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Create A World-Class Third-Party Selling Program
A Partner-Centric Approach to Channel Sales
A channel sales manager’s job is one of the toughest
in an organization. An effective channel sales manager
needs to have superior project management skills, be
able to influence without formal organizational power, and
operate effectively at every level within an organization.
In the latest Sandler® book, MAKING CHANNEL
SALES WORK: Seven Tools to Create a World-Class
Third-Party Selling Program, you will learn:
• How to identify the appropriate partners
• Principles to build and nurture winning relationships
with value-added resellers
• Formulas and tools to train your sales team and your
partner’s sales team to work together seamlessly

Download your free chapter today so you can
be on your way to building a premium channel
selling program in your organization!

“A partner-centric approach respects your partners as equals and understands
that they are your extended sales force.”
—Marcus Cauchi & David Davies

MEET THE AUTHORS
Marcus Cauchi is a Sandler trainer located in the southeast region of the United Kingdom where he has been successfully
serving his clients since 2004. He is an engaging and challenging speaker on sales, sales management, company turnaround,
achieving maximum cash at exit and successful recruitment of salespeople.
David Davies is the owner of Thames Valley, a Sandler center in the United Kingdom. With more than 25 years of international sales
and business development experience, Davies has been instrumental in helping organizations achieve lasting sales success.
A passionate, innovative, and award-winning sales coach, he is recognized for transforming potential into profitable performance.

©2018 Sandler Systems, Inc. All rights reserved. S Sandler Training (with design) and Sandler are registered service marks of Sandler Systems, Inc.

2018 Columnists

2018 Columnists
For 2018, our regular columnists will provide thought-provoking commentary on a wide
range of sales issues, specifically, the hot-topics that are the most relevant and indeed, the
most significant.

Tiffani
Bova

Tiffani Bova is the global
customer growth and
innovation evangelist at
Salesforce. Tiffani is a highly
sought  after keynote speaker
and also a regular contributor
to HuffPost, Harvard Business
Review, and Forbes.

Tony J.
Hughes

Tony Hughes is an experienced
CEO and teaches 'modernized
selling' within the MBA program
at the University of Technology,
Sydney. His first book was The
Joshua Principle, Leadership
Secrets of Selling and his second,
COMBO Prospecting.

Linda
Richardson

Founder of Richardson, Linda
is a thought leader in the field
of sales performance. She is
also the author of numerous
books including Changing the
Sales Conversation which
focuses on technology and the
new buyer.

Jim
Dickie

Dave Kurlan is the founder and
CEO of Objective Management
Group, Inc. (OMG) and Kurlan
& Associates, Inc. He is also
the author of the bestseller
Baseline Selling.
Dave
Kurlan

Tamara
Schenk

Brian Sullivan is Vice President
of Sandler Enterprise Selling at
Sandler Training. He is also the
coauthor of Sandler Enterprise
Selling: Winning, Growing and
Retaining Major Accounts.
Brian
Sullivan

Jim Dickie is a CoFounder and
Research Fellow for CSO
Insights; an independent
research division of Miller
Heiman Group and has served
as an advisor to numerous
academic institutions.

Michelle
Vazzana

Tamara Schenk is research
director at CSO Insights, and
one of the world’s leading
experts on sales enablement.
Prior to joining CSOI, Tamara
led the global sales force
enablement and transformation
team at TSystems.

Michelle Vazzana is a founding
partner and CEO at Vantage
Point Performance, and the co
author of Cracking the Sales
Management Code: The Secrets
to Measuring and Managing
Sales Performance.
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2018 Feature Writers
We have also brought together some of the most experienced, successful and forwardthinking sales experts on the planet, to contribute regularly.

6

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

Kevin Eikenberry
Chief Potential Officer, The
Kevin Eikenberry Group.

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

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

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

Joe Galvin
Chief Research Officer Vistage
Worldwide.

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

Barb Giamanco
Keynote Speaker, Author,
Corporate Webcast Host Social
Centered Selling CEO.

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

Julie Hansen
President, Performance Sales
and Training, Author of Sales
Presentations for Dummies.

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

Jill Harrington
President, SalesSHIFT. Author
of Uncommon Sense, 2017 Top
Sales Book of the Year.
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2018 Feature Writers

Graham Hawkins
CEO & Founder, SalesTribe.
Author of The Future of the
Sales Profession.

Dan McDade
CEO, Founder of PointClear.
Awardwinning blogger
(ViewPoint), author, speaker.

Mark Hunter
“The Sales Hunter,”
prospecting thought leader and
author of bestselling book,
“High-Profit Prospecting.”

Cian McLoughlin
B2B Win/Loss Analysis Expert,
Award Winning Blogger &
Author ‘Rebirth of the Salesman’

Jason Jordan
Partner at Vantage Point and
Author of Cracking the Sales
Management Code.

Jay Mitchell
President, Mereo LLC
Revenue Performance Advisor
and Board Member.

Jill Konrath
Keynote Speaker, Author,
3 Bestselling Sales Books,
AwardWinning Sales Blogger.

Keith Rosen
Award winning author, CEO of
Profit Builders and founder of
Coachquest.

Dave Mattson
CEO & President of Sandler
Training.

Colleen Stanley
President of SalesLeadership,
Inc., Best Selling Author of
Emotional Intelligence for Sales
Success …”

Bernadette McClelland
Head of Sales Transformation
and Enablement at Sales
Leaders Global Pty Limited.

Dan Weinfurter
Dan Weinfurter is currently the
managing partner of Chicago
Growth Consultants LLC.
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Together We Are Moving the Needle
Toward More Women in Sales
It is an honor to write a
guest editorial again this
year for Top Sales World’s
“Women in Sales” issue –
so many things are happening that
deserve sharing.
irst, I must thank Jonathan Farrington and Top
Sales World – a publication that, from the very
start, was cognizant of sharing diverse
viewpoints and whose regular columnists are 50%
women, plus many female feature writers. It was
never done to “hit a quota” but rather for a wealth of
opinions and discussions – thereby making it a
better, richer publication.
That’s not unlike what an inclusive sales team

F
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exhibits – diverse ideas, strategies for different ways
to grow a relationship with a buyer, and new or
different ideas to work with future buyers on their
journeys.
In my early sales career I was hired as the first
woman seller at a particular tech company. Within
three months I closed a multimillion dollar deal my
male predecessor could not even get a meeting for
– because the buyer didn’t like his aggressive and
egotistical style. They had excluded us from the
start. I had no big ego and I was determined to at
least get a meeting. One thing led to another and
we won this high visibility opportunity. To this day I
believe it wasn’t because I was a woman, but
because I had a different approach – an approach
needed after reading the situation through
empathy.
Today I’m thrilled to see so many efforts in

Editorial

addition to TSW happening to encourage more
women in sales than ever:
l The AAISP (for inside sales professionals)

l

l

l

l
l

l

regularly including Women Sales Pros and
encouraging discussions in chapters around the
world about more women in sales. Meet us in
Dublin on Nov. 13.
Research being done to understand root issues of
this business challenge which might seem like a
women’s issue but is really a business issue.
Thanks to Dr. Joel LeBon of University of
Houston who partnered with me and Women
Sales Pros this year, and to companies like
Gong.io who are spending dollars and time on
data collection and will be reporting on the data
soon. The data always surprises audiences –
especially when we share that the number of
female sales leaders has been flat for over 10
years – even though more women are college
graduates, women can be great in sales, and
women can be great leaders.
New podcasts like Conversations with Women in
Sales with host Barbara Giamanco to let other
women (and men) hear the journeys of women
who are succeeding in a big way is sales and
leadership roles.
New programs like #GirlsClub which will train
high potential women to sales leader roles upon
graduation. This program is nearly free for
participants, is supported by sponsorship, and is
the brainchild of Lauren Bailey, President of
Factor 8.
The Enterprise Sales Forum declaring October as
“Women in Sales” month (watch for events)
Services like Innovation Women which is a
speaker’s bureau of women who speak on
innovation, technology, sales, change and more.
NAWSP (National Association of Women Sales
Professionals) led by Cynthia Barnes

