
[image: image]


More Praise for New Sales. Simplified.

“New Sales. Simplified. is truly priceless. This is a book you don’t read once; it’s one you read with a highlighter and pad, taking notes on each topic. After you’ve read it and marked it up, you’ll find yourself coming back time and time again for more ideas to help you grow your sales.”

—Mark Hunter, The Sales Hunter, author of High-Profit Selling

“Mike Weinberg’s coaching and the approach presented in New Sales. Simplified. have been game-changers for our firm. Our revamped sales story is getting us in front of significantly more Fortune 500 prospects, and Mike’s method for conducting sales calls has changed the entire dynamic of the sales dance and helped shorten our sales cycle.”

—Thomas H. Lawrence, CEO, Smartlight Subrogation

“Everyone in sales is responsible for new business development. Period. End of story. But as Mike Weinberg so clearly puts it, ‘No one ever defaults to prospecting.’ If you constantly struggle to generate new business, you owe it yourself to read New Sales. Simplified. You will learn everything you need to do to stand out from the competition, get more appointments, and close more deals. Oh, and you will have more fun doing it!”

—Kelley Robertson, CEO, The Robertson Training Group, and author of Stop, Ask and Listen and The Secrets of Power Selling

“In a time when too much of the sales literature is filled with hyperbole, tricks, and gimmicks, New Sales. Simplified stands out as a refreshing change. It’s packed with pragmatic advice, all the result of Mike’s deep experience in selling. What works in selling is sharp, disciplined execution of the basics. Every page of Mike’s book reminds the reader of this and vividly demonstrates how the basics work. It’s a refreshing reminder to the experienced sales professional and a critical guidebook for the new salesperson. Read it, annotate it, keep it within reach.”

—Dave Brock, President, Partners in Excellence

“When you’ve tired of every new flavor-of-the-month sales theory and are ready to get serious about pursuing and acquiring new customers, this book is for you. Mike Weinberg tells it like it is, presents timeless sales truths, and [provides] a simple, straightforward approach to developing new business. Prepare to be entertained and energized.”

—Charles H. Green, coauthor of The Trusted Advisor, author of Trust-Based Selling, and CEO of Trusted Advisor Associates

“New Sales. Simplified. captures the essence of Mike Weinberg’s approach to new sales: simple, potent, and effective. We have had the good fortune of having Mike implement this formula in our businesses, and it just plain works. This book is required reading for anyone looking to improve sales quickly and dramatically.”

—Andy Parham, CEO, Bick Group

“I recognized Mike’s integrity, intelligence, and passion for growing business more than 20 years ago when he was one of my students. Fast forward, and it is clear that he has never stopped learning! In New Sales. Simplified. Mike shares his considerable real-world experience about paying attention to and expanding the top line—sales.”

—William D. Danko, Ph.D., Emeritus Chair of Marketing, State University of New York at Albany, coauthor of the New York Times bestseller The Millionaire Next Door

“Mike Weinberg has created a valuable sales resource that lives up to its name by presenting a simple, no-nonsense, step-by-step guide to developing new customers that all sales reps and sales managers should take to heart. Pick it up and read it!”

—Andy Paul, author of Zero-Time Selling and CEO of Zero-Time Selling, Inc.

“As Mike Weinberg’s consulting partner, I personally witnessed his passion and intensity for developing new business. In New Sales. Simplified. Mike has captured the magic of his simple principles. Follow this framework and you will succeed. Guaranteed! A must-read for any salesperson who desires to consistently acquire new customers.”

—Donnie Williams, cofounder, Sales Force One, and Senior Vice President, Sense Corp


[image: image]



Bulk discounts available. For details visit:

www.amacombooks.org/go/specialsales

Or contact special sales:

Phone: 800-250-5308

Email: specialsls@amanet.org

View all the AMACOM titles at: www.amacombooks.org



This publication is designed to provide accurate and authoritative information in regard to the subject matter covered. It is sold with the understanding that the publisher is not engaged in rendering legal, accounting, or other professional service. If legal advice or other expert assistance is required, the services of a competent professional person should be sought.

LIBRARY OF CONGRESS CATALOGING-IN-PUBLICATION DATA

Weinberg, Mike. New sales : simplified : the essential handbook for prospecting and new business development / by Mike Weinberg ; foreword by S. Anthony Iannarino.

        p. cm. Includes index. ISBN 978-0-8144-3177-1 1. Selling. 2. Business planning. 3. New business enterprises. I. Title.

HF5438.25.W29295 2013

658.85—dc23

2012017452

© 2013 by Mike Weinberg

All rights reserved.

Printed in the United States of America.

This publication may not be reproduced, stored in a retrieval system, or transmitted in whole or in part, in any form or by any means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written permission of AMACOM, a division of American Management Association, 1601 Broadway, New York, NY 10019.

The scanning, uploading, or distribution of this book via the Internet or any other means without the express permission of the publisher is illegal and punishable by law. Please purchase only authorized electronic editions of this work and do not participate in or encourage piracy of copyrighted materials, electronically or otherwise. Your support of the author’s rights is appreciated.

About AMA

American Management Association (www.amanet.org) is a world leader in talent development, advancing the skills of individuals to drive business success. Our mission is to support the goals of individuals and organizations through a complete range of products and services, including classroom and virtual seminars, webcasts, webinars, podcasts, conferences, corporate and government solutions, business books, and research. AMA’s approach to improving performance combines experiential learning—learning through doing—with opportunities for ongoing professional growth at every step of one’s career journey.

Printing number

10 9 8 7 6 5 4 3 2 1


Dedicated to my beautiful bride Katie, my biggest fan, my best friend, and still the best proof that I can sell.


 

CONTENTS

 

Foreword by S. Anthony Iannarino

Acknowledgments

Introduction

CHAPTER 1
Sales Simplified and a Dose of Blunt Truth

The Groundwork for a Simple Sales Model

Why All the Craziness and Fear About Prospecting?

So Many Salespeople Are Struggling: What Happened?

Confusion Reigns: Sales 2.0 and the Projected Death of Prospecting

Where Did All the Sales Mentors Go?

CHAPTER 2
The “Not-So-Sweet 16” Reasons Salespeople Fail at New Business Development

They Haven’t Had To or Don’t Know How

They Are Always Waiting (on the Company)

They Are “Prisoners of Hope”

They Can’t “Tell the Story”

They Have Awful Target Account Selection and a Lack of Focus

They Are “Late to the Party”

They Have a Negative Attitude and Pessimistic Outlook

They Are Guilty of a Fake or Pitiful Phone Effort

They Are Not Likable, Don’t Adapt Their Style, and Have Low EQ

They Can’t Conduct an Effective Sales Call

They Love to Babysit Their Existing Accounts

They Are Busy Being Good Corporate Citizens

They Don’t Own Their Own Sales Process

They Don’t Use and Protect Their Calendar

They Stopped Learning and Growing

Honestly, They Are Not Built for It

CHAPTER 3
The Company’s Responsibility for Sales Success

Why Sales Coaching Develops into Consulting

Sales Follows Strategy: Mr. CEO, Please Do Your Job So I Can Do Mine!

