespeople
prefer simple solutions and approaches, simple
content assets and training services, simple tools,
and simple value messages, etc. There are just a few
small details most people overlook in the discussion:

T

l First, there is the macro view: The markets most

sales organizations sell into are not simple. Most
markets are complex environments with many
different dimensions impacting them at the same
time. Examples are trends and innovations, emerging
markets here, saturated markets over there, politics
and legal issues, trends, and regional and cultural
differences that require tailored approaches.
l Second, there is the micro view: Our clients’

environments are not simple either. Most customer

10
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organizations are complex environments, and each
one is unique. Their context is specific, their
challenges, goals and desired outcomes are
different, and the roles that are involved in the
buying decision and the implementation are
different as well.
For sales force enablement, this means tons of
work, because the complexity in the customer and
market environments cannot be “reduced.” We
can’t simplify without first understanding this
complexity in its entirety. The customer’s
complexity cannot be reduced but only navigated.
The focus should be on all the complicated things
you can influence and you can simplify. On the other
hand, complicatedness can be reduced in your own
organization. That’s a selfinflicted problem. Making
things simple for the sales force is a highly
challenging, often difficult, and always time
consuming responsibility for sales force enablement
teams! Not easy. But worth doing it.
1. Make the customer’s journey your design point
This may not sound relevant here, but it is. Align all
your efforts to what really matters, which is how
your potential customers approach challenges, make
buying decisions, and implement or use your
products and services. That’s the beginning of the

Tamara Schenk

move toward simplicity. Changing the perspective
within your organization is key to success. For
example, it’s not about aligning sales and marketing
to each other, but aligning and integrating them both
with the customer’s journey. Because the
customer’s journey is where your sales force has to
be successful at the end of the day.
2. Build a robust, simple process and methodology
foundation with the customer’s journey as the
design point
A sales process, ideally an integrated process chain
from marketing to sales to service, should be as
simple as possible, but not simpler. Don’t fall into the
“simplification trap” and skip things that are
important because you want to make it “simple.”
That leads to the wrong results. Examples are, for
instance, when organizations try to fix everything
with “one” process even if they have very different
use cases from transactional to complex selling
scenarios. The answer for a simple approach (and
this means simple for the salesforce, not easy for the
enablement resource!) requires the enablement and
ops team to create process variations and a simple
configuration that allows salespeople to get to the
right process variation with a few clicks.
Don’t forget to integrate your sales methodology
into the process. A process defines the sequence of
events, while the methodology details what to do
and why. This will take a lot of work for the
enablement and operations team. But the outcome
for the salesforce will be simple, because a method
that’s integrated in the process, and ideally all in one
place (one CRM), makes their life more productive.
This will be a change they’ll welcome, rather than
another timeconsuming “addon.”
3. Assess your current enablement services and
throw away what’s no longer relevant:
This is an exercise that doesn’t make a lot of friends,
which can make people avoid or overlook it. But it’s
a necessary step to throw away all different versions
of content and training assets that exist on multiple

platforms. Throw away all content assets that are no
longer relevant, that are not tailored to the
customer’s journey, or that are not valuable for
whatever reason.
4. Develop an enablement production and
collaboration process to provide enablement
services along the customer’s journey:
You have to collaborate with many different
departments, not only with marketing. So, defining
collaboration goals and defining a simple process
(such as “define, create, localize, provide, measure”)
for producing the desired services, and identifying
which role is accountable for which content or
training type, is essential to ensure a scalable and
efficient approach.
5. Invest in an integrated enablement content
management solution:
For salespeople, enablement is only as simple as
they perceive it. And the biggest obstacle is often
that they are required to go to different places to
find all the content they need. There is a marketing
portal and an operations portal, and there is the one
from product management and from legal for the
contract attachments. And, most organizations
(48.3%) still email their content to the sales force or
have it accessible on multiple repositories. Only
10.5% work with an enablement platform that is
integrated in their CRM. But that’s the way to go if
you want it simple. For the sales force.
I could list another five topics to look at in terms
of simplicity, but that might “complicate” this
article!
So, first things first: Implement a solid, simple,
robust foundation based on the customer’s
journey. Only then will the other four steps be
n
effective.

Tamara Schenk is Research Director with
CSO Insights, The Research Division of
Miller Heiman Group. Find out more here
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Think Sales Enablement is Expense?
Consider the Cost-of-Doing-Nothing!
CSO Insights has been tracking a significant increase in the number of
companies that are implementing a sales enablement discipline inside their
company. The reason behind this trend becomes imminently clear when
look at the data from our annual Sales Performance Optimization (SPO)
studies.
ne of the key factors we use to gauge the
health of sales is to look at the percentage
of sales professionals that achieve quota.
Tracking that metric from 2012 to 2016 we see the
following:

O

Percentage of Salespeople Achieving Quota
l 2012 – 63.0%
l 2013 – 58.2%
l 2014 – 58.1%
l 2015 – 57.2%
l 2016 – 55.8%
and a preliminary review of the data we are
currently gathering as part of our 2017 survey
shows the number continuing to head in the wrong
direction.

12
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The marching orders for sales enablement are
clear – reverse this trend! How to do that is less
clear. As a result, I have been fielding more calls
from individuals who have been assigned to lead the
creation of a sales enablement practice within their
firms. Two questions often asked are “What is sales
enablement and how much does it cost?”
My colleague, Tamara Schenk, who previously
served as Vice President of Sales Enablement with
TSystems in Germany, offered up the following
definition to help answer the first question.
Sales Force Enablement: A strategic, cross
functional 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.

Jim Dickie

When you start to drill into the definition, and
consider the need for new sales support tools and
collateral, new training, a new coaching
methodology, additional CRM solutions, etc., the
motivation behind the second question about “cost”
becomes apparent, although my opinion is that it is
the wrong thing to initially focus on. Yes, sales
enablement requires an investment, which may well
be not currently budgeted. But before you start to
determine the costs for the various resources and
services needed to make sales enablement viable,
you need to take the time to calculate the costof
doingnothing first. So what I mean by that and how
do you do it?
Sales enablement’s initial focus needs to be
getting its arms around understanding what the
causes are for this decline in the sales force
performance. A case in point was a recent
conversation I had with a newly appointed head of
sales enablement for a technology firm. She was
lamenting that the win rate of forecast deals was
hovering at about 45%, and wanted to discuss how
to fix that problem. I suggested that it would better
to understand the implications of low win rates first.
When asked if win rates had always been at that
level, she replied that a few years ago they were
closer to 55%. Based on having those two numbers
we did an exercise to calculate the cost of letting
that problem continue to fester inside her company.
Let me provide a generic example of what we
discussed. Let’s assume you have a 100person
sales force, with the average quota being $1M, and
an average deal size of $50,000. That means that to
meet quota, a sales person needs to close 20 deals.
Based on a win rate of 45%, each sales person would
need ~44.4 forecastable opportunities in order to
close 20.
Next, assume you could get the win rate back to
55%. Now instead of closing 20 deals, each sales
person closes 24. Four more deals at $50K each
represents $200K in revenue per territory. Multiply
$200K times 100 people equals $20M. That is the
costofdonothing to reverse this trend. Having

