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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful
businesses in the UK compete and manage their organisations.

It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken in professional markets as well as in
markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home business; and on how people are
being equipped with new skills and techniques. In short, it offers expert inspiration for a better business.



“And the little boy cried:‘He has
nothing on! but the Emperor
continued on with his head held
high.” Could you be as deluded about
your salespeople as the Emperor was
about his new clothes?

Ask yourself the following questions.

1. When did you last see your sales
people sell ?

2. Do you know who is good or in
the wrong job?

3. Is your sales methodology
empowering your people?

4. Are your managers managing the
salespeople or just managing the
numbers?

When we at Accredit started running
assessment programmes, we thought
that we were building on the work
carried out by sales managers -
watching salespeople carry out their
job, assessing their strengths and
weaknesses and using this knowledge
to coach their people. How naive we
were.

At the start of a programme, people
tell us, “l know who my good sales
people are,”and “John regularly hits
his number, his clients like him”. When
we run the assessment, John does
badly and out come the excuses.
“The assessment was unrealistic; my
customers do not behave like that”
Or:“Normally | do it differently - | did
it this way because that was what |
thought you wanted me to do.” And:
“I have been so busy, | didn’t have
time to prepare.”

What can you learn from this article

It's about: Sales
It applies to: Business Owner/Managers
Sales Directors/Managers

Main slant:
Think about the fundamentals of your role

The sales directors
new clothes

By Mark Savinson

The sales manager calls us and says:
“Why did John do badly? There must
be something wrong.” So why does this
happen?

From a sales person’s perspective:
All assessments are based on real
customers. What usually happens is
that we have exposed the salespersons
limited contact strategy - they have
only dealt with one role (usually a
‘technical’ role) and when we introduce
business people into the sales
simulation the salesperson does not
know what to do. This is obvioulsy a
major issue for companies that have a
strategy of engaging at a senior level.

Anyone who says that they behaved
in a different way in the assessment,
unless they were deliberately trying
to fail, is just kidding themselves and
their boss. It is very difficult to behave
in an unnatural manner. If someone
fails to ask questions and listen to the
answers in an assessment it is because
they normally ‘pitch’ at their customer,
fail to ask them what they want, and do
not listen.

If you cannot prepare for a‘test; it is
highly unlikely that you prepare for a
client meeting. Those who ‘wing-it’in
an assessment are the same people
who proudly tell their colleagues they
wing-it in real life. They are the same
people who invariably fail to spot the
big opportunity.

From the manager’s perspective:
The sales manager bases their view
on the amount of revenue the sales
person brings in - which is fine, but do
they know if the salesperson is selling
or the client is just ordering?

The sales manager has never
accompanied the salesperson on a call
- so they have absolutely no idea if they
are maximising sales from the account.
The sales manager thinks: “John always
does his number so | will leave him
alone”

So what are we uncovering?

At least 15% of the salespeople we

meet are not salespeople - they are
‘relationship managers’ (Is this consultant
speak for order takers?). The question is,
are you paying them too much and could
you use an alternative sales channel?

About 20% of the salespeople just get it.
But the remaining 65% need help from
their managers to keep them focussed
and doing the right thing.

What about the sales managers? At the
risk of being controversial, about 75% of
sales manager are not sales managers.
We regularly hear salespeople say “This is
the first time anyone has looked at how |
sell and given me coaching” Or:“The only
time my manager joins me at a meeting
is to be there when we sign the deal or
to sort out a problem.” And:“l really want
help, but my manager is not interested in
helping me”.

Assessment definitely helps you identify
strengths and weaknesses in the sales
team, but it should not be a one-off. Sales
managers need to attend client meetings
or listen to calls regularly and coach their
people. They need to have a consistent
assessment model that is objective.




Is your sales methodology
empowering your people?

We are regularly asked.“Do you
support this sales methodology or
that sales methodology?”and our
answer is always the same - use what
ever methodology you want, but don't
overcomplicate it.

We have a very simplistic view

of selling. It's a process of asking
questions to uncover need, linking
the need to what you have to offer,
explaining how this addresses the
need, showing how you are better
than the alternatives, agreeing what
needs to be done to convert interest
into buying, and getting the order.

Sales process is absolutely vital.
Ensuring consistency of approach
will increase success, and also help
standardise the qualification process
to focus on winning business. But
what really happens?

We do not see enough “basics”

of selling taking place, very few
questions to uncover needs, and even
fewer answers to problems.

