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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.

6

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

Kevin Eikenberry
Chief Potential Officer, The
Kevin Eikenberry Group.

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

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

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

Joe Galvin
Chief Research Officer Vistage
Worldwide.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Dave Mattson
CEO & President of Sandler
Training.

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

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

Dan Weinfurter
Dan Weinfurter is currently the
managing partner of Chicago
Growth Consultants LLC.
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Successful Selling Today
Requires Commercial Dexterity
If we start from a position of agreeing that as human beings we are all
different, then we must also concur that all prospects/customers/clients are
also different: In terms of their commercial requirements, they each have a
unique set of values, their own way of doing business – and how they
expect the buying cycle to be managed. With me so far?
o, with all of this in mind, why is it that some
people – many people actually – believe that a
“vanilla” or “generic” sales methodology will
serve the needs of all?
To be clear, this post is aimed at all those sales
training organizations that claim to have an “outof
thebox” solution which meets the needs of all
frontline sales professionals. They don’t! They can’t
possibly have! No such thing exists! There is no
single one way to sell – different situations,
industries, roles, cultures etc. require a totally

S

8
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different approach. Here is why.
Let’s begin by thinking about sales roles: There
are effectively three “stages” of a sales cycle, which
requires us to recognize that there are actually three
identifiable sales functions – or as I prefer to refer to
them, “Sales Phases” i.e. Phase One: lead
generation/prospect attraction. Phase Two: prospect
conversion/closing the deal, and finally, Phase Three:
client/customer retention and development.
We then need to think about the skills needed in
each of our phases, because they are completely

Editorial

disparate: For example, when you are working in
Phase One, logically you need to be skilled at cold
calling, or email marketing, or referral selling. Most
social media proactivity is also focused on creating
incremental opportunities – and you will not learn
any of these skills from any sales methodology
program that I have ever seen.
During Phase Two, if we follow the “traditional”
sales/buying cycle path, we need to qualify the
opportunity, create a solution that precisely fits our
prospect’s requirements, present that solution,
negotiate, and close. That all sounds rather
simplistic, and we all understand that complex sales
can be far more … well complex. Here most sales
methodologies come into their own.
Finally, Phase Three, this is the phase where most
companies are weakest, preferring to concentrate
most of their resources on Phase One: The ability to
first build and then develop a strong customer base,
which promotes strong twoway loyalty, and is

founded on a totally symbiotic philosophy is what
differentiates highly successful companies from the
alsorans – and for alsorans, read much less
profitable. Again, you will not gain anything from a
sales methodology program if you wish to take these
skills on board.
So far I have merely illustrated how outofthe
box sales team development can never provide a
precise solution in terms of skills development: We
then need to look at industry/sector specialization.
And then, what about culture? Do we all sell the
same wherever we are located in the world? Of
course we don’t, but more about that in another
editorial. Be assured, one size will never fit all – in
n
fact, it won’t fit many.

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

PS: I simply have to take this opportunity to share the latest exciting news …
I guess the really big news this month is the launch of The Global Sales Directory. This is a onestop location
for anyone looking for keynote speakers, sales trainers, assessment companies, kickoff meeting leaders,
sales technology vendors … in fact everything to do with sales that a buyer could possibly want or need, all
under one roof. It has been an ambition of mine for a couple of years and it has been a huge undertaking,
which is probably why nobody has thought of attempting it before. Please visit here
In fact, we are about to undertake a complete restructuring of our commercial interests. This will involve
giving Top Sales Magazine its own autonomous location, launching the salesfuturists.com and
realonlineimpact.com, plus resurrecting my personal site/blog so that I have a home for my articles, white
papers, eBooks, interviews, etc. All of this will come under a new umbrella, jfinitiatives.com, and I anticipate it
should be completed by the start of 2019.
The annual Top Sales & Marketing Awards is now in its eighth year and has established itself as an eagerly
anticipated event in the “sales space calendar.” There are 10 categories this year and we have already opened
the doors for nominations. All the details here
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How to WIN Your Race to Success
Jonathan Farrington
Interviews Krista Moore.

JF: Krista, many congratulations on the publication
of your superb new book, may I begin our interview
by asking the obvious first question, what was your
purpose in writing Race to Amazing?
KM: I wanted to provide a “give back” in the form of
a book, as a resource for high potential sales leaders
and business owners to help them create a winning
management system and motivational leadership
style. So often, salespeople are promoted to
management prematurely, without the skills and
experience to be an effective sales leader. Small and
midsize business owners wear multiple hats, and
may lack resources or talent to lead a sales team
successfully. Large organizations face the daunting
task of developing the next generation of millennial
sales leaders.
I founded K.Coaching, a sales leadership

10
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coaching, consulting, and training organization 15
years ago, when I saw a need for companies to
uplevel their sales leadership in order to stay
competitive and win their race to success. As a
young sales professional, I learned the value of
learning and development when I was put into a
management positon without any experience or
training. What I quickly discovered as an Executive
Coach, is that effective sales leadership is clearly the
number one differentiator between those
companies that are slow to grow and those knocking
the ball out of the park. Race to Amazing is a
compendium of my personal experiences, along with
a process and system of getting on the fast track to
sales success.
JF: What can readers expect?
KM: This book serves as a guide for selfawareness
that inspires the reader to gain clarity on their vision,
talents, and their why. It’s full of relatable stories,
shared experiences and practical applications to
help them create and lead a winning sales strategy,
build an effective sales management system, and
develop a motivating and inspiring sales leadership
style. I share my life experiences as a child
growing up in a small coalmining town, influenced
by my father’s entrepreneurial spirit. My sales
leadership journey began when I was 8 years old,
learning at a young age how to build a business, and
the importance of sales and customer service. The
book combines lessons that I learned as a sales
professional, with what it took to successfully lead
sales for multimillion dollar startups, and Fortune
500 companies. The reader will learn a proven
business growth model based on that experience, as
well as best practices developed through coaching
successful sales leaders throughout the world.
Ultimately, Race to Amazing inspires the reader to
take action and make the necessary changes in their
leadership style and systems to get the business
results they are looking for.

