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Build an Exceptional Organization with
The Road to Excellence

Through our proven six-step system,
identify and overcome the leadership
oversights that can threaten your
business.
Grab a sample chapter of this ground-breaking book
and learn critical leadership tools, such as:
•
•
•
•
•

Consistent hiring process.
Culture of accountability.
Common language and approach.
Comprehensive onboarding process.
Systems for training and coaching.

... AND MUCH, MUCH MORE.

Download your free chapter of
The Road to Excellence today so you can
follow a leadership plan that works.

©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.
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Hey, Sales Leader, Do You Really
Understand Your Role?
In my view, the role of a sales leader is to translate the organization’s vision,
mission and values into a meaningful context that sales teams can relate to
and feel excited by.

f this is achieved then the sales leader will have
created a sales team with a shared mental model.
This transforms an ordinary sales team into a high
performing one.
For clarity, here is a brief description of the
following terms:
An organization’s vision is a guiding image of
success formed in terms of a huge goal. It is a
description in words that conjures up a picture of
the organization’s destination. A compelling vision
will stretch expectations, aspirations, and
performance. Without that powerful, attractive,

I
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valuable vision, why bother?
A mission statement communicates the essence
of an organization to its stakeholders and customers,
and failure to clearly state and communicate an
organization’s
mission
can
have
harmful
consequences around its purpose.
As Lewis Caroll, through the words of the
Cheshire Cat in Alice in Wonderland says, ‘If you
don’t know where you’re going, it doesn’t matter which
way you go.”
Guiding principles are the consequence of a
mission statement that are intended to inform or
shape all subsequent decisionmaking, which also
provides normative criteria allowing policymakers
to accept, reject or modify policy interventions and
activities. They are a guiding set of ideas that are
articulated, understood and supported by the
organization’s workforce.
Values are beliefs which the organization’s
workforce hold in common and endeavour to put
into practice. The values guide their performance
and the decisions that are taken. Ideally, an
individual’s personal values will align with the spoken
and unspoken values of the organization.
By developing a written statement of the values
of the organization, individuals have a chance to
contribute to the articulation of these values, as well
as to evaluate how well their personal values and
motivation match those of the organization.
The Human Capital Development Model, created
by Krauthammer International, is a logical process
that can take top management concepts, and
translate them into a context that has real meaning
for staff at all levels.

Editorial

The key to bringing this model to life is to answer the
following questions:
l Do my team understand the organization’s vision

l

l

l
l

and how their role moves the organization closer
to achieving it?
How can my sales team translate the
organization’s mission into one that is relevant to
them?
How does the organization’s guiding principles
impact on the daytoday responsibilities of sales
people?
Which of the organization’s values does my sales
team relate to?
How can we interpret these values so they
become compelling for each sales person?

An effective sales team understands the big picture
and the context of their team’s work to the greatest
degree possible. That includes understanding the
relevance of their job and how it impacts the
effectiveness of others and the overall team effort.
Too often, salespeople are asked to work on an
activity without being told how their role contributes
to the organization’s vision, much less how their
efforts are impacting the ability of others to do their
work. Understanding that vision promotes
collaboration, increases commitment and improves
quality.
I would also say that a truly effective team works
collaboratively and with a keen awareness of
interdependency. Collaboration and a solid sense of
interdependency in a team will defuse blaming
behaviour and stimulate opportunities for learning
and improvement. Without this sense of
interdependency in responsibility and reward,
blaming behaviours can occur which will quickly
erode team effectiveness and morale.
Finally, I must highlight the two distinct levels of
selfsufficiency in how people work:
Involvement. This can be created in various ways
such as: consultation, giving information and making

it clear that suggestions are welcome and that
experiment and change in how things are done are
good. This provides the opportunity to contribute
beyond the base job.
Empowerment. Empowerment adds the authority
to be selfsufficient (making your own decisions) and
creates the basis for people to become self
sufficient on an ongoing basis. In sense,
empowerment creates a culture of involvement and
gives it momentum.
Together, involvement and empowerment create
an environment in which people can have
responsibility for their own actions. But remember:
Responsibility cannot be given – it can only be taken;
thus only the opportunity to take it can be given.
A successful team is one that:
l Is set up correctly.
l Responds to the responsibility it has for the task.
l Seeks constant improvement (and does not ever

get stuck on the tramlines).
l Sees its manager as a fundamental support to its
success.
A team in this situation will do well and is more likely
to go on doing well than a group just told what to do.
Your role, as the sales leader, is one of catalyst –
constantly helping the team to keep up with events,
to change in the light of events and to succeed
because it is always configured for success.
In fact, the sales leader’s role has never been
more critical; it has become pivotal. In my opinion,
the paucity of qualified, inspirational, experienced
leaders is one of the main reasons why sales
achievement levels continue to plummet – whilst
n
sales costs continue to rise.

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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Leading and Selling Remotely
Jonathan Farrington interviews Kevin Eikenberry, Chief Potential Officer,
The Kevin Eikenberry Group.

Kevin, I’m happy to have a chance to speak with
you just as your new book with Wayne Turmel The
Long-Distance Leader: Rules For Remarkable Remote
Leadership is released.
Thanks Jonathan – we are excited about June 5th as
the day this book enters the world. We believe it can
make are real difference for leaders, their teams and
their organizations.
So speaking of the book, let’s start there. Why did
you choose to focus on remote leadership?
Have you ever had an experience where you are
going along, doing your work and one day you look
up and things are different, and you never noticed
the change? Nearly the entire business world is
having that experience today. One day leaders
looked up and saw half the desks empty half of the
time. People are at client sites, people are working
from home a couple days a week, people are

10
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travelling. Sales teams have long had some remote
team members, but now everyone seems to working
somewhere else. Since this is the reality we live in
(and the reality I lead in everyday), we felt the time
was right for this book. It is the first book to get past
managerial techniques and think about the
leadership challenges of a remote team.
Salespeople reading this are probably thinking, in
the sales world we have worked and sold remotely
for years. Are we missing something?
I would say most probably are missing something for
at least one of three reasons. First, just because you
have been doing it for a long time, is it working as
well as it could? Are you developing leaders who
lead remotely differently because of this reality, or
are they getting exactly the same development as
those who have their whole team in cubicles down
the hall? Second, you may now have more than your

The Jonathan Farrington Interview

sales reps remote, but some of the support and
Customer Service staff too – and that changes the
dynamics in ways you likely haven’t considered.
Third, you likely could help coach all your team
members to work more effectively together, and
when they are remote, and working largely
independently, you need to think about that
differently, raise the expectations, and likely provide
additional tools.
Speaking of relationships, how can we better build
relationships at a distance, whether with team
members, or customers?
This is a critical question, one I am glad you asked.
First it must be a priority. We know that we are more
influential with others when we have a better
relationship with them – and that is why relationship
building is so critical as a leader, as a member of a
team, and as a sales person. We grew up building
relationships with people we could see; now we are
being asked to do that when we seldom (never?) see
each other. It is true that absence, doesn’t
necessarily make the heart grow fonder. Once you
realize how important this is, and that you will have
to be more intentional to do it at a distance, start
with these three things:
l Move past transactional conversations to learn

more about what people care about and value.
l Quiet yourself and be more present with them
when on the phone – without visual cues people
may make bad assumptions about your motives
or intentions.
l Send fewer emails and fire up the webcam more
frequently.
What have you found are the biggest dangers of
working remotely?
I’ll list just two, given our limited space.
l Becoming insular in work and perspective.

