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Communication can either bring you
together or rip you apart.
Follow a communication
process that works ...
at the office and at home.

From the Board Room to the Living Room is the latest
Sandler resource for professional and personal
communication skills, no matter your industry.
You will learn how to:
• Identify the most common obstacles to effective communication and
how to overcome them.
• Improve interactions with co-workers, customers, family, friends,
and neighbors.
• Improve both professional and personal relationships, deepen
conversations, move past drama and games, and achieve more
positive outcomes.

Download your free chapter and get started
creating win-win situations!
©2018 Sandler Systems, Inc. All rights reserved. S Sandler Training (with design) is a registered service mark 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.
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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.

TOP SALES MAGAZINE JULY 2018

7

Addressing the Inspiration Gap
FTSE AllShare companies against a 13.6% gain for
the Best Companies. Over three years, the returns
were 11.3% and 6.7% respectively while, in the last
twelve months, they were 23.1% and 44%.
The stereotype of the inspirational leader as
someone extrovert and charismatic
is the exception rather than the rule. Many are
quiet, almost introverted.
The following are some of the most commonly
observed characteristics of inspiring leaders:

I love this quote and refer
to it often. I find it … well,
inspiring.
here is a difference between leadership and
management. Leadership is of the spirit
management is of the mind. Managers are
necessary, but leaders are essential. We must find
managers who are not only skilled organizers, but
inspired and inspiring leaders.” Field Marshall Slim
In a recent survey of more than one and a half
thousand managers, people were asked what they
would most like to see in their leaders. The most
popular answer, mentioned by 55% of people, was
‘inspiration’.
When asked if they would describe their current
leader as ‘inspiring’, only 11% said yes. As well as this
thirst for inspiring leadership, there’s also evidence to
support the idea that companies with inspiring
leaders perform better.
The London Sunday Times publishes an annual
survey of the ‘Best Companies to Work For’, which
is compiled from the opinions of the companies’ own
employees. One interesting fact is that those ‘Best
Companies’ that are publicly quoted consistently
outperform the FTSE AllShare Index. Fiveyear
compound returns show a 5.7% negative return for

T
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Strong Strategic Focus
They are very good at ensuring that the business
only does those things where it has the resources to
do a good job and where it can add real value.
Lateral Thinkers
They are particularly adept at drawing on
experiences outside their own sectors and taking a
much broader view than the norm. They look at
things very laterally and encourage their people to
do the same.
Vision And Communication
An inspirational leader has a very strong, customer
focused vision of where the business should be
going. Importantly they are also able to
communicate their vision so that their people feel
they own it and know where they fit into it. The best
leaders are great communicators who prefer plain
speaking to jargon.
Principled
They are deeply committed, courageous, demanding
of themselves and their people and confident, albeit
often in a quiet and understated way. What singles
them out is an exceptionally strong set of values
built on honesty, openness and true respect for their
people.

Editorial

What makes an inspiring leader?
Reflective
What distinguishes them is genuine humility and not
being afraid to show vulnerability on occasions. This
comes from regular periods of reflection and an
unquenchable thirst for learning.
Risk Takers
They have a marked tendency to ‘bend the rules’, take
calculated risks, and, on occasions, be guided by their
gutfeelings. They also tolerate this in other people,
recognising that a certain amount of flexibility is
essential to adapt to circumstances and make real
strides forward.
Accessible
They make time to get out and speak to people. This
informal and personal contact is a very powerful
motivator. Equally, when they are at their own desk,
they aren’t cosseted behind a wall of PAs.
Value Attitude
They value skills and training very highly, but they also
focus heavily on attitude, believing that, without the
right attitude and motivation, nothing will be
achieved.
Earlier, I identified the qualities of inspiring leaders.
The question is, why do these traits produce results?
The following are some of the ways that best practice
in leadership contributes to improved job satisfaction,
motivation and productivity.

Why people respond to leaders
Being Listened To
A business where only senior managers are allowed to
‘have ideas’, rarely achieves great staff satisfaction.
Inspirational leaders ask for, and respect, what their
people tell them about how to do things better, and
they provide the resources to ensure that the
solutions are delivered.

Being Involved
Inspirational leaders involve their people in changes
for them to be a success. They give their people the
freedom and support to get on with the job. When
you walk around these companies, there is electricity
in the air – you can feel the energy and buzz.
Having Fun
In successful companies, people work hard but enjoy
themselves in the process. Fun is a great indicator that
an organization is innovative and is also a key
innovation driver. At the ‘100 Best Companies to
Work For’ you see a lot of fun at work.
Being Trusted
It’s no coincidence that, when you ask people what it
is like to work in an organization run by an inspirational
leader, they talk about openness, honesty, respect and
trust. These firms can boast highly committed staff
that has a great sense of responsibility to their work.
Being Appreciated
Recognition is an absolutely crucial element of
inspiration, and few things are more powerful, or
simple, than a genuine ‘thank you’. Inspirational
leaders know that it’s vital that people feel
appreciated and valued, so they show their
appreciation through extensive celebration of success
– both formally and informally.

Summary
The best leaders promote a culture where their
people value themselves, each other, the company
and the customers. Everyone understands how their
work makes a difference. This helps to build a
commitment to higher standards where everybody is
n
always looking to do things better.

Jonathan Farrington is the CEO of
Top Sales World. You can also follow him
on LinkedIn here and catch up with the
JF Interview Series here
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Sales Enablement: A Master Framework
to Engage, Equip, and Empower
A WorldClass Sales Force
Jonathan Farrington
interviews Byron Matthews
and Tamara Schenk.

enablement function. As we are researching sales
enablement at CSO Insights for many years, we had
to go out in the market to show what successful
looks like in enablement because there was no
blueprint, no playbook out there.

JF: Your book Sales Enablement seems to be the
first strategic, holistic, and researchbased book on
sales enablement in the market. What was your
motivation for writing this book now?
BM: In a nutshell, it’s because buyers are getting
better at buying than sellers are getting better at
selling. That gap has increased so much now that it’s
an inflection point and caused sales enablement to
be born. Our selling models have to change
fundamentally, from information to inspiration. And
that’s why sales enablement exists, to engage, equip
and empower our sales forces to engage differently
with the modern buyers. We work with a few
thousands of clients a year all over the world. We
see a tremendous amount of investments in sales
organizations of all shapes and sizes. The one thing
that is just so pervasive right now is this sales

TS: Sales enablement is all over the place, it’s the
fastest growing movement in sales, from 19% of
organizations with sales enablement in 2013 up to
59% in 2017. In parallel, the confusion about sales
enablement was growing at the same speed because
so many people got into new enablement roles,
influenced by the functional bias of their executives
but without a clear concept how to approach it
successfully. In the age of the customer, traditional
howtosell approaches, centered around what a
product IS and what it DOES, are no longer valuable,
relevant and differentiating for modern buyers.
Instead, buyers want to learn how a product or
service can help them to solve a business problem
and to achieve their goals, and that’s all about what a
product or service MEANS in THEIR context. And
that requires a very different way to engage buyers,

10
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The Jonathan Farrington Interview

an inspirational approach, as Byron said. And that
requires different skills, different conversations,
different content, different value messages, and
different coaching. Building an enablement function
to provide all these services in a consistent and
effective way to transform sales forces in the age of
the customer, that’s what our book is all about.
JF: Whilst, as you suggest, Tamara, enablement
seems to be a fastgrowing movement, my
understanding is that only onethird of
organizations are successful with enablement
implementation according to your research. Can we
talk about the challenges organizations are running
into at the implementation stage?
TS: The main challenge we see in our research and
with our clients is how enablement is set up in an
organization. Running enablement as a tactical
program, in an adhoc or project manner without
senior executive sponsorship and with no clear
vision of what it should help to achieve is a recipe for
failure.
The successful onethird run sales enablement
based on a formal vision of success and a formal
enablement charter. Such a charter defines how
sales enablement helps to support the strategy, how
selling challenges are addressed with different
enablement services, for what roles and how
success is measured. Organizations that run sales
enablement this way see up to 27.6% better quota
attainment rates. That’s a lot!
Another key challenge is that enablement
services are created around products instead of
aligning them to the different phases of the
customer’s path, relevant buyer roles and business
challenges. We spend an entire chapter on the role
of value messaging as the glue that holds, for
instance, product training and value messaging
guidelines and customerfacing content and internal
playbooks together. If all these assets are
inconsistent to each other they are neither used nor
are they effective in any way. And the third key
challenge is not to enable sales managers to become