that number first changed the perspective of the
rest of the conversation.
She and I then went on to discuss some of the
main factors contributing to lower win rates, as they
had seen an increase in both competitive losses and
no decisions. We explored the need for addition
investments in competitive intelligence, the need for
more effective value messaging, how additional
CRM solutions could help analyze buyer intent
through the sales process, etc. We came up with a
rough estimate of the cost of an initiative to develop
and deliver those services, which was around
$500K. Since this was an unbudgeted number, it
could have initially caused some heartburn. But
went considering making that unplanned investment
against a costofdoingnothing of $20M, the scale
was easily tipped in the direction of moving forward
versus letting the status quo keep happening.
What other factors could you consider? If you
are seeing the time to full revenue productivity for
new sales people increase from say 9 months to a
year, you can calculate that cost. If margins are
eroding because sales people are finding it harder to
sell value, and instead are relying more on
discounting to close deals, you can calculate that
cost. If voluntary turnover is increasing because
sales people are feeling over challenged and under
supported, you a calculate the cost associating with
using a productive sales person. Determining the
cost of increased customer churn is another number
to get down on paper.
Having watched companies go through this
process, the end result is a realization that the cost
of letting problems continue is often up to an order
of magnitude or more that the cost of fixing them.
And sharing those insights with senior sales
management and executive management can be a
sloid first step towards getting sales enablement the
n
resources they did to get things done.

Jim Dickie is the Cofounder and Independent
Research Director CSO Insights and Sales
Enablement Creatologist. Find out more here
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The Top Sales Hardtalk Series
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 May’s timetable.
Tue 2nd  Corey Rieck
What Top Sales Producers Do

Tue 16th  Andy Paul
Sales Transformation

Tue 9th  Gretchen Gordon
Blurring the Lines Between Sales and
Marketing

Tue 23rd  Lisa Magnuson
How to Keep the Door Open to the
CSuite

Tue 30th  Jonathan Jewett
Agile Selling

l
l
l
l

Ian Moyse
Jane Gentry
Mike Saunders
Dennis R. Mortensen






And you if you missed any of April’s Hardtalks,
you can listen to the recordings here too:

What Is Social Selling & Why Your Personal Brand Matters
Relational Intelligence
Authority Selling
How to Use Artifical Intelligence to Increase Productivity in Sales

LISTEN HERE AT

Jay Mitchell

How to Make Your
Customer Meetings Count
When your customer takes
a meeting with you or your
sales team, your team has
to deliver — with value,
relevance and consistency.
You need to bring your A-game, because
every communication touch point you have
with your customer or prospect impacts
your long-term relationship, including the
value you can ultimately deliver to them.
any salespeople leave most of their
customer meetings with the thought, “That
went pretty well.”
Yet surveyed prospects deem 89% of meetings as
failures and B2B buyers believe just 8% of
salespeople focus on driving “valuable” end results
for the buyer (Forrester Research). Meanwhile, 56%
of all buyers rate their buying experience as “less
than satisfied” (DemandGenReport).
This is not the customer’s or prospect’s problem
— this is a problem sales leaders and their teams must
address, as their revenue performance hangs in the
balance.
In this article, we will tackle how to prepare for
your meetings with buyers, how to serve your buyers

M

during the meeting, and how to followup to ensure
you will serve your buyers for the long haul.

1: Planning Ahead for Meeting Success
Salespeople land meetings with buyers sometimes on
a moment’s notice. Whether you have an hour or a
month before your meeting, always make the time to
prepare. Here are three things I strongly encourage
you make a priority in your meeting preparation.
1) Aspire for a more personal meeting.
You may be tempted to take the easiest route of
communicating your solution: email. I urge you to
push for a phone call — or even better, a faceto
face meeting. In person, you can read nonverbal
cues, take better control of the situation and show
your buyers that you are there 100% to serve their
needs. Think how many other solutions are sitting in
their inbox. Set yourself and your solution apart by
investing in some facetime.
2) Do your research.
According to a CSO Insights report, just 47% of
salespeople believe that they understand the buyer’s
situation before pitching a solution. Even worse, just
42% of those same salespeople surveyed think they
can effectively deliver a compelling value proposition.
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Know your customer, and know their industry and
their business. Learn your prospect’s pains. Your
buyer will be impressed with your insights on their
current business outlook. They will be even more
thankful when you can educate them on new
challenges in their industry and likely impacts on their
business. You will then be positioned well to lead
them to solutions that will help them stay ahead and
prepare for what is to come — giving them a
competitive advantage.
3) Work with marketing to create the right sales
ready assets.
Sales professionals waste two days a week creating
sales cycle content (CMO Council). Marketing
departments are equipped with professionals who
specialize in creating these materials, while you and
your sales professionals’ time is best invested
engaging, communicating and serving prospects.
Instead of doing all the work yourself, partner with
your marketing team to create these vital assets.

2: Serving Your Buyers During the Meeting
By this point, you should have done more than
enough research to understand your buyer’s
situation and lead a valuable meeting. In order to
ensure your value gets communicated, keep these
three things in mind.
1) Position the conversation from your buyer’s
point of view — not your or your company’s.
When you position your conversation and your pitch
from their situation and perspective, you make the
meeting about their needs — not your solution. You
add value to their business, rather than guiding the
conversation to help your own company make a sale.
And, most importantly, you become a member of
their team (a “trusted partner” you might say), not an
outsider.
Show you truly care about their needs by being
an expert in their industry. Discuss with the buyer
the research you did leading up to the meeting and

16
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leverage that knowledge to share insights with them
and leading practices that can enhance their process
execution. And begin to establish a business case for
where they really need your help. At this point in the
conversation, it is more about where they need to
improve and less what you have to offer.
2) Leverage the salesready assets marketing
created to communicate your story.
These assets can bring your story and solution to life
and help show your buyer the value you can deliver
that others cannot. Plus, these pieces arm your buyer
with tools they can then take to other stakeholders
within their company who may hold a role on the
decisionmaking committee.
Consider bringing a hard copy of the following
with you or emailing them over as a followup to the
meeting:
l Any value messaging and related industry insights

relevant to that buyer
l Your unique value proposition
l Relevant client value stories that would resonate
with that buyer
3) Do not avoid difficult conversations — embrace
them.
During the course of interacting with your buyer you
are going to encounter some pushback. Seize the
opportunity while you are with them to address their
concerns.
Objections can feel like defeat, but if you embrace
them and see them as opportunities to clarify the
true value of your solution, you will continue to draw
the buyer in to your story and lead them closer to
solving their pain. Use the objection they are voicing
to get to the heart of what their concern truly is, and
seek clarification where necessary. Each time you are
able to tackle a concern and provide calm to their
worry, you are one step closer to the “yes.”
Often before your buyer is willing to pull the
trigger on choosing you, they will want to make sure
the outstanding questions in their mind — or the ones

Jay Mitchell

their boss will ask them — have been put on the table
and appropriately addressed. Do not be timid, but do
not be abrasive either. Maintain the posture of
serving them first, which you established from your
initial interaction.

