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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.
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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.

Steve Preston
Chief Marketing Officer,
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
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George Brontén
Founder & CEO of Membrain,
AwardWinning Blogger &
Software Pioneer.

Colleen Francis
President and Founder of
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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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Is Your Primary Networking Objective
Self-Gratification?
Before you even begin to look at engaging seriously in lots of networking
effort, it is useful to look at your own temperament or disposition. This is
the individual’s internal desire to network and to find value and enjoyment
from the whole process of building relationships.
l The User
l The Relationship Builder or Networker

Although our aim is to consider the fourth of these
in some detail as the role to which we can all aspire
(if we are not already there), let’s briefly look at each
of these types in turn.

or some people, this will be an almost
irrelevant issue to debate. Their motivation to
want to talk to people regularly and to
network is naturally high. Talking to strangers in
supermarket queues, at bus/train stops or even in
the elevators is characteristic of such people.
However, even if you really enjoy talking to people,
it is a proven fact that most of us are not highly
confident and highly motivated networkers. In fact,
statistics reveal that only one in ten people is
actually comfortable in striking up a relationship with
a complete stranger.
Unfortunately, this means that their own
misgivings, fears and doubts, potentially hinder the
vast majority of people.

F

Four Networking Types
In practice, you can divide people who attempt to
build networking relationships into four distinct
types:
l The Loner (little or no networking)
l The Socialiser

6
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The Loner
l Likes to do most things by themselves (because
they do it faster or better)
l Doesn’t want to bother or worry other people
l Feels that their knowledge and skills are often
superior to most people
l Only asks for help as a last resort (and when it
may be too late)
The Loner is an easily recognizable type, because
there are times when we all believe that we will do
better ourselves than if we ask others for help.
The Loner will not usually want to bother anyone
else, or necessarily see much point in doing so,
believing that others will be slower and will set lower
standards.
Unfortunately, the loner attitude is a major
obstacle to effective networking. We need to shift
our thinking greatly in this area. We should be more
willing to let others assist and we should even ask
for help more often.
The Socialiser
l Tries to make a friend of everyone they meet
l Tends to know people’s names and faces, but

Editorial

not what they do
l Is not usually systematic or ordered about follow

up – contact is random
l May not listen too deeply and is quick to move on
Although the Socialiser may have a wide circle of
friends and contacts, he or she knows little of
substance about personal skills and resources. As a
result, Socialisers do not often share their skills.
The Socialiser is also a random networker,
following little or no formal contact system.

about the return.
This type is out there for others, or on call to
offer help whenever it is needed. If they cannot help
in person, they usually know someone else who can.

And Finally  Maintaining High SelfEsteem

The Builder
l Has a ‘giving’ disposition or abundance mentally
l Is generally happy to ask others for help or
guidance
l Listens and learns about people carefully
l Is regularly on the lookout for useful information
from which others can also benefit
l Has a wellordered and organized networking
system

Apart from the Builder, one factor connects the
other three types in preventing them from
networking more effectively. This is the issue of self
esteem.
The Loner believes in himself or herself, but not
necessarily in others (especially relative strangers).
The Socialiser likes people, but also very much
wants to be liked by others (and therefore does not
want to ask for favors).
Finally, the User takes a relatively selfish view of
“If I benefit or gain, I might reciprocate, otherwise I
won’t.”
Of course, all of these types fear rejection,
obligation, being too pushy or even looking weak. All
of these fears or concerns about networking need to
be lessened or overcome.
In a short article such as this, a topic as largely
and potentially complicated as a person’s relative
selfesteem cannot be covered at any level of detail.
However, it is important to appreciate how low self
esteem can have a major impact on your networking
efforts if it is not at least basically understood and
addressed.
An individual with high selfesteem is likely to
build their own confidence to want to network by
having a positive, open and ‘can do’ attitude.
Conversely, an individual with low selfesteem is
likely to lack confidence to start with. They will
convince themselves (and others) that they have
little that would be of interest to others in any
n
network.

This type of networker is what this article is all
about – an individual who takes a longterm
perspective on relationships with others and thinks
more about what he or she can give or offer, than

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

The User
l Is likely to collect business cards without really
connecting with people
l Tries to make ‘sales’ or ‘pitches’ on the first
encounter
l Talks and focuses on own agenda, rather than
‘together’ information
l Has superficial interactions
l Keeps score when giving favors
Unfortunately, people of this type do network
widely, but in a way that creates little benefit for
themselves or others. Even worse, this kind of
networker tends to create a bad impression and
therefore can give networking an image of being
about selling, taking, bargaining and keeping score.
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My takeaways from the Sales Enablement
Society’s Conference in Dallas
Jonathan Farrington
interviews CSO Insight's
Tamara Schenk.

JF: You attended the Sales Enablement Society
(#SESociety)
Experience
Sales
Enablement
conference last week in Dallas. What are your
impressions?
TS: The #SESociety conference was amazing,
inspiring, and transformative, completely organized
by volunteers focused on the attendees’ experience.
On the first day, enablement was discussed from
different perspectives. Bestselling author Ori
Brafman shared his wisdom about the power of
decentralized networks based on individuals
promoting agility versus existing command and
control structures. His brilliant keynote pointed out
that “the opposite of control is enablement.” Sales
Enablement Society founder Scott Santucci alerted
the audience that we are living in a completely
different economy but that we still apply old
paradigms to our current business challenges. Dr.
Howard Dover, UT Dallas pointed out that the sales

8
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function as it exists today in most organizations is
about to implode.
JF: How fast is the sales enablement movement
growing compared to previous years?
TS: The Sales Enablement Society has gathered
enablement professionals at the right time. In
previous years, when I was myself an enablement
practitioner and leader, the movement was rather
small and not growing that fast. Based on our CSO
Insights data, in 2013, only 19% of organizations had
an enablement initiative or function. Last year, it as
onethird, and this year, it’s almost twothirds. That’s
a tremendous growth rate. Many new people got
into enablement roles in a very short amount of
time. And that’s the phase of any movement when
the need for clarity is greater than ever before.
JF: What’s different about the Sales Enablement
Society compared to established industry
associations?
TS: The Sales Enablement Society is by no means
just another association. The society’s culture – and
that’s what its members have created – is driven by
creativity, innovation, and an infectious spirit of
trying new things and doing things differently in a
highly
collaborative
manner,
following
a
decentralized and agile networking idea.
JF: That sounds amazing. Could you share an
example of that spirit?
TS: Sure. Take the enablement definition project as
an example. This project, led by one of the local
chapter presidents, analyzed all enablement
definitions out there, and identified via a member
survey the four favorite ones. These were the
definitions from Forrester, ours from CSO Insights,
and the definitions from Sirius Decisions and IDC.
Then, they invited various delegations, such as for

