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Page references followed by fig indicate an illustrated figure; followed by t indicate a table;
followed by e indicate an exhibit.

A
Aarthun Performance Group, 8
Accountability, 245
Action learning plans, 130–131
Acuff, J., 262
Advantage Performance Group,

149–150
Advisory group, 195
Annual sales meetings: awards dinner

following, 252; checklist for,
255e–260e; five key areas for
planning, 250–251; peer-to-peer
learning during, 251, 252–253;
planning, 250–253; top ten
meeting mistakes and how to avoid
them, 253–254

The Art of War (Sun Tzu), 13

Audio reinforcement tools, 133–
134

Awards dinner, 252

B
Ball, B., 162
Bassett, M. E., 127
Behavior Engineering Model (BEM): on

consequences, incentives, or
rewards, 99; on data, information,
and feedback, 99–100; on
environmental support, resources,
and tools, 100; on individual
capacity, 100; on motives and
expectations, 100–101; overview
of, 98–99; on skills and
knowledge, 101–102
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Benco Dental, 235
Berzinn, H., 135
Bjorklund, C. K., 205
Blanchard, K., 67
Blogs: delivering using, 292; description

of, 283; ongoing contact using,
293; presenting and closing using,
291; prospecting using, 288;
ReadWriteWeb.com, 295

Bright, D., 138
Bringing Out the Best in People

(Daniels), 126
Brinkerhoff, R. O., 27, 28, 149, 152,

157
Brodie, B., 250
Budgets: L&D (Sales Learning and

Development), 161; understanding
your sales, 29

Building strategic working relationships
skills, 69. See also Customers

Building trust skills, 68
Business: The Ultimate Resource (2006),

251
Business: aligning sales force plan to

corporate initiatives of, 19; analyze
your sale team’s needs, 12–15;
factors impacting your, 5–7; the
financials of your, 9; trends
impacting your, 7, 9–11; what
executives are saying about your,
11; what you need to know about
your, 7–8

Business case: aligning corporate
initiatives to your, 18, 19;
components of an effective, 16–21;
on key measurements tracking
success, 20; for sales team
investment, 15–16; selling the
results up-front, 18, 19; setting
realistic time frame for, 18, 20

Business case components: Business
Case Worksheet, 19–20; delivering
your business case, 17–19;
thinking like your CEO, 16–17

Business factors: consumer spending, 6;
credit squeeze, 5–6; executive
turnover, 6; major cost reductions,
6; shutdown in capital investments,

6; understanding impact of specific,
5–7

Business impact: challenges associated
with measuring, 142–145;
combining objective and subjective
analysis of, 155–157; of
competency models, 62–63;
definition of, 142; establishing the
links between training and,
149–152; identifying metrics of
training, 145–149; Impact Map
model measuring, 149–152;
making case for subjective analysis
of, 152–154; shared responsibility
of measuring, 157–158; sorting out
the variables of, 144–145; Success
Case Method used for analysis of,
27, 152–157. See also ROI (return
on investment); Training

Business results: defining sales initiative,
31–33; identifying actions needed
to produce expected, 96; needs
analysis on expected, 95; of
on-boarding programs, 218–219;
success case methodology
measuring training, 27

C
Capabilities: determining goals and

objectives for, 112–115;
importance of individual, 111. See
also Sales skills

Capability development plan: definition
of, 112; determining goals and
objectives of, 112–115; holistic
approach of, 115, 116–118; line
leader involvement of, 115,
118–121; transparency component
of, 115, 116

Capital investment shutdown, 6
Celebrating success, 267
Center for Corporate and Human

Development, 136
CEOs (chief executive officers): current

pressure facing, 7; gaining sales
initiative support from, 25–26;
making a business case by thinking
like your, 16–17, 19
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CFOs (chief financial officers), 33–35
Champions, 195
Change: answering the WIIFM (What’s

on It for Me) question on, 243;
identifying and breaking through
barriers to, 244; laying foundation
for, 241; linking company goals to,
244; your view of new
products/services, 243

