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2. Understand That Sales is a Numbers 
Game 
They don’t lose their cool when a call 
goes badly, a deal goes south, or a first 
contact ends in refusal – they simply    
focus more carefully on the next call. 
They know their hit rate from past        
experience. They know how often they’ll 
have to take No! on the chin to get to one 
Y e s !  
Do your salespeople know the value of 
their calls? 
 
3. Live to Prospect 
The world-class salespeople are        
prospecting all of the time – especially 
when things are going well. They know 
that sales success is directly dependent 
upon continually filling their pipelines    
with well-qualified prospects. Prospecting 
is their obsession. They never stop. 
Is prospecting 24/7/365 in your             
organization? 
 
4. Totally Sales-Driven 
These people live for the chase that     
results in a closed deal; they are inter-
nally motivated to 
go to whatever 
lengths they must 
to win the business. 
They seem to have 
unceasing energy. 
Once they decide to 
act, nothing slows   
or stops them until 
t h e y  h a v e               
s u c c e e d e d .  
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They don’t like second, and they are not 
good losers. Sure, they know they must 
affect a “good-loser” performance from 
time to time for social reasons. But deep 
down, they need to win, and losses just 
stiffen their resolve. They can’t be kept in 
s e c o n d  p l a c e  f o r  l o n g .  
Is your team too good at losing? 
                           continued page 3 

Spotting the 20% who Sell the 80% 
Who would have predicted that 
Vilfredo Pareto’s famous 80-20 rule, 
formulated more than 100 years ago, 
wou ld  s t i l l  app l y t o  sa les                 
organizations today? 
 
Research consistently demonstrates 
that more than half of those in        
professional sales lack the basic    
attributes required for success in this 
difficult profession – attributes that 
world-class salespeople possess as 
natural gifts or develop through     
raining or single-minded focus. Of the 
remaining half, half of these have the 
potential for success in some form of 
sales, but are currently selling the 
wrong product or service. That leaves 
about 25 percent to sell about 80   
percent of the world’s products and 
services. 
 
Enlightening, isn’t it? 
 
That’s why it’s important for you to 
have a keen understanding of the 
attributes of world-class salespeople. 
If you can recognize them, you can 
hire more of them! You can also tell 
when salespeople on your team need 
training and support, and you’ll have 
a good idea of what they need. 
Measure your salespeople by this list 
of the ten attributes shared by     
world-class salespeople: 
 
1. Irrepressibly Positive Attitude 
All of their glasses are half-full and 
every cloud they encounter has a 
silver lining. Knock them down nine 
times and they stand up the tenth. 
Without this iron optimism, a life in 
sales is a stressful and daunting     
e x i s t e n c e . 
Do your sales heroes live in a partly 
cloudy or partly sunny world? 
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Leaders need to provide clear direction and ensure 
clarity of expectations. They should talk openly with 
team members about what the outcome of the     
project should be, when it will be completed, and 
what employees should do if help is needed or when 
they hit a road block.  
 
Managers should involve the employees in setting 
deadlines as well.  Often, employees will offer a 
tighter deadline than the manager expected.  If they 
ask for a later deadline, you at least gain an under-
standing of why they think more time is necessary 
and you find out sooner rather than later. 
 
Ultimately, leaders should use a combination  of 
communication tactics, rather than just a meeting, 
email or telephone call.  Combining face-to-face and 
written correspondence gives team members the 
benefit of both verbal and non verbal                   
communication, the chance to interact, and specific 
d e t a i l s  i n  w r i t i n g . 
 
If you are the person receiving the instructions, you, 
too, have a responsibility to clearly define the      
expectations.  Repeat back to the leader what you 
think is expected and obtain agreement on goals, 
expectations and action steps to be completed.  Ask 
what you should do when you encounter a ‘bump in 
the road’  because you inevitably will. 
 
Move off the path to mediocrity.  Communicate 
clearly, reduce ambiguity and make a commitment 
to excellence.   
 

David M. Mastovich, President 
Massolutions, Pittsburgh, PA 

� 	 
 �� 
 �� � �� � � � � � �� � � �� � � �� � �

� � have a friend who leads a Human Resources 
consultancy. He often uses the phrase: “Why 
don’t employees do what they are supposed 

to do?” to market his services.  I have told him that 
he should add “Why don’t bosses explain what 
they really want?” to the mix. 
 
When it comes to getting things done with people, 
ambiguity breeds mediocrity.  Employees and 
managers alike become frustrated when expecta-
tions are not met.  The problem arises because of 
a breakdown in communication.  The more       
ambiguous goals and expectations are, the 
greater the chance for an average or worse out-
come. 
 