3: Serving Your Buyers in the FollowUp
All it takes is one unsavory interaction for your buyer
or prospect to see you as a pesky salesperson rather
than the trusted advisor you wish to be. After you
have led your buyer or prospect through a successful
meeting, maintain your momentum by providing
valuable followup interactions.
The following three postmeeting communication
touch points have helped me serve my prospects and
customers well.
1) The same day after the meeting email.
I have found value in touching base with my prospect
or client a couple hours after a meeting through
email. This email is a casual, nonintrusive way to:
l Thank them for their time.
l Recap what was discussed in the meeting.
l Reiterate agreedto action items for both myself

and my client.
l Share any value pieces — like blog posts, articles,
statistics — that we touched on in the meeting
and I have promised to provide.
2) A week after the meeting or asscheduled
followup call.
As you did during your meeting, continue to position
your topics of conversation from your buyer’s or
prospect’s perspective. Use these followup calls to:
l Reiterate the buyer’s pains and desired gains.
l Walk them through how your solutions help reach

those gains.
l Share any additional research or insights you have
uncovered since your last interaction (remember
to always look for more ways to serve your buyer).

l Provide any information your buyer requested at

the meeting that took time to gather.
3) Periodically “touch base” after the meeting, once
a month or so.
Proactively make time for your clients and prospects.
Go for coffee when you visit their area. Send relevant
articles or insights as you run across them. Ask them
out to lunch and/or meet them in their office, if it is
convenient for them. Show you care about more
than a sale by asking intentional questions and
actually listening to their responses.
I genuinely enjoy building relationships with
clients. Not because it benefits my business —
though it often does – but because it positions me in
a way to better serve that client with valuable,
relevant discussions and solutions. Plus, I genuinely
come to care for these people and their success and
happiness.
When looking for reasons to followup with your
prospect throughout the long term, ask yourself:
l How can I help them reach their personal goals?
l How can I make their job easier for their

professional goals and their overall organization’s
goals?
l Where can I provide any value that could help
them exceed goals?
l What insights have I run across about their
industry or business that I can share?
Each touch point with you customer is vital. Plan,
engage and followup in ways that serve your buyer
and aid them in their personal and professional
success. By doing this you will become the trusted
advisor they are looking for.
If you would like more insight and guidance on
how to better serve your clients before, during and
after meetings, please reach out to us at
n
information@mereo.co.

Jay Mitchell is the President & Founder
at Mereo LLC. Find out more here
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The Critical Importance
of Talent
U.S. firms today spend
about $900 billion annually
on the deployment of
professional sales
organizations. That’s more
than 3x their total spending on advertising,
more than 20x their spending on digital
marketing, and more than 50x their
current spend on social media.
elling is, by far, the most expensive part of
strategy execution for most firms. At a
minimum, CEOs and Senior Executives must
fully understand what drives both efficiency and
effectiveness within the sales organization. This is
not always easy, as sales is generally not considered a
discipline along the lines of finance, marketing or
engineering, and as such, many executives do not
have the background or context to fully understand
the levers that can be adjusted to improve overall
sales effectiveness.
Investing time and effort to improve sales
effectiveness will pay big dividends. There is no

S
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single area where the impact can be greater than in
hiring and retaining the right sales talent. Just getting
the correct talent can double overall firm revenue
with no incremental headcount. Each mistake in a
typical business to business complex sale
environment is likely to cost your firm more than $1
million – each one. In recurring revenue models
where valuations are driven off a multiple of revenue,
talent mistakes quickly balloon into huge numbers
from an enterprise valuation perspective – think $4
to $6 million unrealized enterprise valuation for each
hiring mistake.

The Importance of Talent
In many (I’d argue most) companies today, there is
still a version of the 80/20 rule that exists. A small
minority of the sales organization typically produces
a disproportionate level of the results. Sometimes
this ratio is 90/10 (less than 10% of the total sales
headcount drive 90% of the revenue), or sometimes
it is 65/35. Regardless, in nearly all cases, at a
minimum, the bottom 20% of the sales force is not
remotely competent for the role they are in. This
situation has largely remained unchanged over the

Dan Weinfurter

past 30 years, due in no small part that despite
overwhelming evidence that in the intermediate to
long term, the quality of talent a firm is able to hire
and deploy is the most important business discipline
and the only sustainable competitive advantage for a
business.
Ironically, recruitment is also, in most cases, the
least disciplined process in the business. Hiring is
often done without the level of rigor and science that
can and should be applied. Hiring decisions are made
without a full understanding that every sales role for
every company at every stage of the company’s life
cycle are different. Candidates are often selected
after just a couple interviews, despite the evidence
that even skilled interviewers are unlikely to be able
to accurately predict performance based solely on
interviews. Many firms still do not routinely use
predictive assessment tools, or they fail to properly
calibrate these tools to the roles that are unique to
their company. Further, firms do not engage in a
pattern of continuous recruitment and instead recruit
only when there is a need, which leads to suboptimal
hiring decisions.
Hiring talented, toptier people with the potential
to grow with the company is the goal of any leader.
But how do you define talent in the context of the
specific position? How do you recognize it in a
candidate? More importantly, how are you enabling
your frontline managers to assist in recruiting and
continually coach the talent that you’ve worked so
hard to get?
When deciding how to make the right hires, here
are a few essential questions to consider:
l Should one value experience over potential?
l Do you have adequate training resources to bring

the less experienced new hire up to speed
quickly?
l How important are academic credentials?
l Do you hire age and wisdom over youth and
enthusiasm?
l How much can you rely on the candidate’s past
success?

l What if a person has worked for you before in a

different firm or in a different capacity in the same
firm?
l How important is fitting in with the company
culture?
Putting rigor behind the way you hire and retain high
performing sales talent is critical to your longterm
success. Without the right people in place, you will
struggle obtaining profitable revenue growth. Based
on decades of recruiting, hiring, and retaining high
performing sales talent, the following five principles
will improve your odds of reducing bad turnover and
retaining top performers.

Principle One: Define the job and the
selection criteria
Before beginning a search for the perfect candidates
to fill needed roles, you need to define each position
in terms of its specific goals and responsibilities. Take
the time at the front end to define the job and the
criteria with sufficient rigor and discipline so that
you’ll be able to hire the right person.

Principle Two: Process and discipline
Put in place some sort of recruitment process, and
one that has process and discipline associated with it.
Set up a procedure to follow including standardized
assessments for all candidates, and create a fact
based profile for candidates that correlates scoring
with high performance. Implement a structured
interview process with a set of questions specific to
the role.

Principle Three: Don’t settle for mediocrity
Studies have shown that the cost associated with
hiring the wrong person is far greater than the cost of
leaving an existing position unfilled. If you are not
REALLY excited about the person you are
considering hiring, keep interviewing. Settling on the

TOP SALES MAGAZINE MAY 2017

19

best candidate of those that are left in the process,
but not someone you are thrilled with, inevitably
leads to suboptimal decisions and downstream
turnover.