A Low View of Sales: Dumping Garbage on the Sales Manager’s Desk

Heavy Service Burden and the Hybrid Hunter-Farmer Sales Role

Illogical and Unhelpful Compensation Plans

Mistrust, Micromanagement, and Treating the Sales Team Like Children

CHAPTER 4
A Simple Framework for Developing New Business

Born Out of Failure

Documented Out of Necessity

The Simplest of Models

A Bold Declaration

CHAPTER 5
Selecting Targets: First for a Reason

Selecting Target Accounts Is a Rare Opportunity to Be Strategic

Your Target List Must Be Finite, Focused, Written, and Workable

Segmenting Your Existing Accounts

Preparing for Target Selection: The Who and Why Questions

Making the Most of Referral and Indirect Selling

Resources for Identifying Targets

Pursuing Your Dream Targets

Targeting Contacts Higher in the Customer Organization

Questions for Reflection

CHAPTER 6
Our Sales Weapons: What’s in the Arsenal?

Marshaling the Weapons in Your Arsenal

Questions for Reflection

CHAPTER 7
Your Most Important Sales Weapon

Most Companies, Executives, and Salespeople Don’t Have an Effective Story

Your Sales Story Is Not About You

Telling the Story Is a Lost Art: Whatever Happened to Puffery?

Differentiation and Justifying Premium Pricing

A Great Story Produces Confidence and Pride

Questions for Reflection

CHAPTER 8
Sharpening Your Sales Story

Our Story Must Pass the “So What?” Test

Three Critical Building Blocks for a Compelling Story

Why Lead with Client Issues?

Drafting the Power Statement

A Couple of Sample Power Statements

The Sales Story Exercise

What We Can Do Now

The Commodity Antidote

Questions for Reflection

CHAPTER 9
Your Friend the Phone

Erase the Tapes in Your Mind and Let’s Start Over

Your Mindset Matters

Our Voice Tone and Approach Matters, Too

Script or No Script?

Why Are We Calling? Laser Focus on the Objective

Stop Overqualifying

Favorite Introductory Phrases for a Great Start

Crafting Your Telephone Mini Power Statement

For the Inside Rep: Build a Bridge

Ask for the Meeting, Ask Again, and Once More

Three Magic Words

Winning with Voice Mail

Questions for Reflection

CHAPTER 10
Mentally Preparing for the Face-to-Face Sales Call

It’s Your Call; You Need a Plan

Avoid Defaulting to the Buyer’s Process

Bring a Pad and Pen; Please Leave the Projector at Home

God Gave You Two Ears and One Mouth

Selling from the Same Side of the Table

Questions for Reflection

CHAPTER 11
Structuring Winning Sales Calls

The Phases of a Winning Sales Call

Build Rapport and Identify the Buyer’s Style

Share Your Agenda and Set Up the Call

Clean Up Their Issues

Deliver the Power Statement

Ask Probing Questions: Discovery

Sell

Determine Fit and Seek Out Objections

Define and Schedule the Next Step

Questions for Reflection

CHAPTER 12
Preventing the Buyer’s Reflex Resistance to Salespeople

It’s Not Your Fault, but It Is Your Problem

Shaping How the Customer Perceives You

Preventing and Minimizing the Buyer’s Resistance

Questions for Reflection

CHAPTER 13
I Thought I Was Supposed to Make a Presentation

Why I Hate the Word Presentation

Redeeming the PowerPoint Presentation

Discovery Must Precede Presentation, So Insist on a Meeting

When the Prospect Will Not Meet with You Before the Presentation

Break the Mold to Set Yourself Apart

CHAPTER 14
Planning and Executing the Attack

No One Defaults to Prospecting Mode

Time Blocking

The Math Works; Work the Math

Writing Your Individual Business Plan

Preplanning Travel: Why Southwest Airlines Is My Sales Force One

A Balanced Effort Produces a Balanced Pipeline

Questions for Reflection

CHAPTER 15
Rants, Raves, and Reflections

Manners Matter

Attitude Is Contagious

Your Appearance and Image Send a Message

Go After the Giant Competitor and Play to Win

Winners Get in the Office Early and in the Deal Early

Take Real Vacations and Stay Off the Grid

Team Selling: Make the Most of Your Resources

Beware Who Is Telling You Not to Prospect

CHAPTER 16
New Business Development Selling Is Not Complicated

There Is No Magic Bullet

New Sales Success Results from Executing the Basics Well

Index


 

FOREWORD

 

 

Why do salespeople fail?

Is it because they don’t have some key piece of technology? Because they need a new and painfully esoteric sales process? Or because they don’t spend enough time on the Internet?

Of course not. Salespeople fail when they can’t execute the fundamentals. No matter how flashy or exciting trick plays may look on the highlight reel, football is a game of blocking and tackling and advancing the ball down the field. Success in any game or arena is always about the fundamentals.

Enter, Mike Weinberg. Unlike those who would sell you the new “new” thing, Mike will tell you the truth (even though it may sting a little). Mike will help you to understand that acquiring new clients is simple, but not easy.

For more than two decades, Mike has sold, managed salespeople, coached salespeople and consulted with sales organizations. His formula for producing new business sales success will deliver results for every sales organization willing to do the work and employ his approach.

New Sales. Simplified. That’s an apt title because this isn’t an academic treatise on sales. It’s not full of theories. It’s an action-oriented guide for salespeople, sales managers, and executives. It’s a field guide for any person trying to help a sales team compete and win in a competitive market.

This book will help you choose the right targets. You will learn to build a plan to pursue those targets without giving up too early. You will learn to use all of the weapons in your arsenal, particularly your sales story, to prove that you are a value creator and you deserve a place at your dream client’s table. You will learn to work a plan and to execute it flawlessly. If you are a sales manager, this book will provide you with the tools you need to lead your team to success.

New Sales. Simplified. It’s a book of fundamentals and timeless truths, with proven, real-world strategies that produce sales results every time they are employed. Most of all, it’s a book for those with the courage to do what is necessary to win new business. And win they will!

Winning new business isn’t easy. But there’s no reason to make it more complicated than it has to be. This is the book I wish I had when I started in sales. Take what Mike teaches and go make a difference!

S. ANTHONY IANNARINO
www.thesalesblog.com
Westerville, Ohio
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INTRODUCTION

 

 

I love sales. My passion and specialty is new business development, and nothing energizes me more than helping salespeople improve at acquiring new customers.

By day, I provide sales and sales leadership coaching to sales teams and sales managers and sales force consulting to senior executives. By night, I have been assembling my thoughts from twenty successful years in sales in order to write the book you are holding. My practice keeps me engaged with salespeople in a wide variety of businesses and I’m increasingly concerned by a disturbing trend: It seems fewer and fewer people who make a living in sales have a working knowledge of how to prospect for new business.

There are plenty of account managers and reactive-type salespeople who get by, or even thrive, when enough business comes their way. But there is dire shortage of those who can create new opportunities through their own proactive sales effort. Many veteran salespeople are victims of their own past success and easier times, when they could make their numbers while operating in a reactive mode. Others were carried along by their company’s momentum and favorable economic conditions that created strong demand for their products or services. They never had to go out and find business. In addition, today’s younger salespeople struggle because they haven’t been taught how  to prospect and the basics of new business development have never been modeled for them. For both young and old, the inability to plan and execute an effective new business sales attack is painfully apparent.

