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    To my children, Saunders and Mary Jane—




    May this book provide a lasting reminder that you can


    make a difference in the world.
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    DEFINITIONS TO LEAD BY




     




    LEADER




    "A person that you follow to a place


    you would not go on your own."




    —Joel Barker




    PRINCIPLE




    "Specific guideline/rule to achieve success."




    —Dictionary.com




     


  




  "When you change the way you look at things, the things you look at change."




  –Heisenberg Uncertainty Principle




  INTRODUCTION




  Intro to Sales Coaching




  




  When you change the way you look at managing, managing changes.




  Information without a change in behavior is useless. The most effective, longest-lasting way to change behavior is to change beliefs. If we can change what people see (and therefore, what they believe), we can change how they behave. Because beliefs drive emotions, emotions drive behaviors, and behaviors drive results. This belief permeates my approach to everything—my work, my life, and all of the in-between.




  It's not about working harder; it's about thinking differently.




  Instead of just seminars (which teach behaviors) I believe in coaching, which challenges current beliefs and develops new beliefs and then follows up with experiential training. Seminars offer a short-term hype, but true training occurs over the long-term and coaches beliefs. If the beliefs line up, the behaviors will follow. And with changed behaviors come changed results.




  As a sales coach, you are in a unique position to improve your sales professionals' lives. By influencing the way they think and leading them to see things differently, you can hold your team members accountable to being more than they believe is possible, and (ever important in our business) increasing their earnings.




  This book may not be for you if:




  • You would rather manage tasks than improve lives.




  • You include Starbucks drinks as one of your top motivational tools.




  • You think your role is to be a liaison between sales professionals and management.




  • You would rather make excuses than take success into your own hands.




  • You don't care how your sales professionals get sales, just that they get them.




  On the other hand, this book is for you if:




  • You are a sales professional who would like to become a sales coach.




  • You are a good sales manager and would like to be a better one.




  • You want to create an atmosphere where your sales pros want to get time with you because they know it makes them better (and earns them more money).




  • You want to truly make a difference in people's lives.




  • You want to lead, communicate, and maintain a Standard.




  • You want to get buy-in from team members, peers, and managers.




  • You want to know your team members—what makes them tick and what ticks them off.




  • You want to communicate effectively, use your time wisely, and create self-assurance in your people.




  And most of all—if you want to build a culture where sales professionals believe that what they do matters, this book is for you.




  What we believe, how we feel, how we think, and how we see ourselves, have more influence over our sales success than what we do. And the coaching we get along the way makes all the difference. You are in a position to be that leader for someone. Will you accept the task?




  Here's to coaching your sales professionals to earn what they're worth!




  Your sales coach,


  Jason




  

    "A leader is a person that you follow to a place you would not go to on your own."




    —Joel Barker


  




  You're Either Leading or Yielding




  




  When you change the way you look at leadership, leadership changes.




  You're either leading or yielding. True sales professionals, sales coaches, and executives lead. Joel Barker's definition of a leader is at the core of my Leadership Selling, Leadership Sales Coaching, and Leadership Sales Culture philosophies and training programs.




  Leadership Selling trains sales professionals to create interest in the uninterested and to convince the just-looking prospect to buy from them today over all alternatives.




  Leadership Sales Coaching trains sales managers (coaches) to lead sales professionals to do the things they don't want to do so they can earn what they want to earn.




  Leadership Sales Culture trains executives to transform companies into sales organizations.




  Each program goes back to this concept that a leader is a person you follow to a place you would not go on your own. Without a sales professional's leadership, customers delay decisions on products that will improve their lives. Sales professionals may not reach their potential to earn what they're worth without their sales coach's accountability And a company may not achieve sustainable profits without executive oversight.




  In this book, we're focusing on the sales coach's aspect of this theory— leading sales professionals to do the things they don't want to do so that they can earn what they want to earn.




  Paradox of Success




  




  Most likely, what your boss, peers, and team members expect you to do is exactly the opposite of what you need to do to be successful in your role. What's more harmful is if what others expect from you is what you expect from yourself.




  When you signed up for this job, you were told that you were in charge of the sales results for your company. The variables that you use to achieve those results are known as the nine P's of marketing. On the graphic at the end of this section, count which P's are covered in your job description and/or the socially-accepted expectations of your role.




  If you're like most of my clients (at least when I first sign with them), most of your answers fall on the left side.The left side includes things like what your marketing materials look like, whether the colors on your billboards are just right, and whether your store has the right lighting. This is the paradox—the aspects that will increase your sales results are those on the right.