When, during coaching, we ask
people about ‘sales methodologies,
it is immediately translated into a
discussion about forms to be filled in
and CRM systems to be accessed.

This highlights a complete disconnect
between the information being asked
for and behaviour during the sales
cycle.

Too often the methodology is
compartmentalised into
‘opportunity management’’account
planning’and ‘a customer database’
- rather than a holistic approach to
selling and account development.

So what use is a sales methodology?
Regardless of its specifics, a
methodology is obviously only of

use if it is used. But we rarely see

a methodology being imposed,

and then only toyed with by the
salespeople. Even worse, we see
salespeople who think that the
methodology means they do not need
to do the basics, as if the methodology
magically allows the customers to
identify why they should buy from us.

Sales methodologies have become
tainted with creating complex

sales solutions regardless of the
complexity of the customer’s
problems. In fact, one CEO has
equated solution selling with
creating unprofitable solutions, with
the result that he has suggested his
sales team go back to‘selling from a
catalogue!

As salespeople we all need to rescue
sales methodologies from the
computer systems. CRM and sales
force automation have been used to
drive processes that are increasingly
removed from the needs of the
customer. Solution selling delivers
solutions to customer needs and
wants, opportunity management
programmes improve forecasting
and win-rates, and standardised
account plans ensure we have a
good relationship strategy. It is

not the computer systems that
ensure we are successful, but the
management - specifically sales
management - that ensures that
salespeople see the relevance

of these methodologies and use
them to create an effective sales
organisation.

Sales managers should not only
be coaching their teams in selling,
therefore, but also tutoring them
in the effective use of your chosen
sales methodology.

Are your managers managing the
salespeople or just the numbers?
Our experiences have revealed that
the one area to invest in is sales
management. Time and again we are
confronted with sales people who
have never been coached, have a
sales manager who sees themselves
as some sort of ‘expert sales person
to the rescue, and whose view of
process is completely moulded by
their manager.

In our opinion, this is because

not enough sales managers see
themselves as managers of sales
teams (i.e. people managers) but
instead see their role as the top
salesperson in a pyramid of sales
people. Many of them have not
made the transition from the highly
competitive, self-centred, sales

person - to the collaborative,
supportive sales manager and
team leader.

Typically their sole management
‘dashboard'’is the forecast and

in many cases they ‘manage’the
forecast to ensure an easy life for
themselves. When we discuss with
sales managers the basic metrics
around activities, product mix,
coaching activities, etc. we always
get the same answer:"l don’t have
time to do all of this, | am under
constant pressure to update the
forecast and my manager does
not want any bad news.”’

We have to break out of this cycle.
We are regularly seeing sales
organisations who have given an
overly rosy picture of the future,
and in some cases the quality of
business won. This can be seen

in the number of writedowns on
contracts and revised outlooks.
Some can be clearly linked to the
state of the economy and some
with issues with delivery, but we
have to be brave and take some of
the responsibility ourselves.

So what do we want you to do?
In our pursuit of the big sale we
have ignored the fundamentals

of our role, selling something

that solves the customer’s issues
whilst delivering a return to our
business. As Stephen Covey would
say:“Win-win or no deal”. Sales
management has a responsibility
to ensure this is what we do. While
the sales people are the troops,
sales managers are the sergeants
implementing the strategy and
constantly validating that the
implementation is delivering the
desired results.

So let’s learn the lesson of the
Emperor - don’t take someone
else’s word for it, check yourself
that your people are doing

the right things. Take control,
manage, lead and coach your
team to success. Keep it simple:

Make the sales process clear and
use it consistently.




Check that your salespeople are
doing the basics - asking questions,
listening and uncovering needs.

Coach your people - regularly. They
need it and deserve it.

Require your sales managers to
behave as managers and as leaders.

We would like to see healthy debate
among the sales community, and
then drive towards our ideal of a
professional sales community that
is constantly self-accrediting, with
sales directors becoming CEOs

and, in turn, driving their business
forward to greater success.
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The winner is the
chef who takes the
same ingredients as
everyone else and
produces the best
results.

Edward de Bono

10 ways to manage

cashflow

1. Develop best practice

Keep an eye on the latest news

and developments from the Better
Payment Practice Group. Make sure
staff are trained to use best cashflow
practice, including the measures
listed below.

2. Check creditworthiness of new
customers

This is even more importantin a
recession than during good times.