Change management: relationships as
foundation of, 41; sales meeting
role of, 239e–260e

Closing to customers, 281, 291–292
Coffee Cup Company, 165, 166–167
Colgate-Palmolive, 137–138
Communication: assessment and

feedback on, 68; creating
management support of training
through, 194–195; email,
281–282; global and diversity
issues related to, 268–269;
listening component of, 279–280;
between sales management and
training, 186. See also Feedback;
Social media; Web 2.0

Competencies: assessing salespeoples,’
185; core salespeople, 184–185;
identification of, 169–171; model
for identifying and improving,
47–65

Competency models: business impact of
using, 62–63; creating a sales,
47–48; creating instructional
strategy using, 63–65; example of
technology solutions sales manager,
51–53; example of technology
solutions salespeople, 48–50;
hiring profiles developed using,
53–61; identifying predictable and
repeatable patterns in, 48; job tasks
defined by, 46–47; solving process
gap problem using, 62. See also
Salespeople

Competition: analysis of winning
strategies used by, 13, 15;
responding to increased, 2–3;
taking contrarian strategy versus
low-risk approaches of, 4

Conflict management, 266
Connors, J., 136
Conrad, S., 161
Consequences: BEM (Behavior

Engineering Model) on, 99; using
carrot versus stick reinforcement,
125–126

Consumer spending, 6
Contact networks: description of, 284;

ongoing contact using, 294;
prospecting using, 288–289;
qualifying using, 290

Content: on-board program Matrix
Content, 221e–222e; reviewing
training, 129; shaping message,
29–30

Contests (post-training), 134–136
Corporate culture: as collaboration

enablers and barriers, 177–178;
defining and uncapping your own,
252; definition of, 251; as meeting
planning factor, 250–251. See also
Cultural differences

Covey, S.M.R., 275–276
CPG industry, 114
Credibility: how to gain, 24–25;

importance and definition of, 24
Credit squeeze, 5–6
Cultural differences, 268–269. See also

Corporate culture
Customer relationship management

(CRM) system: expanding your,
275–277; using technology to
support, 275; Web 2.0 technologies
and social media support of,
277–296

Customers: assessment/feedback on
focus skills related to, 69; delivering
to, 292–293; expanding your
relationship with, 275–277;
high-trust versus low-trust
relationship with, 275–276;
ongoing contact with, 293–294;
presenting and closing
product/service sales to, 291–292;
prospecting potential, 287–289;
qualifying process when meeting
potential, 289–290; ‘‘voice of the,’’
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21; Web 2.0 technologies and
social media used with, 277–296.
See also Building strategic working
relationships skills; Salespeople

D
Daniels, A., 126
Debriefing training, 187–188
Dechert-Hampe Consulting, 162
Delivering to customers, 281, 292–293
Discussion boards: delivering using,

292; description of, 282; ongoing
contact using, 293; presenting and
closing using, 291; prospecting
using, 287–288; qualifying using,
290

Discussion Model: on goals of
collaboration, 164–166; illustrated
diagram of, 164fig; on process of
collaboration, 167–168; on
resources for collaboration,
168–169; on roles of collaboration,
166–167; sales and L&D
collaboration using, 163–169

Distraction elimination, 128
Duarte, D., 268

E
Eastman Kodak Company, 127
Ebbinghaus, H., 125
Economic downturns: lessons learned

from past, 4–5; responding to the,
2–3; as time to invest in your
salespeople, 3

Edelson, M., 111
‘‘The Eight Critical Success Factors of a

High Performance Sales and
Marketing Organization’’
(Marterella), 45

Email communication, 281–282
Employees. See Salespeople
Enterprise social software (Enterprise