Principle Four: Enable your managers
The impact that your managers have on new hires is
significant. People will quit their bosses before they
ever quit the company. Still, the role of the managers
is often neglected, as the majority of the focus lies
with rep level activities. Enable your managers with
the right processes, content and tools to (1) delegate
and promote top performers, (2) train and develop
“B” players and (3) manage out lower performers.

talent. You always need to be prepared for
someone leaving, someone you need to fire or the
person who will leave your team because he/she
has been promoted. Develop a rhythm around
building up your recruiting bench True toptier
talent is rare; you have to be searching for it all the
time.
Your organization is only as strong as its people.
As you build your business and gear up for strong
growth, a relentless focus on getting your hiring
strategy right is the surest way to achieve your
goals. Most importantly, recognize the acquisition,
development and retention of talent as the most
important role for each manager and leader. Paying
attention to this will do wonders to drive growth in
n
your business.

Principle Five: Always be recruiting
Good people can come from any number of
sources, and you need to remain vigilant to find

Dan Weinfurter is the Founder and CEO of
GrowthPlay. Find out more here

The Business
Impact of The
Quarterend Push
Sales reps who are under pressure often make
extra eﬀorts to reach quotas at the end of
calendar cycles. The study reveals the adverse
eﬀect of this, on overall sales win rates and
deal sizes. Read the report and you'll learn:
l What day of the week sees the most

successful deal closings
l Why the spike in deal closings seen on the

last day of the month is an illusion
l How much your organisation is likely

losing by encouraging endofmonth quota
pushes

Download Now
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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.

How to Overcome Prospecting
and Cold Calling Reluctance Permanently
Do you have a sales team of fearless salespeople and prospectors? There’s
not a company out there who can afford to have their salespeople,
prospectors and rainmakers become a little gun-shy when looking to attract
and develop new business.
Granted, salespeople do report an increased level
of confidence and a decrease in call reluctance when
they have been provided with the right tools,
processes, and systems. Unfortunately, these tactics
don’t always eliminate the anxiety or level of
resistance that salespeople experience when cold
calling.
Perhaps the real issue is not tapping into the
source of cold calling reluctance. Fixing the
symptom without understanding the true source of
the problem only results in a temporary solution.
Instead of focusing on strategies that only
address the symptom, explore the source of your
anxiety to permanently overcome the fear and
resistance to cold calling; your beliefs surrounding
cold calling.

Selling and Cold Calling Aren’t Dirty Words
ere’s how you can overcome sales and
prospecting reluctance permanently.

H

When I ask salespeople about their feelings or
attitude towards cold calling, I hear the following
responses. Compare your list to the following
common responses:

The Inner Game of Prospecting
Are you aware of the limiting thinking you may be
harboring towards selling, cold calling and your
prospects? When salespeople resist engaging in any
business development, such as cold calling, a typical
response from many sales managers is to provide
additional training, roleplaying, a revised
presentation, or more qualified prospects to call on
as the solution to improving cold calling results and
productivity.

22

TOP SALES MAGAZINE MAY 2017

1. I fear rejection and take it personally.
2. I call on people who have other things to do than
speak with someone they don’t even know. I’ll
just be interrupting and annoying them.
3. I am a stranger. Why should they talk to me and
give me their time?
4. I don’t want to say the wrong thing until I have
mastered my approach so I don’t look bad.
5. I don’t want to come across the wrong way and
destroy a potentially good selling opportunity.

Keith Rosen

6. I know they’re not interested.
7. I don’t want to impose or be intrusive.
8. I know they’re probably happy with their current
vender. If they weren’t, they would call me.
9. I hate being cold called!
10. I don’t want to have to push something on
someone.
11. I hate leaving voice mails. They never answer
the phone and certainly never return my calls.
Conversely, when I ask salespeople what they love
about cold calling, what I get is complete silence.

It Ain’t About You!
Look at the first word that begins each statement
above.
I, I, I, I, I!
Making the selling and cold calling process about
you is the number one roadblock to successful
prospecting and the number one cause of cold
calling reluctance.
While many salespeople would say the selling
process is about the customer, they wind up making
it about themselves. Look at some of the limiting
beliefs and fears I mentioned that contribute to cold
calling and prospecting reluctance.
Instead of making the selling process about you
and how much you can gain if you sell gain (money,
sales, quota attainment, a promotion, and so on),
make it about the prospect and how much value you
can deliver to them.
If you are experiencing any fear or resistance to
prospecting, look at who you’re making the selling
process about. Chances are, you’re making it about
you!
Once you shift your focus and energy towards
making it about the prospect, it will immediately
relieve you of the unnecessary pressure to look
good and perform. Now, the cold calling process is
no longer focused on the salesperson’s negative
assumptions or fears but on the prospect and
uncovering the advantages they can experience

from your product or service.

How You Think Is What You Get
Whatever you assume or believe about cold calling,
your prospects, yourself, selling, and your career is
exactly what you’ll manifest in your life.
If you believe that cold calling is, “Forcing
someone to accept something they don’t want,
intrusive, annoying, manipulative, a waste of time,
intimidating, scary, something I hate being subjected
to myself, and so on,” that’s exactly what you’ll
continue to experience every time you prospect in
any form.
If you believe that all prospects are a certain way
(uninterested, shoppers, rude, are only concerned
with price) then how do you think you are going to
approach prospecting and deliver your presentation,
whether you realize it or not?
Think about the type of prospect that you are
going to be attracting, the questions you would be
asking and the kind of objections you’ll be hearing?
Based on your current assumptions surrounding
cold calling, prospects and prospecting, every new
experience now becomes a selffulfilling prophecy.
When working with different sales teams, I find it
interesting that some salespeople attract the difficult
customers. They then find themselves in a position
where they have to negotiate price, have more
cancellations or returns, or have to deal with the
shoppers.
Conversely, there are other salespeople who
seem to effortlessly generate the best opportunities,
create loyal customers and repeat business.
Make the selling process about the prospect and
customer and the value you can deliver, rather than
what you can gain if you sell. Once you do so, the
sale then becomes the natural byproduct of your
n
selfless efforts and good intentions.

Keith Rosen is an award winning author, CEO
of Profit Builders and founder of Coachquest.
Find out more here
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The 3 Most Important Questions
about Sales Process and My Answers
Sales Process is a topic that
I have chosen to write
about around 25 times over
the past 10 years. Lately,
we are finally beginning to
see some improvements being made in
this area.
or example, back in the early 90's, when
Objective Management Group (OMG) first
began measuring the existence of sales
process, only 9% of all salespeople were following
one with any degree of consistency and
effectiveness. It was amazing to me that for 20
years, this number failed to change! But recent
statistics are showing that 2025% of companies
and their salespeople are finally following and using
a sales process. Hooray!