The Jonathan Farrington Interview

JF: I believe that the book is very timely, and you
obviously agree. Will you explain to the readers
why you published it when you did?
KM: What we’re hearing from so many businesses
and thought leaders, now more than ever, is about
the urgent need for companies to uplevel their sales
leadership in order to innovate, create customer
loyalty, strategically compete in global economies,
and win new business against disruptive
competitors.
With Race to Amazing, you don’t need to waste
time with lofty theories. Many companies do not
have the resources to invest in succession planning
and leadership development programs. With many
Baby Boomer leaders thinking about retirement, the
next generations of sales leaders need to get up to
speed faster than ever. This book will help sales
managers and leaders get on the fast track to sales
success with a proven system that has been
cultivated over 40 years.
JF: How can the reader really WIN their race to
success?
KM: Like any race, you need to prepare, condition,
know your competition, and have a plan in order to
win. So often people want to be successful, but they
don’t take the time to work on themselves and make
the necessary changes to be at the top of their game.
Preparing to win is gaining clarity on the vision,
putting together a sales strategy, and relentlessly
driving it to completion. There is no need to do this
alone. With Race to Amazing, you have a coach and
mentor along the way to keep you focused, and not
only finish your race to success, but to win it. The
book will enable a sales person who wants to be an
effective sales leader, or an entrepreneur just
starting their business to accelerate their growth and
their progress. There are also many terrific sales
managers that need to be working on their
leadership style in order to ultimately win their race.
JF: Can you give me some examples of the “easy to
implement ideas or takeaways”

KM: Selfreflection is the first step. I offer practical
tools for selfdiscovery, really looking inward,
including asking yourself the question, “Would I
want to work for me?” Also, realizing that if you’re
not happy with the business results, culture, or
performance of the sales organization, and you want
things to change… then YOU need to change.
Another key learning is the importance of
Strategic Passion. Nothing great in this world has
ever happened without passion; but passion without
strategy, is just passion. Strategic passion ensures
execution and implementation, and is often the
n
difference between winning and losing.

Please order your copy of
Race to Amazing here

Krista S. Moore is the Founder and CEO
of K.Coaching, Inc., a sales leadership
coaching, consulting, and training
organization. She is a soughtafter
Motivational Speaker, Author, Certified
Business Coach, and Talk Show Host.
More Here
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I am a Professional Sales Woman.
No Apology Needed
Shinjini Das, author,
entrepreneur and TV
personality, may have said
it best, “I’m totally
unapologetic about being an
ambitious woman, and you should be, too.”

M
12

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

Lorraine Ferguson

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

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

Lorraine Ferguson is a Sandler Training
Associate. The Unapologetic Saleswoman was
released October 1, 2018. Check out
sandler.com today to purchase your copy!
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If a Salesperson Wants
to Improve, Where Should We Start?
We evaluated a salesperson who, from among his scores in all 21 Sales
Core Competencies, had very strong Desire for Sales Success and Sales
Motivation.
hat’s the good news. The bad news is that he
scored only:

T

l 10% on Sales Commitment (the minimum

required score is 60)
l 33% on Responsibility (he makes lots of excuses)

14
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l 56% across the 6 most important Sales DNA

Competencies (72 is required for success in his
role)
l 15% on relationship Building competency
l 10% on the consultative selling competency
l 25% on the reaching decision makers
competency

Dave Kurlan

l 10% on the qualifier competency
l 0% closing skills
l 0% social selling skills

making will still prevent change from taking place.
The milliondollar question is, how can you
improve Commitment?
Statistically speaking, Commitment doesn’t
If you were this salesperson, how can you improve,
improve by 50 points. I mined a subset of 1,924
and if you manage this salesperson, how can you
rows of evaluation data with before and after
coach him up?
scores for Commitment. While 40% were able to
Where do either of you begin? It doesn’t make
improve their commitment scores after a year,
any sense to start with closing skills because the
only 6% were able to move scores from 10% to
opportunities are not being properly
60% or more.
set up to be closed.
This salesperson could be the
If
you
decide
to
You can’t begin with qualifying
exception to the rule because of his
begin with Sales strong Desire and Motivation scores.
skills because his inability to use a
consultative approach prevents him
Desire is how badly he wants to
DNA
–
which
in
his
from building a strong enough case
achieve
sales
success
and
for the prospect to cooperate
Motivation is the why behind the
case includes a
through qualification.
He also happens to be
strong need to be desire.
You can’t even begin with
extrinsically motivated, so money is
consultative selling skills because he
liked, an inability important but he works for a
isn’t
building
enough
of
a
company that pays a salary with
to discuss
relationship with his prospects to ask
limited
opportunity
to
earn
the tough questions required of a
finances, and an commission. While it’s possible that
consultative approach.
his inability to earn the commission
inability to control he wants and needs has caused him
If you start with relationship
building and work forward until you
his emotions, he to give up, that doesn’t explain the
get to closing it still won’t matter
rest of his ugly scores.
will
struggle
to
because of his incredibly weak Sales
It’s possible that his Commitment
DNA. Those weaknesses will
can be improved by determining if a
manage and
prevent him from executing most of
different compensation plan would
overcome
those
what he learned because it will
appeal to him, finding out how
either conflict with his beliefs or
important that is, and trading the
weaknesses.
make him feel too uncomfortable to
new comp plan for unconditional
proceed. Sales DNA is the real killer – even worse
commitment to growth.
than his lack of skills.
In summary, most salespeople and their
If you decide to begin with Sales DNA – which
managers are usually working on the wrong end of
in his case includes a strong need to be liked, an
the problem. It’s important to start with the root
inability to discuss finances, and an inability to
cause and slowly knock things off in the proper
n
control his emotions, he will struggle to manage
sequence.
and overcome those weaknesses.
The root of this development puzzle lies with
Dave Kurlan is CEO of Objective
his lack of Commitment. Until the Commitment
Management Group and Kurlan & Associates.
score reaches at least 60, change will not occur.
Find out more here
And even if his Commitment improves, excuse

“

”
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5 Harmful Myths about Sales Presentations
Have you heard we only use 10% of our brains? If you have, you’ve bought
into a popular myth. While that myth is harmless, others like, “The flu
vaccination can give you the flu” can produce some harmful consequences.
’ve run across a number of presentation myths
over the years: New techniques hailed as “the
latest, greatest idea.” Old rules passed down from
generation to generation. Blindly followed, some of
these myths can create real damage to your
credibility and even derail your entire presentation.
Here are 5 myths I see floating around today that
need to be busted.