2.0), 278
Environment support, BEM (Behavior

Engineering Model) on, 100
The Essential Guide to Training Global

Audiences (Irwin and McClay), 269

Evaluating Training Programs
(Kirkpatrick), 141

Evaluation: Post-Orientation,
223e–225e; ‘‘Smile Sheet,’’ 131,
132e–133e

Executive summary (sale initiative), 30,
35

Executive training support, 196
Executive turnover, 6

F
Facebook, 288, 289, 294–295
Feedback: accurate portrayal required

for accurate, 67–68; BEM
(Behavior Engineering Model) on,
99–100; as ‘‘Breakfast of
Champions,’’ 67; creating
management support of training
through, 194–195; on sales
initiative progress updates, 36–38;
by sales managers on training, 189,
191–193; to virtual team members,
266–267. See also Communication

Feedback tools: Sales Skills
Assessment—Other, 68–70,
83–92; Sales Skills
Assessment—Self, 68–69, 72–82;
tips for using, 70–71

Fischer, C. D., 67
Follow-up sessions, 119fig, 120–121,

136, 188–189
Fox, D., 133, 134
Frito-Lay, 162
Frontier FS Sales and Marketing, 184

G
Gaining commitment skills, 69
Gap analysis. See Performance gap
GFS, Inc., 183
Gilbert, T., 98
GlobeSmart, 268
Google, 152
Google Video, 300
Graham, J., 23
Griggs, I., 296
Gross profit: analysis of sales team’s

ability to protect, 12–13;
understanding your business, 9–11
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Gross profit margin: analysis of sales
team’s ability to protect, 12–13;
understanding your business, 9–11

H
Harvard Management Update (Ross),

270
Harvard University Competency

Dictionary, 68
‘‘The Hawthorne effect,’’ 126
Hiatt, T., 45
High Impact Learning (Brinkerhoff),

157
Hiring profiles: analyzing competency

gaps between ideal and actual, 58;
using competency models to
develop, 53–61; example of
competency model used for,
59–61; objective vs. subjective
competencies, 54–58; testing
against the model, 54. See also New
hires

Holistic capacity development:
description of, 115; in-person
practice component of,
117fig –118; on-the-job application
component of, 117fig, 118;
three-pronged approach to,
116–118; transfer knowledge
component of, 117fig

Human resources, 216
Humor, 248–249

I
Ilgen, D. R., 67
Impact Map model: business impact

analysis using the, 155–158;
example of, 150t; training-business
impact linked using, 149–152. See
also Success Case Method

In-person practice, 117fig –118
Incentives: BEM (Behavior Engineering

Model) on, 99; as collaboration
enablers and barriers, 178;
post-training contests and,
134–136; virtual team, 267. See
also Motivation; Rewards

Independent, 296

Individual capacity, 100
Industry market trends, 14–15
Instant messaging: delivering using,

292–293; description of, 285;
etiquette for, 301–302; sales force
development using, 297

IRR (internal rate of return), 34
Irwin, L., 268, 269

J
Jensen, P., 199–200
Job task competency models: for sales

management in technology
solutions industry, 51–53; for
salespeople in technology solutions
industry, 48–50

Job tasks: competency model defining,
46–47; identifying predictable and
repeatable patterns of, 48; strategic
planning decisions on, 47; tactical
planning of, 46. See also
Performance gap; Salespeople

Johnson, A., 296
Jokes, 248–249
Jordan, L., 235
JP Morgan study, 6

K
Kirkpatrick, D., 141
Kiss, Bow, or Shake Hands (Morrison,

Conaway, and Conaway), 269
Knoll, 138
Knowledge: BEM (Behavior

Engineering Model) on, 101–102;
defining needed improvements in,
104; product knowledge
qualification testing of, 137;
transfer of, 117fig. See also Learning

Knowledge gap, 62. See also
Performance gap

Knowledge transfer, 117fig

L
L&D and sales collaboration: barriers

and enablers to, 176fig –178; for
building strong sales S&D staff,
175–176; Discussion Model on,
164–169; need for, 162–163;
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questions for reflection on,
179–180; steps for effective,
169–175

L&D and sales collaboration steps: 1:
identify skills and competencies,
169–171; 2: segregate the list
between L&D and sales-L&D
collaboration, 171–172; 3:
determine how sales and L&D will
collaborate, 172–175