The Jonathan Farrington Interview

example academics, analysts, and vendors, to do the
same. Organizations that are competing against each
other contributed for the greater good of standards
for the relatively new sales enablement profession.
In Dallas, the members voted for the suggested
definition, created based on the evaluation. This is
an amazing, bottomup achievement.
JF: Did the conference change any of your
perspectives about sales enablement? If so, which
ones?
TS: It didn’t change but enhanced and enriched my
perspectives. The discussion on “who is responsible
for growth?” in several sessions was inspiring, as well
as the discussion on the future home of enablement
teams. Is it executive sales management, is it the
CEO or another Clevel role, such as the customer
experience or chief growth officer? As an analyst, I’m
used to talking to many enablement leaders, and
each one has a unique approach based on similar
patterns and challenges. In organizations where
enablement is already established as an
accomplished strategic function, the Clevel
expectations are huge. Consistency, scalability,
adaptability, and effectiveness are key success
factors. Those senior executives expect their
enablement teams to do things like successfully
onboard newly acquired sales teams in just a few
weeks.
JF: Is there now more acceptance that sales
enablement has to be a strategic approach?
TS: Absolutely!
The
conference
definitely
contributed to much more sales enablement clarity.
There is consensus that sales enablement has to be
strategic in nature to drive sustainable results, and
that includes achieving growth targets. It’s also
consensus that enablement should have an
orchestrating role along the entire customer’s
journey across various enablement services,
targeting all customerfacing roles, which includes
for instance service personnel as well as managers.
And that scope requires enablement to collaborate

with many other functions, not only with sales and
marketing; this is a fact that was also confirmed by
our data.
JF: As one of the leading thought leaders in the
world on sales enablement, how was your session
and what do you expect next?
TS: One of the trends that I already discussed years
ago seems now to become a mainstream discussion:
Will it still be “sales enablement” in a couple of years,
or will it become “buyer enablement” or “customer
enablement”? In more practical terms: how to evolve
enablement to a more strategic function will be THE
key challenge. The session I had the pleasure to lead
was all about providing a framework, such as our
enablement clarity model in the form of a diamond,
that allows enablement leaders to perceive their
enablement function as a rough diamond that has to
be cut and polished based on the organization’s
context and challenges, addressing various
enablement facets.
JF: Can the implementation of sales enablement
arrest the downward spiral of quota attainment
(down 10 percentage points in 5 years)?
TS: Yes, there is a downward spiral, according to our
research, and the research of many others.
However, our 2017 Sales Enablement Optimization
Study shows a different trend. Organizations that
already focus on sales enablement are not always as
successful as they expect to be. But they already
show slightly better quota attainment numbers:
57.7% instead of 53.0%. However, measuring a
sales force’s performance only by quota attainment
does not necessarily reflect their real performance.
A set of KPIs including leading indicators provides
n
better insights.

Tamara Schenk is Research Director
at CSO Insights. Useful links:
Sales Enablement Society, #SESociety
& CSO Insights 2017 Sales Enablement
Optimization Study
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For a Quick Path to Quota,
Inject Some Coaching into Your Pipeline Reviews
What separates a great manager from a mediocre one? While it is true that
there are lots of little actions that divide the winners from the losers, there
is one activity that elevates a manager’s performance to the top tier: time
spent with reps in meaningful pipeline discussions.
antage Point conducted research into the
practices of highperforming sales teams
over the past two years, and the results show
a clear and strong correlation between team
performance and pipeline examination. High
performing managers make dedicated time for in
depth opportunity discussions about earlystage
deals. This is good news as it makes the pathway to
improved sales quite straightforward: in order to
elevate team performance, set aside time to have
these coaching conversations.
Vantage Point’s research into this area includes
comprehensive responses from 512 sales managers
across 12 industries and all geographic regions of
the world. Our goal for this twoyear project was to
identify those specific management practices that
led to a higher percentage of sales reps at or above
quota. It was not enough for a manager to “make
plan.” Instead, we were looking for practices that led

V
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to higher participation across the entire sales team.
We didn’t want general coaching insights; we
wanted specific management practices by sales role
that led to higher levels of quota achievement.
We defined “high performing” managers as those
with 75% or more of their team members at or
above quota for the prior year. We didn’t use
revenues as the basis for management performance
because it is too easy for one or two superstar reps
to elevate revenues regardless of management
practices. When the majority of a team is making or
exceeding quota, this is a sign that the manager is
highly effective.
“Average” managers included those with 25%
75% of their team making quota, while “low
performing” managers included anyone with less
than 25% of their team members at or above quota.
Interestingly, the number of managers falling into
each bucket created a nearperfect bell curve. One

Michelle Vazanna

quarter of the managers I interviewed fell into the
top group, half were average, and the final quarter
were in the low tier.
As I stated earlier, the one activity that high
performing managers do consistently is devote time
to discussing pipelines with individual reps. There
are three parts to this winning formula:
1. Invest the Time. Managers who spend more than
three hours per month in pipeline discussions with
individual reps produce 11% higher average
revenues than managers who spend less than three
hours per rep per month. Of note: performance
doesn’t continue to climb with more than three
hours of pipeline coaching. While there’s a slight
bump in results once managers hit the 6 to 8hour
per month mark, it is relatively insignificant. The real
tipping point is three hours. Coach more than that
and your revenues will be higher.
Here’s why: If all you are doing in your pipeline
conversations is scrubbing the data to develop your
forecast, that doesn’t take very long. It certainly
doesn’t take more than three hours per month.
Which means that managers who are spending more
than three hours a month in pipeline discussions are
going beyond a data scrub to dig deep into individual
opportunities. Those are the conversations that
impact sales results.
2. Put It on Your Calendar. Highperforming
managers are significantly more likely to formally
schedule their opportunity planning discussions,
whereas lowperforming managers tend to conduct
them ad hoc. These scheduled meetings generally
have three common factors: they are oneonone
with individual reps, last about an hour, and happen
a couple times a month. All managers have to scrub
pipeline data to create a forecast, however, the best
managers then move beyond the administrative
scrub into highimpact coaching conversations.
Vantage Point saw this firsthand when we
worked with sales managers at a large global
company. When we first arrived, average close rates

were 25% of forecasted revenue. After managers
began meeting with reps twice a month to have
focused discussions on earlystage deals, close rates
climbed to 37%. Eighteen months after the change,
close rates were at 54%. In other words, this single
conversation doubled the company’s close rates. If
you aren’t having this conversation with your own
reps, you are missing out on the single most
powerful method of improving your team’s
performance.
3. Focus on Earlystage Deals. As part of this
research, we asked managers to select from a list
indicating the most common topic in their pipeline
discussions. For low performers, the most common
topic was updating the forecast and cleaning the
pipeline. For high performers, it was developing
strategies to pursue opportunities. In particular,
highperforming managers focused intentionally on
deals in the early stages.
These managers know their sellers need to get
good deals in and bad deals out so they look hard at
the deals reps are putting into the pipeline. They ask
hard questions that challenge reps to make sure the
deals are real and discard the ones that aren’t. The
result is that reps working for highperforming
managers spend their time pursuing only solid deals
and therefore have higher close rates.
This is in contrast to lowperforming managers,
whose focus is typically on the size of the pipeline
rather than the quality. As a result, pipelines here are
often unhealthy and reps dilute their focus chasing
all deals rather than just the ones likely to close.
When sales managers make this one change to their
management approach—when they add scheduled,
indepth, oneonone discussions about earlystage
deals to their regular pipeline scrubs—team
n
performance improves remarkably.

Michelle Vazzana is CEO at Vantage Point
Performance, a global sales management
training and development firm.
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Which Sales Tools Save Time
and Improve Efficiency?
Is there such a thing as too
much of a good thing? I
think so. Especially when it
comes to sales tools. You
have a sense for all of the
tools that exist to support salespeople and
sales organizations and some of them are
must have. But how many must you have
to support your sales efforts and at what
point are you supporting the tools?

T

his month we’ll look at 12 tools by category
and help you determine whether it’s a must
have, nice to have or a distraction.