Male allies in thousands of companies who will
speak up – that there should be women on a panel in

addition to men invited, or who not only know how
to be a mentor or sponsor to future talent but
encourage it. They are not phased by other men
who are now not willing to meet at work privately
with a rising star (who happens to be female) for fear
of backlash. This is a real issue. Thank you to the
men who have found ways to keep supporting
women. They may choose to have a small group to
mentor instead of a oneonone situation now, or
they are confident enough and professional enough
to simply mentor people. They know what is
professional and what is not professional. We need
more allies like that.
There is still a lot of work to be done. I am
hopeful because of all of the positive support I’ve
seen from companies wanting to sponsor women in
sales events, and who are actively making changes
internally, so women feel more comfortable to join a
sales organization and grow in a sales organization.
Please share your successes and stories on
Twitter – notify us via @womensalespros and
#WomenInSales.
If we are successful with inclusion in sales teams,
it will be due to a group effort.
Men in sales leader roles  find out what the
right actions are to make a difference.
Women, keep supporting other women. Share
your story about how a sales career has helped you.
Sales is an admirable profession, and nothing
happens until someone sells something in a
company.
n
We can do this.

Lori Richardson is a sales strategist with her
company, Score More Sales and President
of Women Sales Pros. As the Voice for More
Women in Sales and Sales Leadership in
industries with male majority sales
organizations, she travels around North
America and Europe teaching what the
research shows for inclusive sales
teams and more ROI.
Learn about Women Sales Pros here
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The One Thing Is ... It Is Never One Thing
When It Comes To “Growth”
Jonathan Farrington
Interviews Tiffani Bova,
author of GROWTH IQ

JF: Tiffani, let’s begin by you telling us about your
new book, GROWTH IQ.
TB: Growing your company has become more
complex than ever, but throughout my experience at
Salesforce and Gartner, as well as fifteen years
running sales, marketing, and customer service
organizations, I’ve realized two important things
about growth: 1) there are really only ten paths to
achieve it, and 2) the real challenge isn’t knowing
what those strategies are, but knowing when,
where, and why to use each one. In GROWTH IQ, I
outline the ten key paths to growth and teach
companies to make the right series of choices at the
right time to soar past competitors on the growth
curve.
JF: How can companies determine which growth
strategies to use when?

10
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TB: This is where context is key. Understanding your
current economic climate, existing product mix,
competitive landscape and customer base is
essential to creating a growth strategy that sets you
up for success. What is happening in consumer
spending patterns? What technology advancements
have happened which you can capitalize on? How
are people engaging with brands? What is the
sentiment towards big social issues? The insights we
can glean from these questions are invaluable.
It’s also important to remember that context is
not a onceinayear topic to review. Companies
should always be looking for patterns and signals
that change is on the horizon and be willing to
change their strategies accordingly.
JF: Optimizing sales is one of the paths you outline
in the book. How can companies use sales
optimization as part of their growth strategy?
TB: It has always amazed me how much
misperception there is about the role that sales plays
in a company’s ability to grow. Sales is the moment
of truth for any company. All of the sweat and tears
that have gone into developing products and

The Jonathan Farrington Interview

executing marketing campaigns hopefully lead to
sales.
Companies have to be good at bringing
customers to their products, and especially as the
customer experience continues to play a greater role
in buying decisions, companies need to pay as much
attention to how they sell as to what they’re selling.
It is more important than ever to meet customers
where and how they want to buy, with the right
products and services, at the right time, in a
seamless, frictionless manner.
JF: What are some potential pitfalls companies can
fall into when they attempt to use sales
optimization as a path to growth?
TB: Optimizing sales should be a constant,
underlying focus for any company that “sells” a
product or service, but companies that make sales
optimization a key focus for their growth strategy
need to be careful that they don’t get trapped by the
paradox of hitting numbers now versus improving
sales for future quarters or years ahead. I coined the
term “Seller’s Dilemma,” playing off Clayton
Christensen’s The Innovator’s Dilemma, to describe
this paradox while at Gartner many years ago—and
this concept is still relevant today. Because sales
executives are often pressured to work harder and
harder to achieve revenue goals, they aren’t able to
come up for air to look at how they are selling. This
means that current sales practices, processes, and
organizational structure may in fact be hindering
their growth more than any external factor they
believe they are facing.
This isn’t a new issue, but what has changed is
the ease with which companies can now identify
areas to improve because of new technology. Now
more than ever, we have the potential to be smarter
sellers if we leverage AI, machine learning, CRM,
marketing automation, and the other tools at our
disposal.
JF: How did sales optimization play out for
Salesforce as a growth strategy?

TB: Salesforce was built around the one main idea
that software should be delivered 24/7 to people
over the cloud by taking the benefits of the
“consumer Web to the business world.” But being
first doesn’t always guarantee success. Salesforce
knew that it needed to be better not only at its
technology but at the way it sold if it was going to
win against market leader Siebel early on, and
eventually Oracle (which purchased Siebel) and SAP.
In order to win against these much larger software
companies, Salesforce knew it needed to focus on
building a highperforming sales culture.
Not only did Salesforce’s cloudbased service
allow customers to learn about it, subscribe, and get
started easily, but Salesforce also embraced
“freemium” in a way that was unheard of for
competitors like Oracle, Siebel, or SAP at the time.
By offering a free functional trial for five users for a
year, Salesforce allowed customers to try out its
service while generating buzz and creating an
n
opportunity to receive live customer feedback.

Tiffani Bova is the global customer growth and
innovation evangelist at Salesforce and author
of Growth IQ. Tiffani is a highly sought after
keynote speaker and also a regular contributor
to HuffPost, Harvard Business Review, and
Forbes. She has interviewed guests ranging
from Dan Pink to Arianna Huffington on her
“What’s Next!” podcast and her insights have
helped companies—Microsoft, Cisco, IBM,
Oracle, SAP, Dell, and AmazonAWS among
them—expand their market share and grow
their revenues. Tiffani is also a top Twitter
influencer in customer experience, sales, AI,
the future of work, cloud, and marketing with
more than one million Twitter impressions per
month, as well as over 150,000 LinkedIn views
per month. Her book GROWTH IQ: Get Smarter
about the Choices That Will Make Or Break Your
Business will be published by Portfolio on
August 14. You can preorder it here
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Joanne Black

Why Women Don’t Want to Work for You
It was 1936. My mom graduated with a degree in finance from Syracuse
University, but she couldn’t get a job at a bank. They didn’t hire women,
even as tellers. That was 16 years after the 19th Amendment to the U.S.
Constitution granted suffrage for women. We’ve come a long way since
then, but some industries and professions still have miles and miles to go.

here’s always been bias against women in
sales, and anyone else with different color
skin, ethnicity, or beliefs. Today’s rallying cry is
to attract more women in sales. But what if women
don’t want a career in sales?
Sales is a fulltime job, which today means almost
24/7. It wasn’t that way in previous generations.
Women and men worked, but they were home for
dinner with their families—precious time that’s been
taken away from us in today’s world. Perhaps that’s
why Millennials are more likely than their parents
and grandparents to pause their careers to care for
children. A Harvard Business School alumni survey
found that 37 percent of Millennial women (42
percent of those married) and 13 percent of
Millennial men expect such career interruptions.
There’s an even bigger problem for women in
tech sales. If they pause their careers, they might