L&D (Sales Learning and
Development): budgets of, 161;
building strong staff, 175–176;
collaboration between sales and,
162–175; purpose of, 162;
sentiments of sales managers on,
162–163. See also Training

Language issues, 268
Leadership: change management, 41,

239e–260e; growth strategy role
played by, 15; meeting, 236–260e;
pressing for a decision or clear next
step by, 19; sales teams’ needs
analysis report made to, 12–15;
virtual sales team, 261–271;
winning sales initiatives support
from, 23–43. See also Sales
management

Learning: defining specific needed,
104–105; ensuring participant,
105–106; needs analysis to
determine needed, 12–15,
95–102, 107, 207–208;
peer-to-peer, 251, 252–253;
repetition spacing effect for, 125,
135. See also Knowledge

Learning contracts, 128–129
Lewis, R., 269, 279
Light bulb page, 130
Lincoln Consulting group, 45
Line leader involvement: capacity

development role of, 115,
118–119; engaging in
trainer/moderator roles for, 119fig,
120; post-program follow-up for,
119fig, 120–121; pre-program
preparation for, 119fig –120

LinkedIn, 288–289

M
Major cost reductions, 6
MarComm Store, 133–134
Market trends: analysis of your industry,

14–15; gross profit and gross profit
margin, 9–11; importance of
anticipating, 7; ‘‘voice of the
customer’’ to track, 21

Marterella, J., 45
Mayo, E., 126
McClay, R., 199, 261, 268, 269
McKinsey studies: on business

investment decisions during
recessions, 4; on pricing
relationship to operating profit, 13

Measuring Return on Investment
(Phillips), 141

Meeting Leadership Skills Quiz,
236–239

Meeting plan blueprint: for annual sales
meeting, 250–253, 255e–260e;
electronic meetings, 302; five key
areas for, 250–251; questions for
reflection on, 255; questions to ask
when preparing, 239e–240e; steps
taken for, 241–246; tips for day of
the meeting, 246–250; top ten
meeting mistakes and how to avoid
them, 254; for virtual teams, 264,
268

Meeting plan blueprint steps: 1:
defining real objective or goal, 241;
2: laying foundation for behavior
change, 241; 3: introducing new
product to sales team, 241–242; 4:
communicating your message,
242–243; 5: WIIFM (What’s on It
for Me), 243; 6: changing your
view of new products/services, 243;
7: linking company goals to needed
change, 244; 8: identifying barriers
to change, 244; 9: breaking
through the barriers, 244; 10: call
to action, 245; 11: keeping score
for team accountability, 245; 12:
assessing meeting leadership and
team results, 246

Memory, 125
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Mentoring programs: formal, 138; as
on-board program resource, 217;
peer, 134

Message content, 29–30
Micro-blogging: delivering using, 292;

description of, 283; ongoing
contact using, 293; presenting and
closing using, 291; prospecting
using, 288

Miller Heiman, 31
Motivation, 101–102. See also

Incentives
MySpace, 288

N
Needs analysis: determining

performance gap using, 98–99;
on-boarding program, 207–208; of
sales teams, 12–15; stakeholders to
include in, 97–98; three questions
asked/answered during, 95–96

Negotiation skills, 69
New hires: New Hire/Manager

Checklist for, 226e–227e;
on-boarding programs for,
200–220; virtual team, 265–266.
See also Hiring profiles

The New York Times, 296
‘‘Non-revenue-generating’’ investments,

5

O
Objective data: business analysis

combining subjective and,
155–157; comparing subjective
and, 154; disadvantages of business
impact analysis using, 152–154

On-boarding program worksheets:
Content Matrix, 207e, 221e–222e;
matrix on program benefits, 207e;
New Hire/Manager Checklist,
226e–227e; Orientation Agenda,
227e–234e; Post-Orientation
Evaluation, 223e–225e