CRM – There are dozens of CRM applications and
the question is not whether you need it; it’s which

12
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one and are you willing to live inside of it? While
popularity would have you believe that CRM is one
size fits all, nothing could be further than the truth.
The size of the sales organization, type of sale
(transactional or complex), length of sales cycle (very
short, medium or long), age of the sales force
(millennial or boomer), ability of sales management
(report creation and accountability), commitment to
leverage the application, size of the company (small,
medium, large or enterprise) are all factors in which
application to choose. Must have. My favorite 
Membrain
Email Address Finder – a smaller number of
these are available with varying capabilities but in my
experience, these applications save an incredible
amount of time. Must have. My favorite – Find That
Email.
Social Selling – This is mainstream now and
nearly everyone is on it. In this case, the question is

Dave Kurlan

not whether you need it, it’s will you use it to
develop your personal presence online and leverage
your brand to connect with people you can help. It’s
a Must have. My favorite LinkedIn.
Connection Software – LinkedIn allows you to
build a network, join groups, ask and answer
questions, hare articles and ideas and Blog, it’s
extremely clunky when you’re attempting to find the
best way to get introduced with someone you are
not currently connected to. That where connection
applications come in. It’s Nice to have and my
favorite is Reachable.
Sales Intelligence – There are many choices
when it comes to an application that will tell you
everything you need to know about the company on
which you will be making a sales call. You’re familiar
with the industry standard – like Hoover – but if you
need to go wide and deep and want news items to
go along with your sales intelligence, my favorite is
Discoverorg. Nice to have.
Bulk Emailer – Lots to choose from but don’t fool
yourself. Unless you’re an independent rep or a
solopreneur, let marketing deal with this.
Distraction. My favorite is MailChimp.
Calendar Scheduler – I’ve seen lots of these too
but if you want to save time and not have to send
emails back and forth to find a date and time that
works, this is a Must have. My favorite is
ScheduleOnce.
Lead Gen Software – You have to love
applications that help you generate inbound leads
but as with bulk email, leave this for marketing to
deal with. Distraction. My favorite is Hubspot.
Proposal Generating Software – You must write
or edit the proposal so it’s actually faster to write or
tweak directly into a Word or Google doc and I have
yet to see the time saving or cost saving value in
online proposal writing applications. Distraction.
Document Signing Software – This might seem
like the same kind of thing as proposal writing but it’s
way different. This isn’t a question of being able to
track whether your proposal was viewed; this is
about getting your contract signed as quickly and

easily as possible and this is one application that is
indispensable. Must have. My favorite is AdobeSign
(formerly EchoSign).
Slide Sharing Software – If you want to share
your slides on LinkedIn or publish your slides online
then you’ll need a slide sharing application. Nice to
have. My favorite is SlideShare.
Video Conferencing – With more and more
selling taking place from inside your office, it is
becoming more and more important to have a way
for your customers and prospects to look you in the
eye. While there are many choices, most are bad
ones. You don’t want to use a Webinar or training
application for this and while Skype is available it is
utterly unprofessional. Skype for Business is better
but it’s next to impossible to connect with users
outside your business. Must have. My favorite is
Zoom and if you have a Ring Central phone system
Zoom is included for free.

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

Sales Noise: Are You Part of The Problem?
You have to feel a little sorry for today’s B2B buyer. They are relentlessly
bombarded with unprecedented levels of ‘sales noise’ from every angle.
Every day they face a plethora of social media platforms and carefully
targeted online engagements ready to leap from their browser.
qually, they have ready access to more
information than ever before – peer reviews,
analyst reports and vast websites packed to
the rafters with information all intended to get them
to engage.

E

Seeing the wood for the trees is now a
required skill for any B2B buyer
Add to this an evolution in some sectors of sales
where sellers are becoming more proactive,
persistent and, let’s face it, opinionated as they
struggle to differentiate themselves in a crowded

14

TOP SALES MAGAZINE NOVEMBER 2017

market. Life is not particularly rosy for the B2B
buyer today.
As sales professionals, empathy for our target
audience is instinctive. We naturally place ourselves
in their shoes, endeavour to understand their
challenges and then find a solution. The paradox is
that rather than find an empathetic solution to this
challenge, we pile further pressure on B2B buyers
by producing ever more content and cunning ways
of distributing it.
We are responsible for a form of ‘sales tinnitus’
that forces buyers to either bury their head in the
sand and not make a decision OR lose patience and

Simon Morton

buy on price rather than value – neither option is
connection required as a sales tool.
good news for sales people. It’s time to face facts;
With this in mind, many turn to video. After all,
buyers are punchdrunk and we’re part of the
respected analysts like Aberdeen Group tell us that
problem.
companies that use video are growing revenue 49%
The final paradox is that sales organisations
faster than those who don’t. However, don’t get
expend so much energy creating ‘noise’ at the start
overexcited  video is not a panacea and those
of the sales process that they’ve forgotten the value
fancy videos created by your marketing team that
of quality communication once the deal is done. A
now adorn your YouTube channel may actually be
recent survey by Gartner highlighted
hindering your sales conversation.
that nearly twothirds of tech buyers
Why? They are simply not focused
said they would purchase more from
enough and by sharing them too
existing providers if the value from
liberally you’re inadvertently adding
their initial investment was clearly
to the sales ‘noise’. Generic videos
Assuming
that
demonstrated. In short, they are
are perfect for buyer research, but
you’ve
created
a
calling out for MORE information and
they won’t help you close.
salespeople are falling short  what a
Assuming that you’ve created a
short,
pithy
and
criminal waste of opportunity.
short, pithy and valuable video asset
So, the time is well overdue to
that will support the next stage of
valuable video
rethink
prospect
and
client
your sales conversation, how do you
asset
that
will
engagement. I put it to you that the
ensure it gets watched by the right
key to sales success is more about
support the next people? Buyers have become
the when and what, rather than the
immune to emailed links to video
stage
of
your
sales
how much information you share.
while increased IT security mean that
While this is not a particularly
conversation, how a loaded branded USB is never going
controversial statement (frankly, it’s
to see the light of day. As a result,
do you ensure it
bordering on the obvious), very few
people are starting to rethink the
sales organisations behave in this
gets watched by different stages of the sales process
way.
and move to new hybrid solutions like
the right people?
We need to start creating and
Eyeful Lens.
then sharing valuable information
In short, the ball is in our court.
more strategically throughout the
Buyers are increasingly deafened by
entire process, preand postsale. It’s
sales ‘noise’ and it is incumbent on us
about using content wisely, sharing it with caution
to rethink and refocus our engagements with them.
and thinking more and sending less. As sales
New technology CAN help, but nothing will
professionals, we’ve never had it so good in terms
improve if we don’t wean ourselves off a ‘spray and
of the tools available to use but with choice comes a
pray’ approach to sales engagement.
further challenge.
So…. what can you do differently to reduce the
n
Many opt for that old stalwart, the emailed
noise?
PowerPoint presentation. Now, while I am of the
Simon Morton is CEO of Eyeful Presentations,
firm belief that in the right hands and with a skilled
home of the world’s first truly customisable
presenter, PowerPoint can be a powerful meeting
sales video engagement tool, Eyeful Lens.
engagement tool; it loses all impact when sent as an
@eyefulpres
attachment. It simply doesn’t provide the

“
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2018 Annual Sales & Leadership Summit