T

have trouble restarting them. Technology advances
so quickly that these women might never catch up.
What are companies doing to keep these valuable
women current? Obviously, not enough. What they
should be doing is developing a program to keep
these valuable employees uptodate on technology
advances, policy changes, customer feedback, and
anything else they need to know. How often and in
what format? Ask them what they need and want.
There’s another wrinkle. Women aren’t applying
for sales positions. Sales leaders tell me it takes an
intentional effort to find women who even want a
sales career. Lack of work/life balance might be one
factor. Some might be turned off because sales has a
bad reputation (think about the usedcar salesman
stereotype). Others just probably never thought
about a career in sales. I never did. Or maybe they’ve
heard stories from women who applied for sales
jobs, went through many interviews, and lost out to
men. Unfortunately, that’s not uncommon.
Making progress is tough when governments and
businesses are dominated by men. Where are the
role models for today’s women? Remember the
centuries of smart, talented women who refused to
be secondbest, who fought their way to the top and
pulled other women up with them? It’s up to us to
encourage and support the women in our lives and
create a workplace for them to thrive—sooner,
n
rather than later.

Joanne Black is America’s leading authority on
referral selling. To learn more, visit
www.NoMoreColdCalling.com.
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Top 50 Sales
Books 2018
It really has been a bumper year so far and the quality of writing
exceptional. There are 17 new entries and we do hope you
enjoy our selections. Please don’t hesitate to pass this on to a
friend, colleague, superior or significant other …
Download Your Copy Here
And here we have selected some of our favorites that have been published or are
due to publish in 2018

Sales Enablement: A Master Framework to Engage, Equip, and
Empower A World-Class Sales Force
by Byron Matthews and Tamara Schenk
“Sales Enablement: A Master Framework to Engage, Equip and Empower a World
Class Sales Force” is the turnkey roadmap for sales leaders and sales enablement
professionals who are serious about building a stateoftheart sales force. This
comprehensive guide shows you how to orchestrate a sustainable system of
content, training, coaching, and technology along with proven best practices for
equipping your sales teams with everything they need to succeed. Buy Here8

Stop Selling and Start Leading: How to Make Extraordinary Sales
Happen by James M. Kouzes, Barry Z. Posner and Deb Calvert
In the Age of the Customer, sales effectiveness depends mightily on the buyer
experience. Despite nearlyuniversal agreement on the need for creating value in
every step of the buyer’s journey, sellers continue to struggle with how to create
that value and connect meaningfully with buyers. New research bridges the gap
and reveals the behavioral blueprint for sellers that makes buyers more likely to
meet with them — and more likely to buy from them.
Buy Here8

The Long-Distance Leader: Rules for Remarkable Remote Leadership
by Kevin Eikenberry and Wayne Turmel
Leadership First, Locations Second. As more organizations adopt a remote workforce,
the challenges of leading at a distance become more urgent than ever. The authors
show leaders how to guide their teams by recalling the foundational principles of
leadership whether their teams are scattered globally or just working from home a
few days a week. Their "ThreeO" Model refocuses leaders to think about outcomes,
others, and ourselveselements of leadership that remain unchanged, whether
employees are down the hall or halfway around the world.
Buy Here8

Growth IQ: Get Smarter About the Choices that Will Make or Break
Your Business by Tiffani Bova
Tiffani Bova travels around the world helping companies solve their most vexing
problem. Whether she's presenting to a Fortune 500 board of directors or
brainstorming over coffee with a startup founder, Bova cuts through the clutter
and confusion that surround growth. Now, she draws on her decades of
experience and more than thirty fascinating, indepth business stories to
demonstrate the opportunitiesand pitfallsof each of the ten growth paths, how
they work together, and how they apply to business today.
Buy Here8

Sales Leadership: The Essential Leadership Framework to Coach
Sales Champions, Inspire Excellence and Exceed Your Business Goals
by Keith Rosen
Imagine a world where you're excited to go to work without fear, stress or worry.
Your boss is always available to provide unconditional support. At the end of the
day, you feel acknowledged and accomplished; knowing you've done meaningful
work. Most important, you don't sacrifice your priorities, values, family, happiness
or life for your job. If this sounds like a crazy, polyynic fantasy, this is a reality in
Buy Here8
many thriving organizations.

Rule of 24: The Future of B2B Client Engagement
by Robert D. Riefstahl and Daniel J. Conway
Massive change is upon us and business to business (B2B) sales organizations are
breaking down. The old sales strategies aren’t working like they used to—you used
to know exactly how to be effective, but now you’re not so sure. Competitors
have raced ahead and there are only two options left: Embrace the change. Or
ignore it and fall behind. Inside Rule of 24, authors Robert D. Riefstahl and Daniel
J. Conway show you how to not only survive but thrive and dominate selling
Buy Here8
software in the new digital landscape.

Race To Amazing – Your Fast-Track To Sales Leadership
by Krista Moore
Today's top sales leaders realize that if they want to implement change in their
people and their organizations, they have to be selfaware enough to change
themselves. There is an urgent need for companies to have outstanding sales
leadership, in order to innovate, continue to create customer loyalty, strategically
compete in global economies, and win new business against disruptive
competitors. Race To Amazing is your fast track to sales leadership development.
Buy Here8

Combo Prospecting: The Powerful One-Two Punch That Fills Your
Pipeline and Wins Sales by Tony Hughes
Unleash a killer combination of old and new sales strategies. How do you break
through to impossibletoreach executive buyers who are intent on blocking out
the noise that confronts them every day? Oldschool prospecting tactics or new
school techniques alone won't provide the answers This book reveals today's new
breed of Chief Executive Buyers, the channels they use, the value narrative you
Buy Here8
need, and the mix of methods that works.

The Dirty Secret About Women in Sales
When I first contemplated what to write for Top Sales World’s women in
sales edition, my mind immediately went to the unique attributes typically
associated with the female gender. I began to consider our tendency to be
good listeners, show empathy, and patiently guide our clients toward
solutions. `
owever, this line of thinking was largely
unsatisfying because it doesn’t accurately
reflect the very unique challenge we face as
women in sales. The biggest and most poignant
challenge we face is the very real problem of being
treated in ways that are less than professional and
personally demoralizing, not only by men in the
companies in which we work, but also by men in the
client organizations to whom we sell.
While I truly believe women in today’s sales

H
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forces have it better than I did, it is still a tale that
needs to be told and a problem that needs attention.
Yes, I’m talking about sexual harassment. Although I
would need more than a mere blog to regale the
unwanted attention I received, I’ll share a few thorny
examples of the challenges I faced as a woman in
sales.
I remember entering the workforce eager,
excited to be in sales, and completely unprepared
for what I was about to encounter. I accepted my

Michelle Vazzana

first sales job as a sales representative for a
telecommunications company selling telephone
systems. I had a wonderful female sales manager
who coached me and helped teach me the ins and
outs of selling in the telecom world. I was excited,
working hard, and soaking up as much as I could
from this heroine of sales. I made my first few sales
very quickly and was on my way to a successful year.
Unfortunately, that year was cut short when the
president of the company propositioned me,
indicating that my future success could be strongly
impacted by a personal relationship with him. I was
stunned. This man was married and more than twice
my age, but there it was. I had a situation to deal
with and my path was clear: Have an affair or move
on. I moved on. A bit worse for the wear, but still
hopeful.
Next, at the tender age of 22 and still naive and
hopeful, I had the good fortune to land a job as a
marketing representative with a large technology
company. This was the perfect venue in which to
cut my teeth and learn to survive and thrive as a
woman in sales. My first real surprise at occurred
while I was on a sales call. I inherited a territory
from a very successful female sales representative
who had been promoted to a major account role.
One of our primary sources of revenue was to
upgrade equipment in our existing account base. It
was from one of these “existing accounts” that the
worst surprise was delivered. About 15 minutes
into my sales call, I learned that two men I was
meeting with were quite fond of the prior
salesperson. When I inquired what she had done to
earn their trust and admiration, they responded by
telling me that she was quite adept at performing a
particular sexual act. I was speechless. Once I got
my bearings, I told them that I was going to pretend
that this hadn’t happened, then I cut the call short
and returned to the office. When I returned for my
next sales call, I had my male sales manager in tow.
Although one of the men pulled me aside and
apologized, it was too late. The damage was done.
My scars were adding up.