F
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With sales process finally getting the necessary
attention, we should turn our attention to the three
related issues that need to be addressed. Which
sales process should you select, and into which CRM
application should it be integrated and how can it be
customized?
To help answer the question of which sales
process, it's important to understand that there
aren't that many to begin with! Names you might
recognize as sales processes, like Challenger, SPIN
and Sandler, are really methodologies  not
processes.
It should be clear that you need a complete
process and it should be customized for your
business, what you sell, who you sell to, and the
challenges that you face.
As for the CRM into which it should be
integrated, where do I start?
Enterprisesize companies need to choose
Salesforce.com because it's the only platform that

Dave Kurlan

will do everything an enterprisesize company
needs.
For everyone else, there are lots of choices, and
Salesforce is probably not the best choice  unless
you like spending a ton of money on customization,
only to have a clunky interface that salespeople
dislike.
If your salespeople don't like your CRM
application, they won't use it and certainly won’t
live in. If they don't live in it, the dashboard
information, which you paid a fortune to customize,
will be as useless as a fax machine.
It's difficult, and in some cases, impossible, to
truly integrate sales process into CRM and expect its
existence there to be useful. However, there is one
CRM application which is perfect for non
transactional B2B. The focus is on sales process, the
playbook, scorecards, the pipeline and the
dashboard. Salespeople love it and that means they
will live in it, data will be available in real time, and
your dashboard will be predictive! It doesn't need
much customization out of the box, and what
customization it does require, won't require an
integrator.

Sales process, without a CRM application that
can fully utilize it, is solving only half of the problem.
CRM, without a good sales process, yields the same
net outcome. And when both the process and the
CRM app are not as good as they could be, you're
essentially moving at the speed of water
n
evaporating! You're slowly moving backwards!
Further reading, watching and listening …
All 25 articles can all be found in my series on Sales
Process. In this short video compares sales
processes and methodologies. On CRM: This article
on scorecards illustrates the power of having a CRM
application that can be easily customized and
tweaked as you go along and gain more information.
Another article discusses the 16 problems with
CRM. Finally, this article provides an example of
how you can use the information on a CRM
dashboard to improve revenue.

Dave Kurlan is a bestselling Author, Keynote
Speaker and CEO of both Objective
Management Group and Kurlan & Associates.
Find out more here

Sales Leadership Intensive
The Premier Sales Leadership Event
In sales management, you have two choices. You can develop your leadership skills to catapult your professional
success and that of your teams or you can continue to perform at status quo. Today, a company needs every
possible efficiency, effort and effectiveness from its sales management and salespeople to get ahead and
emerge at the forefront of industry. Those companies that innovate are growing. This toprated two day
conference is jampacked with sales management leadership training to help drive innovation, by showing sales
leaders how to strategically grow sales.
Whether you have three salespeople or 3,000, an underachieving team or a sales force that performs well,
the competencies necessary to transform your sales force into a cohesive, over achieving team are
the same. On May 17 and 18, 2017 in the Boston area, we provide the tools, strategies, tactics,
mindset, knowledge and practice that you’ll need in order to transform your sales force and grow
revenue and profit. This powerful event has limited seating. Register here
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What is Your Competitive Advantage?
How many times have you been in a selling situation where the customer's
sole focus was on price? Anytime your customers can't tell the difference
between your product or service and your competitor's product or service,
the customer will buy based on price.

ou must be able to differentiate your
company, your product, your quality, your
service, and yourself if you want the customer
to stop focusing on price and start seeing you as a
partner, and not just as a supplier. You've got to
show how you are different.
Companies or sales reps who don’t understand
their competitive advantage say things like “Our
product is better quality” or “Our service is better.”
Even if a company has better quality or better
service, it won’t convince its customers just by
saying so because many of its competitors will be

Y
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saying the exact same thing! You have to define
quality. You have to show what outstanding service
looks like and how your quality and service differ
from the competition.
How can you demonstrate your competitive
advantage? Suppose someone walks up to you at a
business conference or social gathering, introduces
herself, and asks you what you do for a living.
Exactly what would you say? Did you have any
trouble? Did you stumble? Do you know what sets
you apart from your competitors? If this was hard for
you, you’re not alone. If you were to ask the average
car dealer, computer store or furniture manufacturer
what they do for a living they’ll probably say, “I sell
cars, computers or furniture.” But what does every
other car, computer or furniture company say?
Exactly the same thing!
So, what should the salesperson who
understands his competitive advantage say? How
about this for a car salesperson, “My name is Mike
from Competitive Motors. We’ve found that there is
a lot of confusion in the automotive market today
because there have been over 150 new models
introduced in just the past three years. We’ve
developed a computer program that profiles
everything the buyer wants in a car and, in less than
five minutes, identifies the models most likely to fit
their needs.”
Your Statement of Competitive Advantage
should contain four components:
l Your name
l Your company
l A statement about a typical problem experienced

in your target market

Dr. Tony Alessandra

l An intriguing statement about how you can help

solve that problem
The competitive advantage statement should be a
30second statement of what differentiates your
company in the marketplace.
Here’s another example. “My name is Marlene,
and I work for ‘The Prescription for Doctors.’
Physicians today are being pressured by insurers,
employers, and patients to cut healthcare costs; yet
overhead costs for physicians are constantly rising.
We provide a service that allows the physician to
spend more time with patients and cut overhead
costs at the same time resulting in better quality care
at a lower cost. It’s just what the doctor ordered!”
The best way to determine your competitive
advantage is to first break down the components of
your product or service into four distinct categories,
Competitive uniquenesses, competitive advantages,
competitive parities, and competitive disadvantages.
Let's look at each one individually.
Competitive uniqueness: What can I offer my
customers that no one else can offer AND that my
customers value?
Competitive advantage: What can I offer my
customer that my competitor can also offer, but I
can prove my offer is better?
Competitive parity: My competitors and I are the
same here  no real differentiation.
Competitive disadvantage: Where does
competition have an advantage over me?

the

You may want to do your analysis by market
segment, by competitor, by product, or all of them.
Knowing your competitive position quickly gets you
on your customer’s wavelength.
Let's say a pharmaceutical company just got FDA
approval to sell a new drug that patients need. This
company now has a competitive uniqueness

because no one else has this drug.
An example of a competitive advantage might be
where two companies market the same drug, but
one is a large wellknown company and the other is
a small relatively unknown company. Even though
both are selling essentially the same product the
larger company has an advantage because it’s well
known and people ask for the drug by its company
name because of its wide name recognition. If no
real competitive advantage exists in your product,
try to focus on your company reputation, your
excellent service, your responsiveness and reliability
or any other factors than can positively differentiate
you from your competition.
Next, let's look at what things are the same
between the competition and you? That is, what do
you have that is exactly like the competition but is
still important to the customer? Aspirin pills are a
good example. Several ethical drug companies make
different formulations, but all with similar
records/results. This is competitive parity.
And finally, what specific disadvantages does
your product possess? That is, what does the
competition do better than you do? Your drug may
have more side effects than the competitor's. That's
a competitive disadvantage.
In the examples above, I was talking about the
whole product as being unique or the same. But you
could do the same analysis if you have a product
where some features may be unique, some may be
advantages, some may be the same and some may
be disadvantages.
By doing this analysis, you'll be in a position to
help your customers distinguish between you and
your competition. Once you embrace and effectively
articulate your uniquenesses and advantages, you
will rise above your competition to make more sales,
more profits and more longterm satisfied
n
customers.