On-boarding programs: benefits of,
203–204; challenges of, 204–205;
defining audience for, 208–209;
defining delivery methods of,

217–218; defining scope, content,
and objectives of, 209–212;
determining needs for, 207–208;
getting started with, 206–207;
identifying resources and tools for,
216–217; measuring success of,
218–219; overview of, 200–203;
product training component of,
212–213; questions for reflection
on, 220; sales management support
of, 205–206; sample list of topics,
210e–212e; timing of, 204–205,
213–215; updating and
improving, 219

On-the-job application: environmental
resources and support of, 106–107;
holistic capacity development and,
117fig, 118

On-the-job training: activities related
to, 212e; on-boarding programs
component of, 200–220

Onaitis, S., 123
Operating expenses. See SG&A (selling,

general, and administrative) costs
O’Reilly, T., 277
Organizational culture. See Corporate

culture
Orientation Agenda, 227e–234e
Orientation. See On-boarding programs
Outcomes: defining sales initiative,

31–33; identifying actions needed
to produce expected, 96; needs
analysis on expected, 95; of
on-boarding programs, 218–219;
success case methodology
measuring training, 27

Outsourcing decisions, 102–103

P
Participants: business impact analysis

identifying each, 156; debriefing,
187–188; ensuring learning by,
105–106; identifying on-boarding
program, 208–209; management
training preparation of, 187; needs
analysis to determine needs of,
12–15, 95–102, 107, 207–208;
post-orientation evaluation by,
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223e–225e; ‘‘Smile Sheet’’
evaluation by, 131, 132e–133e;
tips on engaging sales meeting,
247–250; training course
workbook provided to, 129–133e

Peer mentoring, 134
Peer training, 138
Peer-to-peer learning, 251, 252–253
PepsiCo Foods International

(Australia), 162
Performance: back on the job support

of, 106–107; managing virtual
team, 266–267

Performance gap: BEM (Behavior
Engineering Model) used to
determining, 98–102; capability
development plan goals/objectives
based on, 112–115; competency
models used to solve problem of,
62; implementing training to close
the, 103–107; needs analysis to
determine, 12–15, 98–99, 107,
207–208. See also Job tasks;
Knowledge gap; Process gaps

Performance reviews, 137–138
Persuasion, 41
Phillips, J., 141
Phillips, K. R., 67, 72
Plaxo, 288
Podcasting. See Video casting
Post-Orientation Evaluation

Worksheet, 223e–225e
Post-training activities: audio

reinforcement tools, 133–134;
contests and incentives, 134–136;
follow-up sessions, 136; peer
mentoring, 119fig, 120–121, 134,
188

Pre-training activities: pre-work,
127–128, 130; program review,
127; taking advantage of ‘‘teaching
moments,’’ 126–127

Pre-work activities: follow-up on, 130;
value of, 127–128

Presenting to customers, 281, 291–292
Princeton University, 274

Process gaps, 62. See also Performance
gap

Product managers, 216–217
Products/services: on-board training on,

212–213; qualification testing
knowledge about, 137; sales team
meeting introducing, 241–242,
243. See also Sales process

Professional Motivational Technologies
(PMT), 135, 137

Program review, 127
Progress reports (sales initiative), 36–38
Prospecting customers, 281, 287–289

Q
Qualifying customers, 281, 289–290

R
R&D (research & development)

patterns, 5
ReadWriteWeb.com, 295
Recessions: lessons learned from past,

4–5; responding to the current,
2–3; as time to invest in your
salespeople, 3

Reinforcement. See Training
reinforcement

Repetition spacing effect, 125, 135
Reputation, 24
Returns: IRR (internal rate of return),

34; ROI (return on investment),
26–33

Rewards: BEM (Behavior Engineering
Model) on, 99; using carrot
approach to reinforcement,
125–126; virtual team, 267. See
also Incentives

