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“The typical sales executive doesa lot of wondering about his sales force.

Not only about what they are doing 'out there’ but also about his own management practices.

Is he deplaying his men correctly? How good is the selection and training procedure? [s he paying his men
oo much or too little? Are controls sufficient? How can he find the right people, get the best out of them and
keep them?

To help the sales executive in this dilemma, a study was conducted and the findings would prohably give the
right direction.
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e ""'"'i-.e following measurements werederived for each of the responding organisations.
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“thoroughly understand how the customer runs his business. Aggressiveness is less impartant than maturity

s Compensation rates
m Earnings opportenity ratio(EOR)

m Turnoverrate = Performance index
m Spanofcontrol  w Opportunity rate
The ighi mayor findings from O digested dalfa revealed:
1. Turnover rate does not directly influence its performance index
2. A turnaver rate of 10% or more is excessively costly in all classifications and should be aveided if possible
3. The turnover rate isdirectly influenced by the epportunity rate
4. Turnoveris also directly influenced by compensation level
5. The performance index is also directly influenced by the character and effectiveness of the reporting
systemused tocontrel the force
6. Average chronological ape differs among the four sales force classifications, but for each classification,
thereis an optimal average age
7. Joheontent is a critical factor affecting performance and turnover
3. Compensation level does nat directly influence the performance index, although the method
of compensation does.

“The four basic kinds of selling and the kind of men needed for each and haw the executive needs to manage
his men are elaborated. For Example-

Trade Selling

The primary responsibility of the trade sales force is to build up the volume of a company’s sales to 1ta
customers by providing them with promotional support. This essentially amounts to improving the
#itribution channels. The trade sales force therefore ‘sells through' rather than ‘sells to” its customers.

uch of this kind of selling i low key, the trade salesman needs to be helpful, persuasive and must

and technical competence is less important than “wearing well with customers”. The trade sales executive
therefore ought to give considerable thought to job content. Any action which will reduce the drudgery of
stock taking and order taking and remove the sales man’s lurking feeling that he is nothing but a pawn in a
gient chess game, will improve performance and reduce turnover.

Some of the guidehines that the author elaborates for the trade sales executive:

1. Transfer salesmen among territories as infrequently as possible

2. Design sales call patterns so that the salesman feels he is making important sales-related calls and not
merely putting in appearances for the sake of company's image

3. Avoid asking the salesman to peddie “easy to buy products”

4. Use company contacts to seek and hire salesmen in theirlate thirties

5. Avoid asking for reports except those that are eritical to control sales force behaviour

Similarly, Missionary selling, Technical selling and New Business sellingare analysed in depth,

To some extent, every sales organisation is a hybrid of the four main kinds of selling and the executive who
wants to take practical advantage of the findings of this study may have to balance his practices to st the mx
ofroles he must administrate.
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5"%he post-Capitalist executive must learn to manage in
situations where one doesn't have to command authority,

8 where one is neither controlled nor controlling. To get
productivity, he would have to outsource all work that does not
have a career ladder upto senior management. The trend
towards outsourcing has less to do with economising and a great
to dowith quality.

Information is replacing authority. Managers still talk of peaple
who ‘report’ to them, but that word should be struck from
management vocabulary. A company treasurer with outsourced
information technology may have two assistants and a
receptionist but his decisions on foreign exchange can lose or
make more money in a day than the rest of the company makes
the whole year. More than anything else, the individual has to
take more responsibility for himself than depend on the company.
Instead of asking the question- “How do [ prepare myself for the
next promotion?"” senior management iz asking the question, “what
do I need to learn so that I know where to go next?”

Equally important is managing your own carcer. The step ladder has
gone and it is more like vines and you bring your own machete. You
have to take the responsibility of knowing yourself, so that you can
find the right jobs as you develop and as your family becomes a
factor in your values and choices. Being educated is not adequate,
more important is competencies- do you really like pressure? Can
you be steady when things are rough and confused? Do you absorb
information better by reading, talking or looking at graphs and
numbers? Empathy is a practical competence. This kind of self
knowledge has now become critical for survival.