3. Speed up dispatch of invoices
Companies can take as long as 90
days to send them after delivering
the goods or providing the service.

4. Improve credit control
Negotiate payment terms with your
suppliers upfront. Start chasing
payment as soon as invoices are
overdue. And withdraw credit

from persistent bad payers or likely
defaulters.

5. Police early-payment discounts
Often buyers take them even though
they don't pay within the specified
time. Make sure you take advantage
of early-payment discounts from
suppliers where cashflow permits.

6. Explore ways of financing
payment

Direct debits can spread payments
over months and ease cashflow
where a large item has to be
purchased, as well as reducing the
cost of making the payment.

7. Bank cheques and cash on the
same day

Sounds obvious but some small
businesses don’t do it. Arrange
paying-in facilities with the nearest
available bank branch to make it as
easy as possible.

8. Invest surplus money

This may simply mean sweeping
cash over a certain limit in current
accounts into an interest-bearing
deposit account.

9. Seek government/European
Union money

Grants are a jungle, but they can
produce useful cash.

10. Bank over the internet

It saves time and encourages you to
adopt a more proactive approach to
managing your finances.

Source: Director.co.uk

An‘enterprsing
person is one who
comes across a pile
of scrap metal and
sees the making of a
wonderful sculpture.
An enterprising
person is one who
drives through an
old decrepit part

of town and sees

a new housing
development. An
enterprising person
is one who sees
opportunity'in all
areas of life.

Jim Rohn



Do you have the passion to aim high
and smash your targets? Andrew
Griffiths argues that the key to sales
success is to free your mental blocks,
hone your skills and unlock your
true potential.

Imagine that you are going clay
pigeon shooting tomorrow with

a group of key clients, prospects
and work colleagues. Pause and
picture the scene in your mind for a
moment - then read on.

It's going to be a great opportunity
to network, have some fun and
show how well you can shoot. Now
— stay with me on this — whether
you're an experienced shot or you've
never been clay pigeon shooting
before, this scenario is going to help
you.

From when you arrive at the venue
to when you start shooting, both
you and your colleagues are going
to experience a range of feelings
that will affect how well you are able
to perform.

As the targets fly by at 60mph

or faster, watch what people are
doing as they try to hit them. If
you are an accomplished shot, you
know that to hit the target you
need to concentrate and focus on
it. If you are a novice or relatively
inexperienced, you will need to be
careful not to rush the shot.

Now, you might say: “It doesn’t
matter if | miss the target.” But be
honest - would you rather hit or
miss? So don’t make excuses before
you start. You can do your best and,
with a few tips, you can perform to
the peak of your ability — and enjoy
yourself.

It's about: Potential
It applies to: Business Owner/Manager
Sales Directors/Managers

What can you learn from this article

Main slant:
Free your mental blocks, hone your skills
and unlock your potential for sales success

Reach for the sky

If you are a complete beginner
to clay pigeon shooting take my
advice:

® Be safe and shoot with a
qualified instructor

® Relax and slow down
e See the target and shoot it

® Be realistic about what you
expect from yourself

® Enjoy yourself

You have incredible ability to see
the target and instinctively judge
its speed and angle of flight. If
you've never tried clay pigeon
shooting, go and see for yourself.
If you want to, you could become
a really good shot. The success
you enjoy will depend on how
you improve your skills and your
inner mental game.

Common mistakes that stop
people from hitting their targets
include:

® Poor preparation

® Using a gun that doesn't fit
them

® A lack of commitment when
taking the shot

® Lack of confidence or over-
confidence

® Rushing, so not allowing
enough time to take a good
shot

By Andrew Griffiths

® Incorrect beliefs,
prejudgement or assumptions

® Being too tense or sensitive

® Not moving to a better
position to make the shot
easier

® Wrong timing

® Being influenced by the
audience

® Not knowing what to change

® Being defensive and not
learning

e Failing to ask the right
questions

Take a few moments after
the event to review your
performance:

® What were you thinking at
each stage of the shooting?

® How were you feeling at the
time?

® How did you react to those
feelings?

® What will you change next
time?

® What will you gain by
succeeding and what does this
mean to you?

You can always cheat

If you want to take up the sport
and do well, my best advice to
you is to cheat. Well, by cheating,




[ simply mean go and get some
coaching. A shooting coach will
quickly have you hitting targets
by giving you a sound process to
follow, plenty of encouragement,
honest feedback and training on
the techniques you need.