Will You Breakthrough 2018?
Are you looking for a one-stop shop for sales and management
training? You won’t want to miss the 2018 Annual Sales &
Leadership Summit! Join thousands of professionals in the
industry for continued learning and growth.
You will have the opportunity to:
• Participate in sales, management, and advanced
strategies sessions
• Identify best practices for real world application
• Network and collaborate with top sales and management
professionals
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Your Big Enterprise Account
Win – Now What?
It’s been a long haul and
your team has been
working diligently to win
the big deal with your
prized enterprise prospect
account. The deal that could be an
absolute game-changer for your entire
organization.
t’s been a long and very active five months since
you began the pursuit. Over that time, you’ve
traversed your way through the wide,
complicated buyer network and you’ve built a
powerful solution that directly addresses the

I
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prospect account’s specific needs. You’ve done a
ton of research and crafted, with your business
partners, a truly compelling value proposition. And,
over the months, you’ve invested a lot of time,
energy, and of course, money. Then, you get the call.
It’s a Friday afternoon and for some uncanny reason,
these calls always tend to come on Fridays. The
decision has been made. The verdict is in  you won
the deal! The verbal notification comes in this phone
conversation with your soontobe new client. You
wrap things up on the call after you express your
thanks and agree to a meeting next Tuesday
morning to get the contract finalized and signed. As
you endeavor to set up a quick call with your team
and your partners to share the outrageously good
news, you’re flooded with feelings of excitement,

Brian Sullivan

anticipation, relief and candidly, maybe even just a
little surprise.
So, now’s the time. The time to call on your
professionalism, your poise and your business sense.
With emotions banging loudly on your door and
begging to come in, it’s the time to be smart. While
Friday night beckons, it’s the time to hold off on that
barroom celebration with the team. The time to
refrain from issuing those sonic email blasts and
ecstatic announcements in posts on every social
platform known to man. Most importantly, it’s the
time to share that same guidance with your
teammates who, similarly, will be looking for an
outlet to release the pressure and anxiety of five
months of time and effort. They’ll want to celebrate
and they deserve it. But not now, not yet. Of course,
it's certainly appropriate to savor the moment and to
share some measured internal congratulations, but
there should be no popping of the champagne corks.
Not just yet.
Remember the words of the wise man. The deal
is not done until the deal is done. Viral declarations
of victory, while no doubt immensely satisfying,
could be counterproductive as well as
unprofessional. Those types of global broadcasts go
to everyone, including not only your friends but your
competitors. Including some worthy firms that you
competed with on the deal. And if these adversaries
received very different Friday afternoon calls,
there’s no sense in having your electronic crowing
rub their noses in the dirt. And for those who may
not yet have been informed that they didn’t win the
gold, hearing about it in your pompous posts is
simply inappropriate. If you need more validation
than the fact that being professional is just the right
thing to do, consider that every competitor of yours
is only a phone call away from being a partner or a
client. On another deal or perhaps even on the
delivery of this one. That’s the enterprise world.
And your posts are also seen by your executives,
your clients and likely also by some of the buyers
from your notquiteyet account. While each of
these stakeholder groups has different frames of

reference, your objective should be to appear as
professional as possible to them all and your actions
should prove that out.
Regarding those soontobe clients, the
prospects with whom you interacted throughout the
pursuit, many are likely now your LinkedIn
connections and you may be following each other
across social platforms. And while next Tuesday
morning’s meeting will likely go well in finalizing the
contract, you just might be sitting across the table
from some individuals you hadn’t met during the
pursuit. And some of these people may be
representatives from the prospect account’s
contracts or legal teams. If they’ve heard that you’ve
gone wildly public, boasting of your win, what might
that mean? Perhaps nothing but maybe, just maybe,
your pronouncements could cost you some
leverage. Maybe Friday night’s broadcasts could
cost you some bargaining power at the table. Why?
Because, remember, everyone knows about your big
win. Everyone. As such, finalizing a contract term or
two may very easily result in some negotiating. It’s
not unusual. Massaging the contractual items a bit is
very natural prior to having signatures go on the
dotted line. But with the word of the win being out
there for all the world to see, negotiating an item or
two might put you in a position where you feel
compelled to give up a bit of margin here and there
to make sure that everything gets wrapped up
quickly and without conflict. Maybe it won’t be an
issue at all but you can be assured that it will be
lurking in the back of your mind at the table. While
you’re hoping and praying to get the deal wrapped
up as fast as possible. And while you’re wishing that
you had only held off on those Friday broadcasts.
So, be professional and poised after a win. Act
like you’ve been there before and more than
anything, use common sense and be smart. It always
n
pays off.

Brian Sullivan is VicePresident of Sandler
Enterprise Selling at Sandler Training.
Find out more here
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Seven Conditions to Create
a High-Performance Sales Environment
A vice president of sales
recently said to me,
“Creating a highperformance sales
environment is what sales
leaders dream about, but most have no
idea how to do it.” But the dream is not as
elusive as it might seem.
highperformance sales environment is one
where the conditions conducive to a
successful sales culture have been put in
place – resulting in predictable, continuous, metric
based performance improvement. There are seven
conditions, or building blocks, and they primarily
impact salespeople, frontline sales managers, and –
perhaps most importantly – the sales executive.

therefore, need the systematic approach afforded to
them by a sales process. That systematic approach
should provide them with the ability to execute the
10 skills necessary for success (ranging from
prospecting and need development to negotiating
and closing), enabling them to effectively qualify,
manage, and control sales cycles – and it must be
repeatable.
The next conditions are specific to frontline sales
managers. They are the linchpins of the sales
organization,
because
they
must
provide
salespeople with the consistent support and
coaching necessary to ensure their longterm
metricbased performance improvement. Here the
sales process functions as a bridge between sellers
and their managers. It sets the stage for the next
four conditions, collectively called High Performance
Sales Management, which must be consistently
performed by frontline sales managers.

1. Effective Sales Process. Only about 15 percent
of sellers are natural, intuitive “sales eagles.” Most,

2. Opportunity Assessment. There are six key
opportunity qualifiers against which managers

H
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should assess an opportunity. This will allow them to
identify gaps and problems early in the life of an
opportunity and work with sellers to overcome
them. And, if they cannot be overcome, the manager
should likely make the “tough love” decision to
disqualify the opportunity.
3. Pipeline Balance and Management. A key to
achieving predictable objectives is to have a
continuously balanced pipeline. By managing sellers
to a pipeline balance algorithm, managers not only
maximize the potential for sellers to make quota, but
do so by making sure that, when a period ends (be it
a month, quarter, or year), the seller goes into the
next period with a balanced, fully loaded pipeline.
4. Management to Predictive Metrics. Predictive
metrics enable sales managers to pinpoint specific
seller performance challenges today that will impact
their ability to achieve objectives tomorrow.
Managers are then able to put in place the necessary
proactive actions that address the challenges that
might have prevented the seller from achieving their
objectives.
5. Seller Skill Development. The combination of
opportunity assessment, pipeline balance, and
predictive metrics gives a manager a crystalclear
view of a seller’s skill deficiencies. Then, using the
sales process, the manager is able to provide the
seller with a surgical development plan resulting in
longterm metricbased performance improvement.
In so doing, the sales manager will unlock a seller’s
potential and create a sales eagle.
6. The Sales Executive Must Drive a Successful
Sales Culture. Brian Chesky, CEO of Airbnb, said,
“Culture is simply a shared way of doing something
with passion.” Simply put, the sales executive
defines that shared way of doing something, thereby
setting the sales culture. If he or she is “handsoff” or
inconsistent, then individual managers will set that
culture for everyone who reports to them – be it

