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Introduction

Throughout the course of this book you will
learn how to create, grow and cultivate a group of people with the
right combination of skills to take your business to the next
level. Throughout my career, I worked with several members of
executive teams and business stakeholders. Each encounter allowed
me the opportunity to help them learn the art of fostering a good
sense of teamwork.

Everything that I experienced, I put into
this book to help you lay the foundations for an incredibly
successful team, capable of partnering, collaborating, and
innovating in an atmosphere of trust and understanding.

The term “leader” means different things, to
different people. Some people define it as a quality that only
belongs to people with significant political or financial power.
Others assume that “leading” can only be done by the achievement of
a particular title such as CEO, president, or mayor. What you
should always remember is, everyone has the potential to develop
qualities of leadership.

Great leaders have the capacity to motivate
others to accomplish and crush their goals. A leader is a person
who affects others' thoughts and behaviors by using imagination,
inspiration, commitment, and collaborative team building to
accomplish objectives.

Becoming a leader does not necessarily mean
having “all” the power. Because not all people in a position of
power have the ability to drive change. The first step in becoming
a leader is establishing what you want to achieve. Once you do
this, you’ll understand the direction in which you’ll need to
go.


Chapter 1

 Why A Sales Team is
Important

What makes a good sales team?

Many companies today are working hard to
develop productive sales teams that outperform their competitors.
Creating a working atmosphere in which people stay motivated and
want to actually participate is not always a walk in the
park. However, the question still remains, how do you actually
build a great team?

In a team-oriented environment, individual
contributions are required to help the team and the organization
progress. Each team member will become more and more satisfied when
they are able to work in a completely sales focused, supportive
environment.

But, how do you give them what they need to
be successful? It's not easy to develop teams. Plenty of effort and
time should be invested to achieve the performance that a sales
team will need to produce. Here are a few simple tips to get you on
the fast track to creating a great sales team.

Communication

Communication is the most critical part of
creating a sales team. This helps people concentrate on their
commitments for the day, week, month, or even longer. It is
essential to have a system in place where people get, give, and
receive honest feedback from each other. The development of an
‘employee’ community in which team members are able to connect
effectively and socially will also help to create a stronger sales
team.

Consequences and Rewards

Employee compensation and commissions have
an effect on the activities and performance of team leaders. When a
team member achieves something fantastic, a reward for the
accomplishment should be recognized as something to aspire for.

Conversely, if there is a moment when a
participant lets the team down, adequate punishment should be
given. Do not consider a harsh punishment, but just the kind of
penalty that the team and the person will learn from their mistakes
and improve further.

The Committed Team

Group leaders must dedicate themselves to
making the team successful. This sign of dedication and support
indicates the leader's willingness to make sure the team will
remain focused, keep commitments and meet the sales goals. A good
leader’s work will always be remembered. Regular preparation,
resources, and coaching is essential to sustaining a motivated and
dedicated sales team.

Innovation

A creative team that is continually
searching for ways to develop helps to build an outstanding team.
Assessing the contributions of team leaders who may have an
exciting concept helps create this community and rejoices
imaginative team members. Innovative sales teams always come up
with new and creative solutions to any issue and may eventually
overdo teams who concentrate on one thing and do not want to change
their ways.

Feeling Competent

When the team doesn't really feel confident,
or up to the roles it was assigned, it will crumble easily into a
negative attitude. When the team sees a deficiency in a particular
purpose or mission, the easiest fix is to provide a solution like
tailored training. Access to the correct tools often leads to
improved competences, and the lack of them can build a serious
issue.

How Does a Sales Team Work?

History is often said to have repeat itself,
so there is no “unique” selling past. Whether it’s a discussion
about prospecting, sales talking points, or uncovering value,
you’ll always hear, “We’ve tried that before”. Let's take a look at
the different ways in which companies have been attempting to make
sales effective over the last 100 years.

1890-1920: Marketing Engineering Age

The selling limit. During this time,
innovative organizations concentrated on identifying sales goals.
We knew that sales people had to establish trustful relationships
and to be experts on their goods and services. Most specifically,
businesses focused on identifying effective sales processes,
strategies, and approaches. Around this time, people started to
think and write about what the sales process included.

