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No Apology Needed!
Throw away self-induced inhibitors
and get down to business.
This is not about selling “like a man.” Instead, it is all about
effectively harnessing the attributes you
already possess as a woman.

In this book, you will learn:
•
•
•
•

How to change your mindset and position yourself for success
Methods to take control of the conversation
Strategies to connect with your peers and prospects
Benefits of transactional analysis and how to apply it to sales

Download your free chapter of the latest Sandler book
by Lorraine Ferguson, and learn how to succeed in a
professional sales role and develop a career that you
can be proud of.
“I will introduce you to an alternative selling approach
that does away with the negative connotations of selling
and allows you to make your mark as a professional
saleswoman who is proud of what you do with the
payoff where it counts.”
— Lorraine Ferguson, Sandler Author & Associate

©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. She is, together
with Byron Matthews, author of
Sales Enablement: A Master
Framework to Engage, Equip, and
Empower a World-Class Sales Force.

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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Leadership  Some Thoughts
About Greatness
“Some men are born great,
some achieve greatness, and
some have greatness thrust
upon them.” William
Shakespeare

“B

orn great” has two possible meanings 
either being born to a great position,
such as that of a hereditary monarch, or
possessing natural talents and/or virtues of an
exceptional kind. Clearly, not everyone born to a
great position is worthy of it, and relatively few
having the qualities of a great leader. But the
greatness of certain offices can rub off on their
occupants, who may not otherwise have qualities
out of the ordinary.
Some appear to have the gift of leadership but
are found to lack it when tested. Others are
recognized as “born leaders” and exercise effective

8
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leadership up to a certain level but prove disastrous
failures beyond that level. It is very hard to judge
the point beyond which a person will be over
promoted.
“Some achieve greatness” denotes, above all,
those whose greatness is selfmade. But all of the
really great leaders must be regarded as achievers,
whatever their advantages of birth and training.
Alexander the Great was born to kingship and
inherited a strong army. With Aristotle as his tutor,
he was perhaps the most privileged person,
educationally, that there has ever been.
Nevertheless, what he achieved in his short life was
beyond anything that could remotely have been
expected of him.
Much the same is true of Julius Caesar. He was a
young Roman aristocrat whose career began as a
demagogic politician, but who turned out to be a
military commander of genius. The trajectory of his
career could never have been predicted.

Editorial

Napoleon is the supreme example of the utterly
selfmade leader – the man who “achieved
greatness” by his own unaided efforts. When he
was on his way to St Helena, he was still slightly
younger than John F. Kennedy at the time of his
assassination. And Napoleon was not a millionaire’s
son. Of course, he was privileged in another way,
having the good luck to be born in a revolutionary
period, when opportunity beckoned to a man of his
phenomenal talents. But luck is a precondition of
most human achievements  natural leaders know
how to exploit their luck.
Most of those who achieve anything in the world
are ambitious, and some have very exalted
ambitions which they have never the chance to
realize. A few rise higher than they, or anyone else,
could have imagined  and then prove equal to the
challenge.
Like those born to great offices who prove,
against the odds, worthy to hold them, such people
have “greatness thrust upon them”.
A case in point was Harry S. Truman. He was not
born great and seemed unlikely to achieve
greatness beyond the level of a US Senator. Only
Franklin D. Roosevelt’s incredibly casual, last
minute choice of him as runningmate for the 1944
election, soon followed by Roosevelt’s death,
precipitated him into a situation where, as he said,
he felt that the moon and stars had fallen on him.
But he grew in the office of President and achieved
a stature that surprised everyone, including
probably himself. He was a man who seemed to be
over  promoted but was not.
Churchill and de Gaulle, two of the greatest
leaders of modern times, also depended upon
chance for the fulfillment of their potential. But
they had formidable talent and limitless selfbelief.
Destiny seemed to wait on them. They were
manifestly above the ordinary run of humanity and
made no attempt to conceal the fact.
Leadership is partly a confidence trick, and those
who practice it cannot afford to be too predictable.
Some have alternated ruthlessness with generosity

(this was one of Caesar’s trademarks). Others have
appeared at times to be listless and drifting, only to
spring suddenly to life (this was Stanley Baldwin’s
style).
Democratic leaders have the difficult task of
both guiding the people and seeming to respond to
the popular will. Autocrats are obviously freer to
exercise leadership, but among them the most
successful have been aware of the need to be loved
and admired, as well as feared. Just as many of the
best democratic leaders have been natural
autocrats, restrained only by conscience and
realism. The essential qualities of a good leader are
much the same, whatever the environment.
Of all the qualities needed for leadership, only
one is indispensable – courage. Without it, all the
others are more or less useless. Courage has been
shown by all who we recognize as true leaders,
from Alexander the Great to Margaret Thatcher. A
leader must have the ability to take hard decisions
and calculated risks. This rule applies at all levels
and in all situations – in school, factory, boardroom
or sporting arena, no less than on the battlefield or
in the council chamber.
Leaders have to give courage to others while
creating the illusion that they know exactly what
they are doing. In Shaw’s “Caesar and Cleopatra”
when one of Caesar’s officers says something
intended to lift his spirits, he replies witheringly:
“Do you presume to encourage me?”
Shaw, like Shakespeare, knew what leadership
was about ….
So, you see, when I am asked the question: “Are
great leaders born or made?” there is no definitive
answer: They are born with certain personality
traits; certain characteristics …. But leadership skills
have to learnt. There is always an apprenticeship
n
period to be served.

Jonathan Farrington is the CEO of
JF Initiatives (Top Sales World, Top Sales
Magazine and the Global Sales Directory).
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Crushing Quota: Proven Sales Coaching
Tactics for Breakthrough Performance
Jonathan Farrington
Interviews Sales Coaching
Expert and author of
Crushing Quota, Vantage
Point CEO, Michelle
Vazzana.

JF: I understand you’ve just published Crushing
Quota, Proven Sales Coaching Tactics for
Breakthrough Performance. Tell me how this relates
to your prior bestselling book, Cracking the Sales
Management Code.
MV: Cracking the Sales Management Code was our
blueprint for how to use metrics to manage the sales
force. We defined how to create clarity for
salespeople and how to use data to manage
performance. Cracking the Sales Management Code is
not a coaching book. Crushing Quota is. It’s an

10
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operating manual for sales managers who want to
coach in ways that get more salespeople to quota.
JF: How is Crushing Quota different from the
multitude of other coaching books on the market?
MV: Firstly, it is the result of two multiyear research
projects into the coaching practices of high
performing sales managers. It’s based on science,
not anecdote. We went into the research with an
open mind and were quite surprised by some of our
findings. I’ll tell you more about that in a few
minutes.
Secondly, Crushing Quota makes sales coaching
tangible and executable. Many other sales coaching
books either focus very narrowly on conducting
better coaching conversations or are so broad that
they attempt to cover all tasks within the sales
managers purview. Crushing Quota does an
incredibly deep dive into the critical decisions a sales
manager must make to coach their salespeople to
quota attainment.
JF: Michelle, in your opinion, what are the key
things a sales manager must do to be a great coach?
MV: The most important thing is to create clarity of
task for salespeople. Every salesperson wants to
succeed, to hit quota, they just don’t always know
how. It is the sales managers job to ensure that
every salesperson on their team is abundantly clear
about which activities are most vital to success in
their role. Activities are the only thing that a sales
manager can directly manage, and our research
revealed that coaching to activities is the only type
of coaching that is directly related to quota
attainment. Not all sales activities are equally
impactful.
Next, managers must determine the best way to
coach those activities that matter most. Managers
have very little discretionary time and the way they

The Jonathan Farrington Interview

choose to spend their coaching time matters. In
Crushing Quota, we share important research
findings about the different types of sales coaching
managers can provide. We help managers prioritize
their coaching effort for maximum efficiency and
effectiveness. We take the guesswork out of sales
coaching.

successful managers do not spend more time in the
field or coach more than their lowerperforming
counterparts. This last point was extremely
surprising.
In addition, we found that not all types of
coaching benefit from formality. Management
rhythms or cadences are the new best practice
being bandied about. While it’s true that many types
of coaching benefit from a repeatable, predictable
rhythm, not all do. Some types of coaching,
specifically call planning, are more effective when
done asneeded. This was initially surprising to us,
but now it makes sense. Most sales calls are not
planned months or weeks in advance. The best time
to plan a sales call is close to when it is scheduled to
occur. Other types of coaching, such as opportunity
strategy and account planning tend to benefit more
when done within a management rhythm.