excellent coaches to drive adoption and
reinforcement. Sales coaching is actually the most
impactful enablement service, improving win rates
and quota attainment by 28%.
JF: All of that makes perfect sense. Byron, may I
ask you what’s the role of technology, especially
CRM, when it comes to effective sales enablement?
BM: Technology plays a huge role. In general, sales
and sales enablement technologies are promising to
reduce the tedium, which means all the nonselling
activities salespeople do (65%) and increase
ingenuity (creating value in buyer interactions, 35%).
The problem is that there are more than 500 tech
companies out there that are dedicated to improving
sales performance. Just a few years ago, there were
a hundred. Let me focus on CRM because it’s the
foundation for all other sales technologies. This
explosion of vendors won’t continue like this. Let me
share with you our perspective on this.
Initially, the idea of CRM was based on
salespeople’s personal Rolodex, let’s call it CRM 1.0.
In the nineties, Tom Siebel built a packaged CRM
solution, an onpremise service that provided
visibility into pipeline and opportunities. CRM 2.0.
Then, Salesforce wiped out Siebel almost overnight,
put the CRM in the cloud and made it much cheaper.
And hundreds of companies started to provide
various cloudbased point solutions for sales
challenges. Technology drove this evolution, not
salespeople. CRM still is very often about manager
benefits, not about seller benefits. Guess what?
Tedium increased, it didn’t decrease. Now, there is
CRM 4.0 on the horizon to fix what’s broken by
focusing on what drives sales results. And that’s
seller behavior. CRM 4.0 will be AIbased, and
insight led, and it will be powered by methodology,
an ally in helping sellers to improve sales
performance.
JF: I fully appreciate that the book is structured by
the sales enablement clarity model, in fact, a
diamond with different facets that has to be cut

TOP SALES MAGAZINE JULY 2018
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and polished based on an organization’s context and
challenges: Byron, what advice would you give sales
leaders looking to create and sustain an enablement
function?
BM: First and foremost, sales leaders have to
understand why sales enablement was born, that it’s
not another word for training, content, technology or
sales excellence, etc. In fact, sales enablement takes
all this to a new level. And therefore, sales leaders
have to fully understand the transformation needs of
their sales forces. They have to understand that sales
organizations have to speed up very quickly, have to
become a lot more agile to transform their selling
models so that the sales force can be valuable,
relevant and differentiating for today’s modern
buyers. And a transformation requires their senior
executive
sponsorship,
their
priority
and
commitment, to work with the enablement leader to
develop a clear vision of success and a strategic set
up of the enablement function. Only then, as Tamara
said, a solid approach based on a charter can be
successfully implemented.
JF: Tamara, what advice would you give sales
enablement leaders looking to evolve their function
to even greater levels?
TS: If we want to get better at something, we should
first assess where we are at right now. Even if an
organization does not have any formal enablement
initiative or function right now, enablement happens,
usually in many different functions and in an
inconsistent way. That’s what you can call a rough
diamond that needs to be cut and polished to be
valuable and effective. Wherever you are in your
organization, maybe having a rough diamond or a
partially cut and polished one, our enablement
maturity assessment model and the related tool on
our book expert page would be the first step. Based
on knowing their maturity level, enablement leaders
should discuss the current state with their sponsors,
map against the current business strategy and the
state of sales strategy implementation to adjust and
hone their enablement strategy.

12
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General recommendations are implementing an
enablement charter if that’s not already done (we
have a process and a template in the book!),
ensuring a solid foundation of a sales process that is
well aligned to the customer’s path (together with
sales operations), aligning the enablement services
to each other along the customer’s path to ensure
consistency and effectiveness. And then, addressing
sales managers, enabling them to become frontline
coaches is key to success and should always be an
element of a mature and scalable sales enablement
approach.
JF: What are the main ideas and principles sales
leaders should take from the book?
BM: The key message for sales leaders is to
understand sales enablement at its core, as the
engine to transform your sales force to engage in a
different way, inspiring instead of informing, to meet
the needs of the modern buyer. Sales enablement is
all about sophisticating a salesperson to meet the
needs of professional selling today, which is being
valuable, relevant and differentiating in every
interaction. Sales transformation was always a scary
word for many sales leaders, now it’s about time to
change. Sales enablement is the engine to drive this
transformation. As this is a massive undertaking,
sales leaders have to understand the bigger picture,
so that they can provide the resources and the
budget needed for sales enablement leaders to
actually implement enablement successfully.
JF: Tamara, may I ask you the same question,
specifically, regarding how sales enablement
leaders should leverage the clarity model?
TS: The main idea for sales enablement leaders is to
get from sales enablement confusion to clarity and
strategy, leveraging real world enablement
expertise, experience and research. We support this
idea in our book with a researchbased sales
enablement framework, the clarity model that allows
enablement leaders to achieve different things: One
is to assess their current enablement maturity stage

The Jonathan Farrington Interview

to understand where they are at. Two is to leverage
the framework to evolve and sharpen their
enablement strategy, using the data we provide so
that enablement leaders can get an idea what their
outcomes could look like and why. Three is to use
the related check lists, processes and practical
templates in the book to actually implement
enablement successfully. And four is to get inspired
by the case studies, quotes and examples we have
featured in the book.
JF: Finally, Byron, what can we expect from Miller
Heiman Group next?
BM: We are working on a couple of exciting things.
We are proud to launch Scout! Scout is our new
sales analytics platform that helps drive seller
actions, change deal outcomes and replicate
winning. With Scout, you will always "see the move
that moves the deal." Additionally, we are proud to
launch Strategic Selling with Perspective which is

our contribution to evolve our services to the ever
changing buyers in the digital age.
JF: And Tamara, what’s next in the world of
research?
TS: We just launched our first ever Buyer
Preferences Study. We are working on our Sales
Effectiveness Study and, most important for me, we
are already recruiting participants for our 2018 Sales
Enablement Optimization Study. And, attendees of
the TSW18 conference, will hear the latest research
n
news. See you there.

Byron Matthews is President and CEO,
Miller Heiman Group. Tamara Schenk is
Research Director, CSO Insights, the research
division of Miller Heiman Group.
The book website is here

Mindfulness in Enterprise Selling
Jon Kabat-Zinn is professor
of medicine at The
University of
Massachusetts and a
world-renowned expert on the topic of
mindfulness. He explains the concept in
rather simple terms by stating that
“Mindfulness means paying attention in a
particular way, on purpose, in the present
moment and nonjudgmentally”.
nteresting. Of course, we’ve all heard about
mindfulness but many of us in the business world
likely haven’t spent any time learning about it.
Even though the topic has received a dramatically
increasing amount of media coverage over the last
few years, I’ve found that most business people
remain relatively clueless about it. And those of us in
the wild world of enterprise selling with our
relentless focus on winning major account business
are even less likely to know much about the topic. I
know that’s the case with me but, truthfully, I’ve

I
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discovered that it would serve us all well to pay the
topic closer attention. Because the more I learn
about it, the more I see how it plays a huge role in
both our success and satisfaction. For the tenets of
mindfulness connect directly to enterprise selling.
And as such, they deserve a much deeper
examination than this article can provide. But,
nonetheless, I’d like to scratch the surface and share
a vision of the alignment.
Let’s first consider some of enterprise selling’s
unique challenges:
l
l
l
l
l
l
l
l

Lengthy sales cycles
Focus on business value
Sophisticated competition
Diverse buyer networks
Significant investment in pursuits
Complex decision structures
Crossfunctional sales teams
Complicated accounts

A weighty list of issues to overcome, indeed,
highlighted throughout by human interactions on
both the selling and buying sides of big deals. For as