Dr Tony Alessandra is a HallofFame
Keynote Speaker and Founder of
Assessments24x7.com. Find out more here
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The expensive CRM mistake
that everyone is making
When was the last time you
heard a salesperson sing
the praises of their CRM?
Unless you’re very lucky, it’s
probably only ever
happened in your dreams.
ore likely, you spend part of every week
wrangling with your salespeople to please
put their data in the system so you can
print reports so you can do your job. And they
spend part of every week groaning about it.
The problem is, you didn’t choose the CRM, and
neither did your salespeople. It was probably
chosen by someone in marketing or IT, for their
own purposes, and then sold to your team as a
productivity tool. But it’s not a productivity tool,
and you know it and so do your salespeople.
But it should be. It’s time to change how we view
CRM.

M
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A new view of CRM
At its heart, CRM is really quite simple. It is just a
database, with a user interface and tools attached
to it. Unfortunately, the tools that come packaged
with most CRM systems were designed with the
needs of marketing, IT, and executive leadership in
mind—not salespeople and their managers.
The trick to transforming CRM into a
productivity tool, is to understand what you want
the system to do for your team, and then determine
the tools that need to sit on top of the database to
serve that purpose. The resulting system will be so
much more than a CRM. It will be a genuine sales
effectiveness platform.

Which tools do you actually need?
A common mistake sales organizations make when
purchasing a CRM is to choose a system based on
the size of their organization. A better approach is
to start with these three questions:

George Brontén

l Transactional or complex?
l B2B or B2C?
l Proactive or reactive?

Transactional vs complex
The needs of a transactional sales team are
different in several major ways from those in a
complex environment. In a transactional
environment, the salesperson might only need to
collect basic contact information and a credit card
number. The process may be as simple as
answering a few questions and taking an order. In
this environment, the CRM tools can be equally
simple.
A more complex environment may require the
salesperson to engage in multiple touches over
several months or years. There may be multiple
stakeholders and decision committees to track. In
high performing complex environments, there may
be
formal
processes,
playbooks,
and
methodologies to apply. The salesperson may also
need access to sales enablement materials. In such
an environment, the tools that sit on top of the
CRM database are particularly important.

B2B vs B2C
In a B2B environment, the CRM may require an
interface that collects detailed information on each
contact including their company, role, relationship
to other decision makers, attitude toward the sale,
level of influence in the decision, and much more.
Plus, you may need to maintain organizational
charts and adhere to a complex and dynamic sales
process.
In contrast, a B2C process will require relatively
simple tools.

process is necessarily reactive. For instance,
government contracts are usually awarded on an
RFP basis. An RFP sales process is a reactive
process.
At the other end of the spectrum, organizations
whose salespeople use social media and other
tactics for finding and courting prospects early in
the process are engaged in a proactive sales
process.
If your organization is involved in a proactive
sales process, your effectiveness system should
include tools for identifying and tracking prospects.
It should allow you to embed a customerfocused
sales process into the system that guides
salespeople through the sales cycle.
If you’re engaged in reactive sales, then your
system won’t need prospecting tools, but should
include tools for assembling RFPs and maintaining
a consistent message across multiple RFP
responses.

Selecting the right package
Most CRMs come packaged with a collection of
tools. Unfortunately, these collections are rarely
designed for sales effectiveness. Instead, you will
probably have to assemble your plugins and tools
yourself.
Some CRMs come specifically tailored with
tools for specific sales environments, such as
Membrain, which has been designed to increase
effectiveness in complex B2B sales environments.
Other packages, such as Hubspot’s CRM, are
designed for more transactional environments.
Once you understand the type of organization
you are, you’ll be better prepared to build the CRM
and sales effectiveness platform that will work for
n
your team.

Proactive vs reactive
While many sales processes are more effective
when they are proactive, in some environments the

George Brontén is the Founder & CEO of
Membrain, AwardWinning Blogger &
Software Pioneer. Find out more here
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TOP SALES ACADEMY 2017
THE FACULTY
Once again this year’s faculty will represent the brightest and most successful sales experts on the
planet. They will be delivering leadingedge presentations, that are short, sharp and highly
relevant. Full details can be found here

Think Differently – Embrace The Power
Of Your Audience
Simon Morton

Why Closing is Overrated
Dave Kurlan

Making the Case for Sales Process
George Brontén

How Digital is transforming AccountBased
Selling
Bill Butler

Sales Experience Drives Predictable Revenue
Barb Giamanco

The Sales Video Playbook
Jeff Fissel

How could a Sales 2.0 or a Sales 3.0
organization ever be successfully led by Sales
1.0 managers?
Tamara Schenk

How Referral Introductions Guarantee
Predictable Revenue
Joanne Black

Rethinking Sales Management
Daniel Weinfurter

Increase your Relationship Intelligence®
Jim Cathcart

The Challenges in Enterprise Selling and How
To Overcome Them
Brian Sullivan

Content Marketing for Sales: What, How &
When To Increase Prospect Velocity to Close
Matt Heinz

Collaboratively Working Through Objections
Nancy Bleeke

Notes from the front lines: The 6 character
traits of the top sales managers
Colleen Francis

How to use Stories and language to win deals
and shorten your sales Cycles
Calum Kilgour

Sales Best Practices are Placebos, aren't they?
Christian Maurer

2017  The Beginning of the Era of Marketing
& Sales Accountability
Dan McDade

10 Behaviors Buyers Reward & Sellers Neglect
Deb Calvert

Must know tips for mobile presentations
Julie Hansen

What Makes a Top 5% Sales Achiever? 
The Characteristics Revealed
Jonathan Farrington

TBC
Patrick Gunn

The Number One Barrier to Hitting Your
Number
Tom Stanfill

TBC
Jonathan Brink

Creating Customer for Life
Dr Tony Alessandra

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

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

Seek to Serve, Not to Sell
Jay Mitchell

Resilience + Resourcefulness = Relevance +
Results
Bernadette McClelland

TBC
Tiff Bova

Sales Training: Proven Models for Sustaining
Its Impact
Michelle Vazzana

The Missing Piece in the
Sales Enablement Puzzle
Sales Enablement is a topic that has blown hot and cold over the last few
years. Mega corps through to smaller firms have all had to wrestle with the
pros and cons of implementing a formal Sales Enablement programme. The
countless debates that surround Sales Enablement continue to rumble on.
n the world of Sales Enablement, opinions are
plentiful – from offering smart, creative and
engaging ways of ensuring buyin from users
through to carefully considered planning around
how to sustain quality and maintain usage. Then, of
course, there is the battle between tech vendors
around design, functionality and ROI. Vendors
promise great things, purporting to support sales
people all the way through the sales process which