JF: Why is getting sales managers to coach so
challenging? Why are they not doing more of it?
MV: That is the thorny question everyone is trying
to answer! Every manager coaches their salespeople
to some degree. The most important distinctions
between how topperformers coach compared to
their lowerperforming peers are not obvious or
intuitive.
Conventional wisdom about sales coaching is one
of the primary reasons managers don’t coach as well
as they could. For example, most sales managers
believe that the most important type of coaching is
attending sales calls with their salespeople 
coaching in the field. Our research revealed that the
lowest performing managers spend the most time in
the field. The lowest performers also report
coaching more often and for more hours per month
than the highperformers. Managers are more
pressed for time and distracted than ever before.
They also manage more salespeople. Most of the
circumstances in a sales manager’s daytoday
environment are downright hostile to coaching.
Managers need a way to sort through the chaos
of their job and create enough space to coach. The
key is to help them prioritize in ways that
dramatically improve their effectiveness without
giving them more to do. No other coaching book
helps simplify the life of a sales manager while
dramatically improving their effectiveness. That’s
what Crushing Quota does.

JF: What are the most takeaways a manager can
expect by reading Crushing Quota?
MV: Managers will learn a researchbased method
for providing direction for their salespeople to help
improve their chances of making quota. They will
learn how to help salespeople work smart, not just
hard.
Second, they will learn how to prioritize their
coaching effort on activities that matter most. They
will learn what to coach. But we don’t stop there.
We share deep insights from our research on how to
coach different sales activities, specific tactics that
work. Finally, we share research on how to formalize
the types of coaching that benefit from
formalization. We help managers learn when, or how
often to coach for maximum impact. We provide the
details necessary for a manager to develop a
coaching approach that has been proven to get
n
more salespeople to quota.

JF: I am very interested to learn what were some of
the biggest surprises that came out of your
research?
MV: I’ve mentioned two of them already – the most

To learn more about Vantage Point,
please go here. Want to “try before you buy?”
Download the first two chapters here
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Sales Leadership
The Essential Leadership Framework to Coach Sales Champions,
Inspire Excellence and Exceed Your Business Goals
Order now, save 32% and get $1,250 worth of additional sales leadership resources free!
Plus, order Keith’s time management book, Own Your Day here for 70% off!

The New Standard for Sales Leaders
“Sales Leadership will take organizations to the next level of success that many sales leaders struggle to achieve!”
Marshall Goldsmith, New York Times bestselling author
“An insightful and knowledgeable playbook for leaders. Read this book today and start making a massive impact tomorrow.”
Keith Ferrazzi, author of Never Eat Alone
“Keith makes the coaching conversation easy and provides techniques that create breakthroughs in minutes!”
David Cohen, Vice President of North American Sales, LinkedIn
“Here’s your playbook to creating sales champions and future leaders by developing your most important leadership habit –
effective coaching.”
Nathan Stone, Country Manager, New Business Sales, Google
“A succinct and practical guide for getting the best from others and yourself that every people leader needs to refer to daily.”
David Jullo, Country Leader EMEA, Microsoft
“Sales Leadership outlines how to develop top performing coaching cultures by making coaching and your people
your #1 priority.”
Tony Owens, President at Salesforce

GET THREE FREE CHAPTERS!

Keith Rosen

10 Coaching Questions That Work
in Every Conversation
When coaching, finding the
right question at the most
appropriate time is a skill,
mindset and an art, which
often makes the coaching
process difficult.
ven with daily pressures and tight schedules,
when supporting others, there are always
baseline facts you need to know in every
situation to ensure the coaching and advice you
offer is relevant and valuable. If you want to learn
how to coach in 15 minutes or less, these 10
questions will easily guide you on a clear
conversational path to cocreating outstanding
results.

E

Resetting the Intention of Coaching
Regardless of the coaching framework you use,
every framework consists of wellcrafted, precision
based questions to facilitate the conversation, which
empowers people to selfreflect and arrive at a
solution or new insight on their own.

At the core of coaching, the theory is simple: To
tap into each person’s individuality by starting every
conversation with the intention to understand each
person’s point of view, goals, motivation, skill set,
priorities, strengths, behavior, and way of thinking
through the strategic use of well timed, openended
questions.
Powerful questions encourage people to develop
their own problemsolving skills and amplify their
selfawareness. And if they can’t see their own gap,
limiting thinking, what they need to change, or
create an effective solution, only then is the timing
right for the coach to share an observation that the
person would benefit from which they could not see
on their own.
Coaching is not an event but who you are.
Exemplary leaders who are insatiably curious and caring
lead every conversation with questions, rather than
answers.

Have You Retired from Being the Chief
Problem Solver?
Conversely, once you attempt to solve someone’s
problem, even with your good intentions, you’ve

TOP SALES MAGAZINE NOVEMBER 2018
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adopted their problem and made it your own,
relinquishing ownership rights and accountability
from the person who brought this gift to you, which
you kindly accepted. Consequently, their daily
challenges become the gift your direct reports keep
on giving.
The real gift is ensuring your direct reports keep
this gift for themselves to work through their
challenges and goals on their own, as it will become
their most cherished gift you give  the gift of
personal
growth,
confidence,
personal
accountability and selfawareness.
With the right questions, the coachee creates the
solution or solves their own problem. Now, it's
theirs, so they now have ownership of the outcome,
not the coach. And if the coachee created the
solution, they're more apt to act on it, rather than
being told what to do.
It doesn’t matter if you have the perfect answer.
People often resist what they hear but they believe
what they say. That’s why the question is always more
powerful than the answer.
I have found that the 10 questions in this article,
which are part of my L.E.A.D.S. Coaching
Framework, apply in practically every conversation.
I've also provided some insight around the intention
of certain questions, and why they must be asked.
These questions are sure to make your coaching
more timely, effective and intentional, now that you
have a path of chronological coaching questions that
will guide the conversation and best support the
development of your people, while challenging them
to bring out their best. These questions will give you
a start and end point in every conversation,
preventing you from floundering in the coaching
abyss and derailing your coaching when searching to
find the right questions to ask.
When you give people the space to share ideas,
be heard and acknowledged, it strengthens people's
confidence, along with the level of trust that's
essential for great coaching and collaboration to
occur.
Of course, depending upon the conversation,

14
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you may not need to leverage every single question,
which is why you can make a measurable impact in
15 minutes or less. However, as you use them
throughout your coaching efforts, you'll start
recognizing the questions that work best for you.
Keep in mind, this is just one of many ways to
facilitate an effective coaching conversation. And if
you don't have a great manager or a coach in your
corner, you can also leverage these questions for
selfcoaching! (Just don't argue with yourself over
the responses you hear. ; )
Tip from the Coach: Don’t over-engineer your
coaching! If you keep digging, you’ll keep finding more.
Coach one gap at a time.