New Sales. Simplified. I chose that title because I intended the book as a how-to guide for the individual salesperson or sales leader charged with acquiring new business. It’s a fresh look at the fundamentals and a much-needed return to the basics. The objective is to provide a framework for a new business sales attack and to offer simple, clear, practical, and actionable ideas and techniques. I hope to demystify prospecting and the entire new business development process. Veterans will be reacquainted with forgotten timeless truths. Rookies will be introduced to a simple, straightforward approach to acquiring new accounts and new business. My goal is for you to walk away excited about hunting for new business and equipped with the usable, practical, effective tools necessary to succeed.

Chapters 1 through 3 of this book are intended to serve as a wake-up call. I set the stage by sharing part of my own sales journey and the simple approach I used to become a top-performing sales hunter in multiple organizations. We’ll look at the significant challenges faced by many people working in sales today. And I will gladly offer a strong contrarian voice to the ever-growing number of false teachers loudly proclaiming that prospecting is no longer effective for acquiring new business.

I’ll also shine the light of truth on salespeople and share the most common reasons many fail at new business development. My intention is to hold up a giant mirror to provide a glimpse of the attitudes, behaviors, and circumstances potentially damaging your likelihood of success. Believing that turnabout is fair play, this book also puts senior executives and companies on the hot seat to examine the ways they hinder sales success. Salespeople do not operate in a vacuum; there are often cultural and environmental issues beyond their control that severely hamper the opportunity to acquire new pieces of business.

Chapter 4 switches gears and presents the New Sales Driver—a simple framework outlining a new business development sales attack. Sales is simple. Those who attempt to make it sound complicated are either confused themselves or trying to confuse others by creating a smokescreen to hide their lame effort and poor results. There will be nothing confusing or mysterious as we dissect an easy-to-grasp and easy-to-implement model for proactively pursuing new business.

The midsection of the book, Chapters 5 through 14, provides a roadmap and instructions covering the essential elements of the New Sales Driver model. We’ll identify and select strategic target accounts that give us the best chance of winning. Then we’ll invest heavily in building the arsenal of sales weapons needed to successfully carry out the attack against our chosen targets. The three weapons most worthy of attention—the sales story, proactive telephone call, and the face-to-face sales call—are all addressed in great detail beginning in Chapter 7.

Chapter 12 examines what causes buyers to throw up their defense shield, and how we can alter our approach to minimize or overcome that resistance. I will offer my strongest arguments, and even an embarrassing example, in Chapter 13, making the supreme effort to convince you that presenting is not the same thing as selling.

The best intentions, target account lists, and powerful sales weapons are useless if we never launch the attack. My biggest surprise working with sales teams is how little time is actually spent proactively selling. Chapter 14 gets down to brass tacks regarding planning and executing our sales attack. We must take back control of our calendars, stop allowing others to put work on our desks, and selfishly guard our selling time. No one defaults to prospecting mode and way too many salespeople happily find every imaginable excuse to avoid picking up the phone. No one likes to admit it, but we all know that sales is a numbers game. Good things happen when talented salespeople get in front of prospective customers. It follows that more good things happen when we get face-to-face with more prospects. We’ll also take an in-depth look at business planning and time blocking, to ensure we execute a high frequency attack.

An incredible opportunity lies before you. There is an oversupply of account managers and customer-service people filling sales roles, but precious few true sales hunters that can be counted on to consistently deliver new business. You can bring tremendous value to your business, your customers, and yourself by becoming proficient at bringing in new business. I invite you to open your mind to the simple, practical ideas in this book and jump in with both feet.


CHAPTER 1

Sales Simplified and a Dose of Blunt Truth

Sales is simple. Why everyone wants to complicate it today is what confuses me.

People and companies have needs. Those of us with sales responsibility represent businesses with potential solutions to those needs. Sometimes those people or companies with needs are already customers. There’s also an entire universe of prospective customers with whom we’ve never done business. These “prospects” have needs, too. In sales, our incredibly important, incredibly straightforward job is to connect with these customers and prospective customers to determine if our solutions will meet their needs. The more and better we do that simple job, the more successful we will be, and the more we will sell. That’s sales. Last century, last decade, last year, last week, yesterday, today, and tomorrow—that is sales.

Considering that sales is truly that simple, it sure seems as if there is a great deal of confusion and fear among individual salespeople and sales leaders, particularly when it comes to developing new business. Let’s look at a few big issues effecting sales performance today. But first, let me share part of my personal sales journey and the foundation for a simple approach to prospecting and new business development.

The Groundwork for a Simple Sales Model

After a year in sales managing the Wal-Mart business for Slim-Fast, I had the opportunity to work for a fraternity brother at a small, family-held plastics manufacturer. I jumped at the chance to lead the sales effort for this company even though I truly had no idea what I was doing.

My buddy and I bought a map of United States and mounted it to a foam core board. We printed out our rudimentary sales reports and began sticking colored pins on the map to mark the location of known existing and potential customers. Too young and naive to know I was supposed to be afraid of prospecting and calling on companies that did not already buy from us, I used an industry directory to identify additional prospects and assigned a unique color pin to them as well. Based on what I could learn about our customers from studying the sales reports and speaking with the plant manager, I put together a sales plan to go out and attack the market.

It was 1993. I had a midsize company car, a legal pad, some manila folders, and a calling card for pay phones. No Internet, no Google, no LinkedIn, no CRM, no e-mail, no mobile phone, and no fear.

The business was tough. We were tiny compared to our giant competitors. Our prices tended to be higher. Does this sound like a familiar scenario? Almost every consulting client of mine is in that situation.

It was clearly an uphill battle trying to sell components to American manufacturers in a shrinking domestic market. Undeterred, I set out to conquer the world. I drove to most Midwestern markets at least once per quarter and flew to the Southeast and California a couple times per year. I visited with every customer it made sense to see. I sought to discover what they liked and disliked about their current situation and suppliers, and tried to position my company as a better partner that was easier to work with, more flexible, and more eager to meet their needs. I asked lots of questions, toured their facilities, and talked about improvements to our product and ways we were willing to customize our service. It didn’t take long to learn that it was a lot more fun calling on business owners and senior executives than purchasing agents, but that’s a topic for a later chapter.

When planning sales trips to see current customers, I dedicated time to call and visit with prospects (that’s how we get the scary word prospecting). When one of those prospects would agree to see me, I’d conduct the sales call in an almost identical manner as my customer meetings. I wanted to be perceived as someone who could bring value and help solve business issues, not just another salesman pushing a similar product or offering a lower price—especially since my price was generally higher!

After a couple of years of successfully growing sales by picking off business from competitors, we turned our attention to new markets. We identified an industry that appeared commercially viable for our extruded plastic components and set our now “finely tuned” new business development engine in motion. I gathered industry data, subscribed to trade publications, and then attended the major trade show for our target market. I strategically selected about thirty key prospects and went to work. Telephone. Mailings. Samples. More telephone. Meetings with engineers, designers, plant managers. Before I knew it I found myself in Nogales, Mexico, testing product at a major plant. I vividly remember another trip, this time to Temecula, California, where I had worked my way in to meet with the founder and CEO of the industry leader. The Temecula company became a flagship account for us, and recalling the story today still makes me smile.