Another nasty surprise came when I was
promoted to a sales training position at the same
large technology company. My beloved sales
manager revealed to me that he been waiting for
the time I’d no longer report to him so that we could
proceed with the affair he knew we both wanted. 
When I expressed my surprise and dismay at his big
reveal, he proceeded to chase me around a table.
This marked a new low point in my career. I cared
deeply for this man, whom I admired, looked up to,
and thought the world of. I just didn’t care for him in
the same way he professed to care for me. I was
devastated. How could I handle this situation with
grace, maintain my dignity, and not crush him? I
decided honesty was the best policy and let him
down gently. As you might imagine, our relationship
was never the same. I felt I’d lost my mentor and
one of my best friends. It was truly heartbreaking.
Although none of my other harassment encounters
were as devastating as the ones I’ve shared, they
were frequent and unrelenting. And I know my
experience is, sadly, far from unique. As women,
we’ve had to navigate and endure situations that
leave us vulnerable and belittled.
I believe one of the most positive changes I’ve
seen in the business environment recently is a
dedication to sexual harassment training. The old
days when “anything goes” seem to be dwindling,
and a new respect for boundaries is emerging. My
hope for women entering the sales profession
today is that they encounter a more dignified
environment where they are valued more for their
contributions than their measurements. I have seen
a positive trend toward respectful sales
environments and a lower tolerance for
inappropriate behavior. I sincerely hope that this
trend continues so that women can breathe a sigh
of relief and get down to the business of selling. n

Michelle Vazzana is CEO of
Vantage Point Performance.
Find out more here
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Maybe It’s Not about Gender
Stereotypes about sellers and the sales profession are not changing for the
better. After conducting extensive research with buyers about preferred
seller behaviors, I’ve started thinking that B2B buyers – now more than
ever – have an extremely negative perception about sellers in general.
recently tested this theory with a group of 22
senior managers who represented all functional
areas of an organization. Before we moved into
the workshop topic of “unconscious bias,” I asked
them to draw a picture of a typical salesperson.
That’s all they got from me  no instructions at all
about stereotypes or perceptions or what else to
include in their drawings.
Over half of their pictures had prominent dollar
signs (four showed dollar signs in the sellers’ eyes).
Seven showed a dominant seller standing over a
cowering buyer. All 22 pictures featured a man.
I didn’t expect that. The dollar signs and
dominating personas weren’t a surprise. But the lack

I

18

TOP SALES MAGAZINE AUGUST 2018

of female sellers gave me a jolt. I asked the group
why they didn’t draw women. Their answers ranged
from “There aren’t any women who call on me” to
“Women are different. They don’t seem so pushy.”
You’ve probably seen some of the data that
suggests women are more effective in selling
because they listen better and empathize more with
buyers. I’m an advocate for all sellers to step up their
communication and connecting skills, and I don’t
believe that all women are more effective in selling
than all men. But maybe there’s something to this,
something we can learn from these buyer
perceptions about how sellers are showing up.
CSO Insights reported in “The Growing Buyer

Deb Calvert

Seller Gap” that 65.2% of buyers in their study found
value in discussing their situations with sellers (vs. AI
or DIY). In the research conducted for “Stop Selling
& Start Leading,” buyers told us that the behavior
they want to see most frequently in sellers include
“the seller answers my questions in a timely and
relevant manner” and “the seller engages me in two
way dialogue about my needs.” Taken together,
there is ample evidence that buyers are very
interested in working with sellers who listen,
respond, and dignify what buyers are telling them.
Which begs the question. Are women better able
to have the kinds of conversations that buyers want
to have? Some would say that’s absolutely true.
I’m not so quick to draw this conclusion. I’m a
field sales coach and a buyer. I observe sellers. I buy
from sellers. I also conduct research with buyers.
Aside from these hints about seller stereotypes,
there isn’t complete and compelling data that proves
women are “better” in any way or have inherent
traits that better equip them to sell.
What’s more, I’ve yet to hear a buyer say that
they would prefer to buy from a woman. What they
say, instead, is that they prefer to buy from sellers
who exhibit certain behaviors more frequently. I’m
just not convinced that gender is the differentiator
that leads to more sales.
This may be an unpopular position for a strong,
successful woman in sales to take. Here’s why I’m
sticking to my position.
First, I don’t believe there are any traits or
characteristics or skills that are unique to women. If
some women have certain tendencies to behave the
way buyers prefer, then so do some men. I’ve seen
people of every gender identity succeed in sales. I’ve
also seen women fail in selling because they did not
choose the behaviors that buyers prefer.
Second, based on research with buyers, we know
that sellers of all genders succeed more when they
choose to step into leadership. Buyers want sellers
to guide them using The Five Practices of Exemplary
Leadership® (an evidencebased framework of
leadership developed by Jim Kouzes and Barry

Posner). Leadership behaviors require no special
talent, skill, or traits. They simply require a choice.
That’s accessible to anyone.
Finally, when it comes to comparing men and
women in selling, we must acknowledge that the
stereotypes are more attached to men because
salesmen still hold the majority of sales roles. We
don’t have “used car saleswoman” stereotypes
because we don’t have movies about or experiences
with used car saleswomen. This is patently unfair to
men who are burdened with stereotypes they didn’t
create and largely reject. The people in my test
group drew pictures of men because they’re
accustomed to seeing men doing the work of selling.
And that, in my opinion, is why women have an
advantage when it comes to selling. Women aren’t
saddled with these stereotypes. They don’t
automatically compare themselves to or get
compared by others to the “Wolf of Wall Street” and
“Glengarry Glen Ross” characters. Women have a
certain liberty in selling that men do not. Because
there aren’t as many examples of women sellers, this
generation of women sellers has a unique
opportunity to make its mark.
Women can lead in our profession by putting a
new face on sales. Women who choose careers in
selling can reframe buyer perceptions. The more
women who enter selling, the more the old
stereotypes will fade away. This benefits everyone
who wants to succeed in selling and is willing to put
away those old salesy behaviors and replace them
with leadership behaviors that buyers prefer.
It starts with communicating in ways that buyers
prefer. Every seller, regardless of gender, is capable
of answering questions, engaging in twoway
dialogue, and listening effectively. Every seller is
capable of leading, and every buyer is waiting for the
n
seller who will.

Deb Calvert is President of
People First Productivity Solutions.
Find out more here
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Top Sales Roundtables
TSW Roundtables are a regular monthly event providing an expert
panel of immensely successful thought leaders with the opportunity to
share their views and debate the current hot topics. These highly
interactive sessions are moderated/hosted by Top Sales World’s CEO,
Jonathan Farrington.