When people work alone they have fewer
interruptions and are likely more productive, but

their productivity becomes very focused on
“their” work rather than how “their” work fits
into “our” work. As a leader help people see the
bigger picture and expect greater collaboration.
As a team member look for ways to collaborate
and see how your work is a part of the bigger
picture.
l Fewer barriers to people leaving. This is
especially true if their leader isn’t very effective.
The number one reason people voluntarily
change jobs is that they fire their boss. Head
hunters love recruiting remote workers because
the barriers to changing jobs are fewer – their
commute and routines don’t change – their
home office is still their office. If they believe
they will have a better boss, they might be on
their way out the door.
What about coaching at a distance? What advice
do you have for sales leaders, but also for sales
people working from home, in getting the
coaching they need?
First for leaders of remote team members – set
clearer expectations of success not just the what’s
like the sales volumes, but the how’s too – how
the work is getting done, how you expect people
to collaborate and how you want them to
communicate with you and others. And be more
intentional about scheduled time for oneonones
to include opportunities for coaching and
feedback. When you don’t see people frequently,
this often gets missed or delayed. As a remote
sales person, if you want more coaching in a
particular area, ask for it. Let your leader know
what you need and where you would like help. Be
proactive in getting their time attention. When
you do get the coaching you need (and deserve)
n
everyone will win.

To preorder your copy of The Long-Distance
Leader: Rules For Remarkable Remote
Leadership, please go here
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Three Ways to Develop
Your Emerging Sales Leaders
Here are three simple steps
you can take to hold on to,
and grow, the next
generation of your
company’s emerging leaders. The first is to
Talk One-on-One About the Next
Opportunity on This Person’s Horizon.
oo many managers fail to discuss the career
path that will take a given sales rep (we’ll call
her Karen) from point A to point B. Sometimes
this is because of our desire to hold on to a strong
performer who we decide is “doing fine right where
she is.” Sometimes it’s because we simply don’t
bother to take the initiative to find out what Karen
wants to see happen next in her career, or because
longerterm career questions simply aren’t on the
radar screen. Such scenarios put your team and your
organization at risk of losing precious talent. Today’s
salespeople – and this is particularly true of younger
team members – want to know what the next
promotion looks like, what the career track is, what
they need to know and do to move forward. If you

T
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don’t include a discussion about the next
opportunity as part of your oneonone coaching
routine, Karen and other team members are apt to
go through three easytopredict phases:
restlessness, frustration, and departure for greener
pastures – the same greener pastures you painted
pictures of during the recruiting/interview
discussions.
Whether or not you think they’re doing fine
where they are now, you need to ask each team
member, in private, where he or she would like to be
able to make a professional contribution within your
company in the next two to three years. Schedule
that conversation, and use it to get a sense of what
Karen’s optimal career path looks like. Start with
where Karen is heading… you can fill in the blanks on
the how and what as you go along.
Second, Train and Coach to the Gap. That career
path discussion you just had with Karen probably
pointed you toward a specific position that
represents just a bit of a stretch for her. Now it’s
your job as manager to figure out exactly how far
away she is from being able to do that job, in terms
of both skills and experience. It’s also your job to
share that information in a way that motivates Karen

Dave Mattson

to gain the necessary skills and experience. This is
another important conversation waiting to happen in
your oneonone coaching session: “Here’s where
you want to go, Karen, and let’s look at where you
are right now. Here’s the gap we will need to fill if
you’re going to get where you want to go. And here
are the people within the organization who can help
you along.” None of that should be a secret. So, for
instance, if Karen tells you that she wants to manage
the marketing department, but she has no
experience with developing a budget and has never
been trained in using a spreadsheet, you’re going to
identify that as part of the gap, and work together to
find people and resources that will help her close
that gap. You might suggest some online courses
that will get Karen up and running with the
budgeting process. You might even offer her some
kind of supervisory training, even though her current
job doesn’t require her to supervise anyone.
In short, you want to create a personalized
training and development plan that supports Karen’s
career objective, and that reflects your best
assessment of her potential. If Karen looks at the
skill gap and the steps necessary to close it and
decides, for whatever reason, to opt out of the
advancement track, that’s fine. But if you want to
hold on to her, you should provide the option to
learn and grow within the organization.
Finally, Delegate to the Gap. Many managers
delegate based on whether they feel like doing a
given task, or perhaps whether they have left
themselves enough time to complete the task. All
too often, this kind of “hotpotato” delegation sets
everyone up for failure. (“I am doing several other
important projects, so I need you to do this for me…
”) Actually, your goal should be to delegate taking a
completely different approach: “Karen, I know you
want to go into managing the marketing department.
Why don't we get you involved over there by
offering Carol, the VP of Marketing, a few hours of
your time each week? You can provide some
administrative support for her budgeting process
with the national branding campaign, and you’d learn

a lot. How would you feel about doing that?” If
Karen takes you up on that offer, she is contributing,
she’s learning new skills, and she’s accumulating
valuable experience – all without the risk of any
formal responsibility for the budget, which is as it
should be.
Why follow these three steps? Because you’ve
invested significant time, effort, energy, and money
to bring Karen to a point where she can contribute
at her current level, and grow into the next one.
Human capital is and always will be the critical
competitive advantage for any company. Wouldn’t
you rather build your organization’s “bench
n
strength” – and not the competition’s?

David Mattson is the CEO and President of
Sandler Training, an international training and
consulting organization headquartered in
North America. He is the author of the Wall
Street Journal bestsellers The Sandler Rules: 49
Timeless Selling Principles and How to Apply
Them and Sandler Success Principles. His most
recent book is The Road to Excellence.