Do exactly what your coach tells
you. You will progress extremely
quickly - if you let go of what

is holding you back, forgive
yourself for your mistakes and
keep looking forward to where
you want to be. You will then
enjoy the challenge and beat your
competitors. You'll see.

If you are an experienced shot and
you want to raise your game, then
copy what the best sportspeople
do. A great shot makes every shot
count. When the pressure’s really
on, they rely on being exceptional
at following their set-up process,
the basics.

The pro doesn't just take the shot
- they have a pre-shot routine,

to achieve the harmony of mind,
body and focus they need. If they
don't feel just right, they quickly
go back through their routine
again and then take the shot.

On a great day, when things are
going well, it’s almost as if they
can’t do anything wrong. They
make it look so easy. But they
practise relentlessly — after all,
their living and ambitions are at
stake so there’s a lot to play for.

Powerful lessons

Maybe you don’t have a passion
for clay pigeon shooting, but the
lessons it teaches us are equally
applicable to other walks of life
and, of course, to work. Your
passion for your career in sales
is influencing what you achieve
—and the human factors that
sportspeople contend with are
exactly the same as those we
contend with in business.

Soif you are in sales and you want
to win more business yourself,

or through your team, cheat by
taking all the advice and short-
cuts you can:

® Find the best coach you can,
to review your performance

® Work with your coach to
improve your‘game’

® Be committed to your success
® Practise and review yourself

To achieve the level of change
and achievement you are capable
of, face up to issues that you

may be avoiding. If you open

up to these, you will find many
wonderful opportunities and
much value for the taking.

Your results and your passion will
speak for you. You have amazing
abilities to perform. OK, so the
higher up the levels you go, the
tougher the competition and the
harder it is to win. But dont turn
back. Follow the shooting model
and you will smash your targets.
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Crisis Talk

Black Swan: A seismic, pivotal even.
Black Swans change our perception

of things forever - September 11, or
the arrival of the internet, for example
- and are difficult to predict. For many,
the credit crunch was a Black Swan,
but not if you're Vince Cable.

Credit Default Swap: A Byzantine
system that allows anyone, even
disinterested speculators, to take out
insurance on the default of a loan. A
Credit crunch would appear as good
a time as any to buy one, but bear in
mind that in an unregulated industry
the insurer could easily default on
the credit instrument it is insuring: a
default default, if you will. Keep up at
the back.

Capitalism: An old-fashioned societal
structure, based on the outmoded
assumption that striving to possess
greater quantities of stuff is inherently
a good thing.

Quantitative analyst: A highly paid
maths or physics graduate hired

by banks to write the software
responsible for trading large volumes
of derivatives. That's right: all those
risky trades were automated. It as the
machines wot dunnit!

Short-selling: Selling borrowed

stock you know to be junk on the
assumption that it will fall in value,
allowing you to buy it back at a profit.
Considered morally repugnant by
banking chiefs who have run out of
scapegoats.

Deleveraging: A term used by
beleaguered finance directors to
obfuscate the face that the business
is mortgaged to the hilt and living on
borrowed time.

Derivative Spread Utility: A completely
fictional financial product that we just
made up on the spot. See how easy
itis?

Source: Director.co.uk
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Who will be the victors and the
losers in the ‘war on talent’?
Organisations that are purely budget
driven and prioritise salary above
working conditions will ultimately
lose out.

Those employers who treat their

staff well and as a result, gain a good
reputation in the market place will
attract the best staff. Within the
industry today it is not all about
salary; fair treatment, good working
conditions and future opportunities
are often more important to potential
candidates, who are looking to
achieve a tangible work/life balance.

In the current economic climate,
what do you say to organisations
looking to cost cut their
recruitment strategy?

There are a number of ways to ride
out the current situation and cut
costs, without jeopardising the quality
of employees. Working in a strategic
partnership with select agencies can
result in a significant improvement in
the quality of candidates.

Agreeing fixed terms and conditions
with agencies including charge

rates, ensures control over costs. A
recent survey conducted by the CIPD
highlighted that 44% of organisations
do not evaluate their recruitment
costs and labour turnover due to the
length of this process, and the time
constraints involved.

We live an era of technology where
there should be no excuse for not

capitalising on software which can
assist in the control of recruitment.