Latest Roundtable  Listen Here
Customer Experience Management: Was It Good For You?

Tiffani Bova

David Mattson

Babette Ten Haken

Missed previous Top Sales Roundtables? You will find them all here

Diane Helbig

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

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 one
off promotions.

Our magazine reaches over 390,000 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.

Diane Helbig

How to Avoid Causing Buyer’s Remorse
We’ve all experienced it.
You seek to buy something,
get an aggressive
salesperson, and grudgingly
make a purchase. Within 24
hours you are seriously regretting the
purchase.

ou have buyer’s remorse. If you can get out of
the purchase, you do. If not, you’re stuck.
Either way, your relationship with that
company is forever damaged. You don’t even
explore buying from them again. They’ve lost, not
only the opportunity to do business with you but
also potentially with the people you know.
It’s important as salespeople that we avoid
creating buyer’s remorse with our prospects and
customers. That can be difficult, especially if we’re
focused on making the sale. Buyer’s remorse
happens when the sales person is more concerned
with closing the deal than he is with making sure the
prospect’s needs are met.
How do we make sure we aren’t THAT
salesperson? Strange as it may sound, the first thing
to do is forget about selling. Yep, that’s right! Don’t
think about making a sale. When we are focused on
selling we convince ourselves that every person we

Y

speak with is a potential client. Our energy is
directed toward convincing them that we have
something they need. We miss any and all signals
they may be sending.
Those signals could telegraph the person is not a
qualified prospect. Either they don’t need what you
have to sell, they can’t afford it, or they are a difficult
customer.
So, rather than focus on selling, think about
learning as much as you can. What does the
prospect need? What do they want? What are their
priorities? What’s their budget? How do they
operate? What do they value?
You get the point! When you focus on discovery
you really learn where the prospect is, and whether
you have something they need or want. Matching
your solution to their situation eliminates the risk of
remorse or regret. They will see and understand the
value of your product or service. They’ll be eager to
buy from you.
At the same time, when you engage in discovery
there will be times when you will determine you
can’t help them. Wonderful! Don’t try to make it
work. Just tell them honestly what the situation is.
Not only will they respect you, but they’ll refer you
to others. And there may come a time when your
product or service is a good fit. You’ll be the person
they call.
Wouldn’t you rather have buyers who are glad to
buy from you? of course! It makes everyone’s world
better, and easier. So, don’t be a salesperson.
Instead be curious and open to discovering whether
you can help. If you can, good. If you can’t, equally
n
good. You will avoid causing buyer’s remorse.

Diane Helbig President of Seize This Day, is
the author of Lemonade Stand Selling and
Expert Insights, host of Accelerate Your
Business Growth podcast, and Business
Growth Acceleration internet TV show.
Visit www.SeizeThisDay.co to learn more.
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Selling in the Cyber Age: Why Your Listening
Skills Matter More Than Ever
When I founded Richardson over 30 years ago, in addition to designing
content and selling I taught sales and sales leadership. Most of my clients
and seminar participants were men. In those days, women in B2B sales
were considered an oddity.
any questioned how women in sales could
possibly travel with men, specifically
married men. That of course was only one
of the innumerable obstacles women faced in sales—
starting with the most common one, namely are
women tough enough to close?
Much has changed since then. Today, women fill
sales and leadership roles across industries. Women
such as Mary Barra, CEO of General Motors, are
making their mark even in industries that are
typically maledominated. Ms. Barra has changed
the automotive industry by putting the customer at
the center of every decision and by pushing GM to
develop the Chevy Bolt EV, beating rival Tesla in

M
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developing the first electric car with a range of 200.
Yet, when I think back to my early sales seminars I
remember how with client after client I could not
help observing one thing: the women were the
strong listeners able to “hear a pin drop” when it
came to customer needs, while the men were the
strong closers. As coaches, my team and I worked to
show how valuable both skills were across genders.
While the gap between Venus and Mars is
shrinking, and certainly many men are very good
listeners , in general women continue to hold the
lead in listening. And today this is especially good
news. In the age of cyber superior listening skills will
be an extraordinary advantage.

Linda Richardson

Over the past few decades the presence of
women literally and figuratively has changed the
face of selling—especially in B2B sales. Women have
been a part of the transition from product selling to
consultative selling to insight selling. Today another
large scale change is happening in selling: the
internet has become the formidable competitor. It is
the real disrupter in sales. With the meteoric rise of
consumerdriven ecommerce, technology is
replacing or supplementing many sales jobs, even
highlevel ones.
How do you make sure technology does not
replace you? That you must bring relevant ideas and
technical expertise to your clients is a given. But
while technology can or soon will deliver product
solutions to clients more quickly, efficiently, and
cheaply, technology is not good at relationships.
That is where your edge in listeners comes in.
In the new hightech world, personal connecting
will become more and more difficult. The times to
meet or speak in person will become fewer and
fewer, which means that there will be less time to
make a vital human connection. This is why active
and acute listening, whether face to face, by phone,
or email/text will give the edge.
Listening is a vestibule to empathy, and in many
ways, it is empathy in action. It enables you to build
reciprocal trust. As you listen, you create a
relationship in which you, too, are heard.
Selling has come full circle. Old selling was
pushing product. As sales advanced, client needs
and customized solutions became the watchwords.
Next came insights. These are shoulders to build on
but today they are not enough to stand on.
.That today’s professionals lack the ability to
relate interpersonally was underscored by LinkedIn
research that identified interpersonal or soft skills as
the number one skill that is lacking in employees in
the job market. The skill gap was three times higher
in the U.S. than software engineering. LinkedIn
research also showed that based on descriptions of
job openings in 2018, the leading soft skill needed
was leadership followed by communication and

collaboration. All of these require listeningwithout
it the empathy and compassion needed to build
relationships are almost impossible.
Of course you bring technical value to your
clients. But my advice to you is to leverage your
listening skills and start each sale with your heart—
and then to listen to the client’s heart. Ask yourself
what does this client need and how can I make a
difference? The ability to empathize with clients and
show that you are aware of their needs and feelings
is the key to sales success in the age of technology
assisted and soon to be technologyled sales.
Push beyond how you feel and how the sale
impacts you to find out how your clients feel and
think about their objectives and careers. With
solutions just one click away and devices taking on
the role of a seller, you will make a difference by
n
making the connection personal.

Linda Richardson is the founder of
Richardson, a best selling author and
consultant, Faculty Wharton Graduate School.
Find out more here

5 Ways to Improve Your Executive
Presence and Increase Your Influence
Executive Presence is a fuzzy term that’s often used to describe a host of
soft skills and qualities, from body language to dress to emotional
intelligence, deemed necessary for selling to the C-suite, moving up in an
organization, or motivating a team or individual to adopt new ideas or
behaviors.
hile not a gender issue specifically,
executive presence is especially critical
for women who are still struggling to get
a seat at the decisionmakers table in many
industries and organizations. In fact, executive
presence has been estimated to account for as much
as 28 percent of a woman’s success, according to
Sylvia Ann Hewlett, the author of Executive
Presence: The Missing Link Between Merit and
Success.
For those of us in sales and leadership roles,
executive presence can perhaps best be described
as the ability to influence with confidence, credibility
and clarity. Without the ability to successfully
influence others, your sales or leadership career will
be shortlived. Can you influence people without
executive presence? Sure. But it’s like trying to make
a jump shot with a weight belt on  it’s harder than it

W
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needs to be and you’re going to miss a lot of shots.
A handful of salespeople have approached me
because their manager specifically said they need to
work on their executive presence. But most
salespeople and sales leaders are unaware that a
lack of executive presence is at the root of their
problem. They are much more likely to recognize
their lack of influence in statements like these:
l “I have a hard time controlling meetings.”
l “I am more qualified than my peers yet they’re

getting promoted before me.”
l “My team acts like they’re listening to me, but
they don’t take my suggestions.”
The good news is this: If you improve your executive
presence, you improve your influence. Here are five
ways where you can quickly and dramatically

Julie Hansen

increase your EP – and your influence  in sales.