I
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in turn leads to the inevitable debate around
breeding laziness and stupidity within a sales force.
Does spoonfeeding information mean they no
longer have to engage grey matter?
Add a smidgen of debate around BI and analytics
and you have a sales topic that everyone has an
opinion on but few are able to demonstrate any real
success in…
The one common thread amidst the noise is that

Simon Morton

an imperative within all Sales Enablement
programmes is the quick and easy access to a
company’s latest and greatest sales materials.
I have to confess that it’s at this point that my
patience finally snaps.
Having worked with a wide range of businesses
to tackle the Sales Enablement challenge, our
experience points to the vast majority of sales
materials being resolutely unfit for purpose. Sales
Enablement programmes stand and fall on the
quality of the sales materials within the
system...and most are failing.
So, this blog is a heartfelt plea to heads of Sales
Enablement programmes to take another look at
your current processes. Review the reasons why
you've invested vast amounts of time, money and, in
all likelihood, tears in your Sales Enablement
programme and look at how you can ensure that the
available sales materials are as worldclass as the
finely tuned process and technology within which
they sit.
Based on our experience of working with
businesses facing this challenge, we’d offer the
following advice:

No. 1 – Create VALUABLE Content
Ensure that your sales materials are as valuable as
possible by addressing the real issues faced by your
sales people. For too long, Sales Enablement
programmes have been a catalyst for simply
refreshing and recycling existing underperforming
sales materials rather than going to the core issues
that impact sales audiences.
Step away from the quick fix temptations of
‘lipstick on a pig enhancements’ and dig a little
deeper.

with a global organisation that, despite having
invested hundreds of thousands of US$ in the
rollout of their Sales Enablement programme, were
still struggling to contain a very healthy ‘black
market’ in unbranded and offmessage PowerPoint
slides. These ‘dirty secrets’ continued to pop up at
key stages of the sales process, including final
pitches to win high profile enterprise deals. The
system was not working…
Take time to truly listen to your sales teams and
provide them with optimised tools that they will use
and value.

No. 3 – Think of your Audience
Finally, my plea is on behalf of the ‘end consumers’
of your sales materials. Prospects and customers will
be the biggest beneficiaries of a more concerted and
focused Sales Enablement programme. Ensure your
Sales Enablement programme is (healthily) obsessed
about winning business through more valuable sales
conversations rather than an inwardlooking
exercise in report creation or drooling over the shiny
interface your tech vendor is so proud of.
In summary, many of the frustrations Sales
Enablement leaders face (getting buyin, sustaining
quality and maintaining usage) can be addressed by
simply making the sales materials more valuable to
both salesperson and prospect. Great quality
material that is PROVEN to win the deal will ensure
your Sales Enablement investment will be all the
more effective and all the more appealing to your
sales team. Everything else should be viewed as
merely an enabler.
So please keep it simple. Focus on tools that truly
help win the deal – by doing so, you can guarantee
that not only will your sales team be on board but so
n
will your customers.

No. 2 – The ‘Black Market’ Warning Sign
To ensure you deliver on your efficiency and quality
objectives, review how your sales materials are
being used. I was shocked when working recently

Simon Morton is the Founder of Europe’s
leading presentation development company,
Eyeful Presentations. Find out more here
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Bringing Value-added Data
to Your Sales Enablement Program
The goal of most sales
enablement initiatives is to
ensure sales teams achieve
quota in a scalable,
predictable, and repeatable
way. Although it sounds straightforward, a
recent study by CSO Insights found only
30% of companies that implemented sales
enablement initiatives in the past two
years met all the objectives of their
program.
ithout clear successes to point to, sales
leadership can struggle to justify the cost
of sales enablement investments to their
CEOs or their boards. This is a real issue, because it’s
harder than ever to sell, given today’s constantly
evolving business environment, and while quota
expectations keep rising, the actual number of sales
people achieving quota continues to fall.
So, how can sales leadership improve the efficacy
of their sales enablement programs and, in turn,
secure buyin from their CEO? The answer lies in
data that goes beyond the number of calls made and
deals closed. As CSO Insights points out, with data, a

W
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sales organization can identify their pain points and
related causes, and then build a vision for what
“better” looks like. Leveraging this datadriven
approach can transform a sales enablement
program.
The first step is understanding the sales
competencies that matter most in driving the buying
cycle. They should be based on the company’s
unique product set, customer profile and market
focus. Sales leadership can then measure how every
sales rep and manager meets these core
competencies, identify gaps, and design their sales
enablement program to address specific gaps. Let’s
look at some common pain points, their causes and
the first steps toward solving the issues.

Continuous development vs. oneanddone
training
Many organizations invest in sales training at a hefty
rate of $1,000 per sales rep but few can point back
to meaningful results. There are a couple of reasons
for this. First, there tends to be an assumption that
reps will remember new information shared at a
onetime event. However, neuroscience studies
have shown that the human brain starts to forget
nearly 80% of new information obtained within 30
days or less – it’s just how the brain works. Second,

Michael Gear

without datadriven insights on progress, it’s tough
to show how much of an effect one training event
had on sales rep capabilities. As time goes on, and
the effects of that training decreases, it’s even
harder to point to results. The solution lies in
replacing a oneanddone mindset towards training
and coaching with a continuous development
strategy that helps reps recall critical sales
information at any given point in time – particularly
during conversations with buyers. In fact, companies
that employ continuous sales reinforcement
methods see a 20% higher quota achievement.
Additionally, organizations using datadriven insights
to measure rep capabilities can track the ROI of
training investments.

Datadriven coaching
Sales managers have a lot on their plates. They’re
managing reps and quota attainment while juggling
countless meetings and their own active deals. So,
it’s no surprise that coaching their reps tends to take
a backseat. CSO Insights discovered that nearly half
(46%) of firms they surveyed spent less than 30
minutes per salesperson on coaching. So how can
managers go beyond dealbased coaching to
coaching on core competencies, and track key
performance indicators against them, such as
confidence, proficiency, and observed performance?
While it seems like a tall order, datadriven sales
coaching tools can help identify proficiency gaps,
provide coaching recommendations and track
improvements against KPIs to help increase
effectiveness by up to 55% while optimizing
valuable coaching time. This allows for the coaching
of sales competencies against a consistent
framework. And the ROI is significant: according to
the Sales Management Association, organizations
with a formal coaching process generated much
stronger results (54% win rate) in comparison to
informal coaching processes (46% win rate) or
discretionary coaching (45% win rate), where the
process is left up to the individual sales manager.