Brian Sullivan

we know, people both buy from people and sell with
people as well. And your ability to know and
understand what’s most important to those people is
fundamental to your success.
Here’s where mindfulness comes into play. One
of its key principles is awareness. In both listening
and speaking – KabatZinn’s “paying attention in a
particular way, on purpose”. And the awareness is
momenttomoment, a state, if you will. Think first of
the receiving side in human interactions and
consider the previously mentioned nonjudgmental
theme. Your ability to clear your thinking of
preconceived notions sets the stage for
understanding, wiping the slate clean of your “head
trash”. This clarity of reception opens you up to
other points of view, free of assumptions and biases.
Free of those preconceived thoughts that close the
openness door. And on communication’s sending
side, mindfulness teaches taking the proper time to
plan and carefully choose your words. Meaning
what you say and saying what you mean.
Good advice that probably takes some practice,
right? Of course. But imagine how such momentto
moment awareness would be valuable to you in
communicating with the various personalities on
your selling team and the wide cast of characters in
your account’s buyer network. To say nothing of
how true awareness could build understanding
about customized solutions and value propositions.
Or provide clarity in critical Go/NoGo decisions.
And, really, that’s just for starters.
Studies have confirmed that those who practice
mindfulness gain markedly increased focus and
attention by developing skills to suppress
distractions, those gargoyles that nip at us
constantly in the complex enterprise selling
maelstrom. Whether it’s the issues that plague us
over long months in enterprise pursuits or the
seemingly endless amount of detail in the ecosystem
that is a large account, the vast touchpoints of
information can be overwhelming. And as we well
know, the accessibility and connectivity of
technology that are meant to enable can actually

cause harm. What if the answer isn’t really about
devices or apps but about learning how to turn off
your autopilot? Mindfulness teaches us how to
direct our concentration to the matter at hand. For if
a matter is worth addressing, it’s worth addressing
with present focus. Again, you won’t walk away from
a short mindfulness webinar armed with game
changing benefits. It takes time and work. But, at any
rate, learning more is a great place to start.
And then, there’s the stress. Your constant
companion  the daily anxiety that comes with
chasing the numbers in the enterprise world. It’s part
of the deal, right? High risk, high reward. Pay for
play. But does it have to be that way, that frenzied?
Couldn’t you be good at what you do and not be
routinely frazzled as well? Mindfulness believes that
you can. For that momenttomoment awareness,
effectively practiced, helps diminish the viselike grip
of dwelling on the past and fearing the future. Your
ability to direct your focus on the present, on what’s
happening now, fortifies real observation and
minimizes the impact of emotions. We all have vast
inner resources, many lying dormant, that can drive
powerful change in our behaviors and attitudes,
greatly impacting our wellbeing and yes, even
reducing our stress. Just think about the benefit.
As I mentioned, most of us are in the dark about
mindfulness. But many significant organizations
have achieved gamechanging results through
mindfulness programs. Firms like Apple, Intel,
Google
and
Accenture.
Forwardthinking
organizations that have made strategic decisions to
drive meaningful change for their teams.
With mindfulness, there’s definitely something
there. What and how impactful it can be, only you
can determine. But take the awareness theme to
heart and commit to do do a deeper dive. For
yourself, your organization and your clients. They’re
n
all worth it.

Brian Sullivan is VicePresident of Sandler
Enterprise Selling at Sandler Training.
Find out more here
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There can be no doubt that today, we are experiencing an era of selling and marketing that is
like nothing we have witnessed before. This requires a new modern tactical and strategic
mindset, which dares to challenge the status quo of traditional thinking.
The primary objective of TSW18 is to focus on the future, rather than to dwell in the past and in order
to achieve that aim, we have assembled what is probably the most significant speaker lineup ever to
appear on the same stage in Europe.
Our ambition is to deliver a substantial worldclass event, with worldclass speakers in a worldclass
location.
I am confident we will achieve all of that and I hope you will join us.
Jonathan Farrington
CEO, Top Sales World

Confirmed Speakers

Dr. Tony
Alessandra

Richard
Barkey

Lee
Bartlett

Tiffani
Bova

George
Brontén

Deb
Calvert

Martin
Moran

Graham
Hawkins

Christer B
Jansson

Tamara
Schenk

Brian
Sullivan

Michelle
Vazzana

Location

Registration

The sophisticated Royal Garden Hotel is nestled in
the heart of London, overlooking the worldfamous
Kensington Gardens.

Early Bird discount of £200 available until end of
July. Please register here

Sponsorship
It occupies a 1960s glassandstone building and is
a 5minute walk from High Street Kensington’s
shops, restaurants and tube station.

There are just a handful of sponsorship
opportunities remaining.
Please download the prospectus here

Confirmed Sponsors

If Salespeople Were Doctors
They Wouldn’t Know Their Biology
I have been writing most of
my recent articles about
the latest findings from
Objective Management
Group (OMG) and the
copious amounts of data it has amassed
from evaluating and assessing nearly 1.8
million salespeople, sales managers and
sales leaders.
go on LinkedIn and share links to the articles and
in the case of the most recent articles citing this
data, there have been 127,000 views, with 459
comments.
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The comments are primarily from four distinct
groups of readers:
1) Other sales experts
2) Professionals in sales leadership and sales
management roles
3) Salespeople
4) CEO’s and Presidents that the Sales Leaders
report to
I’m thrilled that most of the sales experts have told
me that the data finally provides them with tangible
proof of their theories, mostly derived from their
anecdotal observations with clients. They’ll share this
data with their clients to help convince their clients to
make decisions that they have previously resisted.

Dave Kurlan

CEO’s and Presidents have weighed in saying that
the findings are consistent with what they have
experienced. Salespeople have contributed to the
conversation and agreed that most of the sales
managers they have reported to are useless.
On the other hand, I’m dismayed that so many
sales managers and sales leaders don’t take the data
as seriously as the others.
Here are examples of what we have been
discussing:
l Most prospects don’t get past ‘nice to have’ when
l
l
l
l
l

l

they should be at ‘must have’
Most salespeople aren’t reaching actual decision
makers
Only 10% of all sales managers are effective at
coaching their salespeople
Most sales managers are completely ineffective in
their roles
Experience does not correlate to sales
management effectiveness
Only 1% of all elite salespeople (5% of the sales
population) believe relationships are key to
closing business
Salespeople become emotional when other sales
weaknesses act as triggers

In many cases, the sales managers weighing in on
these conversations don’t understand what we are
talking about, don’t understand the topic, weigh in
with inaccurate or biased opinions, question the data,
or defend themselves and/or their salespeople. In
other words, their beliefs, thoughts, opinions and
words prove that the findings are true and accurate.
Most of the sales managers are pathetic!
For example, one sales manager said, “…So the
point here should be: If you can find more experience
with enthusiasm and energy you will win so much
bigger for the same money indeed!!!”
Really? Enthusiasm and energy? That’s the
difference between good and bad sales managers?
That said, you’ve downloaded the magazine,
chose to read the article, and are obviously

interested in selfdevelopment. So that probably puts
you on the positive side of the numbers and findings
regardless of the title you have.
I don’t understand how professional salespeople,
sales managers and sales leaders can remain in their
little bubbles, oblivious to how selling has changed,
continues to change, and requires best practices to
consistently beat the competition.
OMG has measured 21 Sales Core Competencies
for decades and not only have the competencies
changed with the times, most salespeople and sales
leaders are in shock when they see those
competencies listed. They weren’t aware, didn’t
know the 21 existed, didn’t have familiarity with
some of them, didn’t know what some of them
meant, etc.
l Can you imagine an attorney not being familiar

with the law?
l Can you imagine an accountant not being familiar
with the tax code?
l Can you imagine a doctor not being familiar with
anatomy and biology?
Well, that’s what we have in sales. By and large, the
majority of people in the sales profession, regardless
of their roles, have little to no knowledge of sales
best practices, sales core competencies, sales
process, or sales methodology. I heard an ad on the
radio that claimed that 90% of all salespeople have
never read a book on selling. I don’t know if that’s a
fabricated statistic or a fact, but it can’t be too far
from the truth!
Those of us in the sales consulting and training
profession are doing all we can to pull and push
companies out of the dark ages but it’s obvious we
need some help because we aren’t making much of a
dent.
n
What can you do to help?

Dave Kurlan is CEO of Objective
Management Group and Kurlan & Associates.
Find out more here

TOP SALES MAGAZINE JULY 2018

19

Sales Coaching:
This Strategy Will Ensure Your Success
In my last column, The Business Case for Better Sales Coaching*, I wrote about
how high-performing managers get 30% more of their salespeople to quota
than other managers. In this column, we’ll look at how these managers use
coaching to achieve their goals.
Given these adverse circumstances, how can
forwardthinking sales leaders and sales managers
develop successful sales coaching programs?

Developing Effective Coaching Practices

n a study we conducted with the Sales
Management Association covering 213 companies
and 25,000 managers, we were able to identify the
topics deemed most important for sales manager
training. Sales coaching emerged as either the first or
second most important training topic. We also found
out that companies that conducted effective sales
coaching training realized 8% more revenue
compared to companies that didn’t. It’s clear that
investing in sales coaching training for sales managers
definitely has significant paybacks.