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

Jonathan
Farrington

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
June. 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

Is There Is A Place
For Personality In Sales?
I regularly write about sales
from the unique
perspective of someone
with 280 data points on
1,750,000 salespeople for
a total of 490 million data points to play
with. I mine that data to find correlation,
causation and new insights as to how
salespeople sell, why they do it, and the
outcomes that occur as a result. This is
true science.

hen there are the articles written by those
without the data, who use observation and
anecdotal evidence, using very small numbers
of salespeople, and write about traits, usually
personality based, that have little basis in fact. That
is junk science.
The problem with personality is that there is no
one or combination of personality types or traits,
that are predictive of sales success. Period. Anyone
who says there are is sharing an opinion, not science.
However, personality does come into play in the
profession of sales, even if personality isn’t
predictive of sales success. There are two areas
where personality plays a role:

T

1. Sales Managers must manage at least 10 differing
types of personalities
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Dave Kurlan

2. Sales Teams tend to develop a personality of
their own.

you is that he outperforms everyone else on the
sales force.

Let’s begin with the various personalities that sales
managers must deal with.

MISERABLE MARVIN  Marvin complains a lot. He
has more excuses than hooky playing high school
renegades. His performance is always below
acceptable levels and despite that, everyone thinks
he has potential  except that he's never
approached it.

PETE THE PERFECTIONIST  Pete won't start
anything until he is sure he can do it perfectly.
NICK THE KNOW IT ALL  Nick is easy to spot
because he drives you nuts. He knows everything,
as evidenced by his willingness to say, "I know!" You
can't tell him anything new and he will always
defend the way in which he has always done things.
ORSON THE OVER ACHIEVER  Orson is always
busy, always striving to break the record, outearn
his latest paycheck and set a new company record.
LOIS THE LOYALIST  Lois is like a puppy dog,
always following you around, sucking up, learning
from you and even idolizing you. In fact, she'd love
to have your job if it meant you would be getting a
better one!
CONTENT CARL  Carl has sales know how but
isn't using it as aggressively as he once did. His sales
are probably flat and his calls for new business are
dropping every year.
NEED FOR APPROVAL ALICE  More than
anything, Alice needs for you to like her. Her need
for approval will cost both of you a fortune in lost
business.
UNSTABLE URSULA  Ursula needs to get her head
on straight, might come from a dysfunctional family
and is used to being yelled at. In fact, it's the only
thing to which she seems to respond.
MIKE THE MAVERICK  Mike plays by his own
rules, is difficult to manage, won't take direction and
drives you nuts. The only reason he still works for

A sales team can also take on a personality. While
they can take on the personality of the most
influential or successful salesperson, they can also
take on the personality of their sales manager.
For example, many of the best salespeople are
introverts because introverts tend to have better
listening skills. However, most introverts don’t make
good salespeople. It’s a oneway correlation. What
if the sales manager is an introvert and his
salespeople are extroverts? Or, what if the sales
manager is an extrovert and his salespeople are
introverts. Contradictions such as these will not
work out very well.
There is also risk when the team takes on the
personality of an influential, formerly successful,
but currently unmotivated salesperson, one who
doesn’t exhibit the behaviors that the sales manager
wants to see from everyone. This is a recipe for
under performance.
The bestcase scenario is where the most
successful salesperson is also the most influential
and likeable salesperson and has a style that
everyone is comfortable with and over time, they
choose to emulate it to the best of their ability. A
sales manager who can quietly help that
metamorphosis occur, one whose ego won’t get in
n
the way, is ideal.

Dave Kurlan is CEO of Objective
Management Group and Kurlan & Associates.
Learn how to manage these
10 personalities in this article.
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How High Performing Small Business
CEOs Grow Revenue
The tailwinds of a strong
economy are propelling
growth for 92% of small
and midsized business
forward with 28% realizing
multiple year double digit growth. Against
this backdrop, Vistage Research, in
partnership with Salesforce surveyed and
analyzed responses from 1377 Vistage
SMB CEOs surveyed in August of 2017.
n Customer Growth: Decisions for the SMB CEO
we learned about the decisions they face, the
investments they are making and the winning
initiatives they are deploying to continue double
digit growth.

I

Key Learnings
Both high and nogrowth organizations are doing
many of the same types of initiatives. It's not that
the underperforming organizations aren't trying, it's
rather the higherperforming companies are
executing much more effectively while activating
more initiatives. They are able to execute more

18
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consistently across multiple winning strategies.
They also tend to have dedicated leadership in
place. We anticipated as you go from small to big,
even with in the continuum of small business, you
would see a logical connection to when people
added managers. But it turned out there was no
correlation between size of company and having
those roles in place. Rather it was that you had a
dedicated manager in marketing, in sales, in
customer service, that made the difference in ability
to execute and performance.
That translated into a really powerful effect in
terms of not just the use of technology, because
everyone's using technology, one flavor or another.
We found that those highperforming organizations
were 56 percent more likely to be more effective or
highly effective in the use of the technology. 59
percent of nogrowth businesses said they were
ineffective in using the technology.
It's not a single factor, it's a combination of
factors. And a lot of it, I believe, has to do with the
ability to impart solid leadership, and have that
leadership have the ability to execute.

Transition to Transformation
A broader trend that has been in play since there's

Joe Galvin

been sales and sales technology, and that is the
movement from tools of individual productivity like a
spreadsheet, PowerPoint or Word to those tools
that drive organization execution. Like the ability for
an organization to impart a common language, a
common approach in terms of how you describe
customers and customer phases, and then having
the discipline to use the technology to capture and
analyze that data. We can each individually build our
skills as we choose with individual tools, but we must
collectively develop and execute our collective skills
for true organizational gain.
Somewhere on that continuum, from, I roll my
own, to I'm just going to invest in established best
practices, is where we see people on the continuum.
And directionally, the data shows that those that
have dedicated leaders are twice as likely to out
perform, as well as they're more likely to have a
dedicated application and get better value from that.
The challenge SMB CEOs face today is moving
from digital transition to digital transformation.
Meaning, as I move from paper to spreadsheets, or
spreadsheets to some little point application, I'm just
transitioning my analogue processes onto a digital
platform.
True digital transformation is to look at what the
platform has modelled in terms of established best
practices on a vertical, business size basis, and adapt
what you do to technology. Because if you don't
believe that technology is the change agent of our
generation, then you will be disintermediated rather
quickly out there.

New Clients
As simple as it sounds, high growth companies are
also much more likely to go after new clients. They
get 29 percent of revenue from new clients as
compared with 19% for no growth companies.
Evaluating the revenue mix between existing and
new, they're 53% more likely to rely on new
customers. So, we focus on what are those new
customer strategies:

Relationships: Traditional facetoface selling.
With small or midsize business, you're always doing
business locally. Sometimes regionally, nationally or
globally, but always locally. So, the ability to have
facetoface relationships, especially in longterm,
traditional small businesses is at the top of the list.
Defined sales process: High Growth SMBs
maintain an organizational understanding of how
your customers want to buy, and you've been able
to translate that into measurable, definable sales
actions and steps. With that common sales process
comes common sales language. Meaning we don't
reinvent how we sell every time we sell. Rather,
we've now been able to capture, document and then
put some resources behind it.
Referrals: Referrals remain, especially in a small
and midsize business, as a critical growth strategy.
it's who you know, and can they connect you to the
next person. Or, more importantly, are your
customers out actively promoting and referring you?
That's who your prospects listen to most closely.
The positive vibe from customers just radiates into
the market.