good or bad. This means overall suboptimal
performance, and frequently leads to a “wild west”
sales culture. So, to define and drive a successful
sales culture from the top down, at a strategic level
sales executives must also carryout the conditions
previously described in High Performance Sales
Management with their sales managers. This will set
the tone and level of expectation for sales managers,
who will in turn set that tone and level of
expectation for their sales team, thus defining the
sales culture throughout the organization.
Therefore, of all the conditions, this is the most
important – because it makes the others “stick.”
7. Technology Enablement. The CRM should be
the “icing on the cake” that automates the first six
conditions. It should benefit sellers by helping them
win more business. This can be accomplished
through easy and rapid generation of custom buyer
facing deliverables (which, for example, summarize
buyer needs and agreedupon steps leading to a buy
decision). This, in turn, should help them better
define, manage, and control their opportunities. It
should also facilitate those key sales management
and sales executive conditions by enabling
opportunity assessment, pipeline balance, skill
development, and the provision of predictive
metrics.
So the dream of achieving a highperformance sales
environment is very doable. We’ve seen companies
achieve a whopping 647 percent increase in product
sales, 975 percent improvement in key performance
metrics, and 575 percent increase in their pipelines.
n
It is well worth the effort!

Bob Junke is founder and CEO of
Adventace®. He is also the author of the
bestselling book, Create the High Performance
Sales Environment® and creator of the
Adventace Sales Management System™, a
Salesforcebased application that enables a
highperformance sales environment.
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Rethinking Customer Retention in the
Digital Age
There’s a scene in the American version of The Office when Ryan is
essentially cornered to quiz an overconfident Michael on his business
acumen. He asks him whether or not it’s more cost effective to retain an
existing customer or acquire a new one.
today’s customer buys has fundamentally changed.
This is even more true in the context of retention.
There are influences and expectations at work
amongst buyers that B2B sales professionals
charged with retention must understand and
ultimately solve for.

The Digital Disconnect

xpectedly unsure, Michael cops out and says
it’s equal. Ryan informs him that it’s ten times
more expensive to sign a new customer to
which Michael gleefully claims it was a trick
question.
Delightful cringeworthy comedy aside, the
takeaway is accurate: it’s far more expensive to win
a new customer compared to keeping an existing
one. Client retention has traditionally been
straightforward: do good work, hit deadlines,
position the client for success, pitch them something
else, rinse and repeat.
Retention, however, has grown increasingly
complex. The nature of today’s customer is wildly
different than it was a decade ago. On the one hand,
the Csuite has looked at buying departments as
costsaving centers. Spend less but do more. This
trend has driven buyers to prioritize price in renewal
conversations with their vendors. Retention
becomes that much more of a challenge.
The complexity goes deeper, though. The way

E
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If you were to ask a B2B retention specialist whether
or not they were embracing digital technologies to do
their job, their answer would likely be yes. They’d cite
email, Powerpoint, Excel and other tools as evidence.
Maybe even a webbased client portal. While those
are technically digital tools, they do not power the
sort of digital engagement today’s customer expects.
And that begs the question: what are customers
looking for in terms of digital engagement?
At a high level, it’s about personalization and
collaboration. So much of what your customer
experiences digitally in their personal lives is
meticulously tailored. Thank Facebook, Amazon,
Apple and the rest of the gang that have created
unbelievably personalized digital experiences and
expectations. Your customer expects a personalized
ecommerce experience. They expect a personalized
newsfeed. This expectation of personalization
doesn’t disappear when they step into the office,
ready to entertain your retention pitch. They expect a
digital sales experience that is personalized, not
cookie cutter. (Shameless plug: Smart Rooms by
Journey Sales are digital spaces where sales teams,
account managers, and customer success managers

Bill Butler

can quickly create and guide thoroughly customized
buying experiences powered by personalized
content.)
The second part of the equation, collaboration,
has become a mandatory prerequisite for today’s
B2B customer as well. Any buying exercise, renewal
included, is no longer a onetoone effort. The
customer has an increasing number of decision
makers that join the process at different times. The
same can be said for the sales side, with subject
matter experts and different departments getting
involved at various stages. Said differently, retention
does not begin 60 days before renewal but is about
continuously building and maintaining relationships.
Account teams need to collaborate internally in order
to guide the retention process. And perhaps most
importantly, customers and account teams need a
place where they can collaborate together. After all,
these are important relationships.

Emails and attachments don’t satisfy these
requirements. Neither do Powerpoint presentations.
What’s required for successful retention in the digital
age are progressive digital technologies focused on
delivering personalization and collaboration. The
most useful of these technologies will serve the
entire customer lifecycle: development and sales in
addition to management.
Sales organizations that are willing to embrace
digital sales technologies that create personalized,
collaborative buying experiences that align with
customer expectations stand to benefit immensely—
n
particularly when it comes to retention.

Bill Butler is the CEO of Journey Sales.
The company’s flagship product, Smart
Rooms, deliver an accountbased selling
solution designed for who matters most: your
customer. Learn more at journeysales.com

How to Eliminate Corporate Silos, Repair Trust
and Build Exceptional Relationships
If communication is the foundation for all successful relationships, then why
do we struggle with creating rewarding, supportive relationships that foster
alignment around shared goals, especially with the people we rely on to
achieve greater personal and organizational success?
id you ever cut someone off when speaking
to them just to get your point across? Have
you ever been in a conversation that
escalated into a conflict? What about the silos
created in your company when you have cross
functional departments that need to work
successfully together to drive more sales and greater
results, yet whose goals and daily priorities seem to
compete and conflict with your department’s
business objectives, creating an adversarial
relationship from the start? We call this shooting the
messenger.

D

In Order to Grow, You Have to Let Go
Let’s put a spotlight over your agenda and your
attachment to the outcome you want to create in
every conversation. The secret to building or
rebuilding trust and creating valuable relationships is
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as simple as identifying the very barrier which
prevents you from achieving this. Here it is:
Seek to understand, respect and support every
person’s agenda, goals and point of view, while aligning
their agenda with yours to achieve a mutually desired
outcome.
One of the most important skills is the ability to
communicate, powerfully, concisely, respectfully
and in a way that repairs trust and cocreates new
possibilities that deliver value for everyone.
We would all agree that effective communication
is the cornerstone to any successful relationship.
Ironically, it’s still one of the greatest talent gaps and
least developed skill across every organization.
Here’s why.
Effective communication isn’t just passively listening
to others and sharing your ideas and opinions but your
mindset and attitude, the assumptions you’re making
about the person or the conversation, the words you

Keith Rosen

choose and how they are delivered. Conversely, when
your selfserving message is compounded with an
adversarial approach, you deliver the wrong message
that creates what you want to avoid.

The Message and Delivery Is All That Matters
To illustrate this, here’s a talk track to use that will
enable you to rebuild trust and create authentic,
supportive relationships.
Be respectful of their time, to ensure you’re
having these conversations at a time where the
other person is open, receptive and focused on the
conversation, without feeling that you’re pushing
your agenda. Doing so can easily make the other
person feel that you’re not respecting their time and
priorities, since you’re focused on your own agenda
that’s pulling them away from completing something
that was important to them.
Here’s how to break down internal silos and
ultimately create one team and one shared goal.
When you transform the conversation, you
transform the outcome.

