INDEX

Accessibility, of sales manager,
134-135
Account loss review, 14-15, 30
Account planning, with sales
organization, 140-142
Administrative assistant, sales
leader as, 273
Administrative skills, 119-122
Adult learning, 114, 257-259
Advancement, as motivator, 277
Amiable personality type, 184
Analytical personality type,
183-184
“And then what” question,
99-100, 199

Best customer, defining, 147-148
Best practices:
coaching and, 221, 271-273
developing and defining,
247-251
1SO 9000 and, 46-47
leadership values and, 67-68
prioritizing of, 250-251
sales manager’s role and,
71-72
Biases:
identifying company’, 17-19,
22
identifying sales manager’s,
69-72
Blanchard, Ken, 33, 89

Coaching, see also Coaching bias;
"Iraining
of best practices, 231, 271-273
evaluation of improvements
and, 269
leadership respensibility and,
280-283
sales leader as coach, 122,
145-.155, 274-275
use ofcoach, 224-225
Coaching bias, 70
of customers, 7677
of other departments and
workers, 78-79
of sales organization, 81-82
of senior management, 7273
Commitments, needed for
successful change, 2-3, 23-39
to communications structures,
29-31
to focus and strategy, 35-38
in improvement strategy,
237-238
to leadership, 26-29
to responsibilities and
expectations, 31-33
to rewards and consequences,
33-35
to values, 24-26
Communication:
about competitive uniqueness,

212-217
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Communication (Continued)
about what customer wants to
buy, 203-207
with customers, 163-165,
182-184
evaluation of positive, 139-140
importance of commitment to
structures, 29-31
importance of positive, 87-92
of product’s value, 219-220
Company:
coaching, number crunching,
disciplinary bias of other
departments in, 78-81
using support resources of,
200-203
Competitive pricing awareness,
199-200
Competitive uniqueness message,
149-152,212-217
Competitors:
knowing explanation of their
competitive advantage,
217-219
knowledge of value points of,
217-219
technical knowledge ubout,
177-180
Computer skills, 121, 187
Consequences, see Rewards and
consequences
Consultants, for training, 261-262
Continuous quality improvement,
ISO 9000 and, 48
Core values of selling, 206-207
Customer Relationship
Management (CRM)
computer systems, 74,
187

Customers:

coaching, number crunching,
disciplinary bias of, 76-78

communicating about what they
want to buy, 203-207

communication styles of,
182-184

communication with, 163-165

invalid assumptions about
relationships with, 11-13

keeping accounts stable,
193-194

resolving problemscf, 191-192

technical knowledge about,
176-180

thinking ahead about, 196-199

understanding decision process
ef, 20/-209

winning new, with stronger
value, 219-220

Data, see Number crunching bias
Decision process of customers,
207-209
Delegation ability, 142-143
Disciplinarian bias, 70
of customers, 78
of other departments and
workers, 80-81
of sales organization, 84-85
of senior management, 75-76
Discovery phase, of ID to
Close process, 202

Doers, 50, 60
Doing manager, 60-64
defined, 50
problems with, 65-68
Driver personality type,
183
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Ego:
controlling own, 28-29, 30
leading of salesperson with
strong, 279-280
role of in selling, 54-55
Empathy, see Trust,
demonstrating in sales
organization
Ethical behavior evaluation,
221-222
Evaluating your sales force,
233-240
Evaluation phase, of ID to Close
process, 202
Expectations of salespeople, see
Responsibilities and
expectations
Experience:
invalid assumptions about, 8-9,
21-22
necessary for sales manager,
54-57
Expressive personality type, 183

