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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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It is Q4, So It’s Time to Get Close To Your
Pipeline – And Stay Close!
We are almost into the final
“selling phase” of 2017
and, at this time of the
year, I always urge a total
focus on “closable
opportunities” for a really
big finish.

l

l

l

l

ensure greater accuracy of forecasting.
Average Deal Size – This ensures better focus on
larger deals and ideally will increase steadily each
year.
Sales Cycle Time – Shortening this can have a
huge impact because of the cumulative ‘saved
time’ available for prospecting.
Profitability – Margins can be tracked to ensure
that there is sufficient contribution to enable on
going account handling.
Conversion Ratio – The number of opportunities
won and the % of pipeline potential converted.

The reality is that, for a number of reasons, 30% of
the opportunities currently residing in your pipeline
will not happen – do you know which ones they are?
It could be because …
l You haven’t qualified it out rigorously enough,

t takes courage and a real sense of realism to
focus in on what is probable – not just possible.
This is not a time to be optimistic. We need
realistic.
You can’t manage what you can’t measure, and if
you can’t measure your pipeline, then you can’t
improve your productivity. There are a number of
Key Performance Indicators (KPI’s) that can be
measured, monitored and managed to ensure
achievement of sales targets:

I

l

l

l

KPI
l Pipeline Opportunities – These should be

measured in value and the number of
opportunities in the pipeline.
l Opportunities by Milestone – Once these
milestones and their different probabilities of
closing have been calculated, these figures

6
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l

l

and there are buying issues that you are unaware
of.
You haven’t penetrated the “formal decision
making unit” and you are only dealing at
“recommender” level  or worse, “user” level. As a
consequence, you are relying on your contact(s)
to sell your solution upwards for you.
You are merely “quotation fodder” The
customer’s buying process requires at least three
bids, but they already have a preferred supplier,
who will simply adjust their bid after the rest are
received.
This is a “desire” purchase and not a “must have”
one, which means there may not be funding
available.
Budget has not been approved, and may never
be. (Did you ask that question during your early
qualification?)
The requirement is dependent on them winning a
contract with their client/customer.

Editorial

l You will be outsold by a competitor who has

superior solutions/price/selling skills etc.
l Your solution is not a perfect fit and you are
hoping that this will not be noticed – despite your
very best efforts, it will be eventually, believe me.
l There are political issues involved which you have
failed to identify – there are always political issues
lurking somewhere in the background, waiting to
trip up the unsuspecting and inexperienced
salesman/saleswoman.
l The “psychographics” are wrong and this order is
not winnable. You are out of your league, and
despite your excitement at uncovering this once in
a sales lifetime opportunity, your company is
simply not geared up to deliver such a large order.
Eventually, the buyer will uncover your
inexperience and remove you unceremoniously
from the bidding list – after you have wasted
weeks, even months working on it.
If you weed them out early, you will give yourself so
much more time to work on those that will happen.
I would also say this: There are two escalating
pressures in today's marketplace that are creating a
need for a more disciplined approach towards sales
opportunities:
l The

need to be more specialized and
individualized in dealing with clients because we
can no longer afford to treat all situations in the
same way.
l The reality of competition  Often to increase
market share, you must do so at the direct
expense of the competition. The competitive
intensity of the sales environment is escalating
with the globalization of the economy.
These are the main "drivers" behind the demand that
organizations adopt methodologies and processes to
manage these issues.
By utilizing a rigorous and formal opportunity
assessment, we are aiming to achieve two sets of
objectives:

Business Objectives
l Determine which sales opportunities should be

pursued at the direct expense of others
l Given resource limitations, decide where and on

what basis resource should be allocated to a sales
opportunity
l Determine whether our company is over
investing or underinvesting in a sales opportunity
l Enhance forecast accuracy
l Use "proven" criteria to reduce the cost of sales

Sales Objectives
l Identify, quantify and categorize opportunity
l
l
l
l

assessment criteria
Increase "HitRate" (Win  Loss ratios) by avoiding
unsuitable business
Discover where we and our competition stand
with a customer
Gain a complete and accurate view of a sales
situation prior to writing a sales plan to win
Calculate the probability of winning or losing a
deal early in the sales process

All sales professionals claim to be permanently time
constrained  we always have limited time and
resources with which to achieve our targets.
We can be involved in only so many accounts or
sales situations before we begin to lose our ability to
manage what is taking place. At that point, we lose
control and the competition takes control.
We can only control and manage what we
understand and that is the real value of continuous
and rigorous assessment of our pipelines.
Finally, do remember that there are no prizes for
having a pregnant pipeline – the prizes are reserved
n
for closed business.

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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End the Insanity in Your Sales Force!
An interview with Jason
Jordan, author of the new
best-selling book Sales
Insanity: 20 True Stories of
Epic Sales Blunders (and how
to avoid them yourself).
JF: Where did you get the idea for your new book
Sales Insanity?
JJ: Like everyone who has ever been in sales, I’ve
seen a lot of crazy things. Over time, I found myself
telling some of the craziest stories again and again,
until one day it occurred to me that there were some
valuable lessons in the stories. And they’re very, very
funny. So why not share them?
I took inspiration from the comedian Mel Brooks
who said, “Tragedy is when I cut my finger. Comedy
is when you fall into an open sewer and die.” The
goal of Sales Insanity is to help salespeople and sales
managers avoid open sewers by sharing funny
stories about others who fell in before them. Read

8
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the book, learn some lessons, and avoid the stink
yourself.
JF: I found it interesting how familiar some of the
stories were to me. Is that a common reaction from
readers?
JJ: Yes, in fact. The stories aren’t about insane people,
they’re about insane behaviors. And the behaviors in
the book are things that everyone has either seen or
done ourselves – call them moments of temporary
insanity. Things like responding to unexpected RFPs,
crumbling in a negotiation, assuming we understand
our customers, raising needless objections, or wasting
money on CRM. Many people who read the book tell
me, “It’s like you were looking over my shoulder!”
But there are other outlandish behaviors that you’d
hope to never see in your lifetime. Like a sales leader
who fires all of his frontline managers… A CEO who pits
his salespeople against one another with customers… A
sales executive who wants his salespeople to fail. I
literally couldn’t make this stuff up. But I can retell the
true stories as cautionary tales for others.