Five Ways to Increase your Executive
Presence:
1. Assume equal status. Authentic executive
presence starts on the inside and radiates outward.
Status, or the way you feel about yourself in relation
to another person, affects everything from your
body language (eye contact, gestures, facial
expressions) to the sound, quality and strength of
your voice, to the words you choose.
You convey status subconsciously to your
listener before you even open your mouth. When
you assume a lower status, your body, voice and
words reflect that low status, and your listener treats
you like someone with lower status. And vice versa.
To be treated as an equal, you need to assume
equal status with your audience. Seeing yourself as a
trusted advisor, subject matter expert or
experienced leader is a vital first step to developing
executive presence.
2. Cut to the chase. Steve Jobs captivated audiences
by slowly winding his way to a final dramatic reveal
in his presentations. Abraham Lincoln led the
country with long, detailed stories before finally
making his point. But you and I live in a fastpaced
world where clarity and succinctness is not just
appreciated, it’s demanded, especially the higher
you go in the organization.
How long does it take you to get to the point? Is
your prologue to help the audience – or is it simply
to make you more comfortable? Increase your EP
instantly by cutting to the chase and starting with
what’s of greatest interest to your listener. That
could be a key issue, a benefit, or an insight.
Whatever it is, get there fast – within thirty seconds.
3. Move with purpose. Movement has a huge
impact on other people’s perception so managing
your executive presence means managing your
movement. Many business people who try to

emulate the seemingly casual wanderings of Steve
Job’s don’t realize that Job’s movement was
anything but casual. His presentations and
movement were purposeful and planned down to
the microsecond.
While you don’t need to plan out every move,
your movement also needs to be purposeful and
support what you’re saying, not compete with it.
Your purpose can be simple, e.g., to connect with an
audience member, or to write on a whiteboard.
Whatever it is, tying your movement to a purpose
will amplify your executive presence.
4. Eliminate vague language. Be purposeful in your
word choice as well. Decisiveness and confidence
are key leadership traits and language peppered with
vague words like “maybe, sort of, kinda…”
communicates uncertainty to your listener. Get clear
on your message and commit to it 100% by choosing
strong, specific language.
5. Speak with intention. What lies underneath your
words – your intention – influences as much as the
words you use. Think of all the different ways the
words “I’m sorry” can be said. It’s meaning changes
based on what the intention is. People who speak
with intention are very clear about how they want
you to feel about what they’re saying. Whether it’s
excited, convinced, or reassured, strong, clear
intentions produce strong emotions and passion in
n
you – and strong reactions in your audience.

Women in Sales: Want to Unleash Your
Executive Presence?! I’m excited to team up
with Women Sales Pros to help women in sales
develop their executive presence and
communicate with greater influence, and help
companies promote women into leadership and
grow revenues. For information on our
Executive Presence for Women in Sales
Workshops, coaching and sponsorship
opportunities, click here
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Making it a Priority
to Get More Women in Sales
When I started out as a
sales representative selling
computer software and
hardware solutions, I
noticed that I was often
one of just a few women on the team. At
first, I didn’t think much about the gender
imbalance.
was hired for my first tech sales job by a VP of Sales
who was a woman. My first sales manager was a
woman too. I simply thought a lot of women didn’t
pursue a career in sales. That was true then. It is also
true now. But that isn’t the whole story. Today there is
also an imbalance because companies often don’t put
enough effort into balancing the scales, especially in the
sales leadership ranks.

I

Times are Changing
In recent years, companies like Salesforce, Microsoft,
TechTarget, ServiceTitan, SalesLoft, AlphaSense,
TINYpulse and many others have made it a priority to
create more diverse and inclusive sales organizations.
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Diverse teams also deliver a better customer
experience because people will work with people they
can relate too.. And research backs them up. In Gaining
the Talent Advantage: Gender Diversity in Sales, a
CEB/Gartner Global study, they reported that higher
levels of gender diverse sales teams not only
outperformed revenue goals, but deals were much
more profitable. Diverse teams also deliver a better
customer experience because will work with people
they can relate too. From a recruiting perspective, more
women on your sales teams will encourage other
women to apply for sales roles at your company, and
they will be more likely to accept an offer if women are
well represented.

Why Women Should Consider a Career in Sales
For me, flexibility and earning power were two big
bonuses to a career in sales. And unlike in years past,
not all sales positions require that you work from a
central office. Roles in business development or inside
sales don’t always require that you work from a central
office to get the job done. If you take on a position in
field sales, you are often able to juggle your schedule,
so you can attend family events that you might miss
working a 95 job.

Barb Giamanco

How to Attract More Women into Sales
Roles

decades, and never once did I need to be “cut
throat” to succeed in achieving quota goals.

Put more emphasis on recruiting women. That’s
number one. Next, tailor the benefits message to
incorporate those things that will be important to
women. Think beyond the usual recruitment places
you tend to use, and that will expand your ability to
reach more women who are potentials for sales
roles.

Adapt Your Benefits Offering
When it comes to benefits, the package that
companies offer is key to recruitment and retention
but too often we see benefits offered that are more
attractive to men than women. A good example of a
company who creatively reworked their benefits
package is SalesLoft, who puts a high priority on
diversity and inclusion. Their package now includes
perks for new moms and dads like diapers for a year
and home meal delivery to reduce stress when their
newborn comes home.

Get Creative
Use LinkedIn. A quick search on LinkedIn can reveal
hundreds, if not thousands, of potential candidates.
Granted, your job requirements may narrow the
pool, for example you need reps to live in a specific
geographic location. And, if you are having trouble
finding the right candidates locally, perhaps this is an
opportunity to assess whether or not the right
candidate could work remotely and be just as
successful in achieving their objectives.
Consider women in B2C sales roles who could
make the transition to B2B selling. A company
looking to hire a rep to support their retail vertical
could benefit by bringing someone on board who
has experience in B2C retail. They already
understand the retail world and would require less
training to get up to speed.
Don’t overlook women in marketing or finance
roles who may be open to making a switch if they
only knew what that might entail. On my podcast,
I’ve interviewed women who started in finance,
marketing or engineering and later made the switch
to sales without looking back.

Balance the Leadership Ranks
DiscoverOrg did a survey on gender diversity and
found that only 31% of women were in individual
contributor roles and 26% of women were in middle
management or frontline sales manager roles. They
also found that when it comes to executive
management, such as a VP of Sales, only 12.8% of
those roles are held by women. A female Chief
Revenue Officer? You won’t find many.
If women join your sales team and aspire to move
into management, they may become frustrated and
leave if they see few women being advanced into
the management ranks. If women are expressing
interest in moving into management, be sure you are
providing training and coaching to help them get
there.