Focus and strategy, itaportance
of commitment co, 35-38

Four quadrant: ¢t personality,
183-184

Future, focus on, 160-161

Goals, ability to achieve, as
motivator, 277-278

Growth strategy, see Learning
growth strategy

“Hellarewe” birds, 10, 245

Higher price/margin, winning
business with, 219-220

Hiring skills, 108, 127-131

Index

Identification and tracking, ISO
9000 and, 42-46
Identify to Close selling process,
197-198, 201-203
Improvement strategy steps:
develop strategy, 230,
243-251
evaluate sales force, 229,
233-241
implement learning growth
strategy, 114, 230, 253-266,
285-289
lead by coaching best practices,
231,271-223
track imprevements, 231,
267-270
Inforniational power, 27-28
Infornation controls, 120-122
li;formation management,
operational selling skills and,
185-188
In-house training, 262-265
Internet, marketing with,
155-157
Interviewing skills, 108,
127-129
Intimidator, sales leader as,
272
Intuitive selling skills, 9-11,
46-47, 175, 244-247
Invalid leadership assumptions,
8-16, 235-236
1SO 9000, 41
prospecting efforts and,
153-154
quality improvement steps of,
4,42-48
using to improve strategy, 230,
243-251
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Leadership:
coaching and, 280-283
determining best practices for,
249
importance of commitment to,
26-29
invalid assumptions about,
8-16, 235-236
motivation and, 275-280
Leadership skills, evaluation of,
119-126, 238-241
administration, problem
solving, and pricing, 108,
119-126
determining best practices for,
249
form for, 291-292
how to use, 107-108, 110-117,
167-168
leadership ability, 109,
137-143
sales team building and
retention, 108, 127-135
selling process coaching and
strategizing, 109-119,
145-165
tracking improveiments and,
268
Leadership values:
balancing coaching,
disciplining, number
crunching, 50-51, 69-86
believing in structures of
selling, 52, 101-106
leading, not just doing, 50,
59-68
leading with vision, 51,
93-100

INDEX

right to lead team and, 49-50,
53-57
showing empathy, loyalty, and
trust, 51, 87-92
Learning growth strategy,
implementing, 230, 253-266,
285-289
conducting effective training
for, 114, 257-259
establishing best environment
for, 255-257
evaluating success of, 265-266
training alternatives, 259-264
Listening versus teiking time,
203-207
Loyalty, see Tiust, demonstrating
in sales organization

Manag:rs, see Sales manager;
Senior management

IVtanaging manager, 50, 61

Marketing and promotional skills,
154-158, 205

McGrane, Bill, Sr., 90, 275

Mentors, use of, 224-225

Motivation, 275-280. See also
Rewards and consequences

Motivator, sales leader as,
272-273

Mountain men/women, 13-14

Multiple steps ahead selling
philosophy, 196-199

NeuroLinguistic Programming
(NLP), 184
New hires:
interviewing of, 127-129
training of, 129-131
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Number crunching bias, 70
of customers, 77-78
of other departments and
workers, 79-80
of sales organization,
82-84
of senior management,

73-75

Operational selling skills,
101-104
improvement of, 169-170,
173-188
selling fundamentals and,
180-184
technical knowledge and,
176-180
Outside consultants, for training,
261-262

Performance plan, 33, 131-132;
269-270
Personal development, 221-225
Personality types, 182-15+
Personal life, balance in, 140
Personal power, leadership and,
27,29
Planning:
account planning with sales
organization, 140-142
performance plan, 33, 131-132,
269-270
Political environment of
customers, 207-209
Positional power, 27-28
Positive communication
environment, 7, 87-92,
139-140, 256

Pricing and profitability:
decision making skills and,
124-126
knowledge of customers’,
199-200
Proactive sales environment,
256-257
leadership and, 51, 93-100
sales organization and, 11-13,
191-194
Problem solving skills, 122-124
Productivity, improving with
technology, 186-188
Profitability ana pricing decision
making s«lls, 124-126
Promotion, as motivator, 277
Prowicrional and marketing skills,
154-158, 205
Frospecting skills, 152-154,
194-196
Public sales rallies, for training,
260
Public seminars, for training,
260-261

Recognition, as motivator,
276-277
Reports, see Number crunching
bias
Responsibilities and expectations:
importance of commitment to,
31-33
increasing of, as motivator, 277
Rewards and consequences:
importance of commitment to,
33-35
increasing, as motivator,