However, effective communication is a two way 
street. 
 
In some cases, employees do not clearly          
understand goals and expectations and don’t take 
the time to clarify the situation with their boss.  In 
other instances, employees are consciously or 
subconsciously comfortable with the ambiguity.   
They avoid clarity and are content to do what they 
think is necessary because when ambiguity exits, 
accountability is reduced or eliminated.  
 
On the other hand, supervisors are often guilty of 
thinking they are on the same page as their team, 
when in reality they have not provided the          
necessary specifics to ensure success.  Or they 
do not empower employees to think and make 
decisions that could improve outcomes. 
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6. Obsessed with the ‘Next Step’ 
Everything they do is about getting 
to the “next step” – about getting 
the next level of commitment to 
bring the customer ever closer to 
the level of trust and confidence 
needed for a ‘Yes!’ World-class 
salespeople think solely in terms of 
specifics like where, when, how, 
and how much. Concepts like 
sometime, in the future, later, 
whenever, are simply not in their 
vocabularies. The most successful 
salespeople at Profiles know that 
their success is inevitable, but they 
still drive to “accelerate the         
i n e v i t a b l e . ” 
Are your salespeople driving their 
case forward at least one step with 
every customer or prospect con-
tact? 
 
7. Know That They and Their 
Products are World-Class 
Quiet confidence oozes out of top 
salespeople, and unbridled        
enthusiasm for the company, their 
products and services gushes from 
them at every meeting. No one is 
left untouched by the passion they 
pull upon when they talk about 
themselves, their companies, or 
their products and services. They 
e v a n g e l i z e . 
Have your people been to the top 
of the mountain? 
 
8. Qualify Hard Before Investing 
Time and Energy 
Time is too precious to waste on 
people who don’t need what they 
provide. They understand their 
products and services inside out, 
understand the needs they        
address, understand why their   
offerings are so much better than 
those of their competitors, and 
know enough about  their           

profile of what it takes to be a success-
ful salesperson in your organization. 
Using your prospective salesperson’s 
responses to a 15-20 minute online 
survey, the PSI™ objectively analyzes 
the person for these attributes: 

·  Competitiveness 

·  Self-reliance 

·  Persistence 

·  Energy 

·  Sales Drive 
 
By comparing these results with the 
profile of your most successful      
salespeople, the PSI™ can predict    
on-the-job performance in these critical 
sales disciplines:  

·  Prospecting 

·  Closing Sales 

·  Call Reluctance 

·  Self-starting 

·  Teamwork 

·  Building and Maintaining          
Relationships 

·  Compensation Preference 
 
All seven            
disciplines are  
essential to the 
success of the     
top-performing    
20 percent of 
salespeople     
responsible for 80 
percent of all 
sales.  
 
For more information on selecting 
salespeople as well as for effective 
management and training of existing 
salespeople contact: 
                                                         
Jim Hazen at 724.940.9202; Toll Free 
@ 1.888.202.1112 or via email at: 
jim@automotivehr.com. 
�
� � � � � � � � � 	 � 
 � � � � � � � 
 � � 
 � � �
� � � 
 � � � � � � � � � � � � � � � � � � 
 � �
� � 
 
 � 
 � � 
 � � � � � � 	 � � � � � � � � � � � � � �
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prospective customers to find 
themselves rarely in front of    
someone who is not a genuine 
p r o s p e c t i v e  c u s t o m e r .  
Do your salespeople look before 
they leap? 
 
9. Expect to Hear ‘No!’ 
Once they know they are in front of 
the right people, these champions 
are confident that they considered 
every possible ‘No!’ situation that 
might arise, and they understand 
how to address these objections in 
a way to build the confidence and 
t rus t  of  their  prospect ive            
c u s t o m e r s . 
Are your front people always ready 
to handle key objections? 
 
10. Sell Through Customer 
Knowledge 
Ask customers of world-class 
salespeople what sets them apart 
and they’ll tell you, “They          
understand us.” These people 
never stop trying to find out more 
information about their customer 
and his needs. They know that the 
only way they can deliver sales is 
t h r o u g h  p a r t n e r s h i p  a n d           
p r o b l e m - s o l v i n g . 
How much do your salespeople 
know about their customers and 
prospects? 
 
When you hire salespeople, you 
must look for these attributes. 
While this sounds simple, how do 
you objectively measure these   
attributes? 
 