10 Questions That Work In Every
Conversation
1. What is the outcome you’re looking to achieve
here?
2. Can you share the specifics of what’s going on?
3. What have you tried so far? (This avoids the
closedended interrogation question: "Did you
try A, B, C, D, etc.)
4. How have you handled something like this
before? (What was the outcome?)
5. Why do you think this is happening? (What’s
another way to look at this/respond? What else
can also be possible/true? What assumptions
could you be making here? (Stimulate critical
thinking. Get to the root cause or the Gap.
Uncover a new possibility or coaching moment.)
6. What's your opinion on how to handle this?
(While everyone may not have a solution or be
comfortable sharing an answer in fear of being
wrong, EVERYONE has an opinion. And opinions
are never right or wrong, which is why you will
avoid the, "I don't know," response. Now, you
can always uncover their point of view first,
before you share yours.) If I wasn't here, what
would you do to achieve/resolve this? If we
were to switch roles, how would you handle
this?

Keith Rosen

7. What’s the first thing you need to do to
(resolve/achieve this)? (What would that
conversation sound like when you talk with......?
TIP FROM THE COACH: Coach activity AND
the message! The Big Miss for managers is
stepping over the myriad of opportunities to
coach your people on their message, talk tracks
and communication.)
8. What resources do you need? (Who else do you
think needs to be involved in this? How else can
I support you around your efforts to complete
this? (Danger: Don't ask, "How can I help?" In
the coachee's ear, this translates into, "What
responsibilities and tasks do you want me to do
for you?")
9. What are you willing to commit to
doing/trying/changing (by when)?
10. When would you like to reconnect to ensure
you have achieved the result you want?

If you're still holding on to your role as Chief
Problem Solver, it's time to hang up your cape. If you
really want to be a hero, bring out the hero in those
n
around you by coaching them to excellence.

The answers you get are only as good as the questions
you ask. That's why the question is always more
important than the answer.

All Aboard the Coaching Express
Many managers operate under the faulty belief
that you only coach when solving a problem,
dealing with underperformance, or jumping in to
help close a sale. Coaching transcends beyond this.
That's why every conversation is a coaching
conversation.
Leading with questions rather than with
answers will stretch the coach and the coachee
beyond the typical, superficial, result driven,
firefighting conversations, which get stressful,
redundant and frustrating.
And with these 10 precise, intentional
questions, you have a model to follow in order to
coach like a pro  in 15 minutes or less. Now, you
have the tools to create richer, more engaging
conversations that naturally lead to superior
outcomes.

Keith Rosen is a globally recognized authority
on sales and leadership and CEO of Profit
Builders, named one of the Best Sales
Training and Coaching Companies Worldwide.
Rosen has written several bestsellers,
including Sales Leadership, Own Your Day
and the globally acclaimed Coaching
Salespeople into Sales Champions, winner of
five international best book awards and the
#1 bestselling sales management book on
Amazon since 2010. Inc. and Fast Company
named Rosen one of the five most influential
executive coaches. Visit KeithRosen.com.
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Beware the Monkey’s Paw
Along the docks in major
ports you see massive
ropes, mooring lines
securely connecting huge
vessels to land. Docking
these ships is complicated and getting
those ropes down to the piers is a problem
that creative seafarers solved long ago.
hey wrapped the roping around itself at the
ends, creating what appeared to be clenched
fists or monkey’s paws. Sailors heaved them
from the decks to dockhands far below, who caught
them, safely securing them. Something small,
therefore, brings in something large. David Sandler,
Sandler Training’s founder, related the concept to
selling, helping countless sales reps win business by
proposing smaller pieces of larger deals to convince
prospects to take action – monkey’s paws.

T
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They’re especially powerful where the price or
scope of a large contract might be intimidating but
something smaller gets the deal moving. Or when
validating a solution’s effectiveness eases doubt in a
prospect’s mind.
With enterprise selling’s complex solutions often
bundling multiple providers’ offerings together,
monkey’s paws take on many sophisticated
variations. Pilot projects are proposed to allay
prospects’ fears, proving an ultimate solution’s
effectiveness through addressing some subset of
the account’s overall needs. Prototypes also
simulate full solutions or parts thereof and may or
may not have reusable elements. Trials are
commonly employed as smallscale initiatives,
testing planned engagements to weed out flaws
prior to fullblown implementations. Proofsof
Concept (POC’s) preview larger solutions through
smaller, limited duration exercises, providing
validation and insights into the provider’s ability to
deliver. And Minimum Viable Products (MVP’s) are

Brian Sullivan

barebones implementations, impacting only a
minimal amount of features and functionality while
hopefully creating value, sparking user engagement,
and generating valuable feedback to enhance the
full solution. There are many other ways to facilitate
test drives in the enterprise world, some as complex
as the bundled solutions they preview. And of
course, we also see entrylevel vehicles in selling to
small and mediumsized businesses. I think back to
my Xerox days and our common strategy of giving
equipment demonstrations, a practice still popular
with software, facilitated now through the
convenience of edelivery.
There’s no question that these variations of
monkey’s paws can be hugely effective in helping to
win business. And if an enterprise deal really and
truly depends on “Prove it or Lose it”, these vehicles
often provide the verification, sealing the victory.
But, taking all this into account, “Beware the
Monkey’s Paw!”.
Why? Think about it. Betting on introductory
engagements, regardless of form, is fraught with risk.
When you begin such initiatives, you can be assured
that all the client team members are fully aware that
their commitment to you is only temporary, whether
or not you’re being paid. From the executives to the
actual users, their connection to you in this awkward
time will be much softer than if you had secured the
full business. Their availability, their guidance and
their candor all come at arm’s length. And given that
the ultimate prize is still in doubt, those client
contacts who favor a competitor might not directly
sabotage your efforts but may be less than helpful,
while confidentially keeping their preferred partner
in the loop on what’s happening.
With your team working diligently to prove value,
you’ll be judged in the spotlight’s glare. Your every
action will be monitored, with mistakes tallied and
magnified by the likely hovering presence of
contracts and legal team members. The high stakes
and high risk equate, of course, to high costs for you.
Again, whether billable or not, monkey’s paws
almost always bring great expense. For in your often

superhuman efforts to overdeliver to insure, at all
costs, transition to the big win, you’ll overspend in
finances, time and effort. And as for your people, your
likely diversion of the best and brightest to this critical
initiative will leave a debt to be paid. As the expense
faucets flow, the opportunity costs will pile up.
And the monkey’s paw minefield also presents
the very real danger of free consulting. Visibly
exposing your capability, innovation and ideas in
your efforts to impress can often divulge too much.
Successful initiatives can end with newly
enlightened clients positioned to continue on with
the process by following the steps you outlined. On
their own, without you. Or even worse, partnered
with a competitor. Or maybe the effort goes so well,
that the client wants to give you the big deal, but at a
reduced price. Beware, indeed.
So, how should you proceed? First, make certain
that you comprehensively prepare and follow an
effective process in building your solution with due
diligence. Your Go/NoGo analysis must insure that
both the account and the deal are right for you. You
must know for certain that they fit your profile.
Then, when accounts demand pilots, trials or POC’s
after having requested proposals for full
engagements, make every effort to stand your
ground. If some type of monkey’s paw must be
delivered due to legitimate issues of the timing of
funding or verification, proceed with great caution.
And only after gaining concrete agreement on the
risky introductory initiative’s clearlydefined end
point. And only only after you’ve made the business
case for proceeding in full partnership from the
outset, exuding confidence in your total solution.
And only, simply put, if you absolutely must. Be smart,
of course, but don’t do yourself, your team or your
solution a disservice. For in the end, you’ve earned
n
the right to win the full business you’ve bid on.