Case Studies
High growth SMBs are out executing their
competitors. There are no new secret strategies for
customer engagement. The leading initiatives of high
growth SMBs succeed because of execution and the
effective utilization of technology. In the study, we
capture the leading initiatives for Marketing, Sales
and Customer Service. At Dreamforce 17, we
shared the results of this study in two sessions
where three Salesforce customers shared their
n
winning initiatives for customer engagement.

Listen to Joe Galvin, Chief Research Officer
for Vistage Research as he shares
research and insights on customer growth
for high performing SMB CEOs:
Quotable podcast #83
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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

Don’t Let Technology Dumb You Down
Brian, a technology sales
rep, was on the phone
speaking to Corey, the IT
manager for a new account.
It was a brief scheduled call
to introduce Brian as the go-to contact for
future technology purchases.
hile Corey was talking, I noticed Brian
skimming his incoming email. He stole a
few seconds to fire a short email to a
supplier to confirm a different client’s order. Brian
closed the call by reiterating his enthusiasm to be
working with Corey.
Brian and I reviewed the call. While we agreed
that this client had no immediate need for Brian’s
services, it was evident we took two different
messages from the same conversation. Corey had
briefly mentioned a challenge within his data center,
one that suggested a possible future need, and this
potential opportunity had blown right by Brian.
Author Nicholas Carr (The Shallows: What the

W
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internet is doing to our brains) cites a body of work
indicating that our attempts to multitask hamper our
ability to think deeply and creatively. He cites
research that found that heavy multitaskers are
“much more easily distracted by ‘irrelevant
environmental stimuli,’” have “significantly less
control over the contents of their working memory,”
and are generally “much less able to maintain their
concentration on a particular task.”* In short,
everything distracts them.
This is bad news for you if you’re a salesperson
who’s trying to do it all, all of the time. In fact, your
ability to differentiate yourself through relevance
requires you to focus intently on what a customer is
saying and to hear the implication of their words.
Chances are my rep Brian not only missed an
important clue to future opportunity with this new
client, he might also have neglected to include an
important piece of information in his email to the
supplier.
And there’s a bigger concern here. Scientists say
that the plasticity of our brains means the extensive
use of digital media may be having physiological and

Jill Harrington

neurological effects, in essence rewiring our brains
to the point where we may become incapable of
deep thought. Yet the capability for deep thought
undoubtedly separates the sales superstars from the
average seller. So if you think your reliance on
technology is helping you work smarter, think again.
In today’s technologically driven, fastpaced,
multitasking, megasurfing world, we are constantly
bombarded with distractions and interruptions. I see
evidence on every call, in every training class, and on
the road, that technology may, in fact, be making us
dumber.
And it doesn’t simply relate to multitasking.
The robotic use of cookiecutter scripts,
templated presentations, and cutandpaste
proposals certainly helps the seller churn out more
with less effort. But your communications to
customers do little to position you to be a game
changer if they are unaccompanied by the deep
thought required to adapt the content and structure
to the interests of the specific audience. Similarly,
capturing sales rep activity in a CRM system without
including the valuable client insights gleaned from
the call is a dumb use of an immensely valuable
technology.
Our unthinking reliance on technology puts us in
danger of creating a sales community of shallow
thinkers. And that scares me. Shallow thinking is the
archenemy of the gamechanging sales professional.
It commoditizes both seller and customer. And it’s
causing supertalented people to fail.
The final nails in the coffin: Twitter, texting,
Snapchat, and similar technologies have us
communicating in sound bites, to the point where
this is now the primary way that some of us absorb
information. Just the other day, a local university
business student who had scored low on an
important assignment held her teacher (a colleague
of mine) to task: “I worked hard on this final
assignment. It warrants a higher grade.”
Her teacher agreed that she had worked hard.
They reviewed the written instructions together and
quickly discovered that this student’s selective

reading had caused her to miss an important
objective of the assignment. Despite her hard work,
her failing grade would stand.
Now
imagine
the
consequences
of
misinterpreting or missing our customers’ words
because we skim instead of reading, or we listen
selectively. We’re doing too much important work
inattentively rather than being fully present.
So here are my questions to you:
What are you doing to manage your use of
technology so that you stay focused on your
interactions with clients?
Are you disciplined in scheduling uninterrupted
“digitally turned off” think time for important
priorities like refining your business development
strategy, defining your VIPs (Very Important
Prospects,) creating thoughtful sales messages, and
positioning your proposals to win?
Excerpt taken from Top Sales & Marketing Book of
2017: Uncommon Sense: Shift Your Thinking. Take
n
New Action. Boost Your Sales.

Jill Harrington, sales expert, speaker, trainer,
and author (UNCOMMON SENSE: Shift Your
Thinking. Take NEW Action. Boost You Sales),
has contributed to the success of thousands
of sales professionals and business owners
around the globe. www.salesshift.ca
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Hey, Sales Leaders…
It’s Time to Get Back to Basics
I have just completed a
busy Spring season of
speaking at conferences. In
fact, I’ve been a pretty
steady traveler since we
published Cracking the Sales Management
Code almost 7 years ago. In that time, I
have seen the topics of other speakers
evolve from sales training to sales
enablement.
rom consultative selling to social selling. From
big data to artificial intelligence. From inside
sales to business development reps. From
incentives to gamification. It seems that sales suffers
no shortage of trends.
And yet, it’s my observation that most sales
forces still struggle with the basics. While the
attention on social selling has risen, the percentage
of reps achieving quota has fallen. While

F
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gamification has gotten hotter, rep productivity has
cooled. Amid all the technical and organizational
innovations, sales management seems to have
become harder, not easier.
At the risk of sounding like an old man stuck in
centuries past, I would like to eschew innovation and
bring the conversation back to the basics that our
research has proven will grow your revenue. I offer
you three sales management strategies that will
never ever go out of style, as long as revenue
growth is the fashion.

Coaching, Coaching, Coaching
If ‘modern’ sales management was born in the late
19th century, then sales coaching must have been
birthed close behind. However, effective coaching
remains one of the most elusive goals in sales.
There’s a certain irony here, since coaching is the
one thing in a sales force that everybody can get
behind. Leaders expect it, managers like it, and
sellers want it. Literally no one will stand against
coaching, and zero people have ever objected to it.

