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‘If, like me, you’re the type who struggles to apply learning from business books to your day-to-day role, this is the book for both of us! A practical guide to selling in a refreshing, reframed way which focuses on how to build truly trusted advisor-based relationships with clients. A must for every client leader – I will be adopting it for all my teams’


Anna Hickey, Global Client President, Wavemaker – part of the WPP Group


‘This is a rare “how to” sales guide: one that delivers on its promise to help any seller – no matter how experienced they are – become better. It does so by framing the sales process as addressing fundamental human needs, then bringing readers on a discovery journey covering their own sales persona, the client’s and the rational and emotional sides of the sales process. At each step it builds awareness and practical capability through simple relevant concepts, effective frameworks and practical exercises’


Guido Buitoni, Global Chief Digital Officer at Danone, former Global Client Lead at Google


‘Not only accessible and elegantly written, this book is also incredibly interactive and invites the reader to take a meaningful step forward. If you are looking for a concrete roadmap to sales, here it is! A must-read in today’s turbulent and complex business environment’


Jeremy Ghez, Professor of Economics and International Affairs, HEC Paris


‘This book provides valuable insights, tests and fundamentals, but it also offers an enjoyable reading experience. I highly recommend it to anyone preparing for a crucial sales pitch. It presents an excellent opportunity to pause, reflect on your approach, and refine your strategies for success’


Severine Six, Business Director, Meta France


‘A refreshingly different and human approach to selling, which anyone can make their own and which will generate results time after time’


Evgenia Brodskaya, Director of Business Partners Ecosystem, Google


‘David and Maria have carefully curated a personalised programme of the greatest sales wisdom to help anyone be the sort of salesperson everyone wants to be – respected not resented’


Bruce Daisley, author of the Sunday Times bestsellers Fortitude and The Joy of Work


‘This book goes beyond traditional methods: it not only sharpens your sales skills but also enriches your understanding of self and others, making it an essential companion for anyone eager to excel in the modern marketplace’


Lino Cattaruzzi, Global Client Partner, Google









Maria Morozova-Duthoit brings a blend of sales expertise and marketing wisdom honed over two decades of leadership in deal-making and client relationships. Her strategic acumen has been pivotal at top advertising agencies like Leo Burnett, McCann Erickson and BBDO, helping world-famous brands achieve new levels of success. At Google, Maria led advertising sales teams working on the company’s largest clients, fuelling exponential growth across multi-million-dollar accounts and fostering lasting client relationships. Now, as Managing Partner at Catalyst, she focuses on consulting, sales training and executive coaching, specialising in building super teams and driving commercial results. With an International Executive MBA from HEC Paris, her insights into business dynamics are penetrating and actionable. Passionate about revealing the untapped potential of businesses and people, Maria is widely recognised by clients and colleagues for catalysing profound change in those organisations she leads.


David Kean is an author, keynote speaker, entrepreneur and energiser. For over three decades, tens of thousands of business people all over the world have enjoyed the excitement and energy of David’s events on personal performance and persuasion, pitching, sales, negotiation and leadership. David has helped business leaders to win millions in new revenues and extract the highest performance from themselves and their teams. Clients have described David’s work with them as ‘game-changing’ – even ‘life-changing’. David is co-founder of the management consultancy Catalyst. Catalyst helps change the way organisations think, align, communicate and take action around the issue of business growth and work with both start-ups and multinationals across multiple industries, from fashion and technology to automotive and professional services.
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Introduction




‘If people like you, they’ll listen to you, but if they trust you, they’ll do business with you.’


ZIG ZIGLAR, AUTHOR AND SALES EXECUTIVE





You’re a castaway on an island with people you don’t know. You need to agree on who will lead the group. Everyone agrees the leader should be trustworthy, but all you have to go on is the profession of each candidate.




Who do you vote for?


The doctor?


The accountant?


The professional musician?


The salesperson?





If you’re like most people, you came up with the doctor, the accountant, the musician and the salesperson – in that order. According to a survey from HubSpot Research, 49 per cent of people trust doctors, 12 per cent trust accountants, 10 per cent trust professional musicians. Only 3 per cent of people trust salespeople.


Even though selling is the engine that keeps all economies moving and can be traced all the way back to the Silk Road, The Arabian Nights and exotic places such as Istanbul’s Grand Bazaar, many people still don’t feel comfortable being described as a salesperson. Which is a shame. Because serving people’s needs and wants is that most human of activities and it’s been around for as long as humankind itself. Selling is an art form handed down from generation to generation, and being good at it transforms your personal success and turbo-charges your business’s performance.


The two of us, Maria and David, have been in the sales game for ages – and not just any sales: advertising sales. The sharpest end of the persuasion game. Our mission is to restore some dignity to this age-old skill and to show how it is the progenitor of all business activity. After all, nothing happens until someone sells something.