I

A Hostile Environment
Research by others has shown that spans of control,
administrative burdens, and revenue targets are
increasing at the same time the percentage of sellers
at quota is at an alltime low. In our own fouryear
study of sales management practices, average quota
attainment was 52%, with an average reporting ratio
was 8.9 sellers per manager. So, slightly more than
half of the sellers in our study were at quota.
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Development of effective coaching practices starts
with selection of the right activities to coach.
Structuring coaching conversations to create value
for sellers is a second important consideration. And
finally, operationalization of coaching into the day
today work flow is vital.
Each of these areas could literally be written as
separate chapters for a book and coaching, and in
fact, you’ll find them in my forthcoming book,
Crushing Quota: Proven Sales Coaching Tactics for
Breakthrough Performance, due out this fall. For the
purposes of this column, however, we’ll dive deeper
into how to choose the right sales activities for your
company.

The Right Activities
Successful managers prioritize their limited time. They
are effective because the majority of their actions
align with the bigger picture. Similarly, how managers
choose to execute their sales coaching matters. It too
determines the likelihood of success or failure.
“In order to succeed at this job, what do I need to
do?”
This is the most important question competent
sales managers strive to help their salespeople
answer. And when they provide a high level of task

Michelle Vazzana

clarity, more of their salespeople succeed. It stands to
reason that more salespeople would make quota if
they only knew how to get there. Research by
Stephen Doyle and Ben Shapiro discovered that
clarity of the sales task is by far the most powerful
predictor of motivation in sale people (33.6%), more
important than need for achievement (21.2%) or
compensation (11.6). Sensible managers would do
well to be guided by these numbers.
Vantage Point’s research shows that when quota
attainment is an important measure of performance –
which it is in every sales organization – then coaching
to activities is the only way to achieve it. Our seminal
book, Cracking the Sales Management Code, The Secrets
to Measuring and Managing Sales Performance,
demonstrated that salespeople:

Each of the four sales process has its own set of
measurable activities. For example:

sales
activities
(sales
calls,
demonstrations, account plans, etc.) to
l Achieve specific sales objectives (sell certain
products, to certain types of customers, improve
close rates) to
l Attain the desired results (quota, revenue and
volume targets)

The interrelationship between activities, objectives,
and results helps sales managers provide clarity of
task for their salespeople, improving seller motivation,
and driving better sales performance. It is a manager’s
job to work backwards from business results (the
bigger overall picture like revenue numbers) to sales
objectives (these link to business results) in order to
arrive at the specific sales activities that will drive
achievement of objectives, and indirectly, business
results.
In summary, in order to be successful a sales
manager must coach the correct activities and provide
direct links between the activities he or she asks a rep
to perform and the outcomes reps are expected to
achieve. Managers must also be taught to structure
their conversations correctly, and to create a
“management rhythm” with their reps to accomplish
their coaching goals. In future columns we’ll delve
n
further into these topics.

l Execute

While sales activities are imminently manageable,
sales objectives can only be indirectly managed
(through sales activities), but the end goal, sales
results, turn out not to be manageable at all. This is
seemingly counter intuitive, but turned out to be one
of the most important discoveries we made.

Sales Processes and Sales Activities
The characteristics of a particular salesperson’s job
dictate the types of activities that salesperson should
accomplish to be successful. Our research identified
four distinct sales processes with four sets of
measurable activities. The processes are territory
management, account management, opportunity
management, and call management. Some
combination of the four sales processes will be
relevant to all salesperson roles managed.

l Call management activities: e.g., create and

complete call plans with call objectives; call role
plays
l Opportunity management activities: e.g., create
opportunity
plans;
determine
qualified
opportunities; determine buyer needs
l Account management activities: e.g., create
account plans; conduct joint meetings with
accounts; improve prospecting on new accounts
l Territory management activities: e.g., establish
required number of sales calls; differentiate
prospects from active customers; prioritize
prospects

* To read "The Business Case for Better Sales Coaching"
please go here

Michelle Vazzana is a Partner at
Vantage Point Performance.
Find out more here
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About the Book
Today’s prevailing sales strategies are often based on decadesold practices for bringing products and services to
customers. In the age of technology, buyers come fully informed about what you have to offer, how you stack up
against the competition and the different options for solving their business challenges. Successful selling demands a
new approach to differentiating your offering, engaging customers, and driving profits.
“Sales Enablement: A Master Framework to Engage, Equip and Empower a WorldClass 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
in today’s competitive sales environments. Download An Excerpt Here

The principles of leadership haven't changed,
but how we do it is vastly different
From the bestselling authors, Kevin Eikenberry and Wayne Turmel, who “wrote the book” on remote leadership,
comes THE BOOK for leaders navigating the remote workplace today.
The principles of leadership haven’t changed—they are principles. They're timeless and true regardless of where you—
and your people—are.
What has changed is that people are working in different places and perhaps at different times.
There has been a fundamental change in the way people work together, and how leaders communicate. We can’t rely
on realtime, facetoface communication when people work from home or the other side of the world. Those
changes profoundly impact how leaders think, act and communicate.
In The Long-Distance Leader, you’ll learn the subtle but sometimes painfully different nuances of leading in this new
world of virtual work. You’ll also learn how to apply the timeless principles of leadership to help you have better
relationships, get more done and have more success. The guiding principles of leadership remain, but how we
implement them has changed forever. DETAILS HERE

Demystifying Artificial Intelligence
(AI) for salespeople
Like it or not, Artificial
Intelligence (AI) is here. If
you’ve used a search
engine then you have
interacted with AI. Google,
Amazon, LinkedIn, YouTube, or just about
any eCommerce site on the internet is
using AI to deliver you smart
recommendations and targeted
advertising.
ou’d be more likely to find a sober Irishman at
a St Patrick’s Day festival than you are to find
a modern sales professional who hasn’t
interacted with a humanlike chatbot in the last 48
hours.
In its simplest form, AI is a computer that can do
things that require what used to be called “human
intelligence”. The computer works through a series
of tasks in a linear fashion at a speed that
supersedes the human brain and gives the
impression it is making decisions for itself. Just like a
human.
It’s prevalent. Accessible. Necessary to the

Y
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modern salesperson. But it’s more than just an
algorithm. It’s more than a chatbot. It’s more than an
automated calendar scheduler. It is being used by
tech behemoths to produce databacked customer
insights, sales forecasts, and enablement strategies.
The Salesforce CRM leverages AI to learn and
adapt based on opportunity attributes, rather than
mere closed/won vs closed/lost metrics. It’s called
Einstein. Einstein provides recommendations to
your sales team based on your unique customer data
and processes, then automates responses and
actions accordingly. It also provides incredibly
accurate forecasting based on machine learning and
algorithms that avoid pessimism or optimism.
OutboundWorks is a company employing AI to drive
personalization at scale for sales pipeline creation..

Are the robots taking over?
Yes and no. For salespeople with no TQ, AI will make
their jobs obsolete. But those willing to embrace and
adapt will flourish. AI isn’t your enemy as a
salesperson it’s your ally and can become your
digital assistance, feeding you with leads and
performing mundane tasks to free your time to do
highvalue human activities. Together you can be

Tony J Hughes

something truly special. You can analyze, predict,
and leverage greater amounts of data and
information than ever before, and in less time. You
can tailor your conversation, solution, language,
messaging, even your outfit, so that it suits your
customer’s needs.
Technology can be scary if you aren’t willing to
embrace it. If you’re one of the many “hitthe
pavement” kind of sales reps who look at change like
a monthold carton of milk as you pour it down the
sink, then you have cause to be concerned about
your job prospects.
We (consumers) are comfortable with AI. We
interact with it on a daily basis as we shop online,
talk with chatbots, or scroll through a newsfeed.
Bots are everywhere, disguised as humans and
doing the jobs that customer service and sales reps
once dread. This is a good thing. If you embrace it
your efficiency will skyrocket. It’s a way to focus on
the top 20%, the high impact activities that actually
shift the needle. We’ve been complaining about
administrative tasks and timewasters for decades,
so what are your excuses now that Cheryl the robot
can do all of that for you?
Even with technology, humans crave connection.
They want to talk with you, but they expect more
than before. They expect a personalized experience
that is backed by AIdriven analysis. Your job is to
create an environment where that is possible. The
robots aren’t taking over, they are just coming to a
party where you’re the host. Focus on the human
strengths of creativity, empathy and emotional
connection.

and a few chatbots. It’s about AI underpinned with
big data and machine learning to equip salespeople
with powerful insights at the exact moment you
need it. A time will come when you will walk up to a
sales meeting and your digital assistant will provide
accurate forecasts, powerful summaries, key
stakeholders, opportunities, problems, suggestions,
insights, and next steps.