Brian Sullivan is Vice President of Sandler
Enterprise Selling at Sandler Training
Find out more here
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Case History – How Sales Reps
Went from Losing to Winning
Last month, I showed 65 reps, in one company, how to make the transition
from a transactional, relationship-based approach, to a consultative
approach to selling.
t was eyeopening, dramatic and controversial.
There was discomfort, resistance and fear. They
observed how a consultative conversation
sounds completely different from a transactional or
relationshipbased conversation. And they observed
how dramatically different the outcomes are.
It was the subject of a companywide podcast. It

I
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was talked about. It was celebrated.
What this salesperson accomplished had never
been done before.
Before last month, most of the reps in this sales
organization had visited their prospects an average
of 15 times each with nothing to show for it. They
thought they had developed relationships, trust and

Dave Kurlan

credibility but the reality is that they were merely
reps, showing up, and wasting everyone’s time. The
relationships weren’t strong enough to leverage and
the reps didn’t know enough about their prospects
for their products to be positioned as a solution to a
problem. None of their prospects had even admitted
that they had any problems, stating on more than
one occasion that they were perfectly happy with
the status quo.
Can a consultative approach be so much of a
game changer that prospects who were resistant
and unwilling to admit they had problems, to state
that this “is a big problem” and want to fix it?
The short answer is yes. The longer answer is it
depends.
It depends on how we define a consultative
approach, how that approach is demonstrated,
whether that approach is shared in the context of a
sales process that supports a consultative approach,
whether the sales managers have been trained to
coach to the process and the approach, whether the
salespeople are boughtin, coachable, and motivated
to improve, whether the training is reinforced over
time – for example – twice per month for a year, and
whether the company is committed, from the top
down, to change.
Ask 100 people to define consultative selling and
you’ll get 100 different answers. Even after being
trained to sell consultatively, most salespeople think
they should write out some questions, start asking a
few, and as soon as they get some answers,
transition over to presentation mode.
But that’s not consultative selling.
A consultative approach to sales begins with a
single question. One that gets the conversation
started. There might be 50 answers and follow up
questions before a salesperson has learned enough
to summarize the conversation, packaging it in such
a way that the problem can be articulated, along
with the consequences, cost, prognosis, and
personal, emotional impact. In order for all of that to
come out, the salesperson would have to ask some
good, tough, timely questions and have the difficult

conversation that nobody else has had, causing an
aha moment. That’s the point of differentiation. In
order to ask all of those questions, they must have
active listening skills, something that most
salespeople never learn, roleplay or execute.
Listening skills. That’s the number one
prerequisite to successfully execute a consultative
approach to selling.
Then there’s Sales DNA.
Specifically, there are 3 elements of Sales DNA
that are needed to support a consultative approach:
1. You Don’t Need to be Liked: When salespeople
need to be liked, it’s difficult to ask lots of
questions, especially good, tough timely ones,
and even more difficult to challenge and push
back. If you aren’t comfortable with that, you
can’t take a consultative approach.
2. You Control Your Emotions: When salespeople
struggle to stay in the moment because they
can’t stay out of their own head, and stop
listening to their own thoughts, they aren’t able
to listen and active listening skills won’t exist.
Without active listening, you can’t take a
consultative approach.
3. You are Comfortable Having a Financial
Conversation: When salespeople believe that it’s
not polite to talk with people about their money,
they avoid those conversations, making it
extremely difficult to monetize or quantify the
consequences of the problem that is uncovered.
If you aren’t comfortable talking about money,
you can’t sell consultatively.
So, this salesperson did it all, had the tough
conversation, created urgency, turned her prospect
around on a dime and it was such a big deal that she
is now a hero.
n
Are you ready to follow in her footsteps?

Dave Kurlan is CEO of Objective
Management Group and Kurlan & Associates.
Find out more here
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The Future Of Sales Lead Generation
Our ability to work well with technology is critically important. Already, we
see top-performing sales talent leveraging AI-driven technology to better
meet the needs of their customers.
ots are acting on our behalf to set meetings,
send relevant messages, and replace the
mundane aspects of sales that we’ve dreaded
for decades.
Amidst all this technologicallydriven change;
every salesperson needs to seriously consider the
level of value they provide their employer and
customers to fund their role. The Sales
Development Rep (SDR) is most at risk as more than
50% of what they do can be automated today or in
the near future.
“AI will accelerate the extinction of simple ordertaking sales. It will enhance consultative sellers’ ability
to win more customers by effectively articulating
business value. AI-powered sales learning tools will
suggest actions, micro-training, and just-in-time
content for reps - based on assessment of the
customer's needs, the rep's skills and experience, and
the competitive dynamic during sales, like the way
Netflix recommends movies”  Yuchun Lee, CEO and
Cofounder, Allego

B
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The rise of Sales as a Service
Significant capital is being invested in 'AI for sales'
and ‘sales as a service' as it represents the Holy
Grail of sales automation. Success, however,
demands an insane requirement to blend
technology with humanly nuanced messaging.
Cracking the 'sales as a service code' will yield a
step change for enterprises in pushing down
[human] costs and driving up profitable revenue.
“This is why investing in improvements at the top of
the sales funnel, particularly in early prospect and lead
qualification are so valuable: they save the time and
energy of a startup’s go to market teams and can
meaningfully improve unit economics." – Tomasz
Tunguz, VC at Redpoint
The climate we're living in with SDR ‘spray and
pray’ is downright comical. SDR’s are an expensive
cost if they just sit on the phone and make 100
futile dials alone. Intelligent combinations are the
key and you're up the creek without a paddle

Tony Hughes

without ConnectandSell, SalesLoft or something
like Prospecting as a Service or Sales AI to augment
the SDR function.
You've either got to vastly increase contact rates
on the phone or invest in a brand new dimension of
prospecting solution stack to have a fighting chance
in emerging markets. Arming reps with the
appropriate tech stack may not be enough... I see
most people bewildered by the complexity and
abundance of technology choice for their next
activity.
Sure, Smart SDR’s can thrive and crush numbers
with platforms like Outreach.io, Groove, and
Salesloft but it is still coal mine worker level of
manual effort. The reality is that SDR’s do an
average of 93.8 activities per day and these
activities lead to an average of 13.6 meaningful
conversations, resulting in 12.3 opportunities
accepted per month and almost 12 closed deals per
quarter.
Let's analyze that data – 93 activities per day?
That's astronomical if only 13 are a live
conversation
with
a
genuine
human.
ConnectAndSell fixes that by upping dials to 1,000
a day per rep sending live conversations frequently
over the 50 mark. Blended combinations in
SalesLoft (phone, voicemail, email, social) can fix the
gap by organizing your touches diligently.
But are we just keeping a dying breed on life
support? 25% of SDR’s fail within 4 months and the
average tenure is just 14 months.