In the new society of organisations, the executive needs to be able to
recognise patterns to see what there is rather than see what you expect ta
see. You need the valuable listener who says “Thear usall trying to kill the
new product to protect the old one.”

There must be a focus on a person’s individual performance- what is the
contribution he can make in the next two years. Then they have to make

sure that the contribution is accepted and understood by the people they work
with. For knowledge is power, but is not an excuse for arrogance. You have to be
intolerant of intellectual arrogance, At whatever level, whatever function. The
executive must make himself understood by others and must be eager to
understand others.

Ultimately it isa matter of mutual understanding and responsibility,
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elling the Wheel is an amazing story about selling, in the form of 4
story set in the tune of “once upon a time when there was no wheel...”

The writing style is refreshing, engaging, clever and very creative. The
stariesare humorous, breezy and simple to understand. It also makes solid
husiness sense. It is costomer orented, based on extensive research and
has deep insights on what makes a successful sales strategy for a
particular market, a particular customer. In the last three decades, the
business world has seen changes. In the 70°s many long-held facts of
American Management were averturned by Quality Improvement as a
compelitive advantage. Japanese corporations in particular were gaining
share with higher guality, as perceived by the customer and were also
lower in cost. In the 80°s the computer revolution made it possible ta
engineer, introduce and distribute new products in lesser time.

i ' i Technology also made it possitle to provide those products with higher

¢

guality service and support - the competitive edge. But now, none of these
quality, technology or a lean organization is s compelitive advantage. If you
have them, youare in the race; ifyou den't, vou are dead.

Ty, the single most pawerful resource for gaming a competitive edge is
the quality of the sales force selling that product.

The boak is built on 6 bedrock guestions (guestions posed by Ozzie the
oracle - cneof the fairy tale chacactersinthe book!)

Who are our customers

Who are our competitors

Why do customers want what we are selling

What would make them preder to buy from us

Why might they prefer tobuy from us

Why might they prefer to buy from our competitors

What added value does our sales person have fo offer to
make a sale

The book describes the profits of four specific types of sales people - who
have different personal career drives, different persanalities and who need
different kinds of skills because they must use different approaches to
finding customers and making sales. Each type could be effective, but only

| when matched to custamers” needs.

Customeras are classified as progressive customers, relationship
customers, gateswingers and world customers. To meet their specific
needs are the sales people - the wizard, the relationship builder, the closer,
the captain and crew.

The interesting discovery we come across is there is no perfect sales
person who is universally effective with all customers, 50 called zales
superstars are ineffective with the “nuts and bolts selling”. The strengths
that make one sales person successful in one selling situation might turn
into weakness in another selling situstion. How to leverage this discovery
intoa successiul sales strategy 15 what this book is all about,

Selling the Wheel is racy, enjovable, entertaining and offers a wealth of
information as the story hounces across the fundamentals of building a
world class sales organisation. A must for anyone in sales and is strongly
recommended for any one who wishes to sell more guicker.  The most,
seasoned sales person would find 'the wheel' a useful read and for the
rookie - an imaginative story that teaches the principles of selling that no
class-room could ever offer. - Happy Reading!

Development of the Core

Listening, Empathy, Humility, Integrity, Seeking,
Reflection, Unconditional Positive Regard, the
Essence of Purpose - all these define the development
of the core which is universal, timeless and
unshakable, The purpose decides the journey and the
journey itself is an enjoyable purpose. The question
that we need to address is what are the essential
means. Do means make a difference? Listening,
Empathy, Humility and all of them shape our actions
and therefore define the means.

Why are these critical?