Rickert, B., 1
ROA (return on assets), 34
Rockelmann, M., 93, 287
ROI (return on investment): defining

the sales initiative, 26–31;
measuring sales initiative outcomes
and, 31–33; measuring the
training, 142–158, 186–187;
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needs analysis on expected, 95–96;
Phillips’ fifth evaluation level of,
141; sale management’s leverage of
training, 187–189. See also
Business impact

Ross, J., 270
Ryerson Steel, 133

S
Sales 2.0, 277
Sales and L&D collaboration: barriers

and enablers to, 176fig –178; for
building strong sales S&D staff,
175–176; Discussion Model on,
164–169; need for, 162–163;
questions for reflection on,
179–180; steps for effective,
169–175

Sales and L&D collaboration steps: 1:
identify skills and competencies,
169–171; 2: segregate the list
between L&D and sales-L&D
collaboration, 171–172; 3:
determine how sales and L&D will
collaborate, 172–175

Sales department: building strong staff,
175–176; collaboration between
L&D (Sales Learning and
Development) and, 162–175;
initiatives of, 24–39

Sales force development: specific ideas
for using technology for, 300;
technological tools to use for,
296–299

Sales initiatives: budgeting process and
timing of, 33–35; considering the
audience of, 25–26; credibility of,
24–25; defining outcomes of,
31–33; defining the return on,
26–31; planning for leadership
support of, 40–41; progress
updates on, 36–38; results of
gaining leadership support for,
38–39; selling the, 35–36;
summary of steps for gaining
leadership support of, 39

Sales management: accountability of,
182; communication between sales
training and, 186; competencies
required for, 184–185; creating
sales training support by, 194–195;
as on-board program resource, 216;
on-boarding program support of,
205–206; questions for reflection
on training and, 198;
responsibilities associated with,
182–184; staff skill assessment role
by, 186–187. See also Leadership

Sales managers: building relationships
between salespeople and, 195–197;
developing candidates for,
196–197; example of competency
models for, 51–53; leveraging
ROTI (return on training
investments), 187–189; line leader
capacity development involvement
of, 115, 118–121; maximizing
training resources, 190–191;
meeting leadership skills,
236–260e; using on-boarding
programs to orient new salespeople,
200–220; presence during training
by, 128; providing sales training
feedback, 189, 191–193;
reinforcement techniques used by,
124–139; sales behaviors modeled
by, 189–190; sales management
role/responsibilities of, 181–198;
sales training as resource to,
193–194; sentiments about L&D
by, 162–163; training as shared
responsibility with, 157–158;
training follow up by, 119fig,
120–121, 136, 188–189; of
virtual sales teams, 261–271

Sales meeting planning: annual sales
meetings, 250–253, 255e–260e;
electronic meetings, 302; five key
areas for, 250–251; questions for
reflection on, 255; questions to ask
when preparing, 239e–240e; steps
taken for, 241–246; tips for day of
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the meeting, 246–250; top ten
meeting mistakes and how to avoid
them, 254; for virtual sales team,
264, 268

Sales process: applying available
technologies to, 287–296; six steps
listed, 281; table representing six
steps of, 281–286; table showing
technologies available for,
281–286. See also Products/services

Sales process steps: 1. prospecting, 281,
287–289; 2. qualifying, 281,
289–290; 3. presenting, 281,
291–292; 4. closing, 281,
291–292; 5. delivering, 281,
292–293; 6. ongoing contact, 281,
293–294

Sales skills: assessment and feedback on,
69; BEM (Behavior Engineering
Model) on, 101–102; defining
needed improvements in, 104;
identification of, 169–171;
management support of assessing,
186–187; modeled by sales
managers, 189–190. See also
Capabilities

Sales Skills Assessment—Other:
applications of, 69–70; as feedback
tool, 68; instructions on how to
use, 83–84; questions listed,
85–90; scoring the, 91–92; six
items covered by, 68–69

Sales Skills Assessment—Self:
applications of, 69; as feedback
tool, 68; instructions on how to
use, 72–73; questions listed,
74–79; scoring the, 80–82; six
items covered by, 68–69