I

5 Harmful Myths about Sales Presentations
Myth 1: Follow the 18minute Ted Talk Rule.
Ted Talks have done a fantastic job of proving that it
is possible to communicate effectively in a shorter
amount of time. But there is nothing magical about
18minutes. And trying to squeeze content
necessary to address multiple customer needs or
solutions into this arbitrary time frame can be
disastrous.
The 18minute rule was based on one
neuroscience study and Ted Talk curator Chris
Anderson’s opinion that 18minutes is “short enough
to hold people's attention, including on the Internet, and
precise enough to be taken seriously.” Even

16
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presentation guru Carmine Gallo (who once
suggested all business pitches should follow the 18
minute rule) has done an about face. Here’s why
salespeople should ignore this myth:
l Your scope and goals are different. 18minutes is

great for a Ted Talk, which focuses on a single
idea and the goal of entertaining or building
awareness. Salespeople likely have several ideas
to present and their objective is to change
behavior. That often requires more than 18
minutes.
l It is possible to maintain audience attention
longer than 18minutes. Human attention wanes
after 10 minutes, however you can refresh your
audience’s attention by engaging them through
questions, video, or polls. Do this repeatedly and
you can keep people engaged over a longer
period of time.
Myth 2: Save the Best for Last.
If you’re taking 10, 20, or 30 minutes to get to the
thing that matters most to your customer, you are
too late! Here’s why:

Julie Hansen

l Attention spans are significantly lower later in the

presentation
l Executives have often left the room
l Remaining customers are on information
overload
l You may run out of time
Want proof? Gong.io analyzed 67,000+ SAAS
demos and concluded that showing the customer
the end result first was a more successful approach
than holding it back until the end. The moral?
Frontload the good stuff if you want to increase
your success rate.
Myth 3: Presentations should follow the 102030
Rule.
I’m a fan of Guy Kawasaki but disagree with his
advice that presentations should use 10 slides or
less, be no longer than 20 minutes, and use at least
30 point type. In my experience, bad presentations
can have three slides or 103 slides and they can last
10 minutes or an hour.
Ultimately it is not the number of slides or
minutes that determine whether a presentation is
good or bad. It’s the quality of those slides, how
they’re presented, and the story that you tell with
them that determines whether your presentation
hits the mark with your audience.
Myth 4: Too much practice will make you appear
unnatural.
Imagine telling Michael Phelps to spend less time in
the pool! Practice allows you to internalize your
content so that you don’t have to struggle for words
or meaning. It frees you up to place your energy and
focus on your audience – where it belongs. So why
shortchange yourself by skipping practice?
It’s not the act of practicing that makes you
appear unnatural. But practicing incorrectly and
reinforcing ineffective behaviors certainly can. Old
school techniques like predetermining precisely
what words to emphasize, where to pause, smile or
gesture can create a mechanical delivery pattern

that is painful for an audience to watch and tough
for a presenter to break.
Myth 4: Never read from your slides.
Of course it is never acceptable to read every slide
to your audience or to use your slides as a crutch.
But when presenters take this advice to the extreme
– by either ignoring your slides entirely or
competing with them for attention – they
inadvertently create audience confusion and tune
out.
Here are some times when it makes sense to
read from your slide:
l When your slide has a short quote, statistic or

key message on it, go ahead and read it out loud.
Your audience will be reading it anyway.
l When you have something in 30+ point type on
your slide, it’s important enough for you to
mention. If you fail to call out something on
screen that is literally SCREAMING for attention,
your audience will wonder why, and suddenly
you’ve lost them.
Myth 5: Always save Q&A for the end.
When you save Q&A for the end of your
presentation you relinquish control of how your
presentation ends. What if you get a question you
can’t answer or one that incites negative discussion?
What if an audience member keeps the rest of the
group hostage with a barrage of questions? Instead
of leaving your audience with a powerful message,
they end up remembering only the negative
experience. Take control back by carving out a finite
amount of time for questions before your closing. n

Julie Hansen is President of Performance
Sales and Training. Don’t let harmful
myths derail your presentation. Stay up
to date on your Presentation IQ by getting
monthly tips and tactics to make mostof
those hardwon customerfacing moments.
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The Global Sales Directory
What You Need .. When You Need It ... Where you need it

Launches Today
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

Make sales coaching
a daily priority for
topofgame
staff performance

NOW
AVAILABLE
FOR
PREORDER
HERE

Those who do it right prove time and time again that sales coaching
works. If you’re one of the many managers yet to reap the benefits of
sales coaching, the solution is in your hands.

Based on the most extensive research ever conducted into sales coaching practices Crushing Quota breaks the
process down into manageable components, so you can make sales coaching a realistic, meaningful part of
your staff’s job. It all comes down to three critical points that the vast majority of sales managers today are
missing:
l Provide clear direction for sellers on how to get to quota―for all sales roles
l Ensure effective execution by coaching the right things, in the right measure, executed the right way
l Assess seller performance and make timely course corrections
It’s all about helping your people make the best use of their time and effort. That’s what coaches do. When a
salesperson is skilled at making important decisions about which priorities to pursue and which ones to ―
results follow. It’s that simple. Crushing Quota teaches you how to develop the best coaching approach for your
teams and their individual sellers using powerful researchbased best practices. This is the definitive guide to
making sales coaching work for any sales team in any industry. These researchbased best practices are found
in Vantage Point’s worldclass sales management training programs.

How Emotional Intelligence Helps You Become
a Better Sales Manager and Coach
Good sales managers invest a lot of time training and coaching their sales
team. And sometimes, regardless of effort, they see little or no
improvement.

hy? Because most sales managers
haven’t been taught formal training and
coaching skills that incorporate both hard
skills and soft skills training. As a result, they often
work on the wrong end of the salesperformance
issue.
They are running on a sales treadmill leading to
nowhere.
Time to get off this treadmill and learn how to
better diagnose salesperformance issues. Let’s see
if we can change your belief system and improve
your coaching skills and sales results by examining
two stages of the sales process where limiting
beliefs and low emotional intelligence affect sales
results.
Decision step. Identifying and gaining access to
the right buying influences is challenging. Sales