How to use this book


In this book, we simplify the art of selling so you can put it to work quickly for yourself, your team and your business. As it says on the front cover, this book is a guide to help make your selling superb. We aim to help you sell smarter and to supercharge the results you achieve. The skills in this book will work in a multitude of situations: leading a team, fundraising, public speaking, interviewing for a job, consulting, mentoring, parenting and many more. The investment of your effort in the programme will pay dividends in many aspects of your life.


The philosophy in this guide isn’t to put on a slick suit, shiny shoes, a dazzling smile and to go out into the world spreading bullshit. There’s too much of that already. We are talking about a whole different style of selling. We want to help you be the best of the breed, which means you sell using your own unique set of strengths and bring your own unique flavour to every client you meet. You bring them the very best of yourself and your objective is dead simple: to help them achieve their objectives. We can only make you into the best salesperson you can be if we do it your way. The way you sell has to be authentic to who you are and how you work. Which is why this guide is ‘interactive’. To get the most out of it requires you to work too. We recommend that you set aside time every day over the next five weeks to work on the programme; we’ll even show you how to make the time to dedicate to it. The more you put into the next five weeks, the more you will get out of them.


Together, we’ll work through the core skills of selling and tailor them to your unique personality and circumstances. At the end of our journey together you’ll be equipped to:




• Understand what selling really is, and what it isn’t


• Sell in the way that is most suited to your unique personality


• Build quick and deep rapport with potential clients and customers


• Win clients’ minds


• Win clients’ hearts


• Help your clients make better decisions


• Be systematic in your approach


• Generate better results on an ongoing basis


• Create a solid game plan to skyrocket your business.





Let’s get started


We assume that you are aiming to grow your business and develop professionally. But what exactly will it mean for you to be a better salesperson? Whether you are just starting out or you are already a seasoned professional, it’s essential to ascertain what you expect for yourself and from this programme.


Spend a few minutes writing down your goals in the context of your existing situation. These could be goals directly connected to your business performance, for example expanding your customer base by x per cent, doubling your average contract size or winning five new clients in the next twelve months. They could also be your personal and professional growth goals: to get a pay rise within the next six months, to expand your relationship with your largest client and work for a new division of their company, to increase your self-confidence or to get your board’s buy-in to a big new initiative.


Goals: ________________________________________________



































For every goal that you come up with, ask yourself:




1. Does this goal fulfil the SMART criteria? Is it:


Specific and Measurable with clear outcomes


Achievable with set actions


Relevant to your personal and professional growth in sales and persuasion


Time-bound with set deadlines?


2. Do the outcomes depend on you? Even if you are the manager of a team, whose performance you would like to improve, the goal should focus on your own change and necessary actions, not on those of your team members.


3. How will you know you are moving in the right direction and that you have achieved your goal with tangible evidence? How will other people acknowledge it?





During our five weeks together, always relate what we say back to your own personal goals. As we progress, you might revise your goals, reprioritise them or add more to the list. But always keep your goals in mind throughout the work. Do this and you will extract from the programme what is of most relevance and benefit to you.


Losing sight of your goals is like sailing without a compass: you might continue moving, but you are unlikely to reach your desired destination.


Happy selling!









Week One:
You




‘I don’t sell. What I do is help people with their problems’


SMALL BUSINESS OWNER





Your beliefs about sales and selling


Most people don’t want to be seen as salespeople. Salespeople are always other people. A special group possessing certain traits: innate persuasive talent, natural charisma and the gift of the gab. More negatively, those traits might include being manipulative and pushy. We often have strong opinions about them:




‘Sales is only for extroverts’


‘She can sell sand in a desert’


‘Stay alert if you don’t want to be wrapped around his finger’





We asked people on LinkedIn for their immediate associations with sales and selling. Here are the positives:




+ Storyteller


+ Reliable partner


+ A bridge between the company and customers


+ Relationship builder


+ Ambassador


+ Influencer





Here are the negatives:




- Someone extremely annoying, too direct, too unsophisticated


- A person eager and willing to talk you into anything


- Someone who won’t take ‘no’ as an answer


- Tricky rascal


- Manipulative


- Oily


- Only interested in making a sale.





And our favourite one: ‘short-term best friend’!


Even if you can’t articulate your feelings precisely, salespeople still get labelled. A friend of ours, Mariella, dedicated her life to building a corporate career in marketing. One day Mariella decided to launch her own advertising agency. The aspect that made her worry most was having to go out and sell. She told us that at the start, when she had no capital or income, she was going to take care of everything except sales. For that, she was going to hire a specialist.


‘Why would you hire a salesperson?’, we asked. ‘You know so much about advertising. You’re a marketer with an impressive track record. You’ve got plenty to say and loads of contacts in the client world.’ But she didn’t think she could do the things that salespeople do: ‘I’m not a salesperson!’


‘Good!’, we said. ‘Make that the hook in your sales process. Tell people you’re not a salesperson, but that you know a thing or two about the issues clients face and that you’re here to find out how you might be able to help.’


Years later, our friend told us that this introduction always worked as the perfect ice-breaker: her open and genuine manner plus her helpful attitude were a winning combination. She stumbled across a great truth about real selling and salespeople: they have knowledge which is useful, and they put helping before selling.