Sales Team Analysis Worksheet, 14–15
Sales teams: accountability of, 245;

critical success factors of, 14, 15;
leading virtual, 261–271; needs
analysis of your, 12–15; origins
and increased use of, 114

Salespeople: assessing competencies of,
185; building relationships between
sales managers and, 195–197; core
competencies of effective,

184–185; current challenges
facing, 1–2; developing sales
manager candidates from,
196–197; equipped to face new
challenges, 13; hiring profiles for
adding, 53–61; importance of
investing in your, 3; on-boarding
programs for new, 200–234;
process versus knowledge gap of,
62; responding to economic
downturns/increased competition,
2–3; training as shared
responsibility with, 157–158. See
also Competency models;
Customers; Job tasks; Training

Search engines: description of,
282–283; ongoing contact using,
293–294; presenting and closing
using, 291–292; prospecting using,
288; qualifying using, 290

Services. See Products/services
SG&A (selling, general, and

administrative) costs: spending less
during expansionary periods, 4–5;
spending more during recessions, 4;
understanding trends of your, 10

Shafer, D., 183–184
Sharing success stories, 137
Skills. See Sales skills
Skype, 268
SMEs (subject-matter experts): as

collaboration enablers and barriers,
177; L&D and sales collaboration
role of, 168–169, 176; as on-board
program resource, 206, 216; sales
meeting preparation of, 242;
training programs development
role of, 174

‘‘Smile Sheet’’ evaluation, 131,
132e–133e

Snyder, N., 268
Social media: applying to sales process,

287–294; description and forms
of, 278–279; pitfalls of using,
295–296; questions for reflection
on using, 304; real time versus any
time of, 280; sales force
development using, 296–302;
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success stories on using, 294–295;
suggested activities/exercises for
using, 303; table showing
technologies available for sales
process, 281–286. See also
Communication; Web 2.0

Social networking: description of, 284;
ongoing contact using, 294; pitfalls
of using, 295–296; prospecting
using, 288–289; qualifying using,
290; success stories on using,
294–295

Solta Medical, 250
Spacing effect, 125, 135
The Speed of Trust (Covey), 275
Storytelling, 249
Strategic Selling program (Miller

Heiman), 31
Subject-matter experts. See SMEs

(subject-matter experts)
Subjective data: business analysis

combining objective and,
155–157; comparing objective
and, 154; disadvantage of objective
versus, 152–154

Success Case Method: business impact
analysis using, 152–157;
description of, 27. See also Impact
Map model

Summy, G., 141
Sun Tzu, 13

T
TADD (technological attention deficit

disorder), 247
Taylor, M. S., 67
‘‘Teaching moments,’’ 126–127
Team selling. See Sales teams
Technology: applications to sales

process, 287–294; common
misconceptions about using, 274;
expanding your relationships using,
275–277; global communication,
268; how it complements rapport,
275; minimizing TADD
(technological attention deficit
disorder), 247; as on-board
program resource, 217;

opportunities available through,
274; pitfalls of, 295–296;
questions for reflection on using,
304; sales force development and
use of, 296–302; success stories on
use of, 294–295; table to facilitate
effective use of, 280–286; Web 2.0
and social media, 277–304

Teleconferencing, 297
Telling Training’s Story (Brinkerhoff),

157
Text messaging: delivering using,

292–293; description of, 285; sales
force development using, 300

Thalheimer, W., 125, 131
Time frame: for on-boarding programs,

204–205, 213–215; for sales
initiative proposal, 30–31; for
selling the sales initiative, 36;
setting realistic, 18–19, 20; starting
and closing sales meetings,
246–247