  This book came about because I kept seeing job descriptions and titles that lumped marketing (which encompasses the P's on the left) and sales (which focuses more on the P's on the right) together.That dangerous lumping practice is also what I saw in my experience as a national sales trainer for a large public homebuilder. Christine, a sales professional, asked if I could come out to her office and shadow her the next time I was in town. I did and we spent three hours together. I coached her—passing along the sales processes and techniques that had worked for me when I was in her shoes. Two weeks later, she called again. She said, "When can you come out again? I just made three grand in commission creating a sale off of what you taught me. I want to learn more!"




  When I asked about her sales manager, she said, "Oh, she doesn't do those things. She helps with the paperwork side...makes sure I have enough brochures at the office...negotiates deals."




  Though she didn't know it, Christine told me that her manager did the P's on the left. At that moment, I realized that I was on to something—what I did with Christine was the future job description of a sales manager. And a sales manager would actually be a sales coach.




  I knew it would be difficult to convince organizations to buy into my controversial idea—they were benefitting from a strong economy and stayed competitive as long as those P's on the left were in line.




  Other department heads are blinded to the P's on the right, so they complain to you about the P's on the left and demand that you attend meetings that cover details you don't need to be involved in.




  Even your team members will expect your leadership and advice on packaging, promotion, and price. They might even rebel when you bring up their sales process.




  Don't get me wrong. The promotional strategies, packaging, position, and place absolutely need to be line in order to stay in the game. But to win the game, you have to dominate.




  Your people, process, and presentation are what will help you achieve, increase market share, and outdo your competition. As I write, 100% of my clients are beating their market. It's not because they're producing an extraordinary iProduct that sets them apart from everyone else. It's because they see sales differently and they coach their sales professionals to be the best version of themselves.




  It's about learning how to grow your sales professionals and improve their sales processes and presentations. Trust me, even if they resist at first—they'll all come around.




  When your managers see market share increase, when other department heads aren't feeling the pressure that comes with low sales, and when sales professionals start making more money they'11 see the light. They'11 believe.




  You have two options here, contact Forrest Performance Group for a Forrest Performance Coach who will lead you through a personalized program for yourself and/or your company or follow the process below:




  1. Read/scan through all of the content one time without doing the reflection questions and action items, then take the self assessment (in the resource section).




  2. Go through the book in detail (including the reflection questions and action items) starting with the areas of greatest growth potential. For example, if your lowest score was on getting buy-in, start there.




  3. Move through the book in this manner until you've completed each section, then fill out the assessment for a second time.




  [image: paradox]




  4. Take a minute to enjoy your progress, and then get back at it by contacting us for a 360 assessment, which will give you a better understanding of how you see yourself, how others see you, and the areas you have the greatest growth potential.




  Here's to becoming the best version of yourself and earning what you're worth!




  

    STRATEGY ONE




    




    Lead, Don't Yield




    (PRINCIPLES 1 - 4)


  




  PRINCIPLE 1




  Remember Your Purpose




  




  Managers get lost in the details.




  




  Coaches remember their purpose.




  Think of the most influential people in your life: the coaches, teachers, and mentors who see more in you than you see in yourself. Chances are, there are one or two special people you'll always credit with pushing you—challenging you to achieve more than you thought possible. Get this: Now your job is to be that person to each of your team members. Why? Because the purpose of a coach is to lead sales professionals to do the things they don't want to do so they can earn what they want to earn.




  Big ticket sales professionals want to make big money. If they didn't, they wouldn't sign up for the gig. They know they're going to have to work harder than a Monday through Friday, fixed-income employee. They choose that course because they want to have unlimited earning potential.




  So why do they often fall short of their potential? The truth is that even though sales professionals want to make the money, they don't always know (or want to do) what it's going to take. In either case, a coach is there to lead them to do those uncomfortable things on a consistent basis so that they can earn what they want to earn.




  The toughest aspect of any leader is to get his or her people to exceed their own expectations. Why? Because every sales professional has a subconscious limit on what they believe they can achieve and what is possible in their given circumstances. Until Roger Bannister broke it in 1954, the four-minute mile was considered impossible for runners. As soon as Bannister demonstrated that it was possible, others quickly followed suit. The truth is, people made it impossible because of their beliefs. They defended its impossibility adamantly. When people are locked on to a particular belief, they will do whatever they need to do in order to live up to that. They will even get defensive when they are challenged. Once sales professionals reach what they believe is possible, they stop.