When it was all said and done, in three years I had about doubled the revenues of this forty-year-old business and fallen in love with the entire process of new business development sales.

Unfortunately, the succession plan at this family-owned company had turned into a soap-opera-quality family feud. My fraternity buddy was at war with his grandfather, and pretty soon my friend and I were both out the door.

The lessons from those three years were invaluable, and little did I understand then how much I had learned about selling or how in demand I would be. With opportunities at other companies to pursue, I landed at a wonderful, healthy, direct marketing company with a positive and energized sales culture. This business had grown like crazy, mostly through increased penetration of its existing customer base. During the interview process, I remember telling the super hard-charging CEO that I didn’t know anything about database marketing. He said the company had plenty of experts to teach me the business, but what they most needed was a sales hunter to go out, open doors, and identify opportunities for new business. And after hearing my approach to hunting for new business and the success I had with the plastics company, he had no doubts about bringing me on board.

The CEO was proved correct in his decision to hire me. I implemented the new business development process I created on the fly in my last position. Except this time, there were no current customers assigned to me. I had to decide which target prospects to pursue and build a book of business from scratch. My sales manager and the company were incredibly supportive. As I began to experience success, they surrounded me with an excellent account management team so that I could focus on finding and closing new business. I learned what business issues and hot-button topics would earn an initial meeting with prospects and dedicated blocks of time to proactively call my strategically selected targets. It’s safe to say I out-called my peers by a factor of at least three to one as I worked to get in front of every major prospect on my list.

Southwest Airlines became my friend, and I viewed its planes as my personal Sales Force One. It turned into an eighteen-year friendship and, to this day, I consider the airline one of the most valuable resources for my business and encourage clients to take advantage of Southwest’s sales-friendly policies and pricing. It is interesting how many sales road warriors view Southwest as an essential component of their attack plan.

In my third year with the direct marketing company, I had become the top-performing salesperson out of a team of fifteen, set company records for monthly and annual sales, and earned four times what I did at the little plastics company. Life was good. I picked up my first German car and we moved to a beautiful home in a more desirable location.

Why All the Craziness and Fear About Prospecting?

If sales really is that simple, why all the craziness? Why are there so many new theories, new books, new methodologies? Why are there so few A-players on sales teams? Why are so many companies and individual salespeople not achieving their sales goals—particularly their new business development goals? Why does the mention of the word prospecting cause even veteran salespeople to freak out or hide?

In the next chapter we’ll tackle the most common reasons that salespeople fail at new business development. But beyond our own individual attitudes and behaviors, there are a few macro issues plaguing the sales profession today.

So Many Salespeople Are Struggling: What Happened?

Having spent the past decade leading and consulting sales teams, I’ve come to the painful conclusion that salespeople are ill-equipped to successfully attack the marketplace for new business. That’s a big statement, but here’s why I believe it is true for the vast majority of the current generation of sales professionals: Most people employed in sales positions today have never truly had to “hunt” for new accounts or new business.

Why? Because big chunks of their sales careers to date have been during long seasons of economic prosperity. Most of the 1990s and the period from 2002 through 2007 were boom times. There was incredible demand for what many of us were selling. Salespeople could get away with being passive or reactive and still deliver the numbers. In many industries, as long as you took care of your current customers you’d thrive. Highly relational salespeople did great when the business was coming to them.

Unfortunately, times and economies change. The stock market’s Internet bubble burst in early 2000. A year and a half later we endured the tragedy of 9/11. Business slowed, sales stalled, and many companies were in a tailspin. I started my first stint as a sales consultant in 2002. It turned out to be great timing because there was widespread pain and confusion throughout sales organizations. Salespeople making fantastic livings just years earlier were completely lost. Many, victims of their past success as reactive account managers, had no clue how to proactively find and open up new relationships.

In 2007, air began to leak from the real estate-driven economic bubble, and the financial meltdown of 2008 practically ground all commerce to a halt. It’s been a challenging few years and we’re still not sure how the story of what is now known as the “Great Recession” will end. But this much is certain: Many people in sales are struggling as inbound demand for their services has declined, and those without a reliable process to develop new business are in a world of hurt.

Confusion Reigns: Sales 2.0 and the Projected Death of Prospecting

Further complicating matters are a myriad of popular new theories about prospecting that cloud the minds of salespeople young and old. There’s a myth being perpetrated today proclaiming that the old methods don’t work anymore. Many in what’s called the Sales 2.0 movement harshly declare that proactive targeting and prospecting for new business is dead. These so-called experts proclaim that cold-calling is ineffective and pursuing prospects that aren’t coming to you is a waste of time.

These false pronouncements are having a severe negative impact on sales performance. It’s difficult enough to get salespeople who buy in to the value of prospecting to actually block time on their calendars to do it. No one defaults to prospecting mode. No one. And most of us are masters at finding other “urgent” responsibilities to fill our days. Now we have these supposed Sales 2.0 gurus reinforcing the nonactivity and failure of today’s underperformers. “Don’t waste your time cold-calling. That doesn’t work.” Or, even better, “Buyers will approach you when they’re ready. It is fruitless to engage with prospects that are not coming to you.”

This line of reasoning is almost analogous to giving a sugar addict trying to get in shape a king-size candy bar. It’s exactly what the passive-reactive salesperson wants to hear. Forget all that stuff about working out and eating lean proteins, good fats, and tons of veggies. You go right ahead and eat the same crap you always have and don’t worry about exercise. The rules of nature have changed! You can get yourself healthy simply by following health experts on Twitter and blogging about your desire to be fit.

Over the top? Am I being a little extreme to make a point? Maybe. Listen, the last thing I want struggling salespeople to hear is that they have permission to be less proactive. As I often say, “Sales is a verb.” The dictionary would argue otherwise, but experience shows that the most successful new business salespeople tend to be the most active salespeople. Good things happen when a talented salesperson with a potential solution gets in front of a prospective customer who looks and smells a lot like your other customers.

Has the world changed? Yes. Has the Internet dramatically shifted the balance of power in terms of “information flow” during the sales process? Absolutely. Can social media be incredibly effective for building community, creating a following, and driving inbound inquires? It sure can.

I’m as big a fan as anyone of new media. I connect with mentors, peers, prospects, and like-minded competitors online almost every day. I love Twitter. I have a mentor who has been like a big brother to me. We “met” on Twitter, I read his blog religiously, and we speak by phone monthly. A handful of my clients found me through social media. Funny enough, the very fact that this book is being published by AMACOM is because its wonderful acquisitions editor discovered my blog and pursued a relationship with me. So, yes, the world has changed and there are many great new vehicles to connect with potential customers and build relationships. Having said that, we must be vigilant to protect ourselves from the deceptive voices preaching deadly advice that many people in sales want to hear. Technology and new media are a great supplement to, not a replacement for, our prospecting efforts. Let’s embrace the new without discarding the old. We aren’t going to achieve our fitness goals by solely relying on social media, and neither will we hit our new business goals.