Jason Jordan

Every study done on coaching shows that it is
incredibly powerful when done well. We’ve had
clients double their deal win rates when effective
coaching was applied. We’ve seen the percentage of
reps at quota improve by 20% when coaching was
made a priority. Time and again, coaching moves the
needle – it’s just that simple. Don’t try to automate
it, don’t try to outsource it, just get your managers to
do it.

Pipeline, Pipeline, Pipeline
Well before CRM was an acronym, there were sales
pipelines in computer spreadsheets. Before that,
they were scribbled on chalkboards and the backs of
bar napkins. Sales pipelines are ubiquitous and
always will be. In fact, I believe the sales pipeline is
the most powerful tool that management has under
its control, though it’s not often viewed as such. The
pipelines is often reduced to a forecasting
mechanism or just another report, but it is much
more than that. Your sales pipeline contains all of
your future revenue… Or none of it, if you don’t
treat it right.
Our research shows that companies with
effective pipeline management practices grow
revenue 15% faster than their peers without them.
There’s gold in them thar pipes, if you know how to
mine it. Make it an organizational decree to clean out
the junk and start building a clean, healthy sales
pipeline. A healthy pipeline will have the ideal size,
shape, and contents to reach your sales goals in the
near and long term. An unhealthy pipeline will doom
your sales force to wasted time and effort, right up
to the moment when you miss your revenue target.

Activities, Activities, Activities
Here is one insight that is so obvious it somehow
escapes everyone’s attention: You can only manage
activities. You can’t manage revenue. You can’t
manage market share. You can’t make a customer
buy from you, and you can’t make them come back

for more. The only thing you can manage is the
activities of your team. Yet our research reveals that
sales forces measure very little activity – only 17%
of the metrics in CRM databases are activitybased.
As a matter of fact, we tend to focus on the results
we want, not the actions that cause them.
When you shift your attention from results to
activities, wonderful things happen. You have
greater confidence in your team’s fieldlevel
execution. Salespeople have clear tasks that align
with their desired outcomes. Managers know what’s
important to measure and coach. You start to see
causeandeffect relationships that inform better
decisionmaking. We tell our clients that this is one
of the most powerful and deceptively simple things
you can do to improve sales performance: Focus on
doing the right things right.

Block and Tackle
It’s quite certain that this will not be the sexiest
article you’ll read this week, but it could be the most
valuable. Like most things in life, we tend to make
sales more complicated than we should. It’s blocking
and tackling that wins games, not the most exotic
strategy. Yet, exotic strategies are the siren song of
senior leadership. Don’t let it be that way in your
sales force.
Okay, maybe I’m not the trendiest person you
know. I don’t sell on social media, and my life is not
gamified. But I do know how to improve sales
performance using tried and true management
strategies. Coach your sellers, build your pipeline,
and focus on the right activities. Trust me… If you
n
do, great things will follow.

Jason Jordan is a founding partner of Vantage
Point Performance, a global sales
management training and development firm
focused on sales managers. Sign up for
Vantage Point’s newsletter to stay up to date
with the latest sales manager research and
best practices.

TOP SALES MAGAZINE JUNE 2018

25

5 Types of Stories Every Salesperson
should be ready to tell
Stories are a powerful selling tool, but rarely is a single story right for every
selling situation or customer.

n a dynamic marketplace, salespeople should be
prepared to tell 5 types of stories in their pitch or
presentation. Here are pros and cons, tips and
examples for each type of story.

I

1. Your Organization Story
Pros: Your company’s unique origin story can
illuminate not just the problem you solve, but why. A
compelling founding story can serve to humanize
your company and offer insight into your values and
purpose.
Cons: Company stories are like opinions.
Everyone has one and most people don’t want to
hear yours. Typical company stories don’t relate to
the prospect and come across as a whole lot of
chestthumping.
Tips: Don’t lead with it. Use elements of your
organization story in response to questions or to
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reinforce credibility  only after you’ve thoroughly
addressed your customer’s situation. Your company
story should be succinct and purposeful. Focus on
those points that demonstrate the “why” rather than
the how.
Example: Our company began because a good
friend of our founder had his bike light stolen and
then was hit by a car coming home. That’s why we
are passionate about providing riders with the most
secure bike lights available.
2. Customer Story
Pros: A good case study or customer testimonial is
vital to have on hand for any presentation or pitch.
After all, a customer who has benefitted from your
product or service has much more credibility than
any vendor, and it allows you to “show” actual
results rather than “tell.”

Julie Hansen

Cons: Your competitors have their own success
stories, so you can’t rely on this alone to distinguish
you. Case studies are often delivered in a clinical
fashion with little focus on the emotional value of
the solution. Onesizefitall customer stories can
cause a prospect to question your understanding of
their own unique situation.
Tips: Find out enough about your prospect so
that you can choose a wellmatched customer story.
Tailor it to highlight the similarities and demonstrate
specific outcomes when available. Provide enough
detail about your customer to bring the story to life
and give it emotional impact.
3. Business Story
Pros: A story about a business or industry that is
unrelated to your customer’s business can provide
surprising insights into problems, solutions or
opportunities.
Cons: Many business stories are overused and
can create audience tune out. For example,
everyone’s heard the cautionary tale of companies
like Blockbuster and Blackberry who failed to adapt
to the future.
Tips: Look for lesser known stories that offer a
fresh twist on the message you’re trying to
communicate. For example, the story below might
be used to help a prospect think beyond the status
quo:
Example: Fiji water is sold in a square shaped
bottle. Many people think this was a marketing
effort to set them apart from competitors. In fact,
this unique design is actually a less expensive way to
ship water as more bottles can be packed in a case.
4. Analogy or metaphor
Pros: A story that compares something new to
something familiar is an effective way to help your
customer quickly understand complex solutions or
features. Analogies are also useful for softening any
beliefs or misconceptions your customer may have.
Cons: Stale analogies can cost you credibility
while obscure metaphors that require too much

explanation detract from your point.
Tips: Know your audience. Pick a topic for your
metaphor or analogy that your audience is familiar
with. To find the right topic, focus on what your key
message is (i.e., growth, accuracy, safety, etc.) and
brainstorm the different ways it relates to your
message.
Example: Much like an iPhone, our solution
replaces the need for a whole host of products.
5. Personal story:
Pros: Drawing on your own personal experience is
one of the most effective and memorable ways to
communicate a message. Unlike business stories,
personal stories can connect with your customer on
an emotional level.
Cons: Personal stories are often less polished and
tend to meander. There may be some customers,
businesses or cultures where telling a personal story
is regarded as inappropriate.
Tips: Know your audience and tailor your story
accordingly. Keep it succinct. Focus on why you’re
telling the story, eliminate unnecessary detail, and
when you’re done, stop.
Example: “When selling my house, I thought I
could save some money by going with a newer real
estate agent. After three failed offers, I finally went
with a proven agent who helped me price it correctly
and get my house in front of more potential home
buyers. In 3 weeks it sold for $10,000 over the
asking price. Like that experienced realtor, we can
help you avoid costly mistakes and make sure you
get in front of as many potential customers as
possible.”
Gain a competitive edge by being prepared to
deliver any of these 5 types of stories in your sales
n
pitch or presentation.