It's about: Recruitment
It applies to: HR Directors/Managers
Business Owner/Managers

What can you learn from this article

Main slant:
Use a recruitment strategy to
ensure quality recruiting

Quality recruiting

What are the key guidelines for
businesses to consider when setting
their recruitment strategy?
Recruitment and HR strategy should
sit alongside an organisations’

overall strategy, with clear goals

and objectives for the future. It

is important for businesses to
understand which part of their
business should be staffed with
permanent employees and which can
draw on the flexibility of a temporary
workforce.

With an approved panel of agencies
in place, carefully selected to ensure
coverage across the business,
geographically and by skill sets,
hiring managers are assured

that their objectives can be met.
Implementing a system of control
within the recruitment process
provides management information
and the ability to assess agencies on
performance.

Do you believe that existing
employment laws inhibit or help
organisations to recruit effectively?
Existing employment laws are
beginning to inhibit organisations

to recruit effectively as the cost

of employment and particularly
temporary employment is growing.
The government needs to be sure
that the increase in legislation does
not start to work directly against its
original objectives, i.e. protecting
workers and offering fairness.
Ultimately it may result in the “flexible”
being removed from flexible working.

By John Salisbury

What is the best way to effect

a sea change in longterm,
consistently effective
recruitment?

As companies’employees are their
most important asset, putting in
place the right managerial staff is an
absolute priority. Once this has been
achieved it is imperative to take time
to demonstrate to these individuals
how changing recruitment

practice can considerably increase
productivity and make their own
roles easier.

In this scenario, working alongside

a preferred agency panel can result
in a significant improvement in the
quality of placements. Providing
agencies with opportunities to work
on a greater volume of vacancies,
both permanent and temporary can
assist them in developing a better
understanding of an organisation’s
strategy.

If you were to give an HRD of an
organisation a five point guide to
creating a recruitment strategy
what would that be?

1. Ensure that your recruitment
strategy matches your company
strategy and the milestones that you
have set for growth.

2. If engaging with an outside
recruitment partner, ensure that
they fully understand your business,
culture and organisational values.

3. Ensure HR and recruitment is
seen as central to your business and
company strategy.




4. lmplement a system of
control, which effortless provides
management information.

5. Set key performance indicators,
aligned to your company strategy,
which are regularly assessed.

What is the best advice you can
give to organisations to ready
employees to effect a winning
recruitment stragey?

By demonstrating strong
management and developing
appropriate policies and practices
which are cascaded throughout
the business, you can ensure that
all employees fully understand
organisational requirements.

By sharing the overall company
strategy and HR plans with all
levels of staff it is possible to
clearly define your business
objectives and ultimately
encourage employees to help the
company grow and evolve.

What advantages and
challenges do you think the
quest for diversity presents an
organisation, from a recruitment
perspective?

Creating a diverse workforce is

a focus for most organisations.
Whether they have a clear strategy
and process for attracting,
managing and recording is
another matter.

The quest for diversity also
ensures that businesses capture
the very best talent from

across the whole spectrum of
available candidates. Within
today’s marketplace there is an
increasingly shrinking talent pool
and by not embracing diversity,
organisations are further limiting
their opportunities.

The capture of diversity data

can be managed easily through
recruitment software; monitoring
and highlighting areas for
improvement and helping
organisations achieve their
strategy.
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Are you up-to-date?

The UK’s largest and most
comprehensive online business
library is growing all the time.
And the good thing is that it is
regularly updated. It is available
24 hours a day, every day of the
year.

So, if you want information
on taxes, health & safety,
employment law, directors’

duties & responsibilities and
ways to expand your business
(and lots more as there are 700+
titles), the Bizezia on-line library
is the place to look.

Ask your advisor for a link to the
library or visit: www.bizezia.com
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Best Business
Advice*

Business versus
personal decision
making

In the early eighties, | had the
chance to have dinner with

a leading US management
consultant and asked him

if there was one single
observation he had about why
businesses fail. He said:

“25% of decisions in business
are made for pure business
reasons and 75% for business
and emotional reasons. Swap
this ratio and business will
always imrpove!”

| have always tried to follow this
advice but would also add that,
where a pure business decision
will have an adverse effect

on people, always ensure you
implement them in a kind and
considerate way.

* Taken from Best Business
Advice, a book which gives
examples of memorable
business advice recounted by
leading practitioners in the UK
public relations industry.

Alastair Gornall spent 25 years in
the PR industry and was founder
and CEO of Consolidated
Communications Group. In 2001
he sold the business to an MBO
team and is now CEO of Reed
Exhibitions Ltd.