Where Did All the Sales Mentors Go?

Let me address one more significant factor detracting from new business development success today: a severe shortage of sales mentors.

Don’t confuse what I am saying. There are plenty of sales managers to go around. What we are missing are sales mentors, those wise old vets who take young pups and newbies under their tutelage and impart years of wisdom and experience to their protégé.

The job of first-line sales manager has evolved or, maybe better said, devolved, over the past decade. Your sales manager used to be the one who took great pride in making sure you knew how to sell. Radical, I know.

I’ve enjoyed many memorable sessions sitting down with sales peers and sharing stories about our first sales managers and their profound impact on our development into sales professionals. From how to get the best shoe shine (whether by your own hand or from the once-famous St. Louis airport shoe-shine crew in the TWA concourse), to how to efficiently pack samples in the trunk of your company car, to how to overcome tough objections, the sales manager was the fount of all knowledge.

Not so long ago, before sales managers became desk jockeys with heads buried in customer relationship management (CRM) sales activity data, many of them would willingly invest the majority of their time in the field, actually working alongside and mentoring salespeople. That is worth repeating: Sales managers would willingly work with and mentor their people, and consider it part of their responsibility to coach their teams on selling skills.

Nothing was more valuable than “windshield time” with my manager riding shotgun in my car. He would alternate between preaching sales theory to quizzing me about product knowledge or what was happening at each of my key customers. When we would pull up to an account, he always insisted I drive around the building. He would say, “You can learn a lot more about a business by watching what’s going in and out of the back door than the front door.” So, of course, twenty-two years later, I’m still sneaking around the back before sales calls and mentoring salespeople to do the same.

But it was when you finally parked the car that the true sales manager turned into Yoda preparing young Luke Skywalker for the sales battle: “Tell me about your last conversation with the account,” my manager would say. Then he would run through the drill: “Who are we meeting with? Describe each person’s behavioral style. What is important to each person attending this sales call? Why do they think we are here today? What is going on in their business that I need to know about? What is your main objective today? What is a ‘win’ for us walking out of here? Tell me your plan for the call. How are you going to handle introducing our new offering? What role would you like me to play? Where are we vulnerable? What is our Achilles’ heel? Which competitors are involved here? Who is more entrenched? How do you like my tie? I wore it just to help you close this sale today. Don’t forget your breath mints. May the force be with you.”

And there were just as many questions when debriefing after the sales call, usually at a nonchain, local eating establishment (top sales-people know the best local hole-in-the-wall lunch joints): “How did you think you handled yourself? What would you do differently next time? Did you catch their reaction and the painful flinch when you asked that third probing question about the consequences of not making a change? That was brilliant, by the way. I love how you kept digging even though you had opened the wound and knew we had the perfect solution for their issue. Why do you think I jumped in at point X, and what was I trying to accomplish when I said Y and Z? Now tell me your plan for following up, and what kind of help do you need with the proposal.”

Sadly, this scene, which I truly enjoy recalling and describing, is far too rare an occurrence today. There has been a real shift away from sales managers coaching and mentoring their own people. While this trend is good for my coaching business, it does not bode well for the younger or newer sales professional today. There are too many salespeople who are more proficient at entering tasks into Salesforce.com than they are at executing the basics, like telephoning a prospect to secure a meeting. Unfortunately, much of the blame rests with sales managers who are more concerned that their people keep the CRM system updated than they are with whether they can effectively sell.


CHAPTER 2

The “Not-So-Sweet 16” Reasons Salespeople Fail at New Business Development

I love what I do for a living. One of the favorite aspects of my practice is how many different salespeople I have the opportunity to know, observe, and coach.

Between my various positions as a salesperson and sales executive, and two stints in full-time coaching/consulting, I’ve had the privilege to observe and work closely with hundreds of salespeople across fifty companies. I’ve seen who is effective and who is not. I’ve uncovered best practices that are prevalent among top performers. I’ve been able to test theories in the field, tinker with technique, and see the results firsthand. Unfortunately, I’ve also witnessed a lot of failure—particularly when it comes to new business development sales.

I regularly see good people who excel at many aspects of selling (relationship management, customer service, problem solving, or client retention) dramatically underperform when it comes to acquiring net new business. And after years of observing so many salespeople struggle in this area, I’ve compiled a list of that I affectionately call the “not-so-sweet 16” reasons salespeople fail at new business development. I share these common behaviors, attitudes, and attributes as a wake-up call, not to be negative or to belittle anyone. I typically review this content as part of my kickoff with a new client. It helps level the field and gets us on the same page before tackling proper new business development philosophy and process. The truth is that everyone in sales (starting with your humble author) falls victim to some subset of these issues.

To the seasoned salesperson, I ask you to be honest with yourself as we unpack the list. Take a long look in the mirror to see which three or four of these habits may be hindering your new business success and negatively impacting your results. To the sales newbie, you may not be far enough along to yet know which of these pitfalls will trip you up, but consider this chapter as a warning and road map of potential dangers and potholes ahead. Whether we are rookies or grizzled veterans, let’s put down our guards, check our pride at the door, and try not to be defensive. Transparency and honesty are healthy first steps on the path to performance improvement.

They Haven’t Had To or Don’t Know How

I touched on this topic in Chapter 1. A widespread reason salespeople struggle with prospecting and new business development is because they simply do not know what to do. And it isn’t even their fault. Many people in sales have never been forced to find new business. Taking care of existing customers has consistently been a reliable way to grow revenue. In good times, there was plenty of demand, and as long as we met the needs of existing customers and maintained a solid relationship we picked up business and everyone was happy.

Last year I worked with several sales veterans who have been doing what they are good at (account management) for a long, long time—some as long as thirty years. Up until recently, it worked for them. Now, however, their business is significantly off, as is their income. They are scared, lost, confused, and unsure how to even begin the process of hunting for new business.

I’ve also spent a good deal of time with an assortment of young salespeople from various industries. They have been tasked with prospecting to acquire new business, but their biggest hurdle is that no one has shown them what to do or how to do it. “Go make calls” doesn’t qualify as either sales coaching or training. Unfortunately, the lack of sales mentors is taking its toll. No one is modeling what a proper new business sales effort looks like or investing the time to show these newbies the ropes.

Beginning with Chapter 4, we’ll dive into the entire new business development process and methodically review how to put together an effective new business sales attack.

They’re Always Waiting (on the Company)

Salespeople fail to develop new business because they are too patient and too slow to get into action. In company after company, I see salespeople waiting—waiting on the company. I hear excuses about waiting to call prospects until the new marketing materials are ready. Waiting for the new website to launch. Even waiting for warm leads. Please.

Top performers in sales don’t wait for anything or anyone. Clear marching orders, new sales materials, training? Leads, what’s a lead? Nope, can’t wait for any of those. The clock is a tickin’ and time is a wastin’. Top performers act. In fact, they proactively attack target accounts even if it means getting into trouble because they’re so far out in front of the support curve.

Waiting is a key ingredient in the recipe for new business failure.