AI or SDR, who will win?
Imagine 12 opportunities automatically opened for
you if the benchmarks above hold true and all
you're focused on as a rep is... wait for it... closing
new business!
Three scenarios play out:
1. SDR’s disappear entirely replaced by AI that
evolves to use the phone. Ethical dilemmas

aside, have a look at what Google Duplex could
achieve for you.
2. SDR’s morph into a strategic selling function or a
data science analytics discipline that trains AI.
SDR could become orchestrators of tools and
algorithms.
3. AI simply augments sellers of all stripes across
the entire funnel. AKA a digital sales assistant for
heavyweight sellers who can carry executive
conversations, negotiate and close.
Futurists believe these phases will occur in reverse
order. It proposes a cataclysmic threat to millions of
sellers as we know it unless you simply anticipate
and acquire new skills.
Should salespeople study computer science,
applied statistics, and become quants? Will Sales
Engineers and Product Folks be the architects of
insight in the future as bots interact at the speed of
light?
Will strategic insight itself be able to be
synthesized by artificial intelligence or can
salespeople
become
more
strategic
and
consultative to keep safe from the great pruning of
2035?
The answer is somewhere in the middle and the
exciting innovations coming from disruptive
entrants not even listed on the game board yet.
I’ll leave you with this quote to ponder…
“There is no reason and no way that a human mind
can keep up with an artificial intelligence machine.” 
n
Gray Scott

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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Coaching: It’s Driving Strong Results.
What About You?
Do you value coaching to help your sales teams perform better and more
reliably? Then why are you doing so little of it? Pardon my presumption, but
new research shows that most sales leaders believe in coaching — and
most don’t do it.

ccording to a survey of more than 200 sales
leaders,
conducted
by
the
Sales
Management Association and Integrity
Solutions, threequarters of those surveyed say that
coaching is important. And just about the same
percentage — 76% — say they don’t coach much or
at all.
Perhaps more importantly, organizations that are
effective at coaching reap incredible benefits —
including an increase in sales of 15% over firms that
don’t coach. The last point is key, because even if
firms were coaching, only 46% of those surveyed
thought they were effective at it.
If coaching is so important — and so valued —
why don’t more sales leaders coach? The top reason
cited: They have no time. Though they’d like to
coach, they’re simply too busy. When we double

A
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click on that, we discover that most sales leaders
lack confidence in their ability to coach effectively.
Why’s that? Our research showed that managers
often don’t know what coaching is — many
organizations lack a proper definition of coaching.
To go further, more than half of the sales leaders
surveyed were never trained how to coach — and
were never coached themselves.
We define coaching as building people and
helping them become their very best. But too often,
sales leaders see coaching as a performance
appraisal — exploring specific numbers and targets,
or coaching to specific deals.
To differentiate between managing and
coaching, think about where everyone sits at the
table. If salespeople are being managed, per se, it’s
as if they’re across the table from their manager
being grilled about their performance. But if the
conversation involves coaching, it’s as if they’re on
the same side of the table and the focus is “how do
we achieve important goals”.

About Coaching Proficiency
Coaching proficiency is best understood across a
spectrum—most organizations fall somewhere
between novice and advanced. How can you know
where you are, and how can you shift your
organization to greater coaching effectiveness? Rate
your organization according to these four levels:
Novice: Organizations at this level do barebones
coaching, if they do it at all. Mostly, coaching is not
on the radar screen of senior leadership at novice

Mike Esterday

organizations. In fact, leaders see coaching as a
waste of time, holding the view that salespeople
need to “be out there” selling, pure and simple.
Managers decide whether or not to coach.
Beginner: Senior leadership is aware that
coaching happens in scattered pockets, but they do
not see it as critical to personal or firm success.
Managers consider themselves too busy to coach
more than quarterly. If salespeople ask for coaching,
they may or may not get it. If managers are required
to coach their people, they decide what “coaching” is
and go from there.
Mature: Senior leadership in organizations
typically see coaching as important. They encourage
it and hold managers accountable to coach.
Managers see coaching as a good use of time.
Coaching is built into the talent management
system. Often, managers are selected based on their
coaching abilities, and they’re rewarded, in part, on
their success in developing people.
Advanced: These organizations see the benefits
of coaching across the board. Senior leadership
views sales coaching as critical to success. They hold
managers accountable and put them in a position to
succeed at coaching. Additionally, managers have a
high degree of coaching confidence: They know
coaching delivers results and frees up time for them
to focus strategically.

Seven Insights for Building a Coaching
Culture
It doesn’t happen overnight and requires focus, but
here’s how to build towards greater coaching
effectiveness:
1. Define coaching: What it is and most
importantly, what it isn’t. Coaching is about
building people and developing them so they can
perform at a higher level. It’s not performance
evaluation.
2. Implement a coaching system: A simple,
structured approach to coaching anyone can

3.

4.

5.

6.

7.

use—so they’ll actually make time to do it— and
that yields concrete results.
Build accountability: Senior leaders need to be
coaching
managers
and
holding
them
accountable to coach. It should be part of
everyone’s performance evaluation.
Coach to Achievement Drive. Overall, many
sales leaders don’t seem to grasp the importance
of motivation (what we call Achievement
Drive) as an outcome of coaching, although it is
one of the most important coaching topics.
Include high performers. The biggest lift can
come from coaching salespeople who are already
good at what they do. Our research supports
that: When presented with seven scenarios,
respondents selected “high performers” as least
likely to receive coaching (36%). And yet, of
those seven scenarios, high performers receiving
coaching is one of the two yielding the biggest
bump
in
sales
performance
objective
achievement (10%).
Coach your managers. 55% of managers report
they’ve never had any training in coaching. As
important as it is to train managers on how to
coach, it is equally if not more important to
provide sales managers with coaching.
Know that not everyone is coachable. If there’s
someone on your team you don’t trust or who is
not willing to take responsibility for his/her
results or career through the coaching process,
then you won’t get good results from coaching
this person. You will be wasting your and your
sales rep’s time.

Bottom line: When an organization trains all
managers on a structured coaching process and
holds them accountable to coach, sales and
n
productivity increase.

Mike Esterday is the CEO of Integrity
Solutions, the sales performance, coaching,
and customer service firm headquartered in
Nashville. More details here
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Recruitment and Retention:
Words and Actions Must Match
I got a call recently from a
former colleague asking if I
would be comfortable being
a reference for him.
f course, I was happy to do this, as this
person worked for me previously in two
different companies and had performed
exceptionally well. He was super excited and all set
to accept a new job reporting to the CEO of a high
growth IT Services firm.
But then, the written offer letter, when it arrived,
failed to reflect some of the specifics of what they
had previously discussed, and the compensation
plan had details that also had never been discussed.
No problem, as the candidate called the CEO, and
while he did not apologize, he agreed to fix the
“oversights.” The next version of the letter was
better, but still not perfect. The candidate had to go

O
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back yet one more time to get the written offer
letter to accurately reflect the conversation leading
up to the offer.
In another situation, an accomplished executive I
know well agreed to join a highgrowth software
company that wanted to transform sales and
marketing, go forward with an outside capital raise
to fund an aggressive growth strategy, and triple the
size of the company over the next few years. This
was an achievable goal as this company was in a hot
space and their technology was superior to the
alternatives in the space. One of their competitors
had recently been sold to a strategic buyer for a
multiple of over ten times revenue, which
showcased the upside of a successful sales and
marketing transformation effort. The owners of this
business were adamant they were ready to make the
transformation from a family run business to one
that was professionally managed.
Except strange things happened when that