Most specifically, people sought to educate
new sales people proactively about the nature of their trade. The
bulk of the learning was casual and cantered on teaching people how
to sell by example and coaching. Pioneering sales managers made it
possible for fellow managers and new salespeople to be tracked by
isolating the transaction at a particular moment on why it
happened, what happened, and also how to eliminate errors in the
future.

Because the sales managers were usually
experienced sales people, they could relay tales and share
effective techniques for customer interaction. Here are the
questions they considered during this era:

Should we set up a sales incentive program?

Does the sales training concentrate on creating experts in the
field?

How long should the standard training process take?

Should the company concentrate on one transaction at a time?

1920-1945: The Consumption Period

This age experienced a revolution in
distribution and sales preparation. Before this time, the emphasis
was on helping salespeople to identify and close one transaction at
a time. Sales teams soon discovered that strategies based on the
previous age created several problems.

Teams had trouble expanding their efforts to
meet the needs of more people. So, the emphasis was now put on
generating sales transactions in a more systematic way. Group
leaders and sales coaches had developed new methods of educating
sales representatives to build familiarity and recognition of
service and products.

In this period, many of the words that we
are using today were coined: area, canvassing, sales team, target,
and selling cycle. Up until then, most salespeople have trained on
the job using self-directed test and trial and error methods or
simply by looking at others. Sales managers continued to use
written tools like books to teach their sales teams.

The curriculum had been developed to help
sales people understand the advantages and benefits of the
products, how to deliver it efficiently, and how to close sales,
firmly. Comprehensive sales strategies were centered on the
importance of innovative product presentations and the practice of
overcoming and resolving objections. During this era, the expansion
of credit opened up opportunities for explosive sales growth. Here
are the questions they considered during this era:

Who is the best qualified to train new sales members?

Should we introduce motivational talks, regularly?

How can we get printed sales training materials?

Should sales managers assume any mistakes result from their
inability to motivate a team?

How can our business successfully process several transactions
at a time?

Should the sales department rely on "flashy or “functional”?

1945 -1985: The New Abundance Period

Around this time, shortly after World War
II, disposable income exploded as customers began seeking more and
more luxuries in their lives. Since the advent of mass
communication (such as television) and proliferation of print
media, the advertiser and marketer's era had finally arrived.

Printed newsletters had become more popular,
and more publications had been endorsing the requirements of
growing sales organizations. During this time, sales training was
aimed at helping salespeople gain attention from the prospective
customer and generate interest.

Most sales people were taught the customer
incentive hierarchy. Sales preparation covered various styles and
specific needs of consumers (i.e., consumer groups, gatekeepers,
behaviors, demographics, etc.). Sales teams in this era had access
to successful closing strategies and previously documented answers
to customer’s concerns, doubts and buyer’s language.

Emergent technology, such as cell phones and
fax machines, had also been equipped, making it easier for sales
people to reach new customers. As a result, consumers had faster
access to salespersons, to get buy what they needed. Here are the
questions they considered during this era:

Should we design training around the types or industries of our
customers?

Should the sales team continue to support customers after
delivery?

Should training focus extensively on resolving challenges and
“canned” responses?

Should the company concentrate more on the individual sales
tasks or the big picture goals?

Should marketing and sales teams work hand-in-hand?

1985-2005: The Internet Era

The Internet boom was synonymous with the
increasing use of computer technology by consumer organizations.
When selling processes became well established and had an effect on
consumer behavior, companies turned to technology to help speed up
the sales cycle and better understand their customers.

Customer relationship management and sales
force automation had become a huge requirement. Customer insights
and analytical information had become readily available and could
streamline the way marketing, sales and service delivery
departments worked.

In the sense of sales training, more focus
was placed on after-sales service and bundled goods into more
comprehensive solutions. Organizations began to educate salespeople
about consultative selling practices and how to qualify customers
for their solutions.

Sales people had to learn to think on their
feet and become problem solvers. Influencing purchasing decisions
had become the number one goal of growing organizations.

Sales managers started hiring new talent
instead of teaching established sales people, over and over.
Training programs began to focus on new recruitment and sign-on
incentives, because qualified sales talent became more challenging
to find. Scattered teams also made organized sales planning and
annual activities more challenging. Here are the questions they
considered during this era:

How do we
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