Time to meet your robot twin
As you read this article, AI technology is writing its
own code, running split tests, discarding the less
desirable alternative, and improving processes.
Amazon had to pull the plug on two AI computers
that created their own mysterious language and
were talking with each other! It’s already equipped
to recognize patterns, words, phrases, and next
steps that more often than not predict a successful
outcome.
But things will go to a new level, and salespeople
will actually understand how to use these prompts
properly. We’ll see a progression in AI
customization. Beyond voice recognition, our bots
will start to speak like us. Amazon Duplex is already
calling humans and having conversations where the
person in the conversation is totally convinced it’s a
real human on the line talking with them. Your AI
avatar that chats to customers, sets your meetings,
and provides you the data to be successful will look,
sound, and interact exactly like you… is not as far
away as you imagine.
n
Are you ready to meet your botlike twin?

The future of AI
Once we let the shackles off, AI will explode. What
you’re seeing with Salesforce Einstein, Google
Duplex, and OutboundWorks is just the beginning.
The adoption and proliferation of AI will only
accelerate as people become more comfortable with
it and salespeople stop panicking about losing their
job. The future goes beyond predictions, forecasts,

Tony J. Hughes is a bestselling author, #1
awardwinning blogger and the most read
LinkedIn Author globally on the topic of B2B
sales leadership. Tony’s first book is a
business bestseller with his new book,
COMBO Prospecting, available on Amazon
here. He can be found in LinkedIn, at
TonyHughes.com.au and RSVPselling.com
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The Dark Side of Enablement
There’s a popular word in
sales circles today called
“enablement.” To enable
something means to make
it more able, more likely to
occur. Naturally, we all want to make sales
more likely. But there’s a dark side to
enablement too.
hat truly makes sales more likely is having
one or more people personally committed
to initiating new contacts and generating
sales. In other words, someone who has decided to
make a sale. Without that, all the tools and systems
are useless.
Until someone decides to make a sale nothing else
will matter much.
It’s like “motivation”, if there’s no motive then you
have nothing to activate. If the person doesn’t care
about becoming successful or making a difference,
then you have no motive from which to motivate

W

26

TOP SALES MAGAZINE JULY 2018

them. You can hire ability, but you need desire to be
present in the person in order for them to succeed.
Old school sellers talk about “creating desire.”
That’s misleading. You cannot create desire, you can
only discover and stimulate it. Putting a gun to
someone’s head doesn’t make them want to
cooperate with you. Their desire to stay alive is what
causes their cooperation.
We generate more sales when we uncover and
stimulate more desire, more motives. That’s how you
“motivate” a buyer. So, how do sales leaders “enable”
salespeople effectively? By uncovering and
stimulating the salesperson’s desire to succeed. Find
out what success looks like to them. See what they
get excited about. Learn what they care about most.
Discover their motives and you will be able to
motivate them. Then all your sales enablement
systems and resources will be put to use.
The dark side of enablement is that it can create
weaklings. In the “recovery” communities, like
Alcoholics Anonymous, enablement is seen as a thing
to be avoided. It is described as making the other
person feel good instead of helping them to be good.

Jim Cathcart

When you say, “I understand why you (did the bad
behavior). That’s ok, you’ll do better next time.” Then
you take away the negative consequences of their
actions and reduce the need for them to correct their
patterns and change their habits. People need to face
their weaknesses and develop new ways of reducing
them. The person with the problem must become the
person who solves the problem, otherwise they will
always be dependent on someone else to get them
through the day.
The same is true for enabling children. It is a
child’s job to learn to become a selfreliant adult. If
they do not, then society cannot advance, because it
still has to take care of those who don’t advance. If I
do your homework for you, or your household
chores, then you will never learn or develop the
personal responsibility to become selfdirected. You
might have a clean room or good grades but not
because you did the work. Therefore, you’d be
dependent, instead of independent.
Enabling children is child abuse with a time delay.
When
parents
take
away
discomfort,
awkwardness, fear, embarrassment, the pain of
mistakes and minor injuries then they are enabling
the child’s weakness. With no fear to face, courage
will not develop. With no miscommunication, there is
little incentive to learn better ways to connect with
people who are not like you. The baby bird must be
nudged from the nest by the mother if it is to ever
learn how to fly. I cannot make your muscles stronger
by lifting your weights.
The same is true for salespeople. They must face
fear, deal with difficulties, occasionally mess up and
be embarrassed if they are ever to become confident,
articulate, selfstarters. Help people grow. Make
selling simpler. But don’t take away the challenges or
you’ll create a generation of weaklings.
When I went to work selling mutual funds and life
insurance in my early twenties, they taught me a
canned sales presentation and told me to make two
dozen calls each day. They did not give me a list of
“hot leads” nor did I do joint calls with a veteran
salesman. It scared me. A lot. I recall standing at some

doors, frozen in fear with “call reluctance.” I learned
to deal with it and to make the calls. That style of
selling didn’t appeal to me and I left that company,
but the value of dealing with fear directly, personally
each day helped me grow my confidence and
courage. Now many years later, I am very much at
ease when calling on strangers and dealing with new,
unexpected situations. So make life simpler and
smoother for your sales team, but don’t take the
challenges out of selling. If you do that, you’ll end up
with a team of vendors who could easily be replaced
by a kiosk, an app, or an email campaign.
Now, pick up that phone and call someone whom
n
you can help by making a sale.

Jim Cathcart, CSP, CPAE is the original author
and champion of the concept known as
“Relationship Selling™”. His TEDx video is in
the top 1% of all 100,000 videos with over
1.3 million views. A member of the Sales &
Marketing Hall of Fame who speaks to tens of
thousands of people worldwide each year and
has authored 18 books. Contact Jim at
info@cathcart.com

What’s Holding You Back From
Coaching Your People?
Coaching is now widely viewed as an important tool for developing sales
excellence. It’s also frequently cited as a key lever for driving growth. In fact,
sales coaching often ranks as the single most important manager activity
impacting both performance and retention.
experienced measurable goal achievement and
revenue gains.

Barriers to a Coaching Culture…and the
Fallout

ur research of over 200 sales leaders,
conducted earlier this year with The Sales
Management Association, confirms this
trend: 76% of organizations rated coaching as
“strategically important to reaching their targets this
year.” So why, then, did more than threefourths of
these companies report that they do too little or even
no coaching at all?
Despite the mountain of evidence about
coaching’s benefits, the vast majority of sales
managers don’t coach — or at least not well. More
than half the firms participating in our study said the
coaching in their organizations is ineffective. From our
research, it’s clear: Even though companies tout its
importance, coaching remains poorly understood,
inconsistently executed and inadequately supported.
Some organizations do “get it right,” however, and
they’re reaping the rewards. Companies that rated
themselves as “effective” at sales coaching reported a
9% improvement in sales performance vs. the
competition. Not only that, managers who do coach
— especially when it’s effective and consistent —

O
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What’s holding so many companies back? We
uncovered a number of barriers, including:
Lack of a clear definition: Only 25% of the
respondents have a published definition of sales
coaching and its activities. Over 63% have no agreed
upon definition, relying instead on individual
managers to decide what it is, what it isn’t, when they
should do it and how often.
Lack of accountability: Without a common
definition, language, tactics and processes holding
them accountable, sales managers tend to default to
avoidance behaviors (“I don’t have time to coach”) and
revert back to old habits. It’s easier to focus on closing
the deal yourself rather than supporting and nurturing
talent from the sidelines.
Lack of confidence: People like to do things
they’re confident they can do well. In our survey, 55%
of sales managers reported that they’ve never had
any training in coaching, so it’s not surprising that they
choose to do something else, even if they value
coaching.
What happens when effective coaching isn’t part
of the culture?
Turnover spikes. Some salespeople may not receive
the necessary support to develop their skills and stay
motivated, while high performers may feel like they’ve
maxed out — or are just sick of picking up the slack.

Mike Esterday

Performance issues fester. Salespeople who
aren’t equipped to handle challenging situations or
close deals will continue to struggle.
Sales managers’ time is diverted. They’ll have to
step in and take over when they should be managing,
not selling. They may also have to spend time trying to
reengage a demotivated, demoralized team that can’t
hit the numbers.

Building a Coaching Culture: What Works
If you want to improve sales coaching frequency and
effectiveness, here are some lessons you can take
from our study:
l Train

your managers: Organizations that
implement strategies to provide “coaching for
coaches” showed a 23% lift in performance over
those that don’t.
l Invest the time: Organizations spending 9+ hours
of coaching per week per manager outperform
companies that coach 2.5 hours or less per week
by more than 12%.
l Go beyond skills focus: Successful sales coaches
focus on an individual’s motivation for selling and
what they see as possible for themselves,
addressing selflimiting behaviors to build self
confidence
and
accelerate
performance
improvement. These organizations outperform
others by 20%.
l Coach top performers: Firms that coach high
performing salespeople realize 10% higher sales
goal achievement and create a wall of protection
around their most valuable salespeople.