  When people don't do what they need to do in order to earn what they're worth, it's because of one or more of the following:




  1. They don't know how (on a logical/ behavioral level).




  2. They don't know why they should do it and/or lack confidence that they are capable (on a beliefs level).




  3. They have a reluctance/fear (on an emotional level) that keeps them from doing the appropriate behavior.




  4. They've had past or current conditioning from coaches, parents, significant others, cultural influences, or educators (on a programming level).




  This is why they need you to lead them toward personal growth and self-efficacy. It's not as easy (for you or for them) as saying, "Here's what I need you to do" and then leaving them alone to do it. Most human beings just aren't wired to achieve their potential by themselves. Along with instruction, they need follow-through, accountability, and maintenance.




  Remember that you're dealing with their past coaching, fears, programming, support systems at home, etc. It's a challenge. But because it's a challenge, it's also extremely rewarding.




  Remember that your purpose is bigger than just getting strong sales results. This is a key that will guide you through frustrating times. Sometimes, it's going to seem like people just aren't getting it. Sometimes, it's going to seem like team members aren't interested in exceeding their own expectations. But it all becomes worth it when even one person's life is more fulfilled because of you. When you start to have those successes, you'll be able to say, "Okay, I'll take the rest of the crap." It all becomes worth it with one good success.




  You want to improve your life. Your sales pros want to improve theirs. Tap into that desire because if you can lead them to get what they want out of this career, then you yourself will get what you want out of it. As you challenge yourself with the ideas and tasks ahead, think, "How can I improve life for myself or my family?"




  This stuff matters. But it ain't easy. In order to have those moments, you've got to be a coach who leads sales professionals, maintains the coaching, and creates self-assurance.




  Every principle from here on out is about you achieving that purpose. Ultimately, that purpose comes down to improving lives. You will be the difference.




  Reflection




  1. Who in your life would you credit with investing in you and believing in you?




  2. What attributes do/did they have that made you realize they truly cared about you?




  3. Who on your team do you feel most needs someone to invest in them? Or, who has the most to gain from your investment?




  4. What obstacles are in your way of fulfilling your purpose as a sales coach?




  5. Why is the toughest aspect for any leader getting people to exceed their own expectations?




  6. Think back on pursuits you've had (maybe sports or music) where a belief system limited what you thought was possible. Were you able to break from that? Why or why not?




  Action Items




  1. Do you agree or disagree with the description for your role?




  2. Write three specific examples of how you can fulfill that purpose this week.




  3. Invest in your people!




  Additional Reading




  Management Challenges of the 21st Century, by Peter Drucker




  People Principle, by Ron Willingham




  PRINCIPLE 2




  Be a Sales Pro First




  




  A manager says, "Because I said so."




  




  A coach sells the idea, belief, or behavior.




  In order to sell, you must understand your customer's desire to improve their life on a functional and emotional level, solve that desire on a functional and emotional level, and hold them accountable to earning what they're worth. If that's what selling is, then you've gotta see yourself as a sales pro first. The old idea is that if you're a great sales professional, you can't be a great sales coach. But I don't see it that way at all. The only difference is the product you're selling. As a sales coach, your products are the beliefs, behaviors, and solutions you want to pass along to your sales professionals.




  In situations with your team members, go back to your instincts as a sales pro. When you feel like you're in a jam, ask yourself, "If this sales professional were a customer with an objection, how would I get them to see it my way? To compromise?"




  Just do it. Don't over think it. What you did as a sales pro or what you teach your sales pros is exactly the process to use when selling your ideas, beliefs, philosophies, techniques, etc.




  What if your sales pro gives you the cold shoulder or is combative? Think of them like a "just looking" buyer. Well, whaddya do in that case? You break the ice. You start with finding out what they're looking for. You show value by teaching them things they haven't thought about. Just like a sales pro, you've gotta get over yourself and be comfortable being uncomfortable.




  Remember that a customer says she's just looking because she doesn't believe the sales pro can lead her. So you, the sales pro, just have to prove that you can indeed provide the leadership and advice she needs to move forward. You know what happens next—the prospect who was just looking turns into an interested buyer.




  So you approach a sales pro and she comes across as standoffish. Well, she's never had a coach add value to her day/process. Her experience tells her that you're a waste of her time and energy. Well, that's a customer.




  So you gotta get them to warm up to you and teach them something new. Whatever they're working on, think, "I have to get them to tell me about it so I can add value." Ask them about a customer they haven't been able to close and what objections they're having a hard time handling.
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