The currency of selling is generosity – seeking to serve someone else’s agenda, not your own.


If people think you are only out for yourself, they will spot you coming a mile away and run for the hills. Don’t be that sort of salesperson. Instead, be like our friend, Mariella: stop selling, start helping.


Let’s get into your own beliefs about selling. Write down your top-of-mind thoughts and associations about salespeople, both positive and negative. Start with:


The majority of salespeople are…


1/ ____________________________________________________________


2/ ____________________________________________________________


3/ ____________________________________________________________


Now that you have them, work on each one and answer these three questions:


1/ Where does this belief come from? Have I ever met a salesperson that was not like this and still successful?











2/ What are the benefits and risks of me keeping this attitude towards salespeople as I endeavour to become a better salesperson?











3/ How can I change my beliefs so they can help me rather than hinder me?











1/ Where does this belief come from? Have I ever met a salesperson that was not like this and still successful?


If your associations are negative, you’re probably thinking of used car salespeople, timeshare hustlers or cold callers – people (or AI programs) who bombard you with messages, trap you into talking and use aggressive tactics to twist you into committing time and maybe money. These are people we naturally shy away from – people we feel prey on the vulnerable or take advantage of our good nature when we don’t want to appear rude. They often exploit a lack of knowledge about the category or product that is being sold. They often use arguments and evidence that are hard to validate.


This is, sadly, the stereotype. They are really just rip-off merchants, not sales professionals. We don’t want anything to do with them or the tactics they employ.


If you thought of someone who was not like the stereotype, but was still successful, you probably met someone who was reliable, behaved honestly and was authentic. This is what we mean by a professional salesperson. Neither a ‘natural born hunter’, nor someone who is just nice. We mean a person who is genuinely trying to help someone else – a client – to solve a problem. A person who makes the effort to find out the client’s challenges and aspirations, who understands how their product or service can help, and who proves they are trustworthy throughout the relationship by offering honest advice.


In short, you met someone who builds relationships not just transactions. Who serves their own interest by serving those of their client and who is positive, encouraging and, above all else, helpful.


2/ How do I benefit and what do I risk, keeping this attitude towards salespeople?


There are many beliefs in life that we simply don’t question. Most of them are not truly our opinions, but social conditioning dictated by parents or peer groups. Such stereotypes might save time by making proper reflection unnecessary (which is often helpful), but some limit us by creating a rigid mindset. Our brain protects us from stepping into the unknown or trying new things and opts for the safety of the status quo.


When you have the objective of becoming a good salesperson but carry around in your head a lazy, negative stereotype, you need to reframe how you see selling and how you see yourself as a salesperson, or else you will be fighting your own belief system. There’s a concept invented by the psychologist Edward de Bono called ‘rivers of thinking’. Just as rivers flow down established paths, so do our attitudes and thoughts. Our biases, background and conditioning create mental grooves that shape our thinking and behaviour. If we don’t challenge our own preconceptions, we risk missing new perspectives, ideas and opportunities for personal growth.


Look at your list of associations with salespeople and ask yourself: what works to my advantage, and what will impede my development?


3/ How can I change my beliefs so they help rather than hinder?


Our brains are adaptable and capable of change – it’s called neuroplasticity. We can consciously develop new ways of thinking, behaving and responding. Now that you have identified any limiting beliefs around the subject of selling, how can you reformulate your beliefs positively to support your progress on this programme? How can you change the course of the rivers of your thinking?


Answer: by formulating your own approach to selling so that it feels natural to you. Which means we need to understand how you see yourself and how others see you.




‘To know thyself is the beginning of wisdom’


SOCRATES





Let’s begin with an analysis of you through two lenses:




• your own perception of yourself


• other people’s perceptions of you.





How you see yourself


There is a very useful and practical way of evaluating your strengths and weaknesses which will also help you to understand your behavioural style – personality profiling. There are numerous personality profiling methodologies from MBTI to DISC. You can use any you like. We will use a very simple and practical one: social styles. We like things to be simple and useful – this one is the simplest and, we believe, the best. Let’s give it a go. You are going to answer fourteen questions. It shouldn’t take more than ten minutes to do this exercise.




• Each question gives you a choice between two alternatives.


• Choose the alternative that you believe is more true to you. You must choose one.


• Circle your answer to each question.





Don’t overthink the answers. This questionnaire is designed to reveal to you your dominant social style.


Here we go.








	1. Which is more important to you?







	Being in charge of something


	Top







	Working in a team


	Bottom







	2. Do you prefer?







	To tell people what you did at the weekend


	Right







	To listen to what they did


	Left







	3. What would you rather do?







	Take part in your favourite hobby


	Top







	Meet somebody famous you admire


	Bottom







	4. Which kind of people do you prefer?







	Confident, lively people


	Right







	Modest, easy-going people


	Left







	5. Do you consider yourself to be?







	A rational person


	Top







	An emotional person


	Bottom
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