The Jonathan Farrington Interview

JF: In the book you introduce the concept of a sales
‘Worst Practice.’ Where did that originate?
JJ: The book is in some ways a reaction to sales best
practices. Everywhere we turn, we’re told that there
are the ‘right’ things to do in sales. Hundreds if not
thousands of sales books have been written that are
highly prescriptive in how to succeed.
My observation is that most best practices are
actually situational. Sometimes they’re the right
things to do, but oftentimes they’re not. Is it a best
practice to put a sofa in the lobby of your sales
office? I don’t know… Do you want your customers
to linger in comfort? Maybe, maybe not.
However, I am 100% certain that there are Worst
Practices that will lead to disaster every time you do
them. If you do decide to put a sofa in your lobby
(perhaps a best practice), you should NEVER leave
the body of a dead customer sitting on it. It will
always end badly… Always. Just like firing all your
managers or wanting your sellers to fail. You
probably have a bookshelf full of advice on what you
should do – here’s a book of advice on you should
NOT.
JF: So you’re saying that this book is a collection of
dead customers?
JJ: Ummm… Yes. But they were other people’s
customers. Your customers will be safe, as long as
you read Sales Insanity.
JF: Do you have a favorite story from the book?
JJ: I’m not going to ruin the book for your readers!
However, I did write one bonus chapter that’s
typical of the madness they will see...
I was traveling once with an industrial
salesperson who was particularly good at obtaining
high margins. However, he was also uniquely bad at
retaining his customers. When I asked him how he
got such high margins, his face lit up as he explained
how he loved to “whack” his customers. He then told
me how he administered these whackings through
questionable sales tactics that violated his
customers’ trust. Of course, he saw no correlation

between those tactics and his customers’ desire to
leave once they’d discovered they’d been whacked.
Ultimately, he continued to whack his customers
until he was whacked himself by management (fired,
that is). He’s probably still out there somewhere,
whacking away. But the lesson is this: Don’t whack
your customers, lest you get whacked yourself.
JF: You wrote Sales Insanity under the pen name of
Cannon Thomas. Why?
JJ: This book is a collection of stories from early in
my career. In fact, I started writing it a decade ago
based on experiences I’d had as a management
consultant. Cannon Thomas is a younger, cheekier
version of myself. Probably better looking, too. My
first book Cracking the Sales Management Code
strikes a more studious tone, so I thought I’d publish
this book under a new ‘brand.’ Sales Insanity is meant
to be fun – perhaps the first sales book ever written
for that purpose. Therefore, Cannon Thomas.
JF: Where did you get the name?
JJ: Cannon Thomas would have been my daughter’s
name, if she had been a boy. But she ended up a girl,
so the name became available.
JF: Any parting thought you’d like to share with our
readers?
JJ: Sure. If you’re like most sales professionals I
know, you pour a lot of time, effort, and money into
developing your skills and studying how to succeed.
However, you’re probably doing things every day
that actually work against you. Such behaviors don’t
feel insane from the inside, but they might appear
that way to your customers. Spend some time trying
to identify your own Worst Practices, and then work
to eradicate them. In other words, beware of that
n
open sewer.

Jason Jordan is Partner at Vantage Point and
Author of Cracking the Sales Management
Code. Find out more here
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Customer Growth:
Decisions for the SMB CEO
The time is now. Rarely have economic factors aligned to create a growth
environment like we see today. Historically low unemployment, record low
interest rates and inflation that barely causes a ripple are all drivers to a
surge in small and mid-sized business growth.
hile there are obstacles in future and
unforeseen events yet to happen,
economic confidence has soared
according to the Q3 2017 Vistage CEO Confidence
Index. While slightly off from their 10year record
highs from Q4 2016, driven by postelection
enthusiasm, CEO confidence remains exceptionally
high.

W

l 77% of CEO’s expect increased revenues in the

year ahead.
l 62% of CEO’s expect increased profits in the

year ahead

growing to 43 percent in 2017 with 28 percent
seeing double digit growth in both years. This
contrasts sharply with only 23 percent reporting no
growth or declining revenues in 2016 slumping to
just 12 percent projected for no growth in 2017.
Just 8 percent reported multiyear flat to declining
revenues.
With all indicators showing green, why are high
growth businesses surging in this economy while no
growth businesses struggle? There is never a single
rationale for these differences rather it’s always a
combination of factors driven by the customer
growth decisions of the CEO.

l 62% of CEOs plan to expand their workforce in

the year ahead
Positive economic conditions favor not only SMBs, it
also projects growth for their customers. As
customers grow and expand their need for the
products and services SMBs provide grows as well.
In our recent Customer Engagement study done by
Vistage Research, we found that 37 percent of
CEOs experienced 10%+ growth rates in 2016

10
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Going for Growth
The path to customer growth is not in a straight line
or without obstacles. Competitors are strategizing
and executing in the same positive economic and
market conditions. While low unemployment rates
are good for the economy, they put tremendous
pressure on CEOs to find, retain and engage
talented people with the requisite skills and

Joe Galvin

experience. The digital customer is more demanding,
accessing more information from more sources
forming a different set of requirements. Finding and
connecting with them in the fractured digital
environment requires a new set of skills and
thinking.
Competing in this environment challenges CEOs
to focus on how to grow their existing and
prospective customers. The ability to renew,
upgrade or expand business relationships with
existing customer is the mainstay of long term
revenue. Building on existing success and
satisfaction creates a foundation to retain and grow
customers based on past performance.

New Customer Growth
Adding new customers, the fuel of revenue growth,
is a different and a much more difficult proposition.
It requires strong marketing, solid selling
competencies offering differentiated products and

services to replace an existing provider or add new
capabilities. Displacing a current provider or
demonstrating new capabilities to a new customer
introduces a level of “buyers risk” that many
prospects prefer to avoid.
A clear distinction between Highgrowth and No
growth businesses is the contribution of the “hard to
get” new customers to their revenue mix. High
growth businesses reported 29% of revenues from
new customers as compared to 19% for NG. This
difference compounds itself as new customer
growth this year becomes existing customer
revenue in the coming year. Focused acquisition
strategies for new customers and markets help high
growth SMBs expand their customer base while also
n
retaining current customers.