Coaching Proficiency: Know Your Level
Consider where you fall in the four levels of coaching
proficiency scale:
Novice: “Bare-bones” at best. Sales coaching is
performed at the manager’s discretion and isn’t part
of a broader talent management strategy. Ongoing,
structured coaching is rare, but when it does happen,

it’s typically focused around company information and
requirements. (Two or fewer hours/week of coaching).
Beginner: Scattered, but not critical to personal or
company success. Coaching may happen around
quarterly reviews, often focusing on shortcomings
and product/service knowledge. If salespeople ask for
coaching, they may or may not get it. If managers are
required to coach, it’s up to them to decide how,
when and what to do. (2-5 hours/week of coaching).
Mature: Encouraged and valued by senior leadership.
Managers see coaching as a good use of time, but
sometimes they cancel sessions because they’re busy
with pipeline issues and deals. Salespeople see
coaching as important to their development.
Coaching is focused on developing skills and is
provided to all salespeople, both through consistently
scheduled and ad hoc sessions. Managers also receive
training to build their coaching skills. (5-10 hours/week
of coaching).
Advanced: Critical to success, a key leadership
competency, built into talent management systems.
Senior leaders hold managers accountable, assess
coaching effectiveness and reward them for
developing people. They also provide managers with
consistent coaching, building confidence and
independence that cascades throughout the
organization. Coaching sessions, which are mostly
scheduled and rarely canceled, are provided to all
salespeople. Salespeople welcome coaching because
it’s personalized and they feel understood, motivated
and inspired. (10+ hours/week of coaching).
Where would you honestly rank your organization?
What would it take to shift to a higher coaching
proficiency? How you answer those two questions
can have very real impact on the results your sales
n
team achieves.

Mike Esterday is CEO and partner at
Integrity Solutions, the sales performance,
coaching, and customer service firm
headquartered in Nashville.
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Why Micromanaging is Good
There’s no mistake in that
headline: micromanaging is
good. Really, good. In fact,
it’s essential to success in
sales. To understand why,
let’s start with a story.
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client of mine had a VP of Sales whose team
was struggling to meet their sales targets.
Quarter after quarter, they kept falling
further behind. When the CEO understandably
started asking questions including details of how he
expected to get the team back on track, the VP’s
answers only made matters worse: “I’m not a
micromanager,” he explained. “I’m a handsoff guy.”
It was no surprise then why he was let go soon after
that conversation.
When you are in a position of responsibility,

A

Colleen Francis

being handsoff means, you have no way of holding
Know your people
yourself or your team accountable. If you do that,
Micromanaging in sales is tightly integrated with
you’re essentially handing your job over to your
coaching. The more you do it, the better you
sales team and letting them manage themselves.
understand your people and the sales territory they’re
People need to be managed for a reason.
operating in. Mastering both of those is fundamental if
Micromanagement gets a bad rap because it’s
you want to be a topperforming manager. You can’t
often equated with nagging. There’s far more to it
have a decent grasp of your business or of someone’s
than that. When done properly, micromanaging is
individual performance unless you
about worrying about the small
know what’s closing and what’s not,
details: the kind nobody else will
bother with because it’s not their job
When you ask about where the trouble spots are, and
what’s being done to remedy that
to do so. It’s about asking tough
probing,
situation.
questions: especially the ones your
team is hoping you won’t ask because
purposeful
Know the facts
the answers might create more work
questions of your
for them!
The need for micromanaging won’t
team, you get to If you’re a managing someone and you
just take their word for it that they’re
just go away because you feel it’s at
the heart of how doing their job properly, you are out of
odds with how you like to work. If
your mind! Trust and verify, always. A
you’re a sales manager and you’re not
they’re
little healthy dose of paranoia goes a
asking hard questions from your team,
performing. And
long way. Holding people accountable,
and expecting them to do the work
following up on the status of agreed
you’ve agreed to do how in the world
you match that
tasks and asking questions means
do you expect to respond yourself
data up with the you’re not just making assumptions
when you’re put to the test by your
about what’s working well in your
CEO? And you will be.
data
that
shows
business. It also means you zeroin with
So, get handson. Summon your
facts—not guesses—about what not
inner micromanager. Here’s how…
where they are
working and why.
supposed
to
be.
Know the data
Micromanaging is absolutely vital in
Finding gap in that sales. It’s not nagging. It’s part of the job
When you ask probing, purposeful
when you’re paid to manage people, to
data
is
your
job.
questions of your team, you get to the
worry about targets, and to solve
heart of how they’re performing. And
problems. All the best sales managers
you match that data up with the data that shows
out there today are masterful micromanagers. That’s
where they are supposed to be. Finding gap in that
not a coincidence. Sales management is a science. And
data is your job. That’s why knowing the data is
like all science, it operates on facts and hard questions,
n
crucial. What’s their current conversion rate? What’s
not assumptions and good wishes.
the state of your organization’s sales pipeline? How
Colleen Francis is President and Founder of
do those measure up with your targets? Unless you
Engage Selling Solutions and bestselling
can get direct and satisfying answers every time,
author of Nonstop Sales Boom.
you’ll just be taking blind shots in the dark when
Find out more here
you’re asked to report on your team’s progress.
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Great coaching is akin to sales itself,
its part art and part science
Why being a “Dashboard Junky” is not sustainable!
The Sales leaders of today, as well as overall business leaders and business
owners want to win net new business, get more business from existing
clients, increase sales productivity, and produce more predictable sales
forecasts.
o execute on this, they need to increase the
sales force’s win rate, and improve the
participation rates, i.e., get a higher
percentage of reps hitting their numbers. This can
only be executed with solid sales leadership and
coaching.
In a study of 2,000 salespeople by the Sales
Executive Council, salespeople who received three
or more hours of sales coaching per month on

T
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average reached 107 percent of their quota, as
compared to 88 percent of quota for salespeople
who received little or no coaching.
That’s a 19% improvement in results from
coaching alone.
During my interviews with sales people, some of
those that perceived they had received good
coaching made comments like the following; they
were, “inspired and motivated to put in the extra

Mark Welch

effort, it increased my drive”, “when your guided and
properly supported, you learn from that and benefit
from improved results”, “with transparency and
trust, you end up sharing more as a result, so you get
to answers or solutions quicker”, “You think better
and focus better because they cared about me.”
Powerful words I think, its that kind of
followership that gets you Best in Class sales results.
Like many levers to improve sales results,
coaching requires the support of the organization, it
needs to be a constant and regular cadence. There is
a skill and a competency to coaching that is
underestimated. Coaching is not only looking at
numbers, and it is not asking why you didn’t make
certain metrics or kpi’s. In other word’s being a
“Dashboard Junky”. It’s also not dictating a certain
style.
Like sales itself, coaching is part art and part
science. It’s the great managers who know when and
how to apply each.
Coaching is not telling the sales rep what to do or
how to do something like making a cold call, or
closing a deal. The easiest way to manage a sales rep
is to simply tell them how to do something. You are
the expert, just share your knowledge.
Simple, right? The problem is the sales rep won’t
learn nearly as much.
What I’ve learned is that it is far more rewarding
to coach more thoughtfully because you really
witness how you have genuinely helped someone.
You have helped them become better at what they
do with lasting effect. It’s a little more difficult, you
must put aside your need to solve something quickly
and move on, your ego’s need to look and feel like
the expert. But in the long run you are not being an
effective coach and it’s not scalable if you just
dictate or correct.
The questioning process in effective coaching
will take more of your valuable time. True coaching
is gaining their trust and sincerely working on
helping them be better at what they do. The only
way to do that is to ask questions, after a call ask
them how they think the call went, how they think

they could have improved. How did they open the
call, how did the customer react to their opening,
how did the customer react to their questions? Why
do you think the customer reacted that way? What
other way could you have tried that might have been
more effective? Did you tell a relevant story? What
value or insight did you discuss that resonated with
the client?
This method of coaching forces the reps to really
dig in and think about what they’ve done in a given
situation. They need to look at how they planned for
the call, what decisions they made in terms of
strategy to get to the next steps. Whatever the
issue, ask questions first, then help them solve the
problem, or improve the behavior together. If they
self identify you will get longer lasting results, and
the rep will own the change more fully.
I believe that sales management and effective
coaching is the key lever in your ability to create a
best in class sales team, without it, you will not
achieve your revenue growth targets. I liken sales
coaching to the sports coaching we see daily,
whether it be team sports like hockey or football, or
individual sports like golf, everyone needs a coach,
no matter how good you are.
I recommend that any sales manager that wants
to be the best he or she can be should make sure
that they receive the coaching training they need to
be more effective managers. If your company
doesn’t offer it, ask if they will support you
financially to get the training on your own. If not, I
would invest in it on your own, it will definitely pay
off in your career and in your team’s results.
Yes the manager has to pay attention to the
results, the activity, the KPI’s and other metrics, but I
believe more importantly, the manager has to pay
more attention to real time effective coaching,
helping their people be the best that they can be,
n
day in and day out.