How to Repair Trust and Create Healthy,
Supportive Relationships
“Hey Jan. Do you have some time to talk about
something I’ve observed that would reset our
relationship and allow me to better support you in
your role, or are you in the middle of something?”
“Jan, what I want for you is to feel that I am a
trusted resource to help you succeed and support
you around your goals. Since we’re in different
departments and are evaluated by different metrics
and key performance indicators, I know we haven’t
always seen eye to eye when relying on each other
to get our jobs done. We all have different priorities
and points of view, and I may not have always given
yours the attention or respect it deserves. So, I’m
asking for your forgiveness, as I was guilty of doing
this.
That’s why I can really use your help. I’d like to hit

the reset button on our relationship and redesign
how our departments interact and work together so
we can support each other to achieve all our goals.
I know there may be some things that were said
or done that created the tension and disconnect
between us and our departments. That’s why I’d
love to take some time to better understand your
role, challenges, how you’re evaluated and your
business objectives, so I can support your
department, while aligning our collective efforts to
achieve our mutual goals.
So, let’s work together to redesign our
relationship, clarify the best process for us to
collaborate and the most effective way to
communicate, even in the face of adversity or when
working through a challenge. Setting these clear
expectations would be beneficial for everyone and
ultimately achieve the company’s common goal and
shared vision. Are you open to breaking down and
removing these barriers between our departments
and work together so that we can all achieve more
by collaborating rather than competing?”

Focus on What You Can Give, Not What You
Can Get
Creating new possibilities starts with crafting the
right message. And you can only create a compelling
message if you initially focus on how you can help
others, rather than what you need from them.
The exiting part is, you no longer have to tolerate
the timeconsuming conflicts, mistakes, sabotaging
behaviors and inefficiencies when competing with
the departments you rely on to get your job done.
One conversation that respects and supports the
other person’s agenda and demonstrates a desire to
create strong, healthy relationships can develop the
high performance, collaborative culture every
n
department and person wants and needs.

Keith Rosen is an award winning autho, CEO
of Profit Builders and founder of Coachquest.
Find out more here

TOP SALES MAGAZINE NOVEMBER 2017

25

Jim Cathcart

Who’s on Your Success Team?
Remember those days on
the playground when
everyone was choosing up
sides to see who would
play on whose team?
Sometimes you were the chooser and
sometimes you were the chosen, or the
not chosen.
he entire process was fraught with emotional
briar patches. If you weren’t chosen you felt
rejected. When you did the choosing you
sometimes felt guilty for not including the lesser
talents on your team.
Today you face a similar challenge. In every major
role you play there is a team, your “Success Team”,
comprised of those who could help or hinder your
achievements. At work these are your coworkers,

T

suppliers, support personnel, and key team
members. At home this is your immediate family,
close friends and relatives. If you volunteer for a
charity then the group includes your fellow
volunteers, donors, board members, committee
chairs, and goto workers.
The thing that matters most about a Success
Team is whether they can help you achieve success,
however you may define it. They either help you get
there or they tend to hold you back. That is why
your selection of your Success Team is vitally
important. Note that I said, “your selection”, meaning
that you should take initiative and be firmly
intentional about who gets on or stays on your team.
If your goals are big and immediate then you
need the best team available and you want the folks
who are willing to work hard and smart right away. If
the goals are less urgent then you can take your time
in selecting players. For example: in August 2017,
there was a threat from North Korea, saying they
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would send a warhead missile near the USA island of
Guam. That was an immediate threat with dire
implications. Diplomacy was not an option because
it would take too long and might not work. So, the
USA immediately moved military assets into place to
respond and made it clear that the aggressors were
placing themselves at great risk. The responding
show of force caused the aggressors to suspend
their plan. Had there been more time, a group of
diplomats might have been the right Success Team
to deal with the threat. But as it was, the military
team was more likely to assure the right outcome on
time.
Your goals and mine usually don’t involve life and
death implications like that, nor do they affect entire
nations, but the way we select our Success Teams
has valuable parallels just the same. The driving
force behind your selection of key players for your
achievement plans is matching the qualities of the
achievers with the nature of the achievement. If
you’re playing football in the World Cup then you
want championship players in every position, all of
them at the top of their game. If you’re growing new
markets for a company product then you want
people well suited to that task. So far, no surprises.
The endurance runners should run the marathons
and the sprinters should go for speed records.
But what do you if your goals aren’t so clearly
defined? That is usually the case. Most people don’t
set their goals very clearly, nor do they consider the
goals when selecting the people on whom they will
most rely. I say it’s time to change that.
When it comes to your team, Be Intentional and
Intelligent.
Let your desired outcomes determine who gets
to play, not “fairness” or “inclusion.” In public
schools, in volunteer groups, and in nonurgent
situations among friends, inclusiveness and equality
are a great thing. But when getting the job done is
the vital measure, select your team with care.
And change the roster if the current one isn’t
working! Yes, let people go if they aren’t advancing
the cause. With your family and friends this may
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simply mean that you spend less time with some
people and reassign critical duties to those who can
handle it. On the job, it may mean terminating
nonperformers or slackers. Above all, what it means
is being Intelligent and Intentional about who plays
each role on each team.
Dr. Donald Clifton, former president of the
Gallup Organization and founder of Selection
Research Incorporated, once told me that he called
this “Varsity Management™”. To him this meant that
only the great kicker got to kick the field goals, no
matter whether it was someone else’s “turn” to kick.
Talent drove the selection process. Don defined
“talent” as, “the capacity for a nearperfect
performance.” I love that definition!
Now, back to your team: To identify the players
on your Success Team, list the names of the people
with whom you spend the most time each week and
month. Write all of them down on one sheet of
paper. Rank them by the amount of vital time you
spend with each one. Next, list all the people who
perform vital tasks for you, even if it is only
occasionally. The guideline for this exercise is: List
the people that you would have to replace soon if
they were to leave your team. These are your
“rocks”, the people you rely upon. You could call
them your goto players.
Once you’ve listed all the names, select the 12 or
fewer who are in your Inner Circle, the truly
essential players. Your team may have as few as 3 or
as many as 12, but after the first 12 you are usually
dealing with the Outer Circle of other connections.
Margaret Meade’s famous quote about, “a small
group of committed people” being, “the only thing
that ever has” changed the world, certainly applies
here. It is not the size of your Success Team that
determines what you can accomplish, it is the quality
and alignment of your team.
With your top players in mind, create a separate list
called your Inner Circle. Put these names on that list
and then we can analyze your Success Readiness™.
We will come back to your list in a moment. For now,
let’s shift our attention to your goals.