Joe Galvin is Chief Research Officer at
Vistage Worldwide. Download the
complete Vistage Research Customer
Engagement eBook here
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How to Crush Your Sales Quotas
Even if Your Selling Skills are Lame
Most of us who write about
sales are constantly
focusing on strategy and
tactics – which isn’t bad –
but what else could we
discuss? We all know salespeople who
have terrific skills but don’t set the world
on fire with their results. We also know
some who aren’t that skilled but find a way
to succeed. How does that happen?

12
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ou might guess that they aren’t motivated,
lack commitment, never seem to have the
urgency or just don’t care enough. But it
could be something else.
There are 2 additional things to consider:

Y

1. Awareness
2. Discipline
Exactly what do salespeople need to be aware of?
While salespeople should be aware of their actual
sales as a percentage of goal or quota, actual sales
numbers are a lagging indicator. It is more important

Dave Kurlan

to track forward looking indicators or KPI’s that lead
to revenue. Salespeople must have 4 important
metrics related to their own performance:

The salesperson must be disciplined enough to
follow their sales model – every day – regardless of
whether or not they want to, feel like it, or have the
time to do it. Every day no matter what. No
1. Monthly or quarterly goal
exceptions. Commitment – doing whatever it takes
2. Win rate
to succeed.
3. Average Sale or Account Size
The cool thing about awareness and discipline is
4. Length of the sales cycle
that it’s just like a golf handicap. If you use your own
historical metrics, then it doesn’t matter what your
Let’s pretend that a salesperson has a
skill level is – you will still hit your
$100,000 monthly goal, wins 25% of
goals and quotas and succeed. It’s a
their opportunities, an average sale of
The cool thing fail proof plan.
$20,000 and the sales cycle is 90
And if you improve your selling
about
awareness
days. This is October so a 90day
skills the requirements become easier
sales cycle means that you are
to attain!
and discipline is
working on January business. That
Could it be that easy? Yes, but we
that
it’s
just
like
a
means that all of the activity we
are talking about the activity to build
perform in October will always fail to
pipeline. We are talking about
golf handicap. If
impact October but have very real
hunting. One of the challenges to
you
use
your
own
implications for January. To assure
pipeline building today is that it takes
that January is successful, this
historical metrics, 1015 call attempts to reach a
salesperson must be aware of the
decisionmaker but most salespeople
then
it
doesn’t
October requirements in order to
give up after 4 attempts. The other
accomplish the following:
matter what your challenge is that many companies
Add 20 new opportunities totaling
have realized that it wastes a
skill level is – you tremendous amount of time to have
$400,000 to their pipeline ($100,000
at 25% and 5 opportunities for each
their salespeople making these
will still hit your
$100,000 at $20,000 per sale)
prospecting calls and they have
goals and quotas created business development teams
The salesperson must also be
aware of what it takes to add a new and succeed. It’s a to schedule meetings. But there is a
opportunity to the pipeline. How
downside to that. Many of those
fail proof plan.
many conversations to book a call or
meetings are unqualified and the
meeting that would lead to a new
BDR’s don’t schedule nearly enough
opportunity? How many reach outs (emails,
meetings for the salespeople. And it makes
messages, calls) will that require? And how many are
salespeople dependent and lazy.
required to turn that 1 opportunity into 20 new
What can you do to make sure that you develop
opportunities? What will that break down to on a
your awareness and have the discipline required for
n
daily basis?
sales success?
Salespeople must be aware of their sales model –
Dave Kurlan is a best selling author, keynote
what it takes to succeed – and the progress made
speaker and CEO of both Objective
toward that model each day.
Management Group and Kurlan & Associates.
That brings us to discipline.

“

”

Find out more here
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Why your SDRs may be burning your cash
Many B2B companies
generating leads via SDRs
are pouring cash down a
bottomless pit. They are
having fewer and fewer
first sales conversations. Those they have
often go nowhere. Decent leads are
becoming an endangered species.
et's look at the numbers. According to
Forrester Research every 100 SDR calls
generate 2 to 4 sales meetings and only 10%
to 20% of them result in a second meeting. .
The cost per lead is increasing while the value of
deals is decreasing due to increasing subscription
and “aaS” services. Something has to give.
Why is this so?

L

l Prospects are becoming more and more busy
l There are more and more SDRs chasing the same

business
l The amount of "white noise"  phone calls, ads,
emails, etc. is escalating
l The SDR process is broken.
The usual response is something like:

14
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l We need more leads so we need more calls
l More calls costs more – so we need cheaper

SDRs
This is totally counterproductive. If everyone else
also makes more calls it’s an arms race to the
bottom. What do you think overwhelmed prospects
suppose of that idea?
Not only doesn’t this approach work, it results in
bad leads. Sales complains that Marketing sends
them useless leads. Marketing complains that Sales
doesn't follow their leads up.
Often both are right.
The traditional SDR approach to "Present our
products and services to prospects" is broken because
it focuses on the seller not the prospect.
That's the problem.
Because  and I hate to break this to you  your
prospects couldn't care less about your products
and services.
They don't care about what you do, your
technology, your case studies, your awards, your
customers, your white papers, your brochures and
your position in a Gartner magic quadrant.
They only care about one thing  themselves.
Their company, their customers, their case studies,
their products and services.
Just like you.