Julie Hansen is the Author of
Sales Presentations for Dummies.
Learn more about the power of Stories and
Performance in Sales here
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Advertise,
Partner, Promote,
Publicize
Whatever your requirements for the size your budget,
we can tailor a package for you: we have incredibly
attractive 12month partnership opportunities; major
event sponsorship availability or straightforward 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 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 … Sales Technology: Have We Become Overwhelmed
(Constrained) With The Appliance Of Process?

David Mattson

Jason Jordan

REGISTER HERE FOR THIS ROUNDTABLE

George Brontén

Tibor SHanto

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

A Journey Back to Your-Self
As someone committed to lifelong learning, I embrace the lessons the
universe teaches me. Some are more elusive than others, and most of the
time, you don’t see them coming, or the people who show up in your life
that are your greatest teachers.
verything, and everyone are significant.
Here’s a powerful lesson about life I was
reminded of by a wise receptionist at a
remote hotel in Peru. Open your eyes, and you’ll
find your greatest teachers are right in front of you.
It was almost 11am when I arrived at a small bed
and breakfast in Machu Picchu, Peru.
It’s been long journey and I was ready to lie down
for a muchneeded rest. I approached the front
desk, only to find no one was there. After a few
minutes, I walked around the front desk into the
back office and found a gentleman, sitting, reading a
book, relaxing and enjoying the breathtaking view.
“Hi. I’m checking in,” I said, half asleep.
“Welcome!” the man said enthusiastically. It turns
out this receptionist was also the owner. After
confirming who I was, he handed me my room key.

E
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“Thanks! Oh, one more thing. What’s the
password to connect to the internet?” I asked.
“We don’t have internet access here.”
Maybe it was jet lag or pure exhaustion. Maybe I
misheard him. So, I respectfully asked again. “I’m
sorry, did you say you don’t have internet access?”
“Correct,” the man softly repeated. “We don’t
have internet.”
“How do you get online and run your business?
How do you access the information you need or
stay on top of the news, latest business trends and
technology that could help build and manage your
business? I’ve traveled the world and every hotel
has internet, at least for the guests. Why don’t you?”
I inquired with great curiosity.
“How would that help me?” he asked.
“Well, if you were online, you could put up a

Keith Rosen

website, since I booked my room here through a
thirdparty website. Then, you could advertise and
create more awareness of your beautiful bed and
breakfast. Maybe discover new resources that can
help manage your business.”
“Why would I need to do that?” the man asked
with warm, calming eyes.
“If you did have an online presence, you can also
build your business.”
“Why would I want to build my business?”
“For one, you can bring in more guests.”
“Then what?” the owner inquired.
“Then you have an opportunity to expand your
business; maybe open up another bed and
breakfast.”
“Why would I want to do that?”
I complimented the owner on the beauty of his
bed and breakfast and asked how long it took to
build it. The man replied that it only took a little
while. The man said he had enough to support his
family’s immediate needs.
I then then asked, “But what do you do with the
rest of your time?”
The man said, “I sleep late, fish a little, play with
my children, take siesta, stroll into the village each
evening where I sip wine and play guitar with my
friends. I have a full and busy life, sir.”
“But with two properties, you can generate more
revenue, make more money, and hire a staff.”
“Why would I want to hire more people?”
“If you did, then you’d be able to delegate some
of your responsibilities, as you build a bigger, more
profitable business.”
“And, why would I ever want that?”
I encouragingly shared, “You would initially have
to work harder and spend more time to get these
additional properties up and running. But with the
profit, you can open another bed and breakfast.
Before you know it, you can own several bed and
breakfasts.”
The fisherman asked, “But how long will this all
take?”
To which I replied, “Anywhere from five to

fifteen years, depending on your goal.”
“But what then?”
“And then,” I concluded, “You can kick back,
relax, have more time to do the things you want to
do, and enjoy your family and the quality of your
life.”
The man stopped and thought for a moment. I’ll
never forget his response. Looking at me with a
warm smile and wise, elderly eyes, he profoundly
said, “What do you think I’m doing now?”
Wow. I had to travel across the world to be
reminded of this life lesson. Often in search of our
true self and what we think success looks like, on
our quest for more; more money, acknowledgment,
success, selfawareness, a better job, material
possessions that we think would truly make us
happy, it was this man from Peru who gave me a
wonderful gift. A gift of perspective and
enlightenment.

The Secret is You
Most people don’t realize that throughout your life’s
journey to achieve what you think you want, the
search isn’t where you go, but where you look. And
the meaningful journey to discover who you are and
the life you want starts by looking within. While
many of us work hard to amass what we think we
want, it doesn’t define you or who you are, and it
won’t bring you the authentic fulfillment and joy you
seek.
The journey to lifelong fulfillment, health,
meaning and happiness always starts and ends
n
within you.

Keith Rosen is the CEO of Coachquest. He
has written several best sellers including, Own
Your Day, and the globally acclaimed Coaching
Salespeople into Sales Champions, which still
reigns as the #1 bestselling sales
management coaching book on Amazon for
the last 8 years. Visit Coachquest.com
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Sales 2.0
As an executive business coach, I’m often asked what the differentiator
is between successful and growing businesses and those that are slow to
grow. My first response is always “Effective sales leadership.”

t is critical to have someone at the helm, whether
they are the business owner or a dedicated sales
manager that creates and shares their vision and
strategy while leading, inspiring and developing
others to high standards.
Beyond leadership, however, countless factors
contribute to the success of a growing company. In
my opinion, the second biggest differentiator is the
adaptability of the sales organization. Traditional
sales methods are no longer effective in today’s fast
paced world where technology has redefined almost
every aspect of business and life. Times have
changed, and so should your approach to sales. It’s
time for Sales 2.0.