The Top Ten Meeting Mistakes and
How to Avoid Them, 253–260

Training: advisory group and
champions of, 195; business impact
of, 62–63; competency models
used as basis of, 46–65; continuous
and ongoing nature of, 123; course
workbook used for, 129–131;
creating instructional strategy for,
63–65; creating management
support for, 194–195; debriefing,
187–188; eliminating distractions
during, 128; feedback provided by
sales managers on, 189, 191–193;
follow-up to, 119fig, 120–121,
136, 188–189; learning contracts
used during, 128–129;
management presence during, 128,
190–194; maximizing resources
for, 190–191; measuring ROI
(return on investment), 142–158,
186–187; need for, 45–46;
on-boarding programs for,
200–220; outsourcing versus
internal, 102–103, 107;
post-training activities, 133–136;
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process gap problem of, 62;
product, 212–213; reinforcement
of, 124–139; as resource to sales
managers, 193–194; reviewing
design and contents of, 129; as
shared responsibility, 157–158. See
also Business impact; L&D (Sales
Learning and Development);
Salespeople

Training course workbook: action
learning plan component of,
130–131; follow-up on pre-work
component of, 130; light bulbs
page, 130; materials to include in
the, 129; ‘‘Smile Sheet’’ evaluation,
131, 132e–133e

Training follow-up, 188–189
Training implementation: decisions on

how to ensuring learning,
105–106; defining audience needs,
104–105; defining what
knowledge/skills need to improved,
104

Training reinforcement: activities
during the training for, 128–133e;
carrot versus stick approach to,
125–126; examining necessity of,
124; post-training activities
facilitating, 133–136; pre-training
activities facilitating, 126–128;
reflecting on process of, 139;
repetition spacing effect and, 125,
135; suggested techniques for,
137–138

Training solutions: basic questions to
ask about, 94–95; implementing
the best, 103–108; importance of
determining right, 93–94; needs
analysis to determine, 12–15,
95–102, 107, 207–208;
outsourcing decisions related to,
102–103, 107

Transparency (capacity development):
description of, 115; tips on
ensuring, 116

Twitter, 288, 289, 296

U
Uhl, T., 273
Upper management support, 196

V
Video casting: delivering using, 292;

description of, 286; ongoing
contact using, 293; presenting and
closing using, 291; prospecting
using, 289; sales force developing
using, 297, 300

Virtual sales teams: building successful,
262; challenges related to leading,
261–262; creating the, 263–264;
face-to-face meetings of, 264;
global considerations related to,
268–269; maintaining remote
relationships, 264–265; managing
new hires, 265–266; managing
performance of, 266–267;
questions for reflection on,
270–271

‘‘Voice of the customer,’’ 21

W
Wal-Mart’s ‘‘Roommate Style Match’’

Facebook group, 294–295
Wall Street Journal, 8
Web 2.0: applying to sales process,

287–294; gathering information
through, 279–280; origins and
description of, 277–278; pitfalls of
using, 295–296; questions for
reflection on using, 304; real time
versus any time of, 280;
relationship focus of, 279; sales
force development using, 296–302;
success stories on using, 294–295;
suggested activities/exercises for
using, 303; table showing
technologies available for sales
process, 281–286. See also
Communication; Social media

Webcasting: delivering using, 293;
description of, 286; ongoing
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contact using, 294; prospecting
using, 289; qualifying using, 290;
sales force developing using,
298–299

Western Electric Hawthorne Works
studies, 126

Western Michigan University,
149

When Cultures Collide (Lewis),
269

Whitney, C., 295
WIIFM (What’s on It for Me),

243
Wiki, 300
Wikipedia, 280
Williams, B., 184
Wills, R., 181
Word Cloud, 273fig
Work-Learning Research, Inc., 125

Worksheets: business case for sales team
investment, 19–20; Content
Matrix, 221e–222e; Meeting
Leadership Skills Quiz, 236–239;
Meeting Plan Blueprint,
239e–240e; New Hire/Manager
Checklist, 226e–227e; Orientation
Agenda, 227e–234e;
Post-Orientation Evaluation,
223e–225e; Sales Team Analysis,
14–15; ‘‘Smile Sheet’’ evaluation,
131, 132e–133e; The Top Ten
Meeting Mistakes and How to
Avoid Them, 253–260

WorldNet Search, 274
The Wynhurst Group, 200, 202

Y
YouTube, 296, 300
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