They Are “Prisoners of Hope”

Being a “prisoner of hope” is a close cousin to “waiting on the company,” but it happens much later in the sales cycle. I didn’t invent this term. I’ve heard it in many places, though I am not sure where it originated. Credit is often given to Tom Reilly, a fantastic sales trainer and author of the helpful book Value-Added Selling.

Prisoners of hope describes salespeople who have, for the most part, stopped working the sales process and ceased pursuing new opportunities because they are so hopeful the precious few deals in their pipeline are going to close. They spend (waste) most of their time talking about, worrying about, wondering about, that good-size contract that was predicted to close last month but didn’t. Instead of doing the wise and responsible thing—spreading their effort across target accounts and opportunities in various stages of the sales cycle—they lock up, becoming prisoners to deals in the pipeline that are now getting stale and starting to grow mold.

When prisoners of hope are confronted about their lack of activity and overly optimistic projections, they usually respond in a nonchalant manner. I’ve even heard people say with a straight face, “I’m not worried. I’ll get a bluebird. A deal will fly in; I’ll get lucky and make my numbers. It always works out for me.” Friends, a few moldy deals, passivity, and luck are not a winning formula for developing new business.

They Can’t “Tell the Story”

Salespeople fail to grab a prospect’s attention because they can’t “tell the story.” The sales story is our single most important weapon because we use it every day, all day long. We use talking points from our story when we are on the phone and trying to entice someone to meet with us. Bits and pieces of our “story” end up in our e-mails, voice mails, and presentations.

Is there a greater sin in sales than boring your audience? We’ve all had the experience of being “presented to” by a salesperson who bored us to tears. So often what comes out of a salesperson’s mouth is self-focused. It’s all about the salesperson and his great company or offering. Frankly, I’m continually disappointed by salespeople’s lack of passion and power when they speak. Let’s be honest. If you’re not excited about what you are selling, how in the world will you get a prospect interested?

Salespeople fail to attract new customers because beyond being self-focused, they’re long-winded and their message is often confusing. Many salespeople don’t invest the energy to sharpen their story, but instead serve up a pitch that neither differentiates from the competition nor compels the buyer to act.

I can’t say it any plainer: Salespeople consistently fail because they can’t tell their story effectively. We’ll cover the topic thoroughly in Chapters 7 and 8.

They Have Awful Target Account Selection and a Lack of Focus

Many salespeople fail to develop new business because they’re wandering aimlessly. Too often, they’re not locked in on a strategically selected, focused list of target customers or prospects.

Sometimes they fail because they don’t invest the time and brain power to ensure they are calling on the right accounts. Even the best talent will have a hard time succeeding if their efforts are directed in the wrong direction. However, more common than flat-out calling on the wrong list are salespeople who don’t focus on the list they have. Salespeople are famous for lack of discipline and losing focus. They attempt to call on an account (once), but don’t get anywhere. Instead of sharpening their weapons and continuing to attack the same strategically selected targets, they turn and pursue a new set of prospects. This constant change of direction becomes their death knell because they never gain traction against the defined target set.

In my personal sales experience and what I’ve seen from other top performers, new business success usually results from a combination of perseverance, creativity, and resilience while staying laser-focused on a well-chosen, finite list of target prospects. I’ll share more about the concept of selecting targets in Chapter 5.

They Are “Late to the Party”

Being late to the party may be fashionable in the social scene, but it can be deadly in new business development. This reason for failing builds off the last. Salespeople who are not proactively working a finite list of target accounts often find themselves in situations where they are late or last to an opportunity.

When we’re late to the opportunity, we tend to encounter a prospect who’s already shopping and searching. Some sales gurus will tell you that is exactly what you want—a well-qualified, educated, ready buyer. I couldn’t disagree more. When we’re late to the party, we’re stuck reacting to, rather than leading, our prospects. Their initial opinions may be already formed. They’ve probably begun to define their evaluation process. Instead of being perceived as a value creator or problem solver, we’re now selling uphill, and already being viewed only as a potential supplier or vendor (I hate that word).

The worst-case scenario is that we end up playing our competitor’s already-in-progress game. Actually, the true worst-case is when we’re stuck responding to a request for proposal (RFP) that our competitor helped the prospect write! That has happened to me and, believe me, it’s no fun playing against a stacked deck.

Too many salespeople get overly excited when invited to submit a proposal they were not expecting. I’m not saying that it’s bad to respond to a request for proposal. What I am saying is that we are in a much better position when it was our own proactive sales work that created the opportunity for us to submit a proposal. We will look at the pitfall of overqualifying prospects in Chapter 9 and examine the need to balance our sales effort against accounts in various stages of the sales cycle in the Chapter 14.

They Have a Negative Attitude and Pessimistic Outlook

This one is as commonsensical as it gets. Can you name one really successful person who has a negative outlook on life? I can’t. And I know for sure I haven’t seen an overly pessimistic person succeed in a sales role. If you have, please share their story with me. I’d love to meet and study the negative pessimist sales star.

Bottom line: Sales winners take full responsibility for results. They don’t whine and complain. Those who underachieve at developing new business tend to have a list of solid excuses close at hand.

Lazy, complacent, excuse-making salespeople with a victim mentality lose. Period.

They Are Guilty of a Fake or Pitiful Phone Effort

Picking up the phone to call prospects tends to be a key delineator between legitimate new business salespeople and posers. True business developers know it is something they need to do, while those who fail find every reason possible not to pick up the phone.

Some people in sales fake it pretty well. They pretend to make proactive telephone calls, but don’t really do it. In the name of full transparency, this is probably the one habit I most easily succumb to.

My “fake” effort emerges after I sit down during my well-intentioned time block. I make the fatal mistake of scanning a news site or two before I start making calls. Or I’ll be on LinkedIn researching a prospect and then get the bug to check my Apple stock. Before I know it, I’m changing my fantasy football lineup or checking the weather for an upcoming client trip. Forty-five minutes later I still haven’t started calling. And, of course, I forgot to close my e-mail, so during that time several messages came in from favorite clients and friends. Can’t ignore a request from the CEO at your largest client, can you? Another forty-five minutes pass by. Before you know it, there are now only thirty minutes left in your dedicated two-hour proactive calling session. Hmm, I’m getting kind of hungry; who should I invite to lunch? And that’s how we fake our phone effort. Can anyone relate?

The pitiful effort comes from salespeople who actually make their calls, but are so nervous and uncomfortable that they’re completely ineffective. Lack of confidence ruins their mental state and their voice tone. They sound like, forgive the pun, they’re just phoning it in, dialing away making calls so that they can say they did it. Chapter 9 will help you master the proactive telephone call to prospects.

A whole lot of salespeople fail to develop new business because they pretend to make calls, or they’re really bad at it when they do.

They Are Not Likable, Don’t Adapt Their Style, or Have Low EQ

Finish this statement: People buy from people they _________. Right! People buy from people they like. Sadly, there are people trying to make a living in sales that are not very likable. And honestly, that’s a problem.