I

each individual would determine his or her unique
method of selling. This may have been effective in
some ways, but to try and duplicate the results of
one sales rep, or to train a new hire would be nearly
impossible.
Research shows that processcentric sales teams
outperform those that rely on sheer selling skills and
the talent of their sales reps. Just as in
manufacturing, a process promotes known
outcomes, consistent products, and efficient (i.e.,
costsaving) behaviors. No one likes change, but the
sales landscape and customers’ needs have changed:
competition is stronger and the introductions of
advanced technology, digital marketing, and social
networking have greatly affected the way that sales
are made.
Isn’t it time your organization adopted the
principles of a successful system that will streamline
the sales process, ensure consistent execution, and
convert more leads to customers?
Sales 2.0 is the new age of selling effectiveness.
Today, companies want creative, innovative ways to
differentiate their business, compete more
effectively, close more accounts, and increase their
sales. Having a sustainable, repeatable, and
accountable sales process is the number one area
that aggressive, proactive companies should
address.

Sales 2.0 Methodology
Sales 2.0 Approach
Historically, sales approaches have been freeform
and unique to a sales person’s personality, talent,
style, and experience. Left to their own devices,
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At K.Coaching, we recommend a Sales 2.0
Methodology that explores the following:
l What are the clear differentiators in your

Krista Moore

business  your unique business proposition?
l What are your strengths as a company? What

l

l

l

l

has sustained time, economic conditions, and
competitors?
Have you reviewed your brand, image, and
messaging recently? Should it be updated to align
with your differentiators and strengths? Are you
sending the right message to your clients and
prospects?
Do your logo and tag line match the image and
brand message that you want to portray? Is it
current and relevant?
Are your sales, operations, and service
representatives living your brand and carrying it
to the market every day? Do they know and
understand the mission of your organization?
How can your sales process be better aligned
with marketing to be more targeted and
automated for greater impact?

Sales 2.0 Processes
After the above is determined, it is time to document
and validate your prospecting and sales processes.
A prospecting process may be as simple as a
phased approach: Prequalify, Uncover Needs,
Apply Solutions, and Close.
A sales process is a bit more involved.
1. Observe and document all of the steps that are
involved in turning a prospect into a customer.
2. Design a systematic system that reps can follow
to successfully win business and close accounts.
3. Take into account methods for winning new
business, selling more to existing clients, and
improving customer loyalty.
4. Create the job aids, tools, and resources to
support the sales rep through each phase of the
sales process; these include consistently
formatted letters, email templates, conversation
guides, scripts, client testimonials, and marketing
collateral.

A stepbystep guide and a tool set of polished
materials will enable your sales reps to be consistent,
learn and improve through repetition, close and
keep more business. Aligning a phased approach
with the correct marketing, job aids, training and
technology takes it to a different level of
effectiveness!

Sales 2.0 Execution
Once you have a documented sales process, you are
ready to execute the next generation of sales. A key
aspect of Sales 2.0 involves aligning your defined
sales process with an automation tool. Many
businesses are investing in technology with CRM
tools and data intelligence systems to help their
company and their sales reps become more process
oriented and more sharply focused. When used
properly, these tools and practices ultimately result
in better account management, improved retention
and penetration rates, and organized prospecting.
Sales 2.0 automation involves guiding the reps
through the sales process and prompting the next
steps, with appropriate, consistent sales and
marketing aids at their fingertips. This is a fresh
approach that will dramatically increase the
effectiveness of your sales team as they go from
being reactive to proactive. Particularly when it
comes to prospecting, having a proven and effective
template of steps to follow, with supporting aids and
metrics for measuring effectiveness will prove to be
invaluable. These tools ultimately result in a
shortened sales cycle, closing more business faster,
selling skills development, higher retention rates,
and the attraction of better sales talent.
Sales 2.0 is a powerful, proven concept that
aligns your organization’s mission with a current
sales approach to ensure aggressive and consistent
execution by everyone, every time and every day.
n
Results = business growth!

Krista Moore is President/CEO,
K.Coaching, Inc. Find out more here
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3 Ways to Add Value to Your Sales Meetings
(Most Sellers Don’t Do)
One of the most eye-opening stats from our latest research, Top
Performance in Sales Prospecting, is the lack of value buyers report receiving
in their sales meetings.
any sellers talk about value and say they
provide exceptional value to their
customers, yet few are actually delivering on
this promise.
In the study of 488 buyers, they revealed that 58
percent of sales meetings are not valuable.
More than half of the sales meetings buyers are
attending provide no value to them! Those sellers who
do provide value, however, have a great advantage.

M

What does value look like?
Sellers must get better at driving value in sales
meetings. This begs the question, what do buyers
value?
To find out, we asked the buyers in our study what
factors influence their ultimate purchase decision.
Their answers point to what they value most from
sellers:
l 93 percent: collaborates with me.
l 92 percent: educates me with new ideas and

perspectives.
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l 92 percent: provides valuable insight related to my

industry or market.
Here are three meaningful ways you can add value to
your sales meetings.

1. Collaborate with Buyers
Buyers want sellers who will work with and guide them
to make better decisions. They want sellers to be
consultants who facilitate discussions, push back on
buyer thinking, ask insightful questions, pull out ideas
from them, and provide expert advice.
They’re looking for sellers who will help them shape
the path forward together.
Buyers at both new logos and existing accounts
want sellers who collaborate. For example, we found
that top performers in strategic account management
are 2.2 times more effective at working collaboratively
with accounts to cocreate value.
Collaboration vs. Presentation – An Example of
Intestinal Meat
Everyone likes intestinal meat, right? I mean, it’s so

Mike Schultz

popular that it’s springing up on menu after menu in all
the busiest restaurants, and even the kids are eating it.
Well, maybe not, but collaboration might just be
able to make it happen.
One of the founders of organizational psychology,
Kurt Lewin, set up a test with two groups of
homemakers. His team lectured the first group on the
reasons and benefits of eating intestinal meat. They
also applied social pressure and played on the
homemakers’ senses of patriotism (“you’ll help the war
effort”) to persuade them. They even brought in others
to talk about how much they loved intestinal meat and
gave the homemakers recipes to try.
The second group participated in a facilitated
discussion. Study leaders asked the homemakers how
they might persuade other homemakers to bring the
benefits of intestinal meat to their families. They talked
it out, roleplayed conversations, and shared ideas.
The results were astounding:
l 32 percent of the collaborative discussion group

went on to serve intestinal meat to their families at
home.
l 3 percent of the first group did.
The collaborative process was 10 times more effective
than the pitchonly persuasion.
When you collaborate, buyers find your meetings
much more valuable.

2. Educate Buyers with New Ideas and
Perspectives
The emphasis here is on new ideas. What’s new to one
buyer may not be to another. What one buyer finds
insightful may only validate what another buyer
already knows.
If you want to provide new ideas, don’t start with a
presentation on something that may or may not be
new to the buyer. Instead, start by asking insightful
questions. Asking these questions can be extremely
valuable to both you and your buyers.
Once you help the buyer clearly understand the

situation, you can share your expertise, guide the
conversation, and inspire them with new ideas.

