Leanne Hoagland-Smith, M.S.

Sales Performance:

Avoiding OOP$

S

ales is considered the
lifeblood of any business. For without sales,
the organization will
wither and die. And, the
statistics from the Small Business
Administration (SBA) reveal that
there is a lot of dying happening with
the marketplace.
From the Small Business Administration Frequently Asked Questions
document, the following was presented:

• Represent 99.7% of all employer
firms.
• Employ just over half of all private
sector employees.
• Pay 44% of total U.S. private payroll.
• Generated 64% of net new jobs over
the past 15 years.
• Create more than half of the non-farm
private gross domestic product (GDP).
• Hire 40% of high tech workers
(e.g., scientists, engineers,
computer programmers).

StartS and CloSureS of employer Firms (2004-2008)
2004

2005

2006

2007

Births

628,917

644,122

Closures

541,047
34,317

Bankruptcies

2008

670,058

e

663,100

627,200e

565,745

599,333

571,300e

595,600e

39,201

19,695

28,322

43,546

Notes: e = Advocacy estimate. Bankruptcies include nonemployer firms.
Source: U.S. Dept. of Commerce; Bureau of the Census; Administrative Office of the U.S. Courts;
U.S. Dept. of Labor, Employment and Training Administration.

With 29.6 million small businesses in the United States (2008),
the failure rate has remained fairly
consistent regardless of state
and industry:
• Approximately 30% after 2 years
in business.
• Approximately 50% after 5 years
in business.
• Approximately 90% after 10 years
in business.
Beyond all this failure, according
to SBA Office of Advocacy, small business firms (500 employees or less)
impact the economy because they:
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• Produce 13 times more patents per
employee than large patenting firms.
• Are 52% home-based and 2% franchises.
What this information suggests is
that a lot of business is being conducted each and every day, because people
are exchanging profits for goods and
services. All of this activity reaffirms
that sales are incredibly vital to the
survival of any organization, and especially to small businesses.
So this leads to the obvious question of what makes a great or, better
yet, top sales performer?
Ask this question to any small

business owner to C Suite executive,
and you’ll receive a plethora of different responses, such as:
• Great closer
• Active listener
• Knowledgeable
• Personable
• Persistent
Within these multiple answers may
lie the key to better understanding what
to seek when recruiting, hiring, and
retaining those key individuals who
generate the revenue for your business.
However, before identifying specific
talents or skills, several other business
aspects probably need to be discussed.
First, what does “sales” mean to
you? This word generates so much
confusion that I’m sometimes truly
surprised that any organization actually increases revenue.
Sales, from my perspective, is the
overall process, from that first moment
when your marketing message attracted attention, to actually beginning
selling your products or services during those appointments with a qualified potential customer, to asking for
the referral after successful completion
of delivering the purchase products
or services.
According to Zig Ziglar, sales is
the transference of feelings. This is a
great way to summarize the overall
sales process as it begins and ends
with feelings, not to mention all the
interactions in between.
Second, exceptional performance
happens when there is:

attracting attention, building the
relationship and maintaining those
personal connections, great salespeople then have insight as to what’s
happening with their qualified potential customer (a.k.a. prospect) and are
ready when the time arises.
After working with salespeople for
over 30 years, I have observed five facts.

My sense is, your educational
experience just may have been a whole
lot richer and the results (performance
grades) would have been even better.
In recent years, there’s been more and
more discussion of strength-based development; however, most of the workforce still operates under a weaknessbased development mentality.

FACT #1

FACT #2

There is a great tendency to focus
on improving weakness instead of
strengths, because of years of past negative conditioning. What are the first
three words most babies speak? “Mom,”
“Dad,” and “No!” In school, the emphasis
tends to be on what you didn’t do well,
rather than what you did well.
For example, what would have
happened if one of your early teachers
had this conversation with you?
“You’re an exceptional problem
solver. How can you use this talent
to help you achieve your goals or
dreams? What other talents might be
necessary to reinforce this strength?”

Most people do not specifically
know their talents. There are presumptions of talents, yet very few
people actually have the opportunity
to have those talents measured.

FACT #3

Since people are negatively conditioned and lack specific knowledge of
their talents, there is a tendency to turn
non-talents (not necessary for current
role) into weaknesses, and then focus
on those weaknesses. What happens is,
people work harder, not smarter, and
waste their limited resources of time,
energy, money, and emotions.