Dan Weinfurter

executive started. She could not get any financial
information on the firm’s performance, not even
revenue figures by customer. Meetings she
attempted to set with potential outside private
equity investors were not taken. Inappropriate
emails were routinely sent by the CEO. And finally,
when the equity component of the compensation
deal finally arrived in the promised equity
documents, the deal as described in those
documents did not resemble what was agreed to in
the offer letter.
You can likely guess how both of these
circumstances ended up. In the first case, the
executive got cold feet and instead accepted a
different job offer. The IT services firm in effect
fumbled the ball on the oneyard line; what
happened was entirely preventable. This person
wanted really to work for the CEO at this IT services
firm. From an objective perspective on paper, the
job was superior in both compensation and in
reporting relationship in comparison to his other
alternatives. In the second example, the miss on
delivering equity documents that accurately
reflected the deal defined in the offer letter caused
this executive to seriously reflect on the first three
months in a more holistic fashion. Over the
weekend, she realized she had made a serious
mistake, and the owner’s stated desire to transform
the business was not likely to be realized in practice.
Even though the executive likely could have worked
to get the equity documents to reflect the written
offer letter, she called the CEO that following
Monday and resigned after just three months, a
serious setback for her, but a bigger setback for the
firm that hired her.
These two examples highlight a notion that I
think that does not get enough attention. The
recruitment  and engagement  of very talented
employees is a twoway street. Talented individuals
do have many other options, and over time, they will
not settle for commitments that are not kept,
behavior that is not in keeping with their belief
system, and they rightfully expect that what is

agreed to in conversations will be accurately
documented in subsequent written communication.
Or, if promises are made in an offer letter, that they
are actually fulfilled in practice once someone joins
the firm. Talented employees understand that
executive behavior really matters; they watch what
people do as opposed to what people say they will do.
In the first example, the CEO conducted all of the
conversations with the candidate in a fashion where
the candidate really wanted to join his firm. But the
misses in execution between oral offer and written
offer gave him pause, and he began to have serious
doubts about what it would be like to work there. He
took a different job. My guess is the CEO of the firm
trying to recruit him has no idea what went wrong.
In the second example, the executive had actually
already started and was fully committed despite
some significant cultural challenges she perceived
that existed in the firm, But when the equity
paperwork arrived, three months later than
expected, and with a complete retrading on the
equity component of compensation, intentional or
not, this caused her to step back and rethink the
overall likelihood of success for the firm she had
joined. She elected to pull the rip cord that next
Monday before more time had elapsed.
So, something to think about. Recruitment and
retention is a twoway street. Yes, do vet
candidates seriously and be sure they possess the
skills and experience you need for the role. Expect
that people you hire perform at high levels. But also,
if you underestimate the impact that comes from
disconnects from what was said or what is expected
compared to what is delivered, you will do so at
n
your peril.

Dan Weinfurter is currently the managing
partner of Chicago Growth Consultants LLC, a
firm that provides advisory services on
growth strategies, sales effectiveness and
new product/services launch. He is also a
frequent keynote or motivational speaker.
FInd out more here
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The Global Sales Directory
What You Need .. When You Need It ... Where you need it

Has Launched
The Global Sales Directory is a onestop location for anyone seeking to purchase absolutely
anything related to sales.
Created by the same team who launched Top Sales World 12 years ago and Top Sales Magazine, 8
years ago, our primary objective is offer time constrained buyers the opportunity to find everything
they need, under one roof. The days of spending hours searching, often fruitlessly, are over.
For our subscribers, we provide an unrivalled and elegant stage on which to promote their services,
products, solutions and expertise and we believe that this is an exciting new opportunity for them
to achieve considerable incremental revenue for a very modest outlay.

Discover GSD for Yourself Or Download the Full Prospectus Here

Top Sales Roundtables
In our view, the role of a sales manager is to translate the
organization’s vision, mission and values into a meaningful context
that sales teams can relate to and feel excited by. If this is achieved,
then the manager will have created a sales team with a shared
mental model. This transforms an ordinary sales team into a high
performing one. Our expert panel were eminently qualified to
debate this significant topic.

The Latest Top Sales Roundtable Recording  Listen Here
Leadership Versus Management: Pushing, Pulling Or Inspiring?

Dave Mattson

Krista Moore

Keith Rosen

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

Michelle Vazzana

The Links between Customer Loyalty, Employee
Engagement and Leadership
Every sales organization shares the same challenges: keeping highperforming and high-potential sales people on the team, finding ways to
boost sales productivity, retaining customers and keeping them satisfied in a
competitive marketplace, and driving top line revenue for bottom line growth.
coming and going. It’s why customers are
dissatisfied and why sellers struggle mightily to
attain their quotas.
Let’s break employee engagement down and
walk through its impact. Then we’ll describe how to
make it happen in your organization.
l Employee

ales enablement and a plethora of quick fix
solutions promise to do it all. But they often
disappoint, not coming through as the “cure
all” that was anticipated. That’s because those fixes
are too small and can’t be sustained. There’s only
one magic bullet that, according to reams of
research, actually delivers in all those important
areas.
Sadly, this true solution is often overlooked. It
may seem too lofty, too theoretical, too much of a
luxury. It’s none of these. The true solution is
concrete, within reach, and a business imperative.
It’s employee engagement.
In the average company, up to 80% of employees
are moderately engaged or actively disengaged. That
means only 2 out 10 employees is actively engaged
in their work. That’s why business results suffer and
there seems to be a revolving door of employees

S
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engagement is “a heightened
emotional connection that the employee feels for
his/her organization, that, in turn, influences
him/her to apply additional discretionary effort
to his/her work.” (CEB)
l “Emotional commitment drives effort. Emotional
commitment is four times as valuable as rational
commitment in producing discretionary effort.
Indeed, the search for a highperforming
workforce is synonymous with the search for
emotional commitment.” (CEB)
The emotional commitment that start a domino
effect of business benefits. Here’s how it works:
1. Emotionally connected employees stick around.
They are less likely to leave. “Engagement is the
key to performance and retention. Highly
committed employees are 87% less likely to leave
than employee with low levels of commitment.”
(CEB)
2. The emotional connection results in additional
discretionary effort, too. The outcome?
Significantly higher rates of productivity. More
output. Less downtime, absenteeism and
tardiness. Higher quality, less rework. More work

Deb Calvert

getting done in less time. Research form Jim
Kouzes and Barry Posner in Great Leadership
Creates Great Workplaces demonstrates that “The
best leaders elicit three times the amount of
talent, energy, commitment and motivation from
employees compared to their counterparts.”
3. With employees who stick around and
improvements in productivity, the next natural
result of employee engagement is a boost in
customer satisfaction. “Organizations with
aboveaverage levels of employee engagement
reap 50% higher customer loyalty levels.” (Gallup)
4. No surprise here. More customer loyalty
produces higher top line revenue. “Employee
engagement scores were 21% higher in double
digit vs. single digit growth companies.” When
sales people stay in their jobs, they maintain
customer relationships and secure more repeat
business. This, too, helps with revenue growth.
5. It’s not just top line… The bottom line is also
favorably impacted by increases in employee
engagement. The revenue growth plus expense
reductions (from less money spent on recruiting,
hiring, onboarding… and fewer errors, less
overtime, less customer churn) result in stronger
profit margins. In one study of 23,910 business
units, when the top quartile and bottom quartile
engagement scores were compared, those in the
top quartile averaged 12% higher profitability.
(Gallup Q12 Meta-Analysis)
Customer satisfaction and loyalty are directly linked
to
employee
engagement,
especially
the
engagement of sales professionals. This domino
effect all begins with employee engagement. In fact,
“engagement is the primary enabler of successful
execution of any business strategy.” (DDI Employee
Engagement: The Key to Realizing Competitive
Advantage)
Only one question remains, then. If a business
can get all these benefits by simply boosting
employee engagement, the question is HOW. How
can we boost our employee engagement?