Mark Welch is the Founder of Street Savvy
Sales Leadership and the Author of The Street
Savvy Sales Leader. Click here to preorder
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Follow-Up versus Follow-Through
What is your “follow-up reputation” in your business? Is it ‘always and
promptly’? Or, is it ‘usually fairly timely’? Or, could it be ‘doubtful it will get
done’? The highest performers keep their promises and exceed the
expectations of their prospects and clients.
e a bear about this one. It isn’t a task to be
dreaded; it is an opportunity to be seized.
You can set yourself apart with good follow
up skills.
What is the difference between “following up”
and “following through”?
If your prospect declines or delays the decision to
do business with you, you still have obligations to
that person, which requires following up. If they do
become your customer, you need to follow through;
ensuring that every promise is completely fulfilled.

B
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Let’s take a look at the bad news first: No sale!
Time for following up with this prospect.
First, the prospect deserves to be sincerely
thanked for her time and for giving you an
opportunity to exchange information. A hand
written note is always appreciated and sets you
apart from a vast majority of salespeople that take
shortcuts.
Next, you need to stop and objectively reflect
upon the circumstances that caused the prospect to
say, “No, thank you.” Depending upon the situation,

Dr. Tony Alessandra

you may have a high likelihood of landing the
account sometime down the road.
Here is a list of questions that you should ask
yourself when debriefing each sales call:

There are two different types of followups that
you can execute; each serves a specific function.
The first is a standard type of followup. You
send literature, case studies, testimonials and other
“value proposition” information designed to further
l Did they decline because I proposed a solution
educate the prospect about the value your
before fully exploring their needs and
product/service delivers. Sometimes this does work,
collaborating solutions with them?
but no matter how cleverly disguised,
l Did I do my best possible job of
it might convey a message similar to:
asking questions; encouraging
Instead, simply “You didn’t say ‘yes’ during our
them to share their ideas, or did I
discussion, so here’s evidence that
leverage
this
to
do too much “presenting” of my
may help you change your mind.”
ideas and possible solutions?
While this “traditional” practice of
your advantage. By
l Did I adjust to their pace (faster
marketing is acceptable, it can be
filling
the
time
gaps
versus slower) and to their priority
improved.
Although
educating
(task versus relationship)?
prospects is never a bad idea,
with showing the
l Am I confident that I helped them
“attention erosion” is making it harder
prospect that you to get your messages received, read
make the best possible decision
that is in their best interests?
and digested. Businesspeople today
care
about
their
l By behaving respectfully and
are overtaxed, stretched thin and
success, you
professionally, have I left the door
have little time to spare reading your
open for doing business later if
literature and newsletters.
ensure
that
when
their situation changes?
However, I bring good news: The
l Based on their reasoning for not
you call back, your second type of followup makes the
buying, might the situation change
first type much more effective…
phone calls are
in the future?
Dale Carnegie taught us that to get
eagerly accepted what you want, first help others get
True
sales
masters
become
what they want. He said that if we live
and/or your
comfortable hearing “no”, as long as
our lives helping others achieve their
they have gotten to the real reason(s)
goals; everything we desire will come
voicemails get
for the answer.
back tenfold. I heartily agree.
prompt return
After careful, objective analysis,
“Treat others the way they want to
you are now fully prepared to follow
be treated,” is my mantra. It’s The
calls.
up with this prospect. We believe that
Platinum Rule®. By blending the
Carnegie philosophy with The
in many cases you can often turn a
Platinum Rule, then adding a mix of cuttingedge
“no” into a “yes” if you execute customized, long-term
customer retention management (CRM) technology,
follow-up campaigns.
you are able to create a new method of following up
It is common for salespeople to be in the right
with everyone in a customized, effective manner
place (a qualified prospect), but at the wrong time.
that ensures marketing messages are received with
Many prospects, if empowered to educate
open arms (and open minds!).
themselves over time, can—and often do—change
Goalspecific Communication is the act of
their own minds. However, no one likes to have to
sending people (prospects, customers, clients,
do so in front of a salesperson.

“

”
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colleagues, referral partners, etc…) information that
helps each of them achieve specific goals or seize a new
opportunity.
If you take the time to ask interesting questions
and pay careful attention to answers, you can now
leverage technology to automate followups that
send articles, tips and ideas to each of your contacts
that match their goals, challenges, interests and
preferences.
Pay careful attention to this statement: If you
send people helpful information—especially if it is
unrelated to what you sell—you will position yourself
as a helpful, thoughtful professional, and not as a
pesky, pushy salesperson.
For example: Let’s say that you’re calling on a
sales manager and exploring ways to possibly help
the sales team develop new skills and create more
effective marketing messages. While your company
happens to provide solutions in these areas, you also
discover that the prospect is relatively new to his
position and has not received formalized
management training. Additionally, you learn that
they invest large amounts of time, focus and money
attending several trade shows.
After the sales call, you execute a “blend” of
followups for this prospect. You select a series of
articles written by experts in the areas of
interviewing, hiring, managing and interpersonal
communications; all containing information that the
prospect would find helpful in becoming more
successful in his career. These are “relationship
building” messages; chosen specifically to help this
prospect become a more effective manager. These
messages contain no information about you, your
company or your products; they only serve to help
the prospect.
When the prospect receives a few emails or
articles mailed from you, he begins to perceive you
as someone who is thoughtful, and also as someone
who takes action on his ideas. As you might imagine,
this type of communication begins building a bridge
between you and each of your prospects.
More importantly, this approach dramatically
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increases the odds that when you send “value
proposition” information (literature, case studies,
etc…) that the prospect will receive each message
with an open mind.
By truly helping each prospect, you have earned
“mindshare” with each person. By matching
messages to the goals, preferences and interests of
every prospect, you eliminate “attention erosion”.
People in your CRM actually anticipate your follow
up messages!
If you discover that the timing is poor with a
prospect, you “fill the time” by sending helpful
information to him. If the prospect suggests that you
call back in six months or so, you tell your CRM what
type of articles to send, when you want them sent,
and ask for your CRM to remind you to call back at
the appropriate time. In other words, you don’t get
frustrated when you are in the right place at the
wrong time. Instead, simply leverage this to your
advantage. By filling the time gaps with showing the
prospect that you care about their success, you
ensure that when you call back, your phone calls are
eagerly accepted and/or your voicemails get prompt
return calls.
As many thought leaders often remind us: If you
want to get everything you want, first help others get
what they want!
If your intention is to help other people; help
them make decisions that are in the best interest of
their company and/or career (even if it means not
buying your product or service), help them achieve
more, help them solve problems and help them
succeed, then you are living The Platinum Rule. You
are leveraging the power of persuasion in a positive
fashion to create win/win outcomes in your business
relationships.
As Malcolm Gladwell pointed out in his best
selling book Blink, almost every person has the
innate ability to detect authenticity in another person
in mere seconds. Equally importantly, they do it on a
subconscious level without even knowing they are
doing so.
Here are some important questions you should

Dr. Tony Alessandra

pose to your sales manager and to your marketing
manager:

l Do we have a system for developing leads, cross

selling, increasing
growing referrals?

customer

retention

and

l Are
l
l
l

l
l
l

we effectively leveraging information
gleaned from the field (sales calls)?
Is our contact management system (or CRM)
being used to full capacity?
Are we effectively communicating with everyone
in our database?
Does every one of our prospects know about
each product and/or service that we offer, and
why they should be buying from us?
Are we effectively crossselling to each customer
who makes a purchase with our company?
Should we consider matching our benefits to the
DISC behavioral styles of our prospects?
Since it is now possible to automate customized
followups (even if salespeople forget), would we
grow our sales if we added effective CRM
technology to our process?

These are very important questions for your team to
consider.
While it is important for you to learn how to
adapt to each prospect or customer during your
sales process, it is equally as important for you to
market/communicate effectively to ensure that you
have a steady stream of qualified prospects, your
current customers feel appreciated and thought of
often, and you never lose another client due to
n
perceived indifference.