To Sum It Up
Review and Rework Job Descriptions
Appeal to women's desire to be collaborative in
working with customers to solve problems. Review
the language used in your recruitment messaging
and in job ads when seeking to hire women in sales.
Words like aggressive, crusher, killer or hunter turn
women off and creates an impression that selling is a
cutthroat business. I’ve been in sales for two plus

As I’ve noted in this article, companies benefit quite
a bit whey they place more emphasis in balancing
the gender gap in their sales organizations. Is it time
for your company to ramp up your efforts?
n

Barbara Giamanco is CEO of Social Centered
Selling. Find out more here
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I am a Professional Sales Woman.
No Apology Needed
Shinjini Das, author,
entrepreneur and TV
personality, may have said
it best, “I’m totally
unapologetic about being an
ambitious woman, and you should be, too.”

M
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y entrance into sales was by default.
Working for a technology start up, sales
were not rolling in, so I decided to give
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sales a try. I bought a suit, shoes to match, and did
what salesmen did; I walked the streets and knocked
on doors.
I wondered, “Who in their right mind would want to
be a salesman?” Every “no” made me feel bad and
more certain that I was going to have to find another
job. I not only felt ill but felt bad about myself. My
mind said things like, “What on earth were you
thinking? You, a salesperson? Yuck.” What I thought
about sales was turning out to be true.
Determined to end my day on the upside, I

Lorraine Ferguson

marched on. Things started looking up. Surprisingly,
I did get a “yes” that day. Was it the smile on my face
thinking about the ice cream cone I’d promised
myself or was it because I stopped taking myself so
seriously?
I performed well enough to stay on as the only
saleswoman. But I wasn’t happy. I told myself,
“Selling is not a career; it is a temporary condition until
you find something better.”
I lacked confidence. Not only was I a young
woman, I was often the only woman in the room. I
was intimidated by many of the men I had to call, let
alone meet. My negative selftalk would kick in, and
I would resort to begging my boss to come to the
meeting. I would take “notes.” Picking up the phone
and calling strangers was frightening to me. What if
they rejected me? The idea of not having a
predictable paycheck made me uncomfortable, too.
Was I good enough to close business on a
consistent basis? Or would I starve?
I was struggling but I kept at it. I will never forget
the turning point for me. My boss and I showed up
for a meeting (yes, I had begged him to go with me),
and when we arrived the people we were to meet
with were all men (of course). We went into a
conference room. Everyone acted as if I were not
even there. When I was acknowledged, it was in
passing. I heard a few polite “hellos” before the men
got back to their conversation.
This time, I got angry. Not only was I ignored, I
was humiliated. In the elevator, I read my boss the
riot act. I told him how I felt and that I was not going
to put up with it any longer. He looked at me in
shock. I was certain I would be looking for a new job,
and certainly not in sales.
Instead, he said, “Lorraine, it is about time you got
angry. If you want to make it in sales, a few things need
to happen. First, you have to decide you want to do it
and that you deserve to be treated as a professional.
You are going to encounter situations like this all of the
time, especially in a male-dominated industry. You
have a choice. I can keep coming to meetings with you
and you can take notes, or you can take the energy and

confidence you just showed and put it to work for you.
Sales is a great opportunity for you to make a place for
yourself.”
I took his words to heart. Not only did I make it as
a sales professional, I was a top producer for a
growing company.
A few years later I enrolled in Sandler Sales
Training and learned a lot about myself, and the role
my own beliefs play in my success—not only in sales
but in every aspect of life. I learned that selling is a
process, and that the process does not need to be
aggressive, pushy, or unprofessional. I learned that
emotions can hold you hostage and create
roadblocks. I understood that while I can’t control
some things, I can control my attitude, selling
behaviors, and how I apply my selling strategy.
It was so life changing, that I took the leap and
purchased a Sandler Training business. Many of the
women I work with look at sales in the same way I
did years ago: as a step to a grander position.
Perhaps it is. Yet, what if sales were a profession in
which you could not only thrive, but of which you
could be proud? What if you could feel so good
about your professional sales role that you shout
out to everyone you meet that you have chosen
sales as your profession?
My book entitled, “The Unapologetic Sales
Woman” is for women struggling to succeed in a
professional sales role. I wanted to share how I and
other women overcame some of the concerns and
selfdoubts that I experienced, and how selling
utilizing the Sandler system— does away with the
negative connotations of selling and allows you to
make your mark as a professional saleswoman
proud of what you do with the payoff where it
n
counts—at the bank.

Lorraine Ferguson is a Sandler Training
Associate. The Unapologetic Saleswoman will
be released October 1, 2018. Check out
sandler.com in the next couple of months for
more details or to purchase your copy!
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Winning With Change
(“Don’t wish it were easier, wish you were better.” Jim Rohn)
As an eager and restless child growing up in a small coal-mining town in
Western Pennsylvania, I didn’t have much exposure to the world of sales.
Most of the men in the neighborhood worked in the coalmines or steel mills,
and my family members worked at my grandfather’s strip mining company.
veryone, that is, except my father. He was
considered the black sheep of the family
because he wanted to build something of his
own. He enjoyed working with his hands and wasn’t
afraid to get them dirty. In my younger days, I
remember him constantly working odd jobs at
unusual hours to provide for our family. He
installed threehundredfoot electric power lines
across Western Pennsylvania and Ohio, started his
own asphalt paving company, and drove a
snowplow for the state of Pennsylvania during the
cold winter months. I remember him saying that
when it snowed it was “pennies from heaven”

E
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because he was able to go to work.
As I look back on those years, we didn’t have a lot
of money, but there was nothing that I needed or
wanted that wasn’t provided for me. I’m sure that
any savings our family had was spent on the
occasional beach vacation to the Blue Star Motel at
the Jersey Shore. In addition, there were always
plenty of Christmas gifts for my three brothers and
me, and we could count on new outfits and shoes
for church on Easter Sunday.
I distinctly remember the day that things changed
for our family. My father told me that he was
changing his job and he was going to be a salesman. I

Krista Moore

was eight years old at the time, and I remember
laughing and saying to him, “Daddy, you’re not a
salesman. Why do you want to be a salesman?”
A family friend got him involved in a company
called Bestline, which in those days was equivalent
to Amway, and somewhat of a pyramid scheme. He
was going to have a career selling detergent,
disinfectant, and home cleaning products. He
worked hard to get as many friends and family
members selling Bestline as he could.
I recall helping him carry cases of carpet cleaner,
air freshener, laundry detergent, and shampoo to
the cellar of our small home. He and my mom flew to
Florida for their first sales conference and
convention. That experience was life altering; it
changed the course of his life and mine.
My father came back from that trip with renewed
energy and the confidence to take on the world. He
had heard the legendary Jim Rohn speak at the
conference and purchased his motivational cassette
tapes. All of a sudden, he was blaring motivational
cassettes throughout the house.
I remember hearing Rohn’s prominent voice, loud
and clear, repeatedly as those tapes played
seemingly day in and day out. Rohn would often
refer to change saying, “For things to change, you’ve
got to change. When you change, everything will
change for you. When you get better, everything
will get better for you.”
I recall profound messages like, “You don’t have
to change your market, your plans, the economy,
countries, or circumstances, but rather look within
and see if you can change yourself for the better.”
At the impressionable age of eight, those words
had significant impact on how I viewed the world,
how I would deal with challenging circumstances,
and ultimately who I am today. At that time, I saw my
father changing. He was not only learning a new
trade, but also becoming a businessperson who was
thinking more strategically, developing selling skills,
and demonstrating leadership. He was the
consummate salesman and truly became a sales
leader for his company.