The definitive answer is that you boost employee
engagement by developing your leaders and
managers. The manager matters. “The manager has
tremendous impact on employees’ levels of
emotional commitment to the team, organization
and job.” (The Corporate Leadership Council)
No other factor matters more. Kouzes and
Posner measured ten demographic variables (age,
country, job title, etc.) and found that no
demographic variables made a significant impact on
the level of engagement. They also measured thirty
discrete behaviors of leaders and found that each of
these behaviors, alone, could have a doubledigit
impact on improving engagement.
Clearly, the attributes and activities of a manager
have a direct correlation to an employee’s emotional
commitment. And this translates into business
results. Companies that increase their number of
talented/trained managers (vs. untrained) and
double the rate of employee engagement because
of it achieve, on average, 14.7% higher earnings per
share than their competition. (Gallup)
This strongly suggests that sales organizations
will be more successful when Sales Managers
participate in leadership development programs and
learn the behaviors of leaders, like those found in
the evidencebased framework of leadership known
as The Five Practices of Exemplary Leadership®
(Kouzes/Posner, 30 separate behaviors).
The Five Practices are directly linked to employee
engagement which, in turn, unleashes that domino
effect of business benefits. For sales teams that
want to retain their top talent, improve sales
productivity rates, decrease customer churn, and
experience both topline revenue growth and
improved profitability, this is a true magic bullet. It all
starts with leadership development for Sales
Managers, a small investment that yields huge and
longterm dividends for the entire organization. n

Deb Calvert is President of
People First Productivity Solutions.
Find out more here

TOP SALES MAGAZINE NOVEMBER 2018

29

After this
there’s no turning back...

...we’re launching the
Membrain Content Hub!
Our award-winning Sales Enablement CRM just got
a friend: The Content Hub. The home for all your sales
content, both internal educational content and external
collateral to share with clients.
Your salespeople will no longer have to spend time
searching for information. The relevant content will show
up at the right time, in the right context, and you’ll see
when it’s engaged with.
Leave the past behind. Choose the red pill.

Go to www.membrain.com/contenthub
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“Effective Sales Leadership...is the
#1 success factor for businesses.”
~Krista Moore
Race to Amazing contains relatable
stories, shared experiences, and
practical applications to:
• Gain clarity on your vision, your talents,
and your why
• Create and lead a winning sales strategy
• Build an effective sales management system
• Create a motivating and inspiring leadership style
• Learn a “Coach Approach” to sales leadership
Krista S. Moore is the Founder and CEO of
K.Coaching, Inc., a sales leadership coaching,
consulting, and training organization. She is a
sought-after Motivational Speaker, Author,
Certified Business Coach, and Talk Show Host.
Krista combines her real-life business experiences,
certified business coaching, and motivational style
to help others achieve outstanding success in their
lives and in their careers.
Interested in having Krista speak at your event? Email bria@kcoaching.
Visit www.racetoamazing.com for more information.

Design Thinking: How The Most Customer
Focused & Transformational Sales Strategies
Are Built
Designers make everything
better. They know what
everyone wants, and then
they deliver.

foundations of Design Thinking.
Everyone can become a designer.
It does not take expert creativity. It just takes a
better process and a little curiosity.
Every company talks about focusing on the
customer, few do it.
The best companies in the world use Design
Thinking to understand the user, challenge
assumptions, and redefine problems to craft creative
solutions that have not been tried before.
Now, the most productive sales teams in the
world are also reaping the benefits of applying
Design Thinking in their sales strategies and
processes.
Design Thinking in sales makes everyone a
superstar.
In order to do something new, having a solid
roadmap is beneficial. The foundations of Design
Thinking are very simple.
Design Thinking basics:
l Empathize – with your clients, partners, and the

l

hen something looks good, we can tell.
When something feels right, we know.
When something just works the way it
should, we connect. That is what makes designers so
valuable, they create things we feel like we have
always needed.
Designers are not smarter than everyone. They
know what everyone wants because they think
differently. The way they think is by using the

W
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users. Applied empathy is the greatest tool a
sales professional has. This is also true for sales
leaders.
Define – their wants, challenges, needs, and
problems. Make sure to define your insight as
well.
Ideate – come up with new ideas by challenging
assumptions. Apply the findings of your empathy.
Prototype – create the new solution, build out
the ideas and make it work.
Test – put those ideas into to practice, test the
solutions, get feedback.

When you focus on what your partner needs and
wants, you are applying empathy.

Mareo McCracken

While you can never full know what someone is
feeling, you sure can try. The secret to Design
Thinking is empathy. When you actually care about
someone else you begin to find creative ways to
solve problems. The best sales teams focus on
understanding their client.
But they don’t stop there.
True modernselling is transforming from asking
and telling to cocreating.
They keep going by defining the findings and
then working together to come up with ideas.
This is when vendors can actually become
partners.
When you take these same ideas that the best
design teams (Apple, Google, etc.) use and apply
them to your sales strategy and sales process, sales
will improve. Your clients will feel like partners and
everyone will be working toward the same mission.
The world of sales is changing; the skill of
facilitating cocreation is the future of sales. This
future is based on Design Thinking being applied to
better sales strategies.
Once you come up with great ideas, you need to
deliver. This is where the magic happens and this is
not done alone. What you deliver to the client must
come from them and their story as much as your
own. It is not about forcing someone to fit, but
creating an outcome that is molded to everyone’s
needs and desired outcomes.
When the fit is perfect, no one feels like they are
being sold.
The best sales experiences are actually a service
that they customer will want to pay for.
The future of selling is based on the ability to
define and deliver value, where the customer does
not feel like they are being sold. This happens when
the value is cocreated with the supplier (vendor)
and the buyer.
Design Thinking encourages teamwork. When
the spirit of helping is the attitude adopted by both
sides, then a true partnership is finally achieved. The
value comes from two partners coming together to
solve the most challenging problems.

Collaboration is the way the best companies sell.
In order for the collaborative approach to be taken,
then Design Thinking must be the foundation.
When you are a great designer, your influence
never ends.
Sale professionals are not just experts.
Sales professionals are not just consultants.
Sales professionals are not just relationship
builders.
Sales professionals are also designers.
The most valuable sales professionals are
designers, and so are their leaders.
They design solutions by using empathy to
understand and facilitation skills to share knowledge,
define situations, and create. These designers know
how to get every to deliver results. These designers
get the job done by including everyone in the
process.
By becoming designers, they bring and lead their
customers along the journey as well. Everyone starts
to create true value together.
Sales strategies built on Design Thinking
constantly adapt and always deliver.
Styles change. So do designs. The best designers
in the world know how to adapt the right way. The
sales strategies built on Design Thinking will never
get stale, they will never become outdated because
they are not focused on your company and your
product. They are focused on the changing needs of
the customer.
No buyer wants to be persuaded or controlled.
Yet everyone wants to lead and be lead.
When you care enough, you do what it takes to
help the customer. Having the proper framework
makes it so much easier to sell well. The best
framework to use is built on the foundation of
Design Thinking.
The customer wants more than a promise, more
than hope, they want results, they want delivery.
n
The best designers always deliver.

Mareo McCracken is the Revenue Leader at
Movemedical. Connect with him here.
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Are You Ready For 2020?
One memorable sales
training session, I
experienced in my
corporate days, focused on
understanding how
different people in the buying organization
interact with time differently.
n fact, different players will look at the exact
same thing, and see something different based on
their role in the organization and their place in the
hierarchy of the specific decision that needs to be
made, but I am going to use time as my vehicle. Not
giving it all the justice it deserves, they made the
argument that reps need to think in shorter time
horizons than their managers; who in turn have a
shorter horizon than senior stakeholders like the VP
of Sales CFO, and other executives. Loosely, rep
looking at here and now, manager next couple of
quarters, VP of Sales 12 – 24 months.
The next 12 – 24 months do not look as good as

I
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the last 24 from an economic perspective that
impacts B2B sales, it has been a good time no matter
where in B2B sales you play. But how much of it has
been ships rising with the tide vs. productivity gains
at the rep or frontline team level? I would offer up
that given the stats about the number of reps
achieving quota, and the continuing divergence
between reps making quota and companies growing
revenues, suggests that along with other factors,
sales rep productivity is not driving the current
numbers, must be the tide.