W
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managers teach their sales team how to engage the
economic buyer, the technical buyer, the influencer
buyer, the buyer’s mother and father (kidding), and
the list goes on. You would think that a salesperson
armed with this knowledge would be ready to rock
‘n’ roll. But they’re not.
Salespeople still continue to call too low in the
organization or get stuck trying to sell to non
decision makers, even after great training. In
debriefing thousands of sales calls, I’ve learned that
the root cause for not calling the CSuite often is
because salespeople are afraid they will get stuck.
“I’m worried that I’ll be asked a question I don’t know
the answer to. This buyer has a BIG office and a BIG
title.” Translation: I don’t want to look stupid and I’m
intimidated.
Sales manager, this is where you have to apply
the EQ skill of selfawareness. Be aware that it’s
very tempting to move into tellandtraining mode.
Stop. You’ve already delivered that program
and it’s not working.
Put on your coaching hat and ask questions to
help your salesperson discover for himself why he’s
not applying the appropriate selling behaviors.
People believe their own data. When your
salesperson discovers the answer for himself, you
will you see a change in selling behaviors.
Good coaching questions to ask are:
l “What would you need to do or learn in order to

decrease the fear of not knowing enough? (This
question helps the salesperson recognize he is in
control of the meeting’s outcome. Increased

Colleen Stanley

control decreases stress and raises personal
accountability for success.)
l Who on the sales team could help you be better
prepared for this call? (It takes a sales village to
win. Two heads are always better than one
intimidated one.)
l What is good about calling on big titles and big
offices? (Hopefully, you will hear the answer that
big titles make big decisions and big offices have
money to invest.)
l What does the CSuite buyer really want from a
salesperson? What can you do to deliver that
need/want?
(They
want
competence,
confidence, results and no BS.)
Discovery/Asking Questions/Needs Analysis. There
are so many great sales books and consultants
teaching effective questioning skills. So why are
salespeople still showing up and throwing up on
prospects? Does the salesperson really need to be
taught the right questions to ask  one more time?
Probably not. When you observe that painful sales
call or product dumping call, work on two soft skills
that will make a big difference in changing behavior.
l Impulse control. This EQ skill is defined as the

ability to delay a response or reaction. When a
salesperson is likable and starts asking good
questions, she hears the real challenges and goals
from the prospect. It’s been referred to as buying
signals and wow, do salespeople buy! The
salesperson gets excited and impulsively skips
over key questions because she is eager to show
how her company can help. When she skips over
key questions, she misses key information
needed for crafting the right solution, the best
solution.
She ends up in second place, behind the competitor
that asked ALL the questions.
l Belief

systems. I’ve had more than one
salesperson express concern that a prospect will

get frustrated with them asking questions.
Because of this belief, they shortcut the needs
analysis and discovery process, missing important
pieces of the prospect’s decision criteria. (How
many of you like to do business with doctors that
shortcut the diagnostic conversation with you?
Yeah, let’s just go ahead and replace that knee.)
Salespeople with selflimiting beliefs lose to
salespeople that have a different set of beliefs.
They BELIEVE that questions provide critical
data, which create the best solution.
During coaching sessions, ask questions to increase
your salesperson’s selfawareness around low
impulse control and selflimiting beliefs.
Remember, you cannot change what you’re
unaware of.
1. What words or actions trigger you into
presenting solutions too soon?
2. What type of checklist or strategy could you put
in place that will help you continue diagnosing
challenges rather than prescribing solutions?
3. What’s your biggest worry about asking
questions? Is that based on perception or did the
prospect actually say that to you? (99 percent of
the time it’s perception, and their perception has
become their sales truth.)
Sales managers, improve sales results by improving
your ability to diagnose the right end of the sales
performance issue. Analyze and determine whether
your salesperson needs more training and coaching
on the hard skills (consultative selling skills) or the
soft skills (beliefs and emotional intelligence). Work
on the right end of the problem and get off that
salesmanagement treadmill leading to nowhere. n

Colleen Stanley is President of
SalesLeadership, Inc. and Best Selling Author
of Emotional Intelligence for Sales Success …”
Find out more here
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5 Strategies To “UNSUCK” Your Follow-up
The sale happens in the follow-up – it is always in the follow-up. What do
you think the chances are you are going to call on a prospect at the exact
time they are ready to buy? At the exact time they are thinking about your
product or service Slim to none right?
elieve me – no one, and I mean no one woke
up this morning and thought wow I really
hope a sales person comes and calls on me
today. I am so in the mood to stop everything I am
doing to make money and run my business just so I
can talk to this sales person and help them reach
their goals. A little sarcastic but you get my point.
So if you want to close more sales, and I know
you do, you need to get really good at followup.
You need to master the art of staying in touch with

B
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your customers and prospects so that when your
customer’s are ready to buy, and when they need
your product or service you are the first person they
think of and more importantly you are easy to
access.
Most sales professionals are not very good at
followup, okay let’s be honest you suck. Why? Well
my theory (and just so you know there is NO
scientific basis in this – but I am AM right) the top
two reasons sales people suck at followup is

Meridith Elliott Powell

because first you do not think the prospect is
interested and secondly because you do not want to
be annoying.
Well let’s look at the first reason  not interested.
If you think your prospects are not followingup with
you because they are not interested, then you do
not know much about sales or your prospects. Look
your prospects are busy, they are running
businesses, they have lives, and when you leave
their office other things happen that take their
energy away from you. It is not that do not want to
buy from you – is that life got in the way.
More often than not when prospects don’t
followup it is because you fell to the bottom of their
priority list. They WILL buy, but only if you stay in
touch and are available when they are ready.
But if you call them every few weeks and ask if
they’re ready to buy – then guess what – you ARE
annoying – reason number two. Calling customers
continually to “checkin” and see if they are ready to
buy is not followup it IS however annoying.
Followup is not about you, it is about staying in
touch with prospects in a “value add” way so when
they are ready to buy they still like you and trust
you. (And to achieve that you cannot be annoying.
So while you want to make sure that you do ask
for the business and continue to discuss sales, you
want to ensure you mix in a little value to your
strategic followup process. I like to suggest the
70/30 rule. Seventy percent of your followup
needs to be something of value for your prospect
and 30 percent needs to be about you and your
product.

So what are some ways you can UNSUCK
your followup?
1. Invite prospects to an event – a chamber
meeting, a rotary club, or something your company
is hosting. An invitation is a soft way to say “I am
interested in winning your business”, while giving
your prospect something they can benefit from.