Jim Cathcart

What do you want? This is the Big Question
In the educational profession, there is a famous
that drives all other decisions. If you want to, “Land
fable about the day when the animals decided to
a man on the moon and return him safely to Earth
form a school. They rationalized that since humans
within the next decade” then you will soon see
had a school where one could learn all kinds of vital
what talents and qualities are essential among your
skills then the animals should have one too. They
team players. The bigger the goals the more critical
formed a school with a balanced curriculum that
the players and their relationships,
would help any animal to become the
with you and each other, will
best allaround animal they could be.
become.
On the first day of school, the
Clearly state what you want to
rabbit
spent the entire day learning
What do you
achieve. It may be helpful to do this
to run and hop better than ever
want?
This
is
the
Big
with goals in several categories: sales
before. Upon returning home to the
goals, revenue goals, project goals, Question that drives hutch he told Momma Rabbit that he
status goals, milestones, etc. Take
LOVED school! It was great because
all
other
decisions.
If
whatever time is needed and truly
it made him even better.
clarify what matters to you most you want to, “Land a
On day two, the rabbit HATED
regarding what you want to
school because they made him try to
man on the moon swim, climb trees and attempt to fly.
accomplish. Write it down. Then
summarize it into a short paragraph and return him safely In order to become wellrounded, he
and write that paragraph at the top
would need multiple skills. By day
to Earth within the three he dropped out.
of your Inner Circle page. Now you
have a page with the goal and the
It’s easy to see the lunacy of this
next decade” then
people who will be responsible for
plan yet we still encounter many
you will soon see organizations with similar policies
achieving it.
Assess your ideal team. Look at
what talents and and practices. Let’s agree that you
the task ahead and determine which
and I will not be among them! From
qualities are
skills, talents and qualities would be
this day forward let’s take charge of
the most helpful in achieving it.
essential among your our own Success Teams both on and
What do you need on your team:
off the job and start finding,
team players.
financial savvy, sales skill, strategic
recruiting, and cultivating the talents
thinking, great communication skills,
we will need in order to reach our
a really good coach? List the qualities
goals.
that your ideal team would have. Then compare
By the way, who should the salespeople be?
your existing team to the ideal list. What’s missing?
The product designers, the manufacturers, the
If you find some key qualities absent among the
customer service folks or maybe, the Sales
n
current team then you only have two choices:
Champions?
develop the existing talent or go shopping for new
Jim Cathcart, CSP, CPAE is a regular
talent. This is usually where the rubber meets the
contributor to Top Sales Magazine, an
road for leaders. It is hard to think about changing
inductee in the Sales & Marketing Hall of
your primary relationships in important ways. But
Fame, a Top 1% TEDx speaker and the
you have a choice to make: achievement or
original author of “Relationship Selling™”.
momentary good feelings? In other words, once
Contact him at www.Cathcart.com
again, What Do You Want?

“
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Why CEO’s Need a Sales Training?
Board members expect
CEO’s to become more
involved in the sales
process; rolling up their
sleeves, leaving their
offices, and going out into the field in order
to meet customers and help to facilitate
transactions.
EO’s know that being a leader in today's
world requires more than just strategy,
vision, and guidance. They must learn how to
sell, get people on board, build relationships, and be
on the front, have a meeting with customers and
creating opportunities to work together.
However, most CEO’s dislike selling, the main
reasons for that are the facts that most of them have
a background that is not related directly to sales
(such as finance, operations, engineering, etc.),
furthermore selling is not their comfort zone, simply
because they lack the skills & knowledge in selling.
The action of selling to customers & clients has
become one of their greatest fear.

C

Without sales, business cannot survive
Sales are the lifeblood of business. Today's CEO’s
are starting to understand the need for change; they
see the value and contribution of selling, and realize
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they have to be involved, sometimes even by making
it themselves.
CEO’s who choose to ignore the Board’s
directive endanger their future; if they think they
can continue to put pressure on sales teams and stay
out of the picture themselves, they are making a
serious mistake.

Five steps every CEO has to do
Leadership
CEO’s are required to lead teams of people. They
need to create, stimulate, motivate, influence, and
create change for the better. In order to do so, they
must provide a personal example.
Employees and sales teams know who they can
trust; they appreciate a CEO that takes care of them
and will always be ready to do whatever it takes.
What needs to be done?
As a CEO, you must plan between half a day or a day
in the field with the sales team in order to go out and
meet with clients.
Ask to learn about the client before the meeting,
ask the salesperson for a short brief, and show them
how to prepare themselves for the meeting.
Note: If you only intend to do this once, it is
better that you give up.
If the customer only sees you once every two
years, you won’t have achieved anything and you
may have damaged the relationship.

Lahat Tzvi

Customeroriented
Personal attention is crucial; it changes the whole
equation.
A handshake, a hug, a warm comment – these
can all make a difference.
In a world of technology, a personal word has an
especially high value.
This means that when the CEO of a company
comes to visit, the effect on the client is awesome.
The customer sees it as a gesture of respect and
appreciation and, if the CEO controls the small
details, it is much more appropriate.
What needs to be done?
Study the client before the meeting.
Ask your salesperson to tell you something
personal about the client, such as recent
transactions, challenges they face, etc.
Tell the customer that you came to the meeting
because you’ve heard good things and wanted to
see them in person, getting to know the person
behind the name.
Opening doors
Every CEO knows people in highlevel positions and
have made great contacts over the years. The Board
expects that they translate their contacts into
business, and therefore opens the door for the sales
team.
What needs to be done?
Have a meeting with the sales team and define who
the potential customers are. Look in the contact list
on your mobile phone or social networks to locate
the appropriate contact at the company, then call
them and open the door for the sales team.
Note: Even though this sounds like a simple task,
many people avoid performing it and stay away from it.
Promoting transactions
Although the CEO isn’t involved in technical aspects
such as invoicing, they are definitely required to help
accomplish the client’s obligation to establish

cooperation.
The CEO has the ability to promote stuck deals
and help in the negotiations process. In complex
negotiations, there is the anticipation of seeing the
CEO sitting around the table.
What needs to be done?
Plan a meeting with the sales team and see if there
are deals that need help and whether you can help
to promote it. Try to analyze certain situations in
order to understand whether you can help.
A better understanding of needs
Everyone knows that there is a difference between
theory and practice.
That’s what happens when you visit the field.
Meetings with customers sharpen the needs and
help you to understand both how sales are made
and what needs to be done to promote a deal.
When the CEO sees their customers, they know
how to analyze different situations and, as a result,
there is an impact on the decisionmaking process in
the future.
What needs to be done?
Have a meeting!
You should have a hand on the pulse, solving
problems and challenges that arise from the field,
learning more about the customer and the value of
the product or service that you provide.
Each CEO must be present in order to understand
what is happening and how they can help to make
things happen both better and faster. They must be
involved in the process by going out into the field
n
and seeing the reality.

Lahat Tzvi is the CEO and Founder of Tfisot
Gorup. Find out more by visiting here
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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.

Ian Moyse

Social Selling or SMSE
I shall start with a bug bear
of mine and the biggest
challenge with Social
Selling, the lack of clarity I
find that most I speak with
have on what it actually is (and how to
leverage it).
ocial Selling by its name is often misleading,
leading me to hear ‘Our products / service
doesn’t fit being sold over social’. The belief,
led by its term, that Social Selling means selling over
social media, such as taking orders over a Facebook
site.
So, let’s clear this up firstly, before moving on.
Social Selling is a nice packaged and catchy term,
which is short and the moniker we have to live with.
I get it. But the fact it needs some explanation to get
people on page is a frustration. A better term may be
the headline acronym (which I am far from
suggesting will catch on), SMSE; Social Media Sales
Engagement. Let me elaborate.
Selling has gotten harder over the past decade
and the past few years. I hear and read the stats that
2 of the hardest changes being that of getting to the
table in the 1st place and losing deals to deferment,
the customer doing nothing. With Social Selling lets
address the former of these, clarifying what it is,
where it fits and how to approach it.