John Bedwany

Once you understand this you can dramatically
improve your performance by looking at your
prospects’ perspective.
Because while they don't give a damn about you
they might care about what you can do for them.
Some of the problems with the current approach
are:

Do you need to know if they have a timeframe?
Yes, but what if it’s next year? Do you toss them
aside or do you have a program to nurture and
educate them so that when they are ready you have
a trusted relationship in place?
For far too many B2B companies the answer to
that last question is NO.

l Many SDRs are wet behind the ears

The solution

Who do you want your SDRs to call?
Decision makers. People with Authority. People
who put the "A" into BANT. Senior business people
who have significant problems.
People like you.
Do you want a 25 year old SDR with little or no
real life business experience to interrupt your busy
day and try advise you on your business issues?
If you're serious about improving your results you
need SDRs with the skills and experience to talk to
prospects about their business issues on their level.
People who can provide insight, hold an intelligent
conversation and provide value.
l Everything you know about qualifying is wrong

When you speak to a prospect you need to know
if they have authority, a budget, a need and a time
frame. Otherwise you're wasting your time. Right?
Wrong.
If the primary focus of a call is to find someone
important enough to talk to and rich enough to buy
stuff it isn't exactly the beginning of a beautiful
relationship.
They already don’t care about you without you
weighing them up like a fish to see if you should
throw them back.
Do you need to know if they have authority and a
need? Of course  but shouldn't you know that
before you call?
Do you need to know if they have a budget?
Maybe  but if they have, someone else has helped
them set that budget and they have the inside
running, not you. But if you catch them before they
have a budget you can get the inside run.

The primary purpose of any call by an SDR shouldn't
be qualification, it should be to begin a trusted
relationship.
That means talking to them about their issues in
their language. It means being seen as a peer who
can offer value and insights. It means being prepared
to educate and nurture them until they are ready to
buy
It means using SDRs that have real business
experience. It means focusing on the quality of calls,
not the quantity. It means more effective targeting
so you know in advance the prospect is likely to
have authority and a need – if not today then some
time in the future.
It means having a customer focused value
proposition that’s about something they care about.
It means asking intelligent questions to understand
the prospect’s issues in depth.
It means recording all interactions with a
prospect, incrementally building the relationship and
talking about what they care about.
Do that and you won’t need to qualify them –
when they’re ready to buy they’ll see you as their
trusted advisor.
You won’t burn your brand by interrupting
potential customers without adding any value. Your
sales executives won’t waste their time chasing
rubbish leads. And you’ll win a higher percentage of
n
deals and sell more.

John Bedwany is the CEO of the
Database Dept. Find out more here
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10 Ways to “Encourage the Heart”
of Your Buyers
Buyers take risks when
they recommend a change.
When you ask for a sale,
you’re asking your buyer to
become your internal
champion and advocate. You’re asking the
buyer to become a change agent and enlist
other decision makers and to lead change
so the introduction of your product is
successful.

16
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ou’re also asking the buyer to take a personal
risk, staking his or her own reputation on the
promises you’ve made.
That’s a lot to ask.
Buyers need courage and perseverance to see
change through and to stand up for the solution
you’re offering. They will be challenged, and there
will be times when you’re not there to do the work of
reselling when the going gets tough. That’s why it’s
so important to encourage your buyers.
Evidence from The Leadership Challenge®, by Jim
Kouzes and Barry Posner, provides a framework
known as The Five Practices of Exemplary Leaders®.
These leadership practices were presented to B2B

Y

Deb Calvert

buyers in a new study known as Stop Selling and
Start Leading®. The Leadership Practice known as
Encourage the Heart is one that buyers rated highly.
One hundred percent of the buyers in our study
want to see their sellers become more encouraging.
To encourage means "to put courage into." How
do you do that? How do you put courage into
another person? Into a buyer?
Start by considering the ways you have been
encouraged by others. Contemplate what has
emboldened you, and then you’ll have some specific
ideas about how to encourage those around you
(even buyers!).
Here are 10 starter ideas to begin encouraging
buyers right away.
1. Validate what the buyer has said or done.
Validation is easy. A simple thumbs up "like" on a
Facebook post is validating to others. The
encouraging behavior that buyers most want to see
more from sellers is “The seller demonstrates
confidence in my abilities and decisions.”
2. Smile. Your smile conveys warmth and
acceptance. When we accept others we
communicate that we think they are okay. That
simple unspoken acceptance is encouraging. Even on
the phone, the warmth of a smile is conveyed.
3. Offer a listening ear. One of the greatest ways we
can encourage others is by simply listening to what's
on their mind or what's in their heart.

encouraging. You’ll be providing an extra measure of
courage when the work of getting approval or
sustaining internal support is difficult.
6. Appreciate what others on the buyer’s team have
done. Express your gratitude, and don't assume
others know it. You can't say "thank you" too often
and appreciation has a contagious effect. It feels
good to the recipient, the giver and everyone around.
7. Give buyers the latitude to try new things. Part of
encouraging others means boosting their confidence.
By trusting buyers and members of their team with
new endeavors, you are demonstrating your
confidence and building theirs. That's powerful
encouragement!
8. Show an interest in what buyers are doing. Be
curious and step outside your own comfort zone into
the place where they are most comfortable. It is
tremendously encouraging to know that others
genuinely are interested in what you are doing.
9. Set and communicate your expectations. Be clear
about what you expect. Let others on the team
surprise you as they rise to your expectations.
10. Encourage buyers by acknowledging the efforts
they have made. Don't wait around for the end
result. Encourage those efforts along the way if you'd
like to see more of them.

4. Offer a compliment or a word of praise. Be sure
it's not superficial or a small talk nicety. Make it
authentic and specific. Buyers are human. None of us
has been sincerely praised too much, so there’s a lot
of room for genuine praise.

In the Stop Selling & Start Leading® research, buyers
said they are more willing to meet with and more
likely to buy from sellers who exhibit encouraging
behaviors.
Building
these
ten
types
of
encouragement into your daily routines will boost
buyer engagement and your sales success.
n

5. Notice when your buyer has done something that
made a difference. Connect the dots between what
they did and what difference it made. By doing so,
you will be adding purpose and meaning that is

Deb Calvert is President of People First
Productivity Solutions and author of
DISCOVER Questions Get You Connected.
Find out more here
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Do Your Buyers Know What Distinguishes
Your Solution From the Competition?
One of the biggest challenges for today’s seller is helping their buyer
understand what makes their solution different — and better — than
others that walk, talk, look and act like it.
one of us wishes for our solutions to be
thought of as an imitator or secondbest.
We want our business to be in the forefront
of our target buyer’s mind — our products or
services gaining an unfair share™ of the market.
Think about your solution from a buyer’s
perspective. When you are offered an option
between yours and a competitor’s solution, what
makes them different — truly different? Why will
one perform better than the other? What makes one
more valuable than the other? How does one serve
you and your specific needs better?
Surely you have the answers about your own
solution, but does your buyer?
Today’s B2B buyer is more empowered than ever
before. They research your solutions deeper and
seek a variety of options. Fiftyseven percent of the
buyer’s journey is completed before the buyer talks
to sales (Corporate Executive Board).
While many sales and marketing leaders believe
their company’s product or service is clearly
differentiated, their key selling proposition may not