2. Send them a referral – show them you are the
type of sales professional, even before you win their
business, who is interested in helping them grow and
be more successful. You are always asking your
prospects to invest in your business, you should
make the first move and invest in theirs.
3. Connect on LINKEDIN – and then take it one
step further. Write a personal note in the
connection, make a comment on their posts, share
one of their articles. Or better yet offer to link them
to some of your connections – broaden their
network.
4. Send a video or article of interest – if you were
paying attention in the sales calls, then your
prospect gave you lots of ideas on what is important
to them, what their focus is for their business, and
what information they find valuable. Invest the time
to find a few articles or videos on the subject, and
send them along with a nice handwritten note.
5. Highlight their business – look for articles about
your prospects in the paper, videos they publish,
awards they might have won, and use this as an
opportunity to send a congratulations not. I did this a
lead that had gone cold. They were just named one
of the Top 100 Best Places To Work. I just saw it
highlighted on LINKEDIN and printed it. Got a nice
card, wrote a note, and sent the congratulations
along. One week later I got a call from the CEO, and
we are set to meet next week. Works like a charm!
And the list goes on! If you really think about it, you
can come up with all types of ways to stay visible
with your prospects so that when they are ready to
pull the trigger you are the first person they think of.
Remember – the sale is in followup – it is always in
n
the followup!

Meridith Elliott Powell is the CEO of
MotionFirst. Find more here
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The number one differentiator for companies that are slow to grow and those that
are knocking the ball out of the park is… Effective Sales Leadership.
So often, salespeople are promoted to management prematurely. Small and midsize businesses
may lack resources or talent to lead a sales team successfully. Large organizations face the
daunting task of developing the next generation of millennial sales leaders.
There is an urgent need for companies to uplevel their sales leadership in order to innovate, create
loyalty, strategically compete, and win new business against disruptive competitors. With Race to
Amazing, you don’t need to waste time with lofty theories. Get on the fast track to sales success
with a proven system that has been cultivated over 40 years.
Author Krista S. Moore has codified her winning approach through combining her personal
experiences growing up in a small coal-mining town, leading sales for multimillion-dollar startups and
Fortune 500 companies and coaching successful sales leaders throughout the world.
Order Your Copy Today

Top Sales Roundtables
So, here we are, entering the final quarter of the year. We estimate
that only around 20% of frontline sales professionals will be totally
confident about hitting quota and a further 30% will be hopeful –
although hope isn’t a strategy! The remainder  a whopping 50% 
are going to fail, some miserably. But it doesn’t have to be that way.
Our expert panel will share their combined wisdom and offer
suggestions for using the last 3 months wisely to maximise effort.

The Latest Top Sales Roundtable Recording  Listen Here
Q4 Is Here: Final Big Push, Please!

Dave Mattson

Mark Hunter,

Tibor Shanto

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

Jonathan Farrington

TOP SALES WORLD
INSPIRING THE GLOBAL SALES COMMUNITY

Advertise,
Partner, Promote,
Publicize
Whatever your requirements for the size your budget,
we can tailor a package for you: we have incredibly
attractive 12month partnership opportunities; major
event sponsorship availability or straightforward one
off promotions.

Our magazine reaches over 390,000 subscribers every
month, and the combined Twitter reach of the TSW
contributors is 4.1 million! Top Sales World is now the
most visited, most popular, most exciting and most
significant sales related site – period.

Please email us on advertising@topsalesworld.com to discover the possibilities.

Bridging the Gap between Buyer Preferences
and Seller Behaviors: Customer Engagement
Modern buyers are
changing faster and to a
greater degree than sales
organizations. Buyers are
also consumers, and their
experiences as consumers influence their
B2B buying behavior.

hey’ve rapidly come to expect personalization,
transparency and immediate fulfillment. They
take their B2C shopping experiences,
consciously or unconsciously, with them when they
go to work, and their expectations change as rapidly
as their consumer options change.
One of our recent CSO Insights studies found
that more than 70% of buyers usually engage with

T
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salespeople only after their needs are already
clarified.
And 44 % of these buyers also identify their
solutions on their own before they engage
salespeople. Onefifth only want to lock down the
details with salespeople just before making a buying
decision.
However, 90% of the buyers said that they
would be open to engaging with salespeople earlier
along their customer’s path in specific buying
situations.
There was more interest in early engagement
when a business challenge was new for the buyers
(34.1%), perceived as risky for the organization
(21.1%), or as risky for the buyers themselves
(19.1%) or complex in nature and likely to impact
several departments (16.2%). At least one of these
criteria will apply to many opportunities. If buyers
are, in general, willing to engage sellers earlier, why
are they not doing it more often? But the majority of
buyers prefers other resources when it comes to
solving a business problem.
The study participants were approximately 500
executive buyers from around the world. Only 23%
of them selected salespeople as a top three
resource when it comes to solving business
problems.
What does that mean? It means that buyers turn
to other resources first; resources they perceive to
be more relevant and valuable to them. These
resources are SMEs, third parties, vendor websites,
industry events, peers, colleagues, social networks,
industry publications, or web searches. Buyers
ranked salespeople ninth as a resource they turn to
for help with a business problem. If salespeople are
perceived as vendors rather than problem solvers,
today’s sales organizations have a serious challenge
to overcome.
Buyers shared their preferences: They prefer

Tamara Schenk

salespeople who understand their business and
their
role,
who
demonstrate
excellent
communication skills, who focus on postsale and
who provide insights and perspective.
That’s the set of requirements for any effective
customer engagement approach. What is customer
engagement? What does it mean to you? Is it a
marketing issue, a sales issue, a service issue? Buyer
data shows that customer engagement should
seamlessly cover the entire customer’s path.
Customer engagement covers the way
organizations
and
their
customerfacing
professionals get in touch with their prospects and
customers (buyers) along their entire customer’s
path. Customer engagement’s main goal is that
prospects and customers perceive every
interaction, regardless of with or without human
interaction,
as
relevant,
valuable
and
differentiating.
As regular readers of our CSO Insights sales
enablement research know, we always recommend
making the customers and specifically the
customer’s path the primary design point of sales
enablement.
Yes, it’s more than being valuable. What valuable
is does not only depend on the buyers’ perspective
but also on the buyer’s current stage along their
customer’s path. And that’s what we mean by
relevant. And differentiating means that the
messaging, the engagement approach, and the
provided expertise and perspective should always
be differentiating, and not perceived as a
competitor’s copy.
Effective customer engagement is the result of
aligning all enablement services to the customer’s
path, not only creating the required content and
messaging but also ensuring that the related
training and coaching takes place to drive
reinforcement and adoption of the desired
behaviors.
Let’s look at some data. We asked the more than
500 global participants of our brand new 2018 Sales
Enablement Optimization Study some questions