Dr Tony Alessandra is a Hall of Fame
Keynote Speaker and Founder of
Assessments24x7.com.
Find out more here

Top Sales Roundtables
TSW Roundtables are a monthly live 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,
which are moderated/hosted by Top Sales World’s CEO, Jonathan Farrington,
welcome and indeed, encourage audience participation to create a forum like
atmosphere. They always go on air at 12 noon Eastern (5 pm GMT).

Up Next … Customer Experience Management: Was It Good For You?
TUESDAY 31ST JULY

Tiffani Bova

David Mattson

Babette Ten Haken

Diane Helbig

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

Graham Hawkins

The New Golden Age of Sales Has Arrived
So much of the sales role is still lived in a fog of automatic and habitual
behaviour due largely to outdated leadership that has failed to recognise
this new customer-led era that we now live in.
ooray! – the age of customer contempt is
now over, and we have just embarked upon
an exciting new customerled era where sales
people can shake off the old stereotypes and become
highly valued, and where the charlatans and blaggers
of yesteryear will no longer survive!
Let’s be completely honest with ourselves: B2B
sales has never been a "profession"  and if it has, then
it's been an embarrassing one. Whilst we can debate
that comment until the cows come home, I'm
personally delighted that we now get to move away
from the selfcentred interruptive push selling
models, to a world where common sense and
equilibrium has been restored.
....to a world where both buyer and seller are
actually aligned…. where a win/win is actually
possible. Frankly, no buyer has ever enjoyed being
‘pushed’ by a sales person, and thankfully all of that
cringeworthy nonsense of the past (that created
general disdain for the sales person), is now behind us.
Yes, wisdom is easy with hindsight. But seriously,
what were we all thinking? Lone wolf sales people
operating in a defined territory, carrying the pressure

H

of a quota, forced to maximize revenue at all costs,
and motivated purely by commission…. forced (in
many cases) to utilize some crude tactics to control,
persuade and manipulate the buyer into purchasing
BEFORE they were actually ready. Those old models
produced a dynamic where the buyer and seller were
actually pitted against each other as virtual
adversaries, where real trust can never exist due to
vested interests, and where the extroverted ‘wolf of
wall street’ types were focused solely on conquering
the buyer…not helping them. Seriously, why would
anyone EVER treat the most important stakeholder in
every business with such contempt?
Of course, it now seems so obvious, and
somewhat hypocritical of me to say all of that,
especially since I have spent my entire career
performing many of these cringeworthy elements of
the sales role. Looking back, I regret having constantly
pushed my buyers, and I regret having worked inside
certain vendor sales teams where certain individuals
(senior management included) placed their own
personal interests ahead of the buyers....and their
own employers in some cases. Like so many, I
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witnessed my fair share of unethical and immoral
behaviour as a result of these outdated models, and
the reason that I’m still in sales today (which I still
regard as the most important role in every business) is
because from Day 1 of my sales career (Dec 5th,
1989) I chose to conduct myself with integrity at all
times, even when some of what was happening
around me was sadly lacking and just plain stupid.

What has caused this shift?
Vendors have always 'held the cards' (due to
information asymmetry) and vendor sales people have
been exploiting this position of power over the
hapless buyers whom had no choice but to engage.
Well, guess what, the pendulum has swung and now
it's the buyers with the power….and strange as this
might sound, I LOVE IT. Why do I love it? Because, we
can all approach every business engagement on an
equal footing with our cherished buyers, and without
the need for any pushy brinkmanship. Today's buyers
will only engage with credible sales professionals
whom actually possess specialist insights, and who
understand that buyers want to be taken on a long
term journey. Don't take my word for it...just ask a
B2B buyer.
Thus, the customerled era is now weeding out
the blaggers and forcing the lone wolf quota crushers
to rapidly change or find another career.... online
transparency, peer reviews and independent
advocacy will ensure that the blaggers can no longer
hide.

Old habits are hard to break (apparently)
Sadly, so much of the sales role is still lived in a fog of
automatic and habitual behaviour due largely to
outdated leadership that has failed to recognize this
new customerled era that we now live in. Sales
people from the past have spent so much time
executing ABC (Always be Closing) that many of them
can’t fathom this new ABH (Always be Helping)
paradigm. Adapt or Perish.
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The sales role of the future
The successful sales people of the future will be digitally
driven, socially connected, subject matter experts with
deep domain knowledge that can offer their buyers
unique perspectives and commercial insights. Like it or
not, only the ‘specialist’ B2B sales person will survive in
the future, meaning that generalist sales people that do
NOT create value in the minds of today’s buyers are
now rapidly being removed or replaced by selfservice
etc. The following roles are converging into what will
become a hybrid set of competencies for the successful
sales folks of the future.
l Educator/Teacher – buyers want to be educated

on solutions to problems. Selling in the future is
about being a great educator. Remember that you
"sell more when you stop selling" (David Meerman
Scott) …. so start trying to adapt the demeanor of a
teacher.
l Data Analyst – sales folks will need to be able to
help buyers cut through all the ‘noise’ and find the
exact piece of information/data that they need to
solve their problem. Developing your skills around
data synthesis and being proficient at how you
disseminate that data will be critical in the future.
l Publisher – creating, cultivating and curating
educational content will eventually become a
prerequisite to sales success, and the AGraders in
many industries are already utilizing content to help
establish credibility and drive that much needed
"inbound".
l Detective  gathering evidence and facts to help
solve complex problems is now also a critical skill
set. Interviewing key stakeholders, examining
records and identifying potential valueadding
partners is a critical skillset as the sales role
evolves.
Interestingly, the profile of a modern sales person is no
longer an extrovert, but more likely to be an introverted
problemsolving analyst type. Have a think about your
team composition...what's the mix?

Graham Hawkins

It’s a new Golden Era, but Sales in 2018 is still a
hard nut to crack.
We can now all breath a collective sigh of relief
that we no longer have to butt heads with buyers.
'Information parity’ has changed everything, and it
will be the sales person’s ability to leverage
information that will decide the winners and losers in
the future.
As Tony Hughes recently stated, "it’s never been
easier for sales people find information about target
buyers". Social media, big data, analytics and the
myriad of tools and platforms that now exist have
dramatically changed the sales role such that no
sales person should ever make a cold call EVER
again. However, the paradox is that despite all this
information access, it’s never been harder for us to
engage with increasingly educated and demanding
buyers. Why? Because buyers now dictate the terms
of engagement because they can now solve their

own problems without some biased sales person
pushing them.
A sale is just something that happens when you
are immersed in helping your buyer.
So, if you are in a sales or BD role, then I strongly
suggest that you acknowledge and embrace this new
'golden era’ and start rapidly developing your
knowledge so that you can become that specialist that
your buyers will value. Once you do that, (and once
we finally see the end of quotas/commissions – which
is not far away) we sales people can all begin to truly
enjoy a role where we are 100% aligned with our
buyers, and one where we are highly valued…instead
n
of being distrusted and despised.

To learn the important steps, required
becoming a highly valued sales specialist,
please grab a copy of my latest book –
The Future of the Sales Profession

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.

Top Partner of the Month

Top Sales Post

June’s Top Sales Post
“B2B buyers don’t hate salespeople. But they aren’t that
impressed either” by Seleste Lunsford

F

or 25 years, CSO Insights has been surveying
and analyzing sales organizations to find out
what works and what doesn’t. Over the last few
years, we’ve noted a substantial decline in many key
leading indicators for sales performance, including
percentage of sales representatives who are
making/exceeding their quota. When we look
underneath this statistic to the root causes, sales
leaders tell us the same thing: buyers’ expectations
have changed. In fact, in our recent WorldClass
Sales Practices study, threequarters of sales
organizations told us that customer expectations
had changed significantly, impacting their business.
This is not surprising when you keep in mind that
business buyers are consumer buyers too. Their
expectations for what is possible (pricing

transparency, seamless interactions, omnichannel,
personalization, selfcreation) have skyrocketed as
new players in the retail market continue to
revolutionize consumer buying.
At the same time, there is much discussion in the
marketplace about the future of sales overall. With
more and more artificial intelligence (AI) tools being
used in practical settings (versus futuristic pilots)
there are many real examples where specific sales
tasks no longer require human intervention. This
creates a very real question: At some point, will
salespeople even be necessary?
We wanted to validate those themes with actual
buyers. We surveyed 500 business buyers globally
(50% of respondents outside of the US) who were
Read Full Article Here
responsible for .....

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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