N
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be as obvious to those on the outside. And what
some brands say differentiates their solutions may
not make them as different — or compelling — to the
specific buyer as they think.
In order to ensure buyers understand how your
solution is different from others, you have to
determine the key differentiators. These already
exist, but it is a matter of crystalizing the most
compelling differentiator for your solution and your
buyer.
Differentiator 1: Unique
If your product offers a solution like no one has ever
seen — bingo. You have a jumpstart on
differentiation. Do not fret if your solution is not
completely unique. Dig for that one thing about it
that is truly different. Perhaps your business model
increases your unique factor. Or a specific capability
or your packaging or distribution channel. Dig deep
and find that one thing that makes your product
truly different from your competitions’.

Jay Mitchell

Differentiator 2: Valuable
Remember to focus on your target buyer, because
your solution will not and should not deliver
compelling outcomes for everyone. Why is your
solution perfect for this buyer? What pains does it
solve? How does it serve them?
Consider if the value you provide is more than
the price you charge. If it is, and if that value is
obvious to your target, then your buyer will more
readily opt for your solution over a competitive
alternative.
Differentiator 3: Provable
Once you have pinpointed your business’ value
proposition and unique selling proposition, you need
to provide your buyer with the proof. This can be
done in a number of ways. Maybe you have client
value stories you can share with your buyer — or
testimonials that tout your value and uniqueness. Or
maybe you can let your buyer demo your product or
service to see the proof for themselves. Regardless,
without proving to your buyer that your product or
service would truly be better for their needs, you will
fail to convert leads to sales.
Differentiator 4: Memorable
Quickly — name a soft drink. Now name a fast food
restaurant. Now a luxury car brand. These brands you
just thought of have done something right — they
have become memorable to you. Because there are
dozens of soft drink choices and numerous fast food
restaurants and a handful of luxury cars. But you
thought of those three brands first, before the rest.
How can you ensure your target market recalls your
solution before others?
Being memorable starts with relevant and
consistent messaging that speaks to your buyer. Try
to employ storytelling elements or let them know you
understand their pains. And depending on your
solution, make sure your message and values serve
your target audience at every stage of the buying
journey — from your website to any printed materials
to actually interfacing with your employees and

solution. I will reiterate again, consistency is important
here, so your buyers come to know you and trust you.
Once you determine the compelling attributes that
make your solution different from others, you must
ensure you are communicating it well to your buyer.
1. Help your salespeople understand what makes
your solution different. Brief them on the right words,
the compelling propositions, the key message points,
and then roleplay with them so they are better
prepared to engage in meaningful conversations that
enforce what your solution can do for the buyer and
why no other alternatives can help them achieve
outcomes like yours.
2. Bring your marketing, sales and products teams
together to the table. Align them on your
differentiation strategy and make sure it is reflected
in every communications piece. And even better,
bring everyone into discussions when you are
determining the key factors that make your solution
different. When everyone agrees what makes the
product or solution different, you will avoid
confusion internally and externally.
3. Confirm your differentiators matter to your buyer.
After you have established what makes your solution
different, test the messaging with your target buyer.
See if the differentiators resonate with them and help
them better understand your solution against others. If
you have done your job well, your buyer will be able to
separate you from others as easily as B2C buyers can
differentiate Whole Foods from WalMart.
You have differentiation. Lock it down, own it, and use
n
it to connect to and stand out with your buyer.

Jay Mitchell is President of Mereo LLC,
Revenue Performance Advisor and Board
Member. Contact us if you want to continue
the dialogue about how you can
gain your unfair share™.
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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.

Jeffrey Lipsius

Value is in the Eye of the Beholderthat Beholder is the Customer
Value Creation is one of the
latest buzzwords being
kicked around inside the
sales enablement
community. The premise is
that salespeople who offer value have
better customer relationships and
therefore get more sales.

reating value helps salespeople stand out from
the multitude of salespeople competing for
the same customers. This is especially
important for salespeople who are selling commodity
products. They struggle to differentiate what they’re
offering because so many other salespeople are
offering the same thing.
I agree that value is very important for salespeople
to provide. However, this won’t happen when
salespeople think they’re to ones who are creating it.
The term “value creation” misleads salespeople. A
more useful term is “value discovery.” A major
difference between “creating” something and
“discovering” is the direction salespeople will look. If
salespeople think they create value, they’ll look
toward themselves as source of value. Their attention
becomes selffocused. When salespeople discover
value, they’ll look toward their customers as the
source of value. The salesperson’s attention will be
customer focused.

C

Customers are ultimately the judge and jury for
deciding what value is. Salespeople accomplish
nothing when they provide their vision of value if it
doesn’t match the customer’s. Salespeople need to
offer value that will resonate with their customers.
The best way for salespeople to do this is by
discovering their customer’s unique definition of
value. For a salesperson to offer value, they need to
be the learner not the teacher.
For example, a dime’s value is ten cents. To a coin
collector, however, that dime’s value may be very
different. A salesperson offers value by pointing out
that the collection is missing a dime. The collector will
pay that salesperson a lot more than ten cents for a
dime that completes his collection. The point I’m
making is that the desire to possess a complete
collection of dimes already existed for that customer.
The salesperson didn’t create it. The salesperson
discovered it. This requires the salesperson’s
attention to be directed toward the customer. The
salesperson had to discover that the customer is a
coin collector and is missing a dime that salesperson
happened to have.
In this digital age salespeople face fierce
competition. Providing value for customers is no
longer an option. It’s now a matter of survival. In these
fastpaced times, salespeople are likely to get just one
chance to demonstrate the value they offer. They
need to make it count by offering value that’s relevant
and compelling. Guesswork is too risky. Salespeople
can be certain they’re providing value through
discovery. Discovering value criteria that customers
already have gives salespeople the competitive edge
they need. That salesperson stands out as the one
n
who provides value that customers really need.