Driving the buying cycle at the speed of
change
Research shows that more than a third of enterprise
reps, even those with lots of market and product
training, can’t apply the context needed to
successfully sell into their markets. As a result,
buyers are turning to online searches to find the
information they need. One reason is that
enterprises lack the ability to easily identify and
manage sales reps’ skills and knowledge gaps at
scale. Without a clear understanding of the areas
where reps need help, it’s tough to provide effective
development strategies. In addition, a recent survey
by the Sales Management Association showed that
while 72% of firms experience annual change that
warrants salesperson development, only 25% report
that their salesperson development efforts are
sufficiently agile to address change. Meaning, reps
can’t keep pace with market changes that affect
buying decisions. To combat these issues,
organizations
must
incorporate
continuous
reinforcement methods that enable sales reps to
retain critical market, product and buyer
information, which will help them deliver relevant
messages in realtime, establish value and drive the
buying cycle.
Having identified pain points and the causes
associated with them, organizations can move more
quickly towards a solution for achieving consistent
performance at scale. Using datadriven methods
that provide a clear view into sales team capabilities
and their improvement over time can help
companies measure progress. And it’s that
measurement of progress that ultimately proves the
value of a sales enablement program, both to the
n
reps and to corporate leadership.

Michael Gear is Senior Vice President,
Worldwide Sales at Qstream.
Find out more here
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Lets Cut to the Chase Call Those LinkedIn Profiles!
Marketing and sales development teams are constantly improving at creating more and
more leads for businesses to contact. CRM databases are overflowing with names and job
titles of individuals who fit a perfect match for a sales prospect. But the final piece of the
puzzle remains outstanding - contact details.
inkedIn remains the most widely used sales
prospecting tool  with a database of over
500m users and an increasingly sophisticated
set of features for profiling and keeping track of
leads, it is the goto platform for building up a bank
of potential customers to contact for your product.
Frustratingly however, it stops short of enabling a
sales professional to contact those prospects.

L

Overcoming engagement obstacles
Despite the proliferation of tools to aid with the
development of lead lists; sales teams still focus on
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conventional forms of outreach to these prospects 
email and phone. In fact, the emphasis on direct
phone numbers has only increased. As methods for
profiling leads’ have become more sophisticated, so
have those peoples’ reluctance to share contact
details or answer cold outreach calls increased.
LinkedIn is a fine example of this  marketing
managers and sales development executives take
advantage of tools like Sales Navigator with its
advanced
filtering
functionality
to
build
comprehensive lists of prospects within a target
market. More assertive prospectors will perhaps
succeed in connecting with that individual. Others

ADVERTORIAL

will perhaps opt for an InMail message. Yet
conversion rates of cold messages to these people
on LinkedIn are alarmingly low. So what is the
alternative?

This is where Lusha comes in…
Lusha is a new service designed to put phone
numbers at the fingertips of sales professionals at
the time they need it. Built as a Chrome extension to
act as an overlay to the social network on which you
are searching profiles, prospectors don't even need
to leave the profile they're viewing to find the
contact detail they are searching for. Rather, Lusha’s
unassuming avatar will pop up in the corner of the
screen indicating that individual’s mobile phone
number and email address are available. It will then
be down to the user to reveal those contact details,
consuming one of their monthly ‘credits’.
The user experience and UI has been crafted
with one vital KPI in mind  calls/time. Without
wanting to oversimplify sales, the ageoldadage
rings as true today as it ever did  the more
prospects we speak to, the higher chance of making
a sale. Therefore, Lusha discourages distraction
away from the area the outreach pro spends most of
their time  the LinkedIn profile  and puts their
phone number right where it has been missing all
along.

But I have vendor blur….?!?!?
New plugins are being launched almost daily. What
makes Lusha different from any of its competitors?
It starts with the way Lusha sources data. Rather
than run algorithms to calculate emails from
convention combinations, this plugin takes a more
rudimentary approach by tapping in to vast third
party data providers. Lusha cleanses it’s own
database of 3.5bn contact records in realtime
against this backdrop of other huge databases with
the output of providing sales professionals with
personal contact information.

Lets take that in for a moment  Lusha is
providing the holy grail of personal phone numbers
and emails. This is the most distinguishing feature of
Lusha  to keep uptodate contacts details. If you
are looking to circumvent every obstacle that has
previously been in the way when picking up the
phone by putting a personal and direct phone
number at your fingertips.

Why isn't everybody sourcing these same
phone numbers?
Theoretically, this sounds pretty simple  search a
publicly available database which has all your leads
mobile numbers in there. Its not.
The reality of attempting to interrogate these
mammoth databases to find a fixed individual and
not another with a similar or even worse, the same
name is incredibly complicated. Add to this
complexity trying to do this with very few points of
reference from the given social network profile and
this has until now been impossible and not available
to the general public.
Lusha’s proprietary algorithm however, has
seemingly made the impossible, possible. With a hit
rate of in excess of 70% in North America, UK,
Australia, Singapore and Netherlands and outside of
that over 60%, the prospector will only see a
suggested contact information if there is a high
degree of certainty there is a match. Now those
once before hard to find mobile numbers are simply
a click away and your prospects within reach from
your salespeople. "As they say... If I had a penny for
every second I wasted searching for phone
numbers...well don't we all want to get rich quick?
Top Sales Magazine readers are invited to
download the free Lusha plugin from our website
to witness the strength of the service firsthand
and to find out how you can get your hands on
more credits for your sales team.
Alex Waiman Director of Sales, Lusha.
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Top Partner of the Month

Your role. Your leadership.
Unleash your potential.
Are you ready to lead your team to unsurpassed revenue performance?
Learn How

Status quo “winning” too often
in your sales cycles?
Under-performing sales teams
impacting corporate
performance?
Mereo has enabled more than 100 industry
leaders, including Ariba, PGi, Accel-KKR,
Vistage and Ace Hardware to unleash
sustainable revenue performance.
Visit our new website to learn how we can
serve you and make 2017 exceed even
your wildest expectations.

Discover Mereo

Top Sales Post

April’s Top Sales Post
How to Spot 'B' Players Masquerading as 'A' Players
by Drew Zarges

‘A’

players generate 5x more revenue than ‘B’
players and 10x more than ‘C’ players.
Validate your ‘A’ players to ensure you have what
you think. Listed below are three examples of
pseudo topperformers, and how to determine if
your “A” Player is one. Download our ‘A’ Player
Calculator and build a talent scorecard on more than
just quota. Take a step further and evaluate your
sourcing of ‘A’ players by reviewing the profiles
starting on page 286 of the workbook.

The Turf Bully
The Turf Bully is usually a grizzled veteran
recognized as a consistent performer. He doesn’t
blow out the number, but always delivers more
revenue than the average rep. He’s cited for his

extensive network and performance consistency. He
gets protective of “gray area prospects” who stretch
across several regions.
Problem: The Turf Bully is successful because
he’s claimed the biggest patch of land. Every time
there’s a territory rezoning he bellyaches. You can’t
turn them over to someone else, I brought them in! Or If
you chop up my territory, I’ll look somewhere else. He
mostly gets his way. Because of this, prospects and
existing customers don’t get the same level of
service. He is spread too thin.
How to Spot Them: Look at the number of
prospects in each territory. No territory should have
twice the amount of any other. If reps are
responsible for prospecting, use a proxy like
population. Also, examine undivided states like “New
York” or “California”....
Read Full Article Here

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.
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