S

Social Selling is about leveraging a new medium
to overcome this initial challenge of getting to the
table. Social Selling is a new methodology, not a tool
nor does it replace existing sales skills or approaches,
it compliments and keeps you relevant in a world
where the buying dynamic has already changed.
l ‘57% of the buying journey is done before a sales

rep is involved’ (Source : CEB)
l ‘75% of B2B buyers now use Social Media to
research buyers’ (Source : IDC)
l ‘90% of decision makers say they never respond
to cold outreach’ (Source : Harvard Business
Review)
l ‘74% of buyers chose the sales rep that was 1st
to add value and insight’ (Source : Corporate
Visions)
With these sample facts in mind (I could list 25 to 30
more strong ones to support the Social Selling case),
either you are the lucky exception or you have
noticed already it is harder to get through to new
prospects than it used to be. Reports say it takes 89
attempts compared to 23 only a few years ago, with
most sales people giving up at 3 attempts. Take also
into account that this cold calling approach is harder
and puts the prospects radar up to avoid your call
further!
Social Selling offers more value and relevance in
B2B where there is a typical requirement to real
world person engage through the selling process.
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Social Media has its place in certain higher value
B2C, but more often in B2C Social Media use will fall
into the broader sweep used by inbound marketing
techniques.
So what is it? Let’s start with what it is not. It is
not the responsibility of marketing; It is not an
excuse to refrain from picking up the phone and
trying to reach someone the old way; It is not selling,
its engagement; It is not complex or difficult to start
doing; It is also not for the dumb, as you do need to
apply some sensitivity and skills to it’s usage.
Social Selling is a way to open new doors, to
generate new and better results from your sales
efforts and time. To start to fill your pipe with new
prospect engagements and suspects and to do
something different, where same old/same old is no
longer delivering the desired results. Social selling is
about a number of approaches; Find, Connect,
Listen, Share and Engage.
Using these methods over Social Media, the
desired outcome is to move to ‘Real World’
engagement, to turn efforts and techniques used on
Social Media into real world discussions and
meetings, at this point your traditional sales skills
come back into play. Thus, if you are poor at selling,
Social Media is no saviour, it does not fix your
shortcomings in the typical sales process. Social
Selling is about adjusting to the fact that in the early
part of the sale the buyers approach has changed
against you and you need to adapt and change to
align with this.
So, social is about finding the relevant decision
makers and influencers on Social Media in your
prospect account. Once you have identified them on
social you need to ‘Be a little Sherlock’ I train people.
Sherlock goes into a room and spots the clues there
that others missed and puts them together to create
a different outcome. Do the same, research your
prospect to find the clues. Are they on other social
platforms (most will start and end with Linkedin
thinking this is Social Selling, Linkedin is a tool not a
methodology!). Check the prospect on Twitter,
Facebook etc. Look for articles they perhaps feature
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in. Look at what they share, who they follow, what
they like and retweet. Who are they connected to
whom you know. You are looking for nuggets of
information that form a clue as to the persons
persona, angles to engage in an authentic manner.
Perhaps you find they went to the same college as
you, lived in the area you grew up, know a common
friend, share common content as you. Sometimes
you will simply hit lucky, I recall researching a
procurement person and finding a small subtle
mention they made of being targeted to save their
firm 58%, a great clue to know before engaging!
Look at the person you wish to engage with and
find areas of commonality. Perhaps start by
following them, not linking to! WARNING : Do not
fall into the most basic Social selling error of sending
a Linkedin invite to connect out of the gate and if
they accept , following it up with an immediate
pitching message. Shame on you if you have done
this! This puts their defences up straight away and is
parallel to going up to someone at an event,
introducing yourself and immediately pitching. On
Social you need to be even more subtle, prospects
are not dumb.
A good way to start engaging is to like their posts,
reshare them, add insightful comment (you don’t
have to sycophantically agree, be genuine and
authentic and insightful). People on social notice who
like, share and comment on their content, often
engaging back through their own follow back, likes,
shares and/or comments. What you are looking for is
genuine engagement to develop, earning the right to
engage from a sales perspective naturally. The
panacea being that person invites you to connect,
reaches to you asking to engage. Not easy to achieve,
but possible and I have had happen, many a time.
In engaging on Social make sure you address 1
mantra of sales; ‘1st impressions count’. On Social
the 1st impression is typically social (you saw that
coming) and having an online profile/bio that doesn’t
impress and make you shine, does you no favours.
Make sure your Social profile has a good
professional picture, has correct spellings and cross

Ian Moyse

links to your other social profiles. You can only make
a 1st impression once and in today’s world it is
nearly always a social one!
Social Selling is not quick, it does not deliver
instant gratification and can initially be frustrating as
you find your feet. Much like learning to walk or ride
a bike, you will get some grazes and bumps, it won’t
feel natural at 1st and it it’s far easier to give up than
persist. But for those using it, and the numbers are
growing as firms realise old methods are failing, it
delivers results, reengages sales teams and once
over the initial learning hurdle it reignites that
passion of selling as a skilled set of behaviours.
Social selling is subtle, a new skill to learn and is
down to the individual sales person to take action,
no one can do this for them. Sales Dinosaurs still
have value, but if you cannot operate effectively in
that difficult early part of getting the door open,
your latter sales skills may find themselves homeless.

The biggest challenge of Social Selling today is
that too few Sales People (and leaders) are using it or
even understand truly what it is, how to leverage it
and where to start. Sales Leaders need to do exactly
that, lead from the front, get familiar with Social
Selling, use it yourself, demonstrate and support the
new behaviours needed and dictated by your buyers
or risk being replaced by someone who does.
Support your sales people in learning a new skill,
mentor them or get an outside mentor in to kick off
the process with your team. There has never been a
more important time in sales to adjust and learn a
valuable new skill for those already doing the job. n

Ian is Sales Director at Natterbox and speaks
on Social Selling often. Why not start your
Social selling journey by following him at
www.ianmoyse.co.uk and
www.ianmoyse.cloud

Top Partner of the Month

[Executive Summary] The State of Sales
How Companies Are Winning Through Structure, Systems, and Process
Sales is always changing and companies are constantly growing. With all of this change and growth, we
wanted to know what the world’s largest sales teams are doing to keep their edge. We specifically looked at
over 1,000 companies use of people, systems, and process. While there is no silver bullet for success, we
found some repeatable patterns that drive high performance.
In this executive summary you will learn:
l What the optimal tech stack is and how much companies are spending on it
l What the optimal sales structure is and how companies are creating their gotomarket approach
l How much people are paying salespeople and how long they stay with one company
l Critical pipeline metrics

DOWNLOAD HERE

Top Sales Post

October’s Top Sales Post
Why Emotionally Intelligent Sales Teams Outperform the
Competition by Collen Stanley

T

he value of emotional intelligence (EQ) in the
sales profession is finally getting the recognition
it deserves in helping sales teams achieve their
revenue goals. Emotional intelligence has been
taught and embraced in the executive leadership
world for a long time; however, sales leaders have
not been as quick to adopt it. Many hardcharging
sales leaders have been reluctant to include soft
skills training in their training programs. They
mistakenly think that soft skills produce, well, soft
sales results.
Nothing could be further from the truth. Sales
managers, it’s time to challenge your thinking and
gain an edge on your unaware, slowadopting
competitors. Successful sales organizations may not
always label certain skills as soft skills. But when you
take a closer look, these topperforming sales

cultures prove the power of EQ skills. Here are three
EQ attributes that will help your sales team
outperform the competition.
#1: Emotionally intelligent sales cultures are
competitive and collaborative.
Too many sales organizations still buy into the
myth that your best salespeople are Lone Rangers,
high maintenance, and selfcentered. Read that
sentence again. Do these attributes describe
salespeople who are going to take your company to
the next level? Yes, there is research to support that
Lone Ranger salespeople are effective. But how are
you measuring effectiveness? One or two great
Lone Rangers can’t and won’t scale a company. I’ve
worked with thousands of GREAT salespeople; the
best ones are both competitive and collaborative.
Read Full Article Here

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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