Jeffrey Lipsius is President of Selling To The
Point®Sales Training and Consulting.
Find out more here
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Stop This Meeting! I Want Off!
Do you find yourself gritting
your teeth at the thought
of attending another
meeting at work? Or
perhaps you’ve heard
others complain about what a waste of
time the meetings are and now you have
to hold one of these meetings of you own!
How can you engage people who are right
about what a waste of time and money
most meetings actually are?
aybe these meetings are such poor
performers because nearly 80% of those
who put on these meetings have no training
in how to prepare or plan to reach goals of a meeting.
By following these Meeting TIPS, you too can have
meetings in which important decisions are made,
ideas are generated, and information is shared.

M

Why Have a Meeting?
l Share Information  meetings provide a place

where individual information and experience can
be pooled. The group revises, updates, and adds to
what it knows collectively.
l Set Goals  meetings help every member of the
team understand the goals and objectives of the

24
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group and how his their individual efforts will
affect those objectives.
Gain Commitment  meetings gain consensus on
decisions and foster commitment. An agreement
and sense of responsibility to implement and
support the decisions is created.
Create Group Identity  meetings define the
team. Those present belong to the team, those
absent do not. Participants develop a sense of
collective identity.
Team Relations  meetings are often the only
occasion where the group works as a team.
Status Arena  meetings give group members a
chance to determine their relative status.

If you can’t achieve any of these or if none of these
things are important to you – you might want to
consider a cheaper way to communicate than at a
meeting.

How to have a great meeting!
1. Need. Hold only those meetings for which there
is a demonstrated need. Meetings are ideal when
you need to solve problems that are complex or
affect many people, exchange technical
information, or explain a complex policy,
procedure or situation.
2. Purpose. Every meeting must have specific,
stated objectives and a broad purpose. Attendees
need to know the meeting topics beforehand, in

Dr. Tony Alessandra

writing, so that they can come prepared.
3. Attendees. Invite only attendees who can
contribute or who have a serious need to know.
The ideal size for a working meeting is 57
people.
4. Agenda. Agendas are an absolute must for every
meeting. A good agenda addresses issues in
order of importance and allocates time to each
issue.
5. Choose a good meeting place. It should also be
free from distractions and interruptions.
6. Start and end on time. This sends a message to
participants that their time is respected and that
they are expected to respect the meeting time.
Avoid "recapping" for late comers.
7. Stick to the agenda. Although you want to
encourage participation, new issues should be
noted and held over for a later meeting.
8. Encourage participation. Attendees should feel
comfortable enough to offer opinions or

suggestions openly.
9. Maintain a balanced, controlled discussion. Do
not let any one person dominate the meeting.
10. Summarize and distribute minutes. Recap the
decisions and any actions planned as a result of
the meeting and make sure that each attendee
receives written minutes no later than two days
following the meeting.
You can help ensure consistently productive
meetings by following a meeting policy based on
the above. Meetings are a critical part of team
building and, as team spirit grows, the company
benefits as the group's ability to work together and
make decisions grows, and you can be an integral
n
part of it.

Dr. Tony Alessandra is a HallofFame
Keynote Speaker and Founder of
Assessments24x7.com. Find out more here
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Embrace your Inner Sales Geek
You can be great at working
with people, but unless you
match that ability with
being able to work skillfully
with your numbers, you will
not succeed in sales.
nd what are your numbers? The ones that
rule your sales pipeline. First, there’s
Opportunity Velocity: knowing how many
leads are in your pipeline and how fast they move
through it. Second, there’s Opportunity Conversion:
knowing how many opportunities you close in a
defined period of time. Together they define your
Leading Key Performance Indicators (KPIs): the
numbers that tell you whether you have a healthy
pipeline and a healthy business.
Look at all that data: those are your numbers.
They belong to you. You need to see them that way.
So get busy summoning your inner sales geek—the
one that loves numbers. It’s a musthave skill. Here’s
why…

A
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Goals are meaningless without also having a
path to get there
Managing your sales pipeline properly is the only
way to connect sales targets to sales success.
Lacking an understanding of the math that goes into
that pipeline is akin to saying you want to pay off
your mortgage, but not knowing how much you
have to pay, how often and for how long. Goals
need a path to victory. And the sales numbers blaze
that trail for you, but only if you go looking for them.

Ignorance blinds, knowledge reveals
Your sales numbers are your record: they open your
eyes to what really happened out on the field. You
must do this, because sellers—if left to estimate on
their own—notoriously overestimate the number of
deals they close. I once asked a sales manager about
his group’s closing rate was told it was 30%. Then
the CFO walked into the room with their sales
pipeline data and showed us that it was only 10%!
No wonder the company was consistently 20%
behind. It’s impossible to improve if you don’t pay

Colleen Francis

attention to your stats. Imagine you are part of a
professional sports team and none of you ever re
watches the tapes of previous plays to learn what
worked, what didn’t and why. You’d be stuck forever
in the basement of your league!

Improvements start by knowing what needs
to be fixed
If you ignore your sales pipeline numbers, your
closing ratios will worsen. Why? Because without
having a clear understanding of what’s not working
in your selling process, you’re going to repeat your
mistakes and drive away your best prospects. And, if
you don’t fix those problems, you fall behind quickly.
Just as troublesome, sellers who are behind will
panic. That puts unnecessary pressure on their
prospects to buy, scaring them away and making the
problem much worse.
Unless you’re armed with facts, we are all prone
to trying to fix the wrong problems. Sellers who
aren’t hitting their targets are quick to conclude they
have a closing problem. But do they really? In my
work with sellers who struggle with this, 95% of the
time it’s a pipeline problem. Their pipeline isn’t big
enough, not filled with ideal buyers, it’s stagnant,
and without understanding of the risks.
Your numbers tell you what’s not working. But
only if you pay attention. Otherwise, you’ll never hit
your targets. Here are two examples:
A client in the shipping industry was eager to
boost lagging sales in one division. They believed
what was holding them back was that they had a
closing problem: plenty of deals proposed, but not
enough of them being finalized and signed.
However, once we began analyzing their pipeline
data, the real story emerged. Sales weren’t growing
because they weren’t talking to enough new
prospects. Their prospecting funnel was impossibly
narrow with fewer opportunities qualified than was
needed to hit their targets—even if 100% were
closed! Once they addressed that—getting their
sales team to actually engage their customers