about the prerequisites for driving customer
engagement. The first question was about
effectively aligning their enablement services to the
customer’s path to improve customer engagement
and customer experience: 42.0% agreed, and 58.0%
answered neutral or disagreed. Does customer
engagement matter? Yes, it pays off.
The 42% that align their enablement services
effectively to the customer’s path experienced
8.1% better win rates compared to the study’s
average. Not doing it at all led to win rates way
below average.
Then, we looked at how enablement teams do
this. It requires providing content and messaging
that is tailored to buyer roles, content that speaks in
the target industry’s language, and a dynamic value
messaging approach that tailors different value
messaging types to the different phases of the
customer’s path. It requires social selling skills to
take advantage of sharing relevant and valuable
content and drive engagement this way, too. And
looking at these detailed practices, we saw a
difference.
While 42.0% of organizations reported having
their enablement services effectively aligned to the
customer’s path, only onequarter is actually
applying all the necessary steps to get there.
Having all the prerequisites in place is important,
but it’s only half the battle. Providing content and
messaging is not enough; salespeople have to learn
and practice how to use and apply these things
successfully. So, training is key to success and sales
coaching is even more important.
Implementing effective customer engagement
means making changes. It requires an integrated
set of enablement services, a compelling change
story that explains the WHY, and lots of change
leadership across the organization to make the
n
changes the new standard.

Tamara Schenk is Research Director, CSO
Insights, the research division of Miller
Heiman Group. Find out more here
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About the Book
Today’s prevailing sales strategies are often based on decadesold practices for bringing products and services to
customers. In the age of technology, buyers come fully informed about what you have to offer, how you stack up
against the competition and the different options for solving their business challenges. Successful selling demands a
new approach to differentiating your offering, engaging customers, and driving profits.
“Sales Enablement: A Master Framework to Engage, Equip and Empower a WorldClass Sales Force” is the turnkey
roadmap for sales leaders and sales enablement professionals who are serious about building a stateoftheart sales
force. This comprehensive guide shows you how to orchestrate a sustainable system of content, training, coaching,
and technology along with proven best practices for equipping your sales teams with everything they need to succeed
in today’s competitive sales environments. Download An Excerpt Here

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

How to Write a Killer Executive Summary
The ideal proposal should summarise what you've already agreed with the
relevant stakeholders. They should have agreed you understand their
requirements, that you can help them, discussed delivery, terms and their
investment. The proposal should just be confirmation.

ut in the real world proposals often have to sell
and differentiate you from your competitors.

B

The problem is that people don't read carefully.
They skip sentences, jump to conclusions and filter
everything through their preconceived notions. Even a
short, simple proposal can be misinterpreted. Most
proposals are anything but.
It's difficult to persuade someone in person. In
writing, when you have no control over how carefully
someone reads your proposal it's much harder. If you
have to write a proposal it's critical you get the most
important part  the Executive Summary  right.

The purpose of an Executive Summary
An Executive Summary shouldn't just be a summary 
it's a way to communicate directly with the executives
who make the final decision. They will quite likely only
read the Executive Summary and leave details to
others. So it's critical to make it compelling  from their
perspective.
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Things to remember
People often skim, jump to conclusions, misinterpret
even simple sentences and fail to absorb information
when reading. And it isn't your prospect's
responsibility to make sure they understand  it's
yours.
So it needs to be easy to read, use simple
language and short sentences and avoid jargon 
unless it’s the prospect's jargon. It must be logically
constructed and "flow".
I look for fancy words like "extraneous" and
replace them with simpler ones like "unnecessary". I
review every sentence containing "and" and try to
break it down into two shorter sentences.
I want a compelling message that’s simple, easy
to red, understand and totally relevant from the
prospect's perspective.
How long should it be? My mantra is "As short as
possible, as long as necessary". One page is great if
you can say what you have to, more is ok if
necessary.

Structure
I use a simple structure:
l Current situation
l What they want to achieve and why
l Benefits of going ahead
l Consequences of not going ahead
l Say you can help them
l Risk minimisation and proof
Never include details of your product or service.
Executives aren't interested in them, they are
interested in the end result. Put these in the body of

Steve Hall

the proposal. Executives don't care HOW it works,
they care about WHAT it does for them.

get by going ahead and show you understand and will
make sure they get them.

Objective
I always ask two questions:
1. Who is my audience?
2. What do I want them to think or do?

Consequences of not going ahead
This is the flip side. What happens if they do nothing?
Will things get worse? Will it be more expensive to
fix? Will costs or risks become unacceptable?
Often prospects don't consider the negative
aspect of inaction. But risk aversion is very powerful.
All senior executives consider risk of proceeding
when looking at a big investment. Show them the risks
of not going ahead.

The audience here is executives. I am not trying to
sell. I want them to think "That's right. That's what we
are trying to achieve. I want those results. These people
understand me."
So the Executive Summary needs to be all about
them and what they want, not about you.

Sections
Current situation
Why tell them what they already know? Because I
want to show I understand them, that I've done my
research and that I "get" them. Wherever possible I
use their own words because it makes me more
believable.
What the prospect want to achieve and why
Often a prospect will tell you what they want but not
why. But every prospect has underlying business
reasons and that's what executives care about.
If you sell Artificial Intelligence solutions their
technical people probably want technical details  but
noone buys AI for the sake of it. They buy it for
business reasons. A salesperson's job is to uncover
these reasons then feed them back.
Benefits of going ahead
List the benefits of going ahead  NOT of choosing
you but of doing something  soon. Your biggest
competitor isn't another vendor. It's inertia  doing
nothing. Don't worry about your competitors. If you
show how well you understand the prospect's
situation you'll blow most competitors away without
ever mentioning them.
Make them focus on all the great things they will

Say you can help them
You've shown you understand them, their business
issues, the risks and benefits. Now state you can help
them. Give examples showing how you've helped
other, similar companies. You don't have to say HOW
it works. That comes later.
Risk minimisation and proof
Risk is a big issue so let's get it out there. They're
thinking about it anyway. Tell them what the risks are
and how you help mitigate them. One component of
risk minimisation is experience  show how you've
done this before with in similar situations.

Summary
Make it about them, show you understand what they
want and why, get them thinking "that's right", show
the benefits of going ahead, the risks of doing nothing,
say you can help, give brief examples and show how
you minimise their risk.
That's a simple, easy to understand and effective
n
way to write an Executive Summary.