• Alignment (strategy, structure,
processes, rewards, people)
• Predetermined plan of action
• Focus on individuals’ strengths, not
on their weaknesses
Third, within the culture of the
organization, that expected behaviors
are clearly articulated, along with the
positive core values. For the quickest way to discourage the best and
brightest high-performing employees
is to reward (directly or indirectly)
poor performance. The old adage of
“one rotten apple spoils the barrel”
is very true, specific to workplace
productivity.
Returning to sales being the
transference of feelings, then a top
sales performer is probably engaged
in some aspect of what is currently
termed “relationship selling.” By
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3-Phase7-Step SalesProcess
Phase I Ð Marketing
• Attraction
• Build relationship

Phase II Ð Selling

• Discover pains and gains
• Present the whys & why nots
• Earn the commitment
• Deliver the sales

Phase III Ð Marketing

• Follow-up; ask for referrals;
maintain the relationship
Source: "Be the Red Jacket in a
Sea of Gray Suits: The Keys to
Unlocking Sales Success"

FACT #4

Exceptional salespeople are highly
motivated, and some of those motivators
also are simultaneously their highest
strengths or talents. However, it has
only been recently, in the last four years,
that I’ve been able to validate this observation through empirical knowledge.
Using the Attribute Index as published by Innermetrix, I can measure
78 specific talents, of which probably
one-third are required within the role
of salesperson. Additionally, this tool
has identified six basic motivators that
are also strengths or talents. When
analyzing the top 13 measurable talents
or one-sixth of all talents, I’ve noticed
a trend of salespeople (earning six
figures plus) having two of the six basic
motivators. These motivators will vary
from person to person, but consistently
appear across the spectrum of those
who have taken this assessment.

FACT #5

The hiring or recruiting process, the
job descriptions, and the performance appraisals are frequently what I call “willynilly.” Some firms are still functioning
using 5- to 20-year-old job descriptions.
This affects the quality of the recruiting
and on-boarding process of new hires, not
to mention workforce productivity.
Regarding talent assessments, each
one uses different terms, based upon
the publisher’s experience in delivering
the tool. However, whichever talent tool
is given, it just makes plain common
sense to align those designated talents
to both the job description as well as
performance appraisal. Failure to align
creates performance gaps which are essentially OOP$, and OOP$ always cost
dollars or profits.
In reviewing many job descriptions, beyond the fact that many are not
performance-based, I’ve noticed this

other trend where Knowledge, Skills
and Abilities are clearly identified and
designated in that order. However, in
most roles, the expected behavior is
what is observed first – the demonstrated skills. This suggests that having the
skills first, before knowledge, makes
far more logical sense, as knowledge
should support and reinforce skills.
With reference to abilities, these
again can be observable behaviors
supported by specific talents. Therefore, the more logical order would
be Skills, Knowledge, Abilities, and
Talents.
This order and structure makes it
far easier to construct a performance
appraisal that is in alignment with the
clearly articulated expectations outlined in the job description. What may
take any organization to that next level
is to have the recruiting and on-boarding process in alignment with the job
descriptions and performance appraisals for each role.
Finally, performance appraisals must
be conducted annually with a six-month
check-in. This way, the employee is not
surprised by his or her non-performance.
In sales, this is critical, given that
most salespeople don’t meet their
sales targets. Since the targets are
the minimum, then consistent and
constructive feedback is critical to
achieve the overriding goal to increase sales.
Top performers don’t fear having
their results assessed. These individuals embrace numerous talents and
display an overall higher level of talent intelligence compared to average
or mediocre salespersons.
The question of what makes a top
sales performer for your business or
organization cannot be answered until
you have reviewed the three aspects
of business and the five facts as noted
above. Answering that question before
doing your due diligence may result, to
coin Jim Collins’ analogy, in your having a bus with such a potentially toxic
environment that it truly doesn’t matter whether you have the right person
in the right seat. N
Leanne Hoagland-Smith, executive consultant, corporate coach and author, helps
innovative leaders at all levels and in all
industries to dramatically improve their
teams’ results. What this looks like differs
for each firm and why, so a free strategy
session is offered by forwarding a request
to leanne@processspeciaist.com.
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