methodically and more often—sales skyrocketed.
After sending sellers out on more sales calls, one
manager exclaimed to me: “Colleen, it’s such an
incredible thing—the more people we see, the more
business comes in.” She would not have grown the
business by seeing the same number of people as
before, but trying to close more of them
In our second example, a software company was
experiencing slow growth rate in sales. Initially, they
too thought they had a closing problem. But once
we began looking carefully at the pipeline data, it
became clear that they had a customer retention
problem. Industry average was 72% retention: theirs
was 68%! The numbers showed they were not
growing because they were losing 42% of their
customers each year. Once they realized this
alarming fact, processes were put in place to keep
more customers. Over the next 12 months, their
retention rate grew to 78% and sales growth
accelerated.

Stop running away from your numbers
These two examples show you that amazing things
happen when you activate that inner sales geek and
start working with your sales numbers. It’s vital to
your success. You will not fully solve any sales
problems in your organization unless you start by
getting facts working for you rather than
assumptions.
That inner sales geek—the one that’s in all of us—
is there to help you meet and accelerate past your
goals. It gives you certainty and predictive powers in
ways that people skills can never match. Selling isn’t
just an art: there’s a science to it, too. Your mastery
of the numbers that power your sales is precisely
what determines how consistently you will hit your
n
targets with precision and confidence.

Colleen Francis is President and Founder of
Engage Selling Solutions and bestselling
author of Nonstop Sales Boom.
Find out more here
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Critical Communication Skills –
Version 2020
I had lunch recently with a longtime client, a CEO whose sales force had cut
its teeth years ago on six critical skills (Presence, Relating, Questioning,
Listening, Positioning, and Checking) that they learned in one of my courses.
He and I agreed that, despite all the changes in how customers buy, the six
critical skills are still valid.
n the other hand, we agreed that the
application of the skills is another matter
entirely. The essence of the skills has not
changed, but the world has. How can we apply the
critical skills today—or five years from now?
When I founded Richardson, I used the six skills
as the dialogue thread that connected all of our
programs. But that was then and this is now. It’s time

O
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for the rebranding of the skills.
The challenge, for many salespeople, is how to
execute the skills for success in the new sales
environment – today and in the future. The good
news is that effective execution of the skills at the
highest level is not just for the sales stars. Mastery is
there for all for the effort.
Let’s look at the skills rebranded:

Linda Richardson

Presence – Presence is a way to engender
shows you understand what your customers value.
confidence in your buyers through how you position
It includes research, insights, ideas, knowledge,
yourself in person, on the phone, or online. But
success stories, your point of view, and what you’ve
today it has the dimension of branding. Presence is
learned from your probing, as well as product
still communicated through things such as demeanor
characteristics. The big change is that in the “old”
and body language, but now it includes creating an
days, positioning was customizing your product
online presence, which is quite a different thing… It
story to the customers’ needs. Now the message
requires demonstrating the executive presence
you is all about the business outcome produced by
needed to deliver insights and change the status
your customized solution and validating the need for
quo.
change…
Relating – Today it is necessary to form
Listening – Listening has always been important.
connections – not only with multiple decision
Think about listening today as close listening. It is
makers and influencers in a
your ability to be mindful in the
department, but across channels. And
moment, so that you can demonstrate
not only through personal and
attention and gain full comprehension
business shared interests, but with a
The availability of what your customer has shared
message of transparency. It is a first
with you. One of the best ways to get
of more
step toward gaining customers’ trust
close to anyone is to listen to him or
and giving them yours. Connecting
information online her. Today you need to “listen” – not
goes beyond face to face and
only in real time dialogue, in person or
narrows the scope on the phone, but to “listen” to things
telephone rapport – it includes things
such as the empathy you show in
of the questions it such as the voices your customers are
social media, the relationships you
listening to on social networks, and
makes sense to
foster on LinkedIn, and the friends
listening to text messages for what is
you have on Facebook.
ask, and raises the shared between the lines.
Questioning – Questioning, in the
Checking – Checking is the ability
quality
of
the
past, was a matter of deep probing to
to ask for feedback, on what you have
gain
information
and
insight.
said in a sales call, to gauge how your
questions you
Questioning is more important than
customer(s) is responding. The advent
ask.
ever, but it is very different. Today,
of social media makes it necessary to
smart questioning is in part education
checkin – not just inperson
to share insights as you elicit
conversations and phone calls, but in
information. It is your ability to ask smart questions
dialogues that occur on multiple social platforms and
that reflects a real understanding of your customer’s
with many more stakeholders across divisions. The
world, that signals if customers answer you will bring
challenge is to maintain some channel for oneon
value to them, and that lets you uncover the
one communication, as well as online channels, to
information you need to deliver priority business
understand where you stand.
n
outcomes. The availability of more information
With adaptation, these skills can be yours.
online narrows the scope of the questions it makes
Linda Richardson is the founder of
sense to ask, and raises the quality of the questions
Richardson, a best selling author and
you ask.
consultant, Faculty Wharton Graduate School.
Positioning – What you position has changed.
Find out more here
Positioning has to do with Messaging today that

“

”
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Technical Decision Makers are
Skeptical of You, as well They should be!
Let’s chat, shall we?
Technical decision makers
are skeptical by nature.
First, they do not assume
anything, including the
validity of marketing and sales materials.
Also, they dissect all data put in front of
them to justify your selling position. Why?
Because they doubt that business data
sets are as robust, complex and accurate
as are technical and scientific data sets.
ow, don’t get too put off. Technical decision
makers are just as skeptical with each other
as they are with the sales, marketing and
nontechnical types reading this article. As a result,
these decision makers continuously validate the
technical and scientific truth underpinning What
They Know.
After all, incompletely specified data leads to
software codes generating security vulnerabilities
and engineered outcomes which miss targets
(literally). In addition, when sales and marketing folks
are “approximate,” when they should be “exact,”

N

30

TOP SALES MAGAZINE OCTOBER 2017

solutions are underspecified and errorprone during
implementation.