Steve Hall is MD of Executive Sales Coaching
Australia, joint founder of Executive Sales
Forum International and owns the Executive
Sales Coaching LinkedIn group.
Find out more here
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Lisa Leitch

Create a Sales Movement
It’s time to change the way the world looks at sales and by doing that we
have to create a movement to transform ourselves into more proactive and
brave salespeople.

hen I was starting out in life, the last
career I wanted was to go into sales or
stay on the farm – but I’ve been selling
for over 25 years and I love what I do. Working in
partnership with different businesses – learning
about their challenges, their teams, and their dreams
while helping them craft solutions that lift their KPIs
is deeply satisfying. But what nearly kept me out of
this field hasn’t changed in 25 years – the stigma
attached to being in sales, and the public’s negative
perception of salespeople.
How bad is it? How many bright and capable
people turn away from a sales career because they
see it as a lessthanreputable profession? We know
the economy needs strong, profitable businesses,
and that sales and salespeople are what drives
business success. So why is it that we get no
respect?
Maybe it’s because we don’t earn it.
According to research from OMG – Objective

W

Management Group, the number one sales
assessment tool to evaluate the effectiveness of
salespeople – 50% of salespeople are subpar, based
on the competencies and sales standards of today.
Only 57% of salespeople will achieve their sales
targets this year. That’s an ugly statistic you can’t put
lipstick on.
YES  we need to do better.
It’s time for us to plant the flag and transform not
only the sales world but also the rest of the world’s
perception of us. Let’s commit to being smarter and
bolder at our jobs; to becoming more strategic,
proactive, and brave! Yes, it takes guts and effort to
change how you do what you do, but the success
and satisfaction it brings are so worth it and you
don’t have to do it alone.
My team and I have committed to changing not
just the perception of sales but the profession of
sales from the inside out. Are you in?
You can start right now to raise the bar and be
more successful at what you do.
Hold your team to a higher standard of sales
expertise and excellence. Lead by example and
coach your people to meet those expectations.
Nobody learns in a vacuum.
Let’s rally together in the sales community. If you
know a salesperson, sales leader or sales team who’s
struggling to get better sales – let’s reach out to lead,
coach and mentor them to get them there.
Let’s work together to grow our profession and
our professionalism. Let’s be bold. Let’s be brave.
n
It’s time.

Lisa Leitch is President, Sales Strategist,
Trainer & Coach at Teneo Results
Find out more here

TOP SALES MAGAZINE OCTOBER 2018

33

How One Company’s Disciplined,Targeted
Approach To Demand Generation
Delivered Big Results
All leadership says the same thing to their salespeople: “We
want you to be successful.” Because when salespeople are
successful, a company realizes that success through
predictable revenue streams and increased profits.
Market Segmentation and Past Sales Success
Laid a Framework for Demand Generation
The intersection of where the company had success
and where the market was headed determined where
JD Edwards wanted to focus product investment,
demand generation and sales enablement.
Led by the product and industry marketing teams,
we ranked these two elements:

eaders want to help their salespeople achieve
goals but many leaders either don’t invest
enough time up front or they don’t know how to
do so in a manner that will pave the way for the most
success.
Let’s flash back almost two decades now. JD
Edwards, then one of the top three or four providers
of enterprise software, was reaching a critical
juncture. The previous 18 months had seen
investments in lead generation stop, all existing leads
dry up and revenue drop by $200M. Something
needed to change.
Through what we labeled the “Revenue Delivery
System,” JD Edwards sales and marketing leadership
invested in a strategic approach to drive demand
generation and equip the sales team to effectively
sell to targeted markets.

L
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1. Where have we had success in the past? (What
products into what industries/market segments in
what geographies?)
2.Where are specific market segments headed, and
where can we dominate (or at least win more than
our fair share)?
The challenge we (and many businesses) had was
falling into the trap of “sell anything you can to
anyone” (and assume sales will continue to grow). The
analogy we used was fishing. You can troll the lake
hoping something bites, or you can fish in the part of
the lake where the fish like your bait. The first
fisherman goes hungry; the second succeeds.
The same holds true for sales. Just because you
sold it once — good salespeople can sell anything
once — does not mean you can sell it again. And in the
software business, once you sell it once, your
operational cost for building and maintaining the
features that the otherwise untargeted customer in
that untargeted industry requires is expensive — very
expensive.

Steve Maegdlin and Jay Mitchell

Also, it is important to focus your sales and
marketing teams on generating leads and selling to
customers in specific regions, in specific industry
segments within those regions, and with problems
your products specifically solve. For example, if you
live in Houston, you are better served to invest most
of your time generating leads and selling in the oil and
gas industry, not consumer package goods.

We made sure sales was equipped to execute
the strategy by implementing some critical sales
enablement processes:
l Identifying and prepping sales with specific

l

Sales and Marketing Alignment
Once we understood our markets, industries and
geographies — and the competitive advantage we had
in each — we got busy implementing an aggressive
demand generation program.
We used a simple threestep process to help
integrate sales and marketing:
1. Marketing created demand around targeted
customer pain points to generate interest in our
offering
2. Marketing qualified leads through a leadnurture
process to make sure it was real and worth our
sellers’ time
3. Sales reviewed each lead and turned it into a sales
qualified lead, subsequently adding the lead into
their pipeline commitment
Once sales learned that marketing were highly
targeting customers and were prequalifying leads to
ensure it was worth their time — they got on board.
Three months after implementing the Revenue
Delivery System, sales converted 54% of marketing
leads to sales qualified leads, meaning they believed
the lead was good enough to put in their pipeline. The
54% is beyond industry best practice, which at the
time hovered around 15% to 20%.

Sales Enablement Completes the System
While we spent countless hours and a lot of strategy
and research dollars to generate highquality leads,
the strategy depended on the sellers’ followthrough.

l

l
l
l

buyer problems (by buyer role or persona) and
explaining how our specific product solutions
met those specific needs
Providing the sales team with industryspecific
language that would resonate with the buyer
(and in many cases, regionally different language
across Europe, Asia, Latin American and Africa)
Practicing strategies for discovering pain points
and selling in a way that addresses those pain
points
Role modeling how to lead the conversation
from pain points to JD Edwards solutions
Educating on how to reframe objections
Appealing to sales’ competitive nature with
“How Do You Win” sheets for specific
competitors

The Results Speak for Themselves
With the Revenue Delivery System, JD Edwards
grew $400 million in topline revenue in two years.
This significant increase in revenue positioned
JD Edwards for a premium sale price when they
merged with PeopleSoft.
All the work in identifying products, industries
and geographies, and building sales enablement
tools simplified the integration process after the
merger — making clear which products should stay
and which products should be sold by what sales
teams in what geographies.
n