There are some people in sales whose quirks, weird habits, or bad breath get in the way of success. It sounds trite, but it is reality. Some of us need an honest friend to be bold and tell us the truth about how we turn people off. I once worked with an executive-level salesperson who was a disheveled mess. His clothes, his briefcase, his persona all screamed mess. He would sit at the conference table during a sales call, lean back in his chair with one arm raised above his head, and twirl the hair on the back of his head. Finally, his CEO had seen enough and said right to the guy’s face, “You need to stop doing that. It is hurting you.”

Another important component of likability and connecting with a prospect has to do with communication style. We are all different. Some of us move and speak fast while others are more deliberate. Some of us are loud and emotional, and those on the opposite end of the spectrum are more quiet and steady. There are driven, “get to the bottom line as fast as possible” types, and there are the analytical types who want to hear every detail and have the patience to listen.

Emotional quotient (EQ) is a measure of your emotional and social intelligence. It involves your ability to manage yourself, your emotions, your relationships, and people’s perceptions of you. All of those are kind of a big deal when you’re in sales. Low EQ people, no matter how smart or driven, have a hard time establishing the relationships with new contacts and therefore struggle to develop new business.

In sales, our job is to connect with the buyer. It’s a hard thing to do when we only have one speed and myopically treat everyone the same, regardless of their style. I’ve seen some horrific disconnects on sales calls. Rapid-fire, fast-talking, passion-driven salespeople calling on reserved, data-seeking technical buyers. Ouch! Sometimes salespeople fail to develop new business simply because they lack the perception or relational skills that allow them to adapt to the style of the person they’re calling. The rapport-building section in Chapter 11 offers a simple, intentional method to take the style of the buyer into account and prepare to adapt your approach during a sales call.

Again, people buy from people they like and trust. Part of our job is to ensure we are likable and trustworthy.

They Can’t Conduct an Effective Sales Call

In many cases, the pinnacle of what we do is the face-to-face sales call. Much of our work in new business development is to secure that meeting with a potential customer. Because we work so hard for the meeting, we better be really effective once we get in front of that prospect. But many in sales fail because they fall flat on their face when attempting to conduct the initial face-to-face meeting.

I’ve personally been on approximately 2,000 sales calls in my career, about half of them as the salesperson and another thousand as the third person (sales manager or coach) on the call. I’ve seen some incredible artistry on superbly professional sales calls. And I’ve also seen sales calls blown and butchered in every imaginable way.

Most sales calls I see are not well structured. Salespeople either go in without a solid plan or they fail to share their plan (agenda) with the prospect. Neither situation is ideal, and one of two things tends to take place. Without a clearly structured plan or agenda, control usually defaults to the prospect. The buyer ends up directing the path of the conversation and it’s no longer the salesperson’s call, even though it was initiated by the salesperson. The other consequence of not having a well-constructed plan is that the salesperson ends up talking way too much. Imagine that. A salesperson talking too much.

Sales calls are ineffective because the salesperson often forgets the purpose of the meeting; namely, that we are there to find pain, potential problems we can solve, and opportunities we can help capture. Many salespeople regularly confuse “presenting” with “selling.” They talk a disproportionate percentage of the time and don’t ask enough good questions. Even when they do attempt to probe, salespeople tend not to listen to the answers! Time and time again I’ve seen buyers attempt to guide or provide clues to the salesperson. Usually too busy presenting to notice, the salesperson runs right by these clues. I’ve even seen buyers attempt to stop and redirect the salesperson toward a more relevant topic, only to have the salesperson interrupt or talk over the prospect. Really.

Chapters 10 and 11 provide a comprehensive look at structuring winning sales calls.

They Love to Babysit Their Existing Accounts

This may be the most sensitive of the 16 reasons salespeople fail at new business development. I tend to yell the loudest when sharing these thoughts, and I also seem to get the most pushback from struggling account managers who take offense at my thesis.

On the surface, my point seems almost heretical. How dare I proclaim salespeople fail because they invest too much time and energy caring for their customers? May I take a moment to point the reader back to the title of the book and the title of this chapter? I’m not saying we don’t need to serve our customers. But I am emphatically saying that a majority of those in sales prefer to overserve their existing accounts at the expense of prospecting. It’s New Sales where most people need the help, not managing existing relationships.

Listen, we all understand. It’s easier talking with someone you know. It doesn’t take a lot of proactive thought to respond to requests from an important client. The e-mail comes in and gives us something urgent to do. It makes us feel good and useful. It also helps pay the bills, especially if our compensation plan pays the same commission for a customer we acquired years ago as it does for one we just brought on board. I get it. Everyone gets it.

The issue is that the very salesperson most offended by this conversation is the same one who fails miserably when it comes to hitting the new business quota. I see many highly relational salespeople who live for their clients’ affirmation. It makes them feel good to be needed. They say things like, “If I don’t take care of it, who will?” Another favorite of the account-management-leaning rep is: “I sold it. I am responsible. The client trusts me.” Great. The client trusts you. I appreciate the value in maintaining a high level of customer satisfaction. But it’s my job to point out the opportunity cost of a salesperson spending 95 percent of the time babysitting existing customers. That sounds a lot more like a customer service role than a sales role.

They Are Busy Being Good Corporate Citizens

This reason gets me in trouble with the human resources folks and the corporate culture police. Similar to the previous reason, being a good corporate citizen seems harmless, on the surface. What could be bad about serving on the Halloween Party Committee or representing the sales team on the company’s safety task force? From my perspective, a lot! There are some in sales who would rather volunteer to clean the restrooms than have to sit across from a stranger and ask a few probing questions about the person’s business and face possible rejection.

There’s a lot of talk about “niceness” today. People are evaluated on how nicely they play with others and what they contribute to the team. It all sounds good. But I can confidently write that it’s rarely the person voted “most pleasant, selfless member of the team” who thrives at acquiring new business. Quite to the contrary, the nicest person frequently underperforms. People who have a difficult time saying “no” or delegating work to others tend to push new business development efforts to the bottom of their list.

The salesperson who likes to walk his customer’s order through production, or is the one everyone else calls for help when their iPhone stops syncing with the company e-mail, is guaranteed not to be on top of the list of those bringing in the most new business. Guaranteed. Top-performing salespeople tend to be productively selfish with their time. They have no trouble abruptly ending a conversation with a time-wasting associate. When the top sales hunter finds the copy machine jammed, he doesn’t open the cabinet and start reading the maze of directions. He kicks the copier door and yells for someone to get the damn thing unjammed because he has a major proposal to get out today.

Being the good corporate citizen can make you well-liked, but it’s unlikely to make you more successful picking up new accounts. We will look at ensuring that selling time is your priority in Chapter 14.

They Don’t Own Their Sales Process

Salespeople who don’t have a clear mental picture of the “path to a sale” or can’t articulate their sales process usually struggle to acquire new pieces of business. When we don’t own the selling process, it’s likely we end up defaulting to the buyer’s process. And not surprisingly, the buyer’s way can often put us in precarious situations unsuited to our advantage.

I see this play out in a number of ways where the salesperson does whatever the prospect asks. It seems like the right thing to do because the prospect is asking for it, but that doesn’t make it so.

Occasionally, a prospect will invite you to come in and make a presentation. Presentation is one of those words that makes my skin crawl. I will unpack that subject further, and entertain you with the most painful experience of my sales career, in Chapter 13.