However, technical decision makers are most
skeptical about popular fake data
Today’s competitive, global business ecosystem is
tainted by the plethora of fake news from seemingly
boundless sources. How many of you scrutinize the
validity of the headlines appearing in your social
media feeds before you share with prospective
buyers? Some of these headlines are amazingly
fantastic. Alternatively, others are so finely tuned to
your own belief system that you commit the cardinal
sin of assuming the information is factual.
Keep in mind that technical professionals are
private citizens as well. They, too, are inundated with
the latest social media headlines. Consequently,
these professionals  and perhaps you, as well, by
this point – become even more skeptical. They do
not assume the validity of any news report taken at
face value.
As if skeptical technical decision makers are not
already hardwired enough. Now they are super
skeptics. Also, their skepticism potentially biases
their reactions to sales and marketing information
and presentations. As a defense, they layer on

Babette Ten Haken

another protective editorial filter. Subsequently,
these professionals attempt to separate the impact
that fake news, from their private lives, has on their
ability to validate information, in their professional
capacity.
While unfortunate, this scenario infuses itself
into all of your best intentions as a business
professional of worth.

Are sales and marketing promises too good
to be true?
Do your marketing and sales materials read like a
compendium of fake news and fantastic outcomes?
If so, an organization’s sales and marketing strategy
subconsciously contributes to increased buyer
skepticism.
Technical professionals are trained to compare
and contrast various approaches to solving
problems. However, many sales and marketing
materials are skewed. As a result, they support the
seller’s proposed solution, as perhaps the “only”
viable option. How credible is this strategy?
If you do not scrutinize the validity of your
organization’s sales and marketing information, prior
to presentation, skeptical technical decision makers
will,
throughout
the
presentation.
Digital
transformation of the workplace causes them to
ratchet up their own ability to weed out false data
from mediocre information. The last thing you want
to happen, when working with technical decision
makers, is for them to reject the validity of your
offering based on inadequate data that doesn’t hold
up to hardcore scientific scrutiny.

Technical skepticism extends into the post
sale relationship, too
If you think technical professionals give you a hard
time during presale, wait until you close the deal.
The selling honeymoon is over and then the reality
of whether your promises marry up to
implementation reality sets in. Well, will you or won’t

you deliver, as promised?
Unfortunately, the postsale time period is when
sellers do what they do best: sell. They have a short
attention span when it comes to sticking close to
customers, postsale. As a result, they lose control of
the postsale lifespan of a newly acquired customer.
Instead, an entirely new cast of characters enters
into the lives of technical professionals: other
skeptical technical professionals, your internal
colleagues.
It's a match made in heaven for those technical
professionals! However, the postsale execution of a
sales contract is where fantasy crashes into reality.
You see, technical professionals like to compare
notes
and
revalidate
presales
promises.
Consequently, overpromised presale product and
system attributes begin to look like fake news when
they cannot be delivered, postsale, according to
specifications.

Perhaps it is time for you to become a
skeptical seller and stay that way, too!
Yes, you are too busy hunting and chasing your
numbers. Seriously (and skeptically), making your
numbers is tactical and all about you. Customer
success and customer retention are the postsale
result of not only sticking close to customers but
also embedding yourself in their business strategy.
After all, a lot can happen between close of the
initial contract and renewal. That inbetween area is
when technical decision makers can become
positively or negatively biased in their perception of
the validity of what was contracted for. As a result,
you can assume they will become more skeptical.
However, my advice is, neither take my word for it
nor make any assumptions. Instead, scrutinize,
validate and strategize with your skeptical customers
if you want to retain their business.
n

Babette N. Ten Haken is a strategist, analyst,
author and blogger. Find out more here
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Top Partner of the Month

It's the 2018 planning season which means you've been assigned your 2018
revenue goal, or you will be soon. Expectations have likely gone up and you
might be wondering if you can make your number in 2018.
Here is an interactive tool called the Revenue Growth Diagnostic that will help you
understand if you have a chance at success in 2018.
Take the test and benchmark your strategy against the strategies used by market leaders.
Find out if you will:
l Achieve the topline revenue goal
l Drive up the valuation
l Generate consistent quarterly performance
We'll send you a report that provides a snapshot of which areas you are succeeding in and
which areas you need to improve. The end result is an assessment of your gotomarket
strategy  one that you will be able to use to make sure you succeed.

Click here to find out how likely you are to make plan in 2018.
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Top Sales Post

September’s Top Sales Post
Quit Blaming What You Sell as the Reason for a Sales
Slump by Mark HUnter

S

alespeople are quick to call me to ask how they
can be successful in sales when they’re stuck
selling what they believe is something their
customers don’t want. It’s time to stop blaming what
you sell as the reason for your struggles.
Not only is it time stop blaming what you sell, but
it’s also time to stop blaming how you sell. Yes, I said
it correctly. It’s time to even stop blaming how you
sell. Think about that and remember I’m the person
who wrote the book on prospecting.
Here’s the deal. What you sell and how you sell
are small potatoes compared to why you sell. If you
can’t address the question as to why you sell, then
no process and no product or service is going to
create longterm success for you.
Sales is all about helping the customer. That is
“why” you do what you do. Unless you’re 100%

committed on the why you sell — helping others —
you’ll have little chance of longterm success in
sales.
You might ask, “How can I have a ‘why’ when
what I sell is something I don’t believe in?”
To me that’s an easy one to answer, because it
comes down to a simple premise. Are you helping
the customer achieve a desired outcome? If so, then
that’s your why. If you’re not helping the customer
achieve an outcome they desire, then you’re pulling
a con game.
The sales profession offers you the privilege to
help others. For me this is the single biggest thing
that jazzes me each day. Stop and ask yourself how
you’ve helped people and how the outcome you
provide customers benefits them. Make a list of all
of these things and ...
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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