If goal orientation is fundamental, how do means
matter? Means are any way transient and time, being
the greatest leveller or means, is why should I worry
about means, Everything in the world is relative and
nothing iz absolute and so there are always better
means and poorer means. How do 1 define the right
essential means. These are gquestions, which
reverberate in our minds, and sometimes we tend to
put them aside for the fear of not being able to reflect
on them. The insecurity takes over. The goals ean
constantly keep changing to higher and higher levels.
Therefore how can means he transient and as the
world grows wiser and wiser, there is going to be
serutiny behind the achievement of goals and that will
mean that the means that are followed will be an open
book.

The sheer jonrney gives a purpose. The sheer
enjoyment of the journey gives the source for
gxistence. Existence, Exhiliration and Energy are all
that matter and they are the means. The means are
not simply essential. They are the very embodiment
of the purpose beyond.

- Until nextissne,

jﬂ.




NOTES FROM ALL OVER

“If,Only™  The two zaddest words in any language.
-Jones Leasor
“If the only tool vou have is @ hammer, everything
startstolook ke anail.”
- Abrodam Maslow
“The pursuit of mediocrity is always suecessful.”
- Anonymans
“There is nothing so frightening as ignorance in
-Growile
“n individual withoot information cannot take
responszibility; an individusl who is given information
eannot help bt take responeibility.”
= Jun Carlzon
“Empowerment is responsible freedom

“It is a capital mistake to theorise in advance of the
“Bheriock Holmos

“Noray of sunshine iz ever lost, but the green which il

awakez into existence takes time ta grow; and it i not

aron't think of if as a firing. Think of it as on exitlevel position.” always granted to the zower to see the harvest. All
> % 4 work that is woerth anvthing Is donein faith "
COURTESY :MARVARD BUSINESS REWEW - Aibert Schaetizer
P e o i e, . L0k 2L the past
. = Find What's out of Whack
| COMMON SENSE | yictory s toaded with creative analogies. Napolean - : RhT e
| TALK | marching on Moscow is really just project management.  Be critical and sense ‘what's out of whack with the idea.

| “Many people dream of | Mao waging a guersilla war is like launching an ad Remember: you don't want toput a piece of garbage out in the
| stccess. To me success can § campaipn. Pick a culture from the past. How would werld with your name on it.
oy e ieliaed through | someone from that culture deal with your issue ? How

i ir::fn:;;iidun fI: ifi':t‘ ;m:;:: Iabuut from your own personal histary? What were you  Why won'f the ideo wark? Whaot's lacking? Whot

| represents 1% of your work I doing ten years ago that might be useful to you now? doesn’tfeel right about the idea?
which Itz from the 99%
I ma:is;f:a;nm.- | What ideas from history can you apply fo a D't Povce. Tt
i - Suickiro Honda | current projecit?
I An architect built a cluster of office buildings around a central

| " averbindensa, otreiched | Conform green. When construction was completed, the landscape crew

' !xecmﬂ;ﬂ; S;';; ;:;; | asked him where he wanted the sidewalks.” “Just plant the

doesn't have time to meddie, | When St. Augustine was a young priest in Milan, he tock  rass solidly hetween the t'“-“'ﬁ“ﬂ?'-" was his reply. By late
| to deal in trivia, to bother 4 problem to his bishop, He was poing to Bome where  Summer the new !E.WII was laced with paths af trodden grass
| peaple.” | the Sabbath was celebrated on Saturday. Augustine was ~ between the buildings. These paths turned in easy curves and
s dack Welch | confused as to which was the right day. The bishop  were sized according ta traffic flows In the fal, the architect
| wiilt::yguf?:lig:q?ﬁéﬂm. vl | solved his problem by saying, “When in Rome, doas the simply paved l:]:ie paths. Not ﬂll'll]f dhid Ehe paths have a design_
Do b aor o ok i Romans.” Conformity is a necessary part of our social  beauty, they responded directly touser needs. :
| people will still buy from 3 | existence. Without i, the fabric of society would come  What are you forcing? Where could you ease

friend.” . apart, It's the same with new ideas: if you're too far out — off?
’ « Mark MeCormack = in left field vou might beout of the ball park.

- From Roger Van Oech's "Creative Whach Pack"”

== 7o what standards shouid you conform?
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