When I hear salespeople talk about a “presentation,” I’ve learned to ask a series of questions: What type of discovery work have we done? To whom are we presenting, and what do we know about them? Why are we being asked to present? Disappointingly, the response I regularly get is that the prospect has asked the sales group to present a capabilities overview and we agreed to do it. We haven’t done any sales work up to this point and cannot answer the questions I asked. But for some reason, salespeople are excited to go in and get naked without knowing any of the rules. That’s an example of defaulting to the buyer’s process.

Another example is the buyer asking for a proposal very early in the sales process, sometimes after only an initial meeting. The salesperson, who is often evaluated by the number and dollar value of proposals issued, readily complies. I contend that proposing too early in the sales process (aka Premature Proposal Syndrome) produces a less-than-ideal proposal and puts the seller at a disadvantage. Some of the possible dangers of prematurely delivering a proposal include not having identified the buyer’s criteria for making a decision, all the key players involved in the decision, and the true underlying issues driving the request for a proposal.

Whether it’s presenting before doing discovery and relationship-building work, or proposing before understanding the complete picture, the outcome is the same: Not owning and following a solid sales process limits the effectiveness of our sales effort and certainly can lower our batting averages.

They Don’t Use and Protect Their Calendar

It boggles the mind that with all the apps, technology, tools, and toys we have today, time management is still such a hot topic. Hasn’t it been nearly thirty years since the Franklin Planner was all the rage? Four hundred dollars to carry around a forty-pound planner!

Same story, different day. As it pertains to sales and prospecting, the calendar issue is a biggie. Simply stated, most people in sales are easily and happily distracted from anything to do with pursuing new prospects. It’s the rare salesperson that has a written business plan, and even rarer to find one whose business plan is dictating what goes on his calendar.

Talented salespeople who could succeed in bringing in new business often don’t because they refuse to carve out time for proactive prospecting activity. I will say it again: No one defaults to prospecting mode. No one. I’ve yet to see a salesperson find fifteen free minutes and say, “Hey, it’s great I have this time free right now. Let me grab my target list and make a few calls to see if I can connect with new contacts and schedule a couple of meetings.” Never happens.

Only salespeople that dedicate blocks of time on their calendar for prospecting activity consistently succeed at acquiring new business. Chapter 14 takes an in-depth look at creating and executing a new business attack plan.

They Stopped Learning and Growing

One of my mentors says that if you’re not growing, then you’re dying. Looks like a good portion of today’s sales force is terminally ill. Since you’re reading this book, what I’m about to share does not apply to you, but I’m shocked how few salespeople see themselves as professionals and how even fewer invest in their own development. Most salespeople read absolutely nothing about sales. No books, blogs, magazines. I hear remarks such as, “Either you can sell or you can’t.” Or, “I’ve been doing this longer than some of my customers have been alive. There’s nothing new I can learn about sales.” Wow! Arrogance, ignorance, and underachievement are a dangerous and ugly combination.

Every week I learn something new. I follow dozens of sales gurus on Twitter and carve out a few ten-minute segments a week to read their blog posts—which are free and accessible 24/7 with the click of a mouse or tap on an iPad screen. Not to be dramatic, but I don’t think it is a stretch to say that most people in sales could experience transformative change if they would invest an hour or two a week reading business books and articles that can help them to grow professionally. We wouldn’t go to a doctor that wasn’t reading medical journals to keep abreast of the latest research or get in a plane with a pilot who hasn’t been to refresher training. What makes us think we can be highly effective sales professionals if we stop learning?

Prospects are busier than ever (do yourself a favor and grab Jill Konrath’s incredible book SNAP Selling: Speed up Sales and Win More Business with Today’s Frazzled Customers) and more resistant to our sales efforts than ever before. We must continually be sharpening our skills and improving at our craft. Those unwilling to invest will likely begin failing at a faster rate.

Honestly, They Are Not Built for It

This is the hardest reason to share because it’s the most personal. I don’t like to tell people this, but intellectual honesty and years of observation force me to: Some people are not built to succeed in a hunting-type sales role.

I’ve had this experience several times. I’m brought into an organization to help increase sales and find members of the sales team who struggle year after year. Perennially, they fail to make their numbers or bring in new business. Yet, they’re still there, on the team, charged with a new business quota.

This may sound crazy, but some people are just too relational to make it in a new business development role. Mike, are you saying that being too good at relationships can actually hurt your sales performance? Yes, I am. Sales hunters experience conflict, risk, and rejection on a regular basis. Very often, highly relational people (including those in sales) cannot stand the conflict and tension that often exists when trying to open new doors and convince prospects to change direction, break a relationship with an existing supplier, and move their business to us. Developing new business requires pushing past resistance. Some people are not comfortable doing that. They hear one “no” and immediately say “thank you for your time” and hang up or leave. I’m sorry, but a salesperson with that makeup belongs in a service role, and management is foolish to ever think that individual is going to deliver new business.

The other behavioral style that can severely struggle in a hunting role is the highly analytical, super conscientious type. Analytical people like to have all the data and facts before acting. Many of them live to be right, and their greatest fear is being wrong or embarrassing themselves. Well, I’ve got news for you. New business sales can be messy. Pretty much anyone who has done it long enough has plenty of embarrassing stories of failure, mistakes, and risk—all things that make analytical types very uncomfortable. Sales is about action, and analysis-paralysis is not a quality that tends to produce new business development success.

Whenever I share this assessment with a sales team, it’s pretty common for someone to approach me afterward and thank me for the blunt honesty. They have been trapped in a role that they knew didn’t fit them, but were afraid to admit it. Listen, no one wants to live a miserable existence in a job that doesn’t align with her natural talent.

Although this chapter has a negative tone and bears bad news, my desire is that we would all examine ourselves, our attitudes, and our behaviors. I encourage you to spend a few minutes scanning the full list at the conclusion of this chapter. Take a long look in the mirror and ask a few friends and colleagues for their opinions, too. Sometimes we have a hard time seeing ourselves accurately, but someone who knows us well and cares about our success can offer a clearer perspective.

Which of these common 16 reasons salespeople fail at new business development are hindering your success?

1.   You haven’t had to prospect, don’t know how, or haven’t seen it modeled well for you.

2.   You spend too much time waiting—waiting on the company or waiting for new materials, clearer instructions, or leads.

3.   You allow yourself to become a prisoner of hope to a precious few deals and stop working the process to create new opportunities.

4.   You can’t effectively tell the sales story.

5.   You have done an awful job selecting and focusing on target accounts.

6.   You are late to the party and end up playing an already-in-progress game.

7.   You have become negative and pessimistic.

8.   You are either faking your phone effort or could be much better on the phone.

9.   You are not coming across as likable or are not adapting to your buyer’s style.

10. You are not conducting effective sales calls.

11. You babysit and overserve your existing accounts.

12. You are too busy playing good corporate citizen and helping everyone else.

13. You don’t own your own sales process and default to the buyer’s.

14. You don’t use your calendar well or protect your time.

15. You have stopped learning and growing.

16. You just aren’t built for prospecting and hunting for new business.
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