Jay Mitchell is the Founder and President
of Mereo LLC, a global consultancy enabling
industry leaders, including AccelKKR,
Pitney Bowes, Ariba and SAP, to unleash
sustainable revenue performance.
Steve Maegdlin is a Principal with Mereo LLC.
Find out more about Mereo here
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Are We reinforcing our organization’s
Customer Disloyalty Program?
Customer disloyalty
happens. When we fail to
meet customer
requirements after we
initially attract and win their
business. When customers become
disenchanted, their loyalty is jeopardized.
The next step is customer defection.
ar too often, businesses of all sizes leave the
customer’s loyalty in the hands of frontline
employees. These gallant individuals deal with
disgruntled – perhaps even irate – customers,
attempting to calm things down. Usually by offering
profuse apologies about product and service
delivery dissatisfaction.
Frequently, the stage for customer disloyalty is
set because frontline employees have no control
over leadership and management decisions.
Decisions about the structure of the customer
loyalty program, and its perceived relevance and
value to each customer. Also, decisions about
systems, software, quality, and the loyalty Apps each
customer uses when doing business with that
organization.
As a result, leadership and management remain
blissfully unaware that customer disloyalty is

F
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brewing. Until there is a drop in revenue. Will they
take corrective action by increasing product and
service pricing? Or will they ask those frontline
individuals about the real root causes of decreased
sales revenue?
We have four major grocery chains here in Ann
Arbor MI. Each with their own, branded customer
loyalty program.
First, each brand’s loyalty program requires
downloading a specific App. And then, the fun
begins. Why? Because, for starters, ease of use of
the App is a customer’s first indication of whether
management and leadership appreciates them.
In Ann Arbor, choice of stores often depends on
travel routes, and which side of the street we are on
when we need groceries. As a result, customer
loyalty not only is a function of product offerings. A
major factor influencing repeat purchase is
convenience relative to store location.
Yesterday, as I returned home from a client’s, I
stopped by the grocery store located off the
highway, in the direction I was traveling.
That one decision catalyzed the conclusion of
my customer disloyalty journey with this store and
brand.
At check out, I opened their store App. I normally
access through permission from Facebook. Nothing.
Nada. Regardless of whether I connected to wifi.
Not unexpected, either. This scenario happened a

Babette Ten Haken

few times before, and my account was hacked twice.
Of course, the checkout folks apologized. They
explained they did not know how to override the
backend system. Then, the customer service
manager offered to sign me up for a new account,
with a new password. Which meant that my old
account, and loyalty points, probably would be lost
in the transition.
At that point, I realized that this grocery store
chain never really did appreciate me (or anyone else)
as a customer. I simply was a revenue source,
because:
1. The loyalty App’s user interface was faulty as well
as insecure.
2. The only coupons offered were for items I
normally did not purchase, rather than coupons
customized to my purchase habits.
3. The store only offered me a dollarsoff coupon
after I spent $500 with them. Really?
4. Unlike other stores in Ann Arbor, no discount
was applied for bulk purchase of items like wine
and yogurt.
5. The store did not offer a bag credit, if I brought in
my own grocery bags.
6. There were no additional opportunities for me to
give back to the community, by donating bag
credits or a percent of cost of items purchased, to
local charities and schools.
In other words, this loyalty program was all about me
spending money at their store. And making their
company money. Period. They do not appreciate my
business, at all. And they offer me no value, and no
reason, to remain loyal to them.
Which, most likely, is the reason why
management decided to raise prices on many of
their items. Because they were losing disloyal
customers, rather than creating experiences focused
on retaining existing, loyal ones. And, obviously,
management was not interested in finding out why
revenue decreased because these customers were
defecting.

Customer disloyalty does not have to happen, if
all employees – including leadership – keep a
handson, frontline connection with customers.
Regardless of whether your organization has a
customer loyalty App, or that “human” App actually
is you, do you create memorable customer
experiences? The type of experiences that reinforce
customer success and customer retention? Or, is
each interaction with your organization risky and
inconsistent?
l First, does the customer loyalty program App
l

l

l

l
l

l

provide a hasslefree, seamless user experience?
Next, does the App offer immediate, oneclick
access to customer information, including
purchase patterns and accrued loyalty points?
Or, does the customer loyalty program App
function sporadically and erratically, in the
presence or absence of instore wifi?
If the App offers customers the choice of
passwordbased access, or connection through
Facebook, does login function consistently?
Is the loyalty program App secure? Or are
customer accounts easily hacked, lost, reset?
Are the freebies and coupons offered by the
loyalty program personalized, relevant, popular
and valuable to customers?
Or, does the loyalty program simply pay lip
service to the concept of customer loyalty?
Without showcasing how important customers
are to everyone in the organization?

Customer loyalty programs communicate the
attitudes of organizations towards their customers.
It is not up to frontline staff to prevent customer
defection due to faulty technology and disengaged,
disinterested leadership. Is your customer loyalty
program in need of a major overhaul?
n

Babette Ten Haken is a speaker, strategist,
author and blogger. Find out more here
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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.

Top Sales Post

September’s Top Sales Post
Implementing Sales Technology Requires Sales
Enablement and Sales Operations to Work Together
by Tamara Schenk

O

n Tuesday, Seleste Lunsford shared some of
the findings on sales technology in our 2018
Sales Operations Optimization Study. One of her
recommendations is to not underestimate the role
of sales enablement when it comes to reinforcement
and adoption of technology.
Adoption rates of sales processes and CRM
systems are not getting better. This is a multiyear
trend. These adoption rates aren’t universally above
the 75% level that they usually need to be to create
significant
productivity
and
performance
improvements. The fact that only 24% of all
respondents to our 2017 World-Class Sales
Practices Study said that, “Our CRM system
significantly improves the productivity of our

salespeople” supports the point that there is a real
challenge to be overcome when implementing sales
technology.
As a result of poor adoption rates, the problem of
ineffective technology implementations is getting
even worse because people don’t trust the data in
the system. In the same study, only 24% of all
respondents said that, “Our sales organization is
highly confident in the data available from our CRM
system.”
As the number of sales technology solutions
continues to grow rapidly, it’s urgent that
organizations get better at implementing sales
technology.
Read Full Article Here

Our 2018 Partners
If you would like to learn more about the benefits of becoming a TSW sponsor
and our existing Partner Program, please find details here.
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