276-277
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Sales call, steps in, 181, 244-245,
248
“Sales hours required to fulfill”
report, 80
Sales Leadership Evaluation, 44,
107-110, 111-113, 167-168,
227
Sales Leadership Question 1, 119
Sales Leadership Question 2, 122
Sales Leadership Question 3, 124
Sales Leadership Question 4, 127
Sales Leadership Question 5, 129
Sales Leadership Question 6, 131
Sales Leadership Question 7, 133
Sales Leadership Question 8, 134
Sales Leadership Question 9, 137
Sales Leadership Question 10,
139
Sales Leadership Question 11, 140
Sales Leadership Question 12, 142
Sales Leadership Question 13, 145
Sales Leadership Question 14, 149
Sales Leadership Question 15,132
Sales Leadership Question 14, 154
Sales Leadership Questicn 17, 158
Sales Leadership Question 18, 160
Sales Leadership Qcestion 19, 162
Sales Leadership Question 20, 163
Sales manager:
definition of, 49
evolution of, 272-275
experience necessary for, 54—57
as in-house training conductor,
264
responsibilities of, 5-8, 15-16,
159, 231
Sales organization:
ability to build and retain, 108,
127-135

ability to lead, 109, 137-143
coaching, number crunching,
disciplinary bias of, 81-86
competitive uniqueness message
and, 149-152
creating best environment for,
255-257
evaluation of, 1-2, 5-16,
112-113, 229, 233-241
evaluation of company support
for, 17-22
improvement strategy, 244—247
manager’s support.for, 65
marketing and, 154-158
motivation and team purpose,
278
prospecding skills of, 152-154
showiiig empathy, loyalty, and
trust to, 51, 87-92
s single force, 145-149
tracking improvements of, 231,
267-270
working with individual
members of, 158-160
Salesperson Question 1, 176
Salesperson Question 2, 177
Salesperson Question 3, 180
Salesperson Question 4, 182
Salesperson Question 5, 185
Salesperson Question 6, 186
Salesperson Question 7, 191
Salesperson Question 8, 193
Salesperson Question 9, 194
Salesperson Question 10, 196
Salesperson Question 11, 199
Salesperson Question 12, 200
Salesperson Question 13, 203
Salesperson Question 14, 207
Salesperson Question 15, 212
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Salesperson Question 16, 217
Salesperson Question 17, 219
Salesperson Question 18, 221
Salesperson Question 19, 222
Salesperson Question 20, 224
Selection phase, of ID to
Close process, 202
Self-esteem, of salespeople, 90
Self-study, for training, 263-264
Selling skills, improving:
operational skills, 101-102,
169-170, 173-188
strategic positioning skills,
102-104, 171-172, 211-225
suggestions for, 172, 227-228
tactical skills, 102-104,
170-171, 189-209
Senior management:
changing expectations of sales
manager of, 66-67
coaching, number crunching
disciplinary bias of, 72-78
evaluation of support fer sales
organization, 2, 17-¢2
positive sales culture and,
236-237
Showcase accouts, 177-180
Strategic positioning selling skills,
171-172, 211-225
managing, 212-220
personal development and,
221-225
Strategic selling skills, 102-104
Strategist, sales leader as, 274-275
Strategy for selling, evaluation of:
communication with customers,
163-165
competitive uniqueness,
149-152

focus on future, 160-161
leadership responsibility and,
280-283
marketing skills, 154-158
prospecting skills, 152-154
single market force, 145-149
tactical focus, 162-163
work with individual reps,
158-160
Structures of selling:
importance of, 9-11, 46-47
leadership values and, 52,
101-106
skills evaluaticn and, 180-184
SWAT tean:s; 13-16, 146, 278

Tacdcatselling skills, 102-104,
170-171, 189-209
maintaining and growing of
business, 191-196
maintaining control of
customer, 203-209
managing selling process,
196-203
prospecting for new business,
194-196
strategy and, 162-163
Talking versus listening time,
203-207
Team:
building, 127
delegation and, 142
satisfaction, 138
SWAT approach, 146
tracking performance, 268-270
Teamwork, importance of,
13-16
Technical knowledge of market,
176-180
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"Technology, ability to use,
186-188
"Telephone prospecting, 196
Territory organizational skills, 186
Time management skills,
121-122, 159-160, 185-188
Tracking, of sales organization’s
improvement, 231, 267-270
Training, see also Coaching
conducting effective, 257-259
importance of, 8-9, 21-22
IS0 9000 and, 47
six approaches to, 259-264
skills for experienced team
members, 133-134
skills for new hires, 129-131
Trust, demonstrating in sales
organization, 51, 87-92

University seminars, for training,
260-261

Values, see also Leadership
values
four core values of selling,
206-207
importance of commitment to,
24-26
Visionary leadership, 51, 93-100

Website, marketing with,
155-157

“Why buy” question -150-151,
216-217

Win-Loss rev.ev, 148-149

Ziglar, Zig, 84
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