3. Become an Industry and ProblemSolving
Expert
Buyers want to know what’s going on in their market.
They want to know what other companies in their
industry are doing to succeed. You can be that source
of information.
In our Top Performance in Sales Prospecting research,
the top offers most likely to influence buyers to accept
a meeting or connect include: primary research data
relevant to our business (69 percent), descriptions of
the provider’s capabilities (67 percent), content 100
percent customized to our specific situation (67
percent), and insight on the use of products or services
to solve business problems (66 percent).
To start, use your company’s research on topics
relevant to buyers and deliver that research to them.
Or, collect case studies from your customers and
develop lists of best practices. Then, reach out to your
buyers with offers to share these best practices,
findings, or results in a meeting.
When you show up to the meeting, don’t pitch
your products or services. Deliver what you said you
would—the research, cases, or best practices — and
use this time to demonstrate how your products and
services help achieve these outcomes.
Don’t forget to ask questions and collaborate with
buyers to make it even that much more valuable.
In your next sales meeting, focus on collaborating
with buyers, educating them with new ideas, and
sharing marketing or industry insights. Do this and
you’ll not only deliver more valuable meetings, but
n
you’ll also win more sales.

Mike Schultz is a bestselling author of
Rainmaking Conversations and Insight Selling,
Director of the RAIN Group Center for Sales
Research, and President of RAIN Group, a
global sales training and performance
improvement company.
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Are You Opening The Door For Your Competition
4 Strategies to Stop Inviting The “Other Guy” To Dinner
When is the last time you made a call on your existing clients? No , I don’t
mean saw them, said hello or invited them to an event, I mean really made
a call. You actually scheduled the appointment, and prepared for the
conversation.
ou sat down and asked well thought out
questions, and you really listened. You
invested the time to learn what is going on
with them and about their challenges and their
goals. Perhaps it is has been a while, well you are
not the only one.
My husband and I just had our financial review
with our bankers, you know that twice a year
meeting you have to go over your accounts and
your investments. It was a great meeting, we talked
in detail about our accounts, our next steps, and
future goals. As we started to wrap up, our banker,
nonchalantly, asked when was the last we had our
insurance policies updated and reviewed? He was
referring to our life, longterm care, homes, cars, the
full review.

Y
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You see, over the course of our conversations
that morning, we had shared that it had been a busy
year. We were adding on to our home, a new room
and sun deck. We had also had purchased two new
cars, and were thinking about selling our beach
place. We had even gone so far as to joke about
how we would be in desperate need of an upgrade
on our homeowners policy one this edition was
complete.
The moment our banker asked that question,
asked when the last time was we had our insurance
policy reviewed. I realized just how closely he had
been listening to us, and I thought how sad for our
current insurance agent. Because I realized our
current insurance agent had just kicked the door
open and invited his competition in to take his

Meridith Elliott Powell

business. Plus he had made it so easy.
so you can rest assured you are well aware of
While we like our insurance agent, he is a nice
where they are headed and how you can help.
guy. We see him at events and talk to him on
occasion, he never, and may I repeat never,
3. Call Anyway – Even if clients say they don’t
proactively has a meeting or a call with us to update
want to see or talk to you, make the call or find a
or review our relationship. He just assumes
way to be visible with them anyway. If they are
everything is good on our side and if we need
good clients, someone wants their business ,and if
anything we will call.
you are not out there caring for that
In other words, he leaves the door
relationship you are just opening the
wide open, and invites the
door and inviting your competition in.
Put
these
three
competition in to take his business.
Well more than his business  his
4. Create Opportunity – Our client’s
strategies into
fees, his commission and any
are not aware of all the products and
place,
and
you
will
opportunity to grow this relationship.
services we offer, and it is not their
Not to mention future referrals.
not only close the job to know. When we are proactive
The whole exchange made me
we learn about the changes in their
door
to
your
think, how many of us in the sales
businesses, new challenges in their
profession are working hard to get
competition, but lives, and new and exciting
new business, only to leave the door
opportunities they have coming in the
you
will
put
wide open and invite our competition
future. We need to take that
in to take our business?
knowledge and that information and
yourself in a
match it to our products and services.
position
to
expand
Here Are Four Surefire Strategies
When our clients talk, we need to
You Need To Keep The Door Closed
relationships and listen and then think in our minds how
And Your Competition Out:
our products and services can help
build your bottom them achieve their goals. If we want
1. Don’t Assume – Understand you
to keep the competition, out we need
line.
existing clients are your best sales
to create more opportunity for our
force , and your easiest way to grow
customer’s do more business with us.
your business and portfolio. If they are happy and
well take care of they will tell everyone they know.
Put these three strategies into place, and you will
Never assume they are well taken care, loyal to you
not only close the door to your competition, but
or cannot be taken by your competition. You need
you will put yourself in a position to expand
to “re win” your existing business on a routine basis,
relationships and build your bottom line.
and treat them as if this is business you are trying to
And yes, we did answer our banker’s question.
win – because it is.
We let him know that we could not remember the
last time we had had our insurance reviewed or an
2. Be Proactive – seeing clients at Rotary, on the
update done. And yes, we would be happy to open
golf course or at a party does not count as a
the door and invite our insurance agent’s
n
proactive sales call. If is your job, not theirs, to reach
competition right in.
out and touch base. Contact them before they
Meridith Elliott Powell is the CEO of
contact you. Make a point to not only see your
MotionFirst. Find more here
customers, but have a great indepth conversation

“

”
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May’s Top Sales Post
Discovered  Data Reveals the Biggest Obstacle to
Closing More Sales by Dave Kurlan

H

umans have been waiting for thousands of
years to discover the secrets of life. Why are
we here? Why do bad things happen? What
happens after we die? Is Heaven real? What is
God's plan for us?
While many experts have attempted to answer all
of these questions, most of us lack proof. There's no
data. If we wake up tomorrow morning and
suddenly there are not only answers to these
questions, but sciencebased proof, that would be a
gamechanger for us.
Likewise, every day most companies try to
determine why their salespeople don't close more
business, why so many opportunities die on the vine,
and what they need to do differently to change
change their results. They try everything! Most

leaders think it's an issue of closing skills. It's not.
Others think it's about prospecting. While that has
an impact on the size and quality of the pipeline, it
has little to do with results. But I have discovered
the cause, will show you the data, and discuss how
to fix it.
Recently, Objective Management Group (OMG)
integrated its sales force evaluation and its pipeline
analysis. Previously, the pipeline analysis was a
separate chapter and while very revealing, the data
was standalone. OMG also expanded its analysis of
salespeople's ability to reach decision makers and
rather than a finding as it once was, it is now a full
competency with 8 attributes.
I have reviewed several dozen sales force
Read Full Article Here
evaluations conducted...

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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