Fastforward 44 years; it’s ironic how Jim Rohn’s
messages and my father’s mentorship and spirit still
influence me. They’ve inspired and guided me in my
20year career as a sales leader and today they’re
even more meaningful to me, as an entrepreneur
and executive coach. Remember, if you want things
to change, you need to change. Race to Amazing is
about awareness and making intentional changes for
the better.
The number one differentiator for companies
that are slow to grow and those that are knocking
the ball out of the park is… Effective Sales
Leadership. So often, salespeople are promoted to
management prematurely, without the skills and
experience to be an effective sales leader. Small and
midsize business owners may lack resources or
talent to lead a sales team successfully. Large
organizations face the daunting task of developing
the next generation of millennial sales leaders.
There is an urgent need for companies to uplevel
their sales leadership in order to innovate, continue
to create customer loyalty, strategically compete in
global economies, and win new business against
disruptive competitors.
This is an excerpt from the first chapter of Krista
Moore’s new book Race to Amazing, Your Fast Track
to Sales Leadership which deals with looking inward
and making the necessary changes.
Author Krista Moore has codified her winning
approach through combining her personal
experiences growing up in a small coalmining town,
leading sales for multimilliondollar startups and
Fortune 500 companies and coaching successful
sales leaders throughout the world. Learn through
her relatable stories, shared experiences, and
practical applications of how other sales leaders
have struggled, yet quickly created a winning system
n
and style.

Krista Moore is CEO of K.Coaching, Inc.
PreOrder here new book here
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Getting More Women in Sales:
Do We Have a Language Barrier
A few years ago, when I
had a sales enablement
leadership role, I was asked
to provide feedback on the
draft of the speech our
sales leader wanted to make to the sales
force during a sales kick-off meeting.
he only concern I had was the language: sales
professionals were generally addressed with
“salesmen” and the masculine preposition “he”
throughout the speech.
It took me a lot of courage to address the issue as
I was working in a very maledominated culture.
However, I did. “Oh, that’s just my language” was the
message I received. “That’s exactly the problem
because this language excludes the 25% of women
in our sales force,” I responded. As you can imagine,
nothing changed.
You may think that it must have changed by now
and I wish you were right. However, things didn’t
change, simply because there is not enough
awareness regarding the language we use. A few

T
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weeks ago, I attended a sales research event. I was
stunned by the fact that so many, usually male,
presenters regularly used the term “salesmen” as
their default term. Every explanation that was
provided was a masculine one that started with “the
salesman.” Frustrating to say the least!
Getting more women in sales seems to make so
much sense, just from a business perspective. Many
studies have shown over the last couple of years,
that mixed sales teams perform better than others.
For instance, a study conducted by Professor Joel Le
Bon and another one by Hubspot show that within
top performing groups, there are often more women
than men.
If women in sales is a nobrainer from a business
perspective, why do we still have an issue when it
comes to getting more women in sales roles?
As of today, based on a LinkedIn study, women
represent 39% of the workforce in sales. This
percentage only increased by 3% over the past
decade, and the rate decreases with the seniority of
roles. Only 21% of VP sales positions are held by
women, compared to 26% overall.
What’s the role of language when it comes to
the most significant barriers to getting more

Tamara Schenk

women in sales? Language transports values and
beliefs and hidden meanings that are inherent to
our culture.
l Let’s look at the language in sales job

descriptions:
Sales job descriptions often include many
masculine words like “hunter,” “aggressive” and
“compete.” The descriptions, of course, don’t
exclude women per se. Furthermore, it wouldn’t
be legal to do so in most countries. However, the
language is often not adequate to attract women
who usually prefer to focus more on
collaboration and cocreation.
l Let’s look at the language in sales organizations:

How does your sales leadership team address the
sales force? As “salesmen” and with masculine
prepositions, or is there a genuine interest in
using a genderbalanced language because these
leaders are aware of the impact their language
has?
l Let’s look at common “sales speech:”

What do we actually say when we use the terms
“hunting” and “fishing” and “battles”? In all cases,
the victim is dead at the end, either after it has
been “hunted” or “fished” or after the “battle” was
won. You get the point; the analogies don’t work
anymore. They simply come from a rolebased
preconception of a maleoriented lonely sales
wolf that has to hunt, fish, and basically kill their
victims, the customers. More sales speech such
as the famous “killer presentation” clearly shows
the highly competitive, aggressive and male
dominated nature that leads to winners and
victims. Fast forward to today, nobody gets killed
in sales. Luckily.
This male/waroriented language supports and
continues to nurture the role stereotypes we all
want to overcome.
Dan Pink asked individuals (in his book To Sell is

Human), to describe what comes to mind when they
hear the term “sales.” The main adjectives used were
“pushy,” “annoying,” “manipulative” and “dishonest.”
And the image was a usedcar salesman. These
words explain why sales, in general, has an image
problem, and why especially women don’t want to
be associated with those terms.
Think about the sales term “cheat sheet.” It’s
something we may have used back in school, here
and there. Now, as adults, let’s clearly understand
the meaning of the verb “to cheat,” and please keep
Dan Pink’s findings in mind. Whatever verb you use
to name such a piece of content that’s supposed to
prepare a salesperson to have a valuebased,
inspiring, relevant and differentiating sales
conversation, “cheat sheet” is without any doubt not
adequate. What we mean are, for instance, briefs,
playbooks, and overviews.
Stereotypes and preconceptions of women’s
roles and abilities are still named as a critical barrier
when it comes to getting more women in sales and
sales leadership positions.
Another hurdle is the lack of female role models
that are only changing slowly. With new female sales
role models, the language will be different, and the
stereotypes can be decreased.
Many different facets have to be addressed to
get more women in sales and sales leadership roles.
It’s about a sales leader’s vision and priority to get
more women in sales, translated into tangible goals,
and followed by clearly articulated hiring and
promotion paths. Also, the soft facts such as the
sales language must not be underestimated.
Therefore, it’s all about creating awareness across
the sales force when it comes to decisions,
communications, and actions. Because we all, men
and women, are impacted by our role and cultural
biases. Creating awareness is the first step to
n
change things.

Tamara Schenk is Research Director, CSO
Insights, the research division of Miller
Heiman Group. Find out more here
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Top Partner of the Month

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

Status quo “winning” too often
in your sales cycles?
Under-performing sales teams
impacting corporate
performance?
Mereo has enabled more than 100 industry
leaders, including Ariba, PGi, Accel-KKR,
Vistage and Ace Hardware to unleash
sustainable revenue performance.

Discover Mereo

Top Sales Post

July’s Top Sales Post
Your Digital Transformation by Tony J. Hughes

I

n an age where suppliers look pretty much the
same in the eyes of the buyer, the biggest point of
difference comes from the way we engage the
customer. The biggest challenge today is being able
to effectively execute at scale and stand out from
the crowd as we meet buyer expectations.
Buyer's today expect us to know them,
personalise their experience, and anticipate their
needs... all before we've even met them.
'Personalization at scale' is the key to becoming
hypereffective in sales today. But to achieve this,
you need to be able to wade through huge amounts
of data and then prioritise your time and prospects.
Every seller also needs to offload administrative
tasks such as CRM data entry, forecasting, expenses,
setting and confirming meetings, and sending email

confirmations. Every salesperson must find ways to
maximise their time doing the human things of being
creative, connecting with empathy and building
emotional connection.
'Digital transformation' is something every
enterprise is striving to achieve... yet every individual
should be on the same journey. The way you
personally execute, not your actual product or
'solution', is your most powerful point of competitive
differentiation. This goes beyond the way you
interact with prospects and customers, to how to
execute in the background. Delivering simplified
experiences that delight customers actually takes
huge amounts of investment in thought, time and
technology.
Read Full Article Here

Our 2018 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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