When Tides Recede
Looking ahead 12 – 24 months, it is not hard to see
cracks in the economy. No, the sky is not falling, but
there are clouds on the horizon. We are in the
longest economic expansion in modern times, the
stock market at record levels even after the recent
October thaw, few believe the cycle could go on
forever, and most see a pullback sometime in the
next 12 – 24 months. Are we ready?
In many ways no, but it needn’t be that way, we

Tibor Shanto

can be ready, but things have to be initiated now,
when there is room for error, review and
adjustment, not when things slow down and no one
wants to make a bad move.

Start In The Middle
The challenge leaders face is that many of their
frontline sellers have not sold through down
market. Having cut their teeth during in this
extended cycle, they have not point of reference for
understanding what to do when the tide and
prospects move the other way. Add to that many
frontline managers (regardless of title) are no
different, having entered the profession after 2010,
rapid and often unwarranted advancements, where
rather than a raise they are elevated; or companies
who lure away talent with cash and promises. In an
up market it’s fine, just replicate and add. This leads
to managers who have a great understanding of
what it takes to convert inbound opportunities in a
good market but may lack what it takes to lead
people to hunt in lean times.
If we address the challenges front line managers
will face in a down market now, we will avoid making
brash and rushed decision when it counts. No wants
to be the party spoiler, but there is a reason why
successful and critical organizations do stress tests,
to see how well things will stand up if circumstances
change. Play around with different scenarios, go
back and look at how things unfolded in 2008, 2001;
look at headcounts, length of cycles, which type of
salespeople performed better than the market;
which ones did not, and are they still on the team?

Structure
One reality of down markets is the impact on
headcount, doing more with less. Given that many of
the stats around the SaaS sales model, where the
sales role is disintermediated, (I know they like to call
it specializing), are not impressive. Many are
struggling to deliver by any measures, and you can

bet that when the downturn comes, you will have to
discard much of the excess luggage you are carrying
now. I would suggest looking at exposing your team
to the complete sale cycle now, if I am wrong and
the market stays good forever, you will have had an
opportunity to test drive people in future roles. If I
am right, you’ll know who to keep when the time
comes.
We will have to change the way we sell when
things turn down, many of today’s models will no
longer work, and we have to borrow from the past,
be creative, likely both to forge a new path.
“And the slogans are replaced, bythebye”
As in other fields, it is probably best to look past
the usual experts and look beyond sales for
innovative alternatives. Most of the pundits got it
wrong in the last recession and ridiculed any
alternative to their status quo thinking. Remember
back around 2010 – 2011, when millions of sales
jobs were going to disappear. SellingPower had a
piece “How Many Salespeople Will Be Left by
2020?“, it has since been taken down, mostly
because the answer offered was wrong. As was
Forrester’s prediction that 25%, millions of people in
sales, would disappear. Just look at all the LinkedIn
profiles that right next to their name they add “I’m
hiring”.
Downturns are predictable and healthy, assuming
n
you are ready, are you?

I have been called “a brilliant sales tactician”,
who starts from the premise that success in
sales is about execution everything else is just
talk; and there is no shortage of talk in sales.
With a focus on metrics and process, I help
clients improve critical elements of translating
strategy to tactical success. I was ranked 8th
on the Top 30 Social Salespeople in The
World, awarded a Gold Medal Top Sales &
Marketing Blog 2013, and have helped
thousands of sales professionals exceed their
goals. Find out more here
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Joanne Black

Are Your Salespeople Lost in Space?
As a referral selling expert, I’ve been called “old school” a time or two, and in
some ways, perhaps I am – not because I reject technology, but because
some of the old ways are still the best ways.
A WellOiled Machine?

emember the movie Space Cowboys (2000)?
Four longretired test pilots—played by Tommy
Lee Jones, James Garner, Clint Eastwood, and
Donald Sutherland—are sent into space to repair an
old Soviet satellite, a mission only they know how to
accomplish.
As this is Hollywood, they are teamed up with two
young astronauts who consider them geriatrics—out of
shape and out of date—and treat them like they belong
in an oldage home. As they prepare for the mission,
there is political maneuvering (when isn't there?) and
lots of derision and skepticism aimed at the abilities of
the old “cowboys.”
During the training simulations, our heroes instruct
the new guys how to land a space shuttle manually,
which the young astronauts think is ridiculous, insisting
that with such a great, modern machine, they only
need to know how to make an instrument landing.
If you haven’t seen the film, you can probably guess
what happens. On reentry, the shuttle’s computer
system is nonresponsive, and the team must land it
manually.
Not only do the senior astronauts get their chance
to shine, but the film is an excellent metaphor for
prospecting. Technology can only get you so far. You
also need human beings capable of landing the deal.

R

Machines continue to get more and more
sophisticated. AI, big data, and predictive analytics
have shifted the way the world works. Google always
knows where we are, we have apps telling us where to
park, and most people don’t even step foot in physical
banks anymore. We’re not exactly living like the
Jetsons just yet, but we’re closer than many of us ever
thought we’d live to see.
Technology lets us do many things better and
faster, but for some tasks, the oldschool ways still
work best, especially in sales. When it comes to
communicating with clients and prospects—building
the kind of relationships that increase sales and
revenue— there’s simply no gadget, gizmo, or
automated process that can replace the power of a
real human connection.

Take Your Team Back to Basics
As a sales leader, it’s your job to make sure your team
remembers that sales is still a persontoperson
business. Technology offers salespeople terrific
productivity and research tools. But business buyers
make decisions based on the relationships they have
with your sales team, not with your technology.
Your relationships are your competitive
differentiator. While other companies are caught up in
the digital delirium, your team could be meeting with
clients and having conversations that convert into
referrals and sales. Just make sure they know how to
n
make a manual landing.

Joanne Black is America’s leading authority on
referral selling. To learn more, visit here
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Top Partner of the Month

Top Sales Post

October’s Top Sales Post
Laying the Foundation for a Great 2019
by Dave Mattson

A

s the end of the year is approaching, sales
professionals in every industry are eager to lay a
solid foundation for success in 2019. One of the
most common businessrelated New Year’s
resolutions among managers is this one: “I will hold
more oneonone coaching sessions with the
members of my team this year.” It’s fine as far as it
goes … but is it enough?
There are at least two scenarios under which you
could imagine you’ve fulfilled that goal … and still
end up letting down both the team and the
organization!
The first situation is the common one where the
manager defines “coaching” as “telling the
salesperson how to do it.” These oneonone “what

you did wrong” sessions always seem to follow
unexpected emergencies, major oversights, and lost
deals. So yes, the manager may hold more such
sessions this year than last year. But the result, in all
likelihood, will be that the salesperson comes to
associate a trip to the manager’s office more firmly
with two childhood experiences that aren’t at the
top of anyone’s list of positive memories: getting in
trouble and being lectured by the teacher. Is it really
all that surprising that these “what you did wrong”
meetings usually don’t improve the numbers?
Almost as universal is the case of the sales
manager who sets up a schedule for monthly one
onone coaching sessions with each sales rep …
Read Full Article Here
without connecting .....
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