Effectively Spot the 20% 
That’s a challenge we faced in building 
our 800-strong worldwide sales force 
at Profiles, and we met it head on with 
the development of the Profiles Sales 
Indicator (PSI)™. The PSI™ analyzes 
your existing salespeople to produce a 
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STRATEGIES FOR WINNING  
FROM PAGE 1 



 4 

  

      

�
�

�
�

�
�

�
�

�
� � �� ��� �  

Dan has a good retail operation.  
He’s been in business for 15 years 
and has continued to have a good 
flow through of customers and 
sales.  Recently though he’s also 
had a flow through of new         
employees! 
 
The last 3 hires for Dan did not 
work out.  He’s taken time to     
recruit and select using the best 
practices and thought the people 
would be great additions.  One left 
after the first day.  Another started 
out great and seemed to be doing 
the job very well when she came 
to him one day after 3 months and 
said she was leaving for personal 
reasons.  The third stayed for 2 
weeks and then just quit showing 
up. 
 
Since most of his employees have 
been with him for 2 to 15 years, he 
was struggling to understand 
what’s happening.  He decided to 
try and contact all three to see if 
they could help him understand 
better what went wrong.   
 
The one day employee said that 
the job was just not what she 
thought it would be and she hadn’t 
understood that she would not be 
reporting to Dan, who interviewed 
her. 
 
The employee who lasted 3 
months said she never felt that 
she was accepted by the other 
employees.  They had all been 
there longer than she and they 
had their own friendships.  She 
said no one treated her badly but 
no one made any effort to make 
her feel welcome. 
 
The employee who left after 2 
weeks admitted that he hadn’t 
been given much information by 
anyone about what was expected 
in his job and no one had told him 
how he was doing.  He was afraid 
he was going to get fired since he 

was slower than the other techs 
and so he just quit showing up. 
 
Dan might have saved all of these 
people if he had done a better job 
o f  d o i ng  N e w Em p lo ye e                
Orientation.  
 

NEO programs don’t have to be 
extensive or painful long sessions 
reviewing policies, handbooks, and 
procedures.  They do need to be 
immediate and complete and they 
need to involve everyone. 
 
The new style of orientation pro-
gram focuses on affirming the new 
employee’s decision to come on 
board, conveying a sense of the 
company’s culture and making the 
new recruit feel a productive part of 
a team as soon as possible.  
 

New employees want to know 
three things: What is the job and 
can I do it?  What is the boss like 
and can I get along with him/her? 
Will the other employees like me, 
will I fit in? 
 
The sooner you answer these 
quest ions, the sooner the           
employee can settle down and do 
the job.   
 
A suggested approach might be: 
 
Before the person starts work – 
¨  Provide a realistic job preview 

– make sure you identify the 
good and the not so good 
things about the job – better 
they never start than work       
1 day! 

¨  Arrange for a space for them, 
a desk, locker, workstation, 
etc. some place they call their 
own no matter how small. 
(Preferably with their name on 
it.) 

¨  An announcement to the other 
employees at least 1 day 
ahead about who is coming 
and encouragement to greet 
and welcome the newcomer 

¨  A plan for who will provide 
them with training, introduc-
tions, etc. during the first week 

¨  A “buddy” who is not their boss 
– it is sometimes hard to ask 
questions of your new boss 
that you might think are 
“dumb”.  Note: make sure the 
buddy wants to play the role 
and has a good personality 
and positive attitude.  Also, 
make sure this person or 
someone invites them to have 
lunch together 

¨  A packet of information that 
outlines the “need to know” 
stuff about the work area, 
building, parking, equipment, 
time reporting, benefits, hand-
book and policy or procedure 
manuals, job description or job 
duties list. 

¨  Appropriate HR forms: I-9’s 
(remember to tell them to bring 
drivers license and SS card 
with then 1st day or other    
documents – see article for 
more info); W-4’s; Insurance 
forms, etc. 

 
First day: 
  

*  Provide employee with Items/
forms 

*  Provide overview of structure 
of the company – who works 
for who  

*  Tell about products/services 

*  I n t r od uc t io ns  t o  o t he r             
employees 

*  Tour facility – where are rest 
rooms, where to park, where 
do people eat lunch/take 
breaks 

*  Show them their workspace & 
equipment 

*  Get them started with a simple 
assignment 
                      continued page 5 

Planning a NEO vs. Planning a farewell party for the retiring employee! 



 5 

  
Second day: 
*  Review/schedule of initial assignments/

training 

*  Review Job Description 
 

First week: 
*  Review key policies (Employee Handbook - 

detailed HB review will be done in 1st month) 
may include: 

 
-Anti-harassment 
-Vacation and Sick Leave 
-Holidays 
-Time reporting 
-Overtime 
-Dress code Personal conduct standards 
-Progressive disciplinary actions 
-Security 
-Confidentiality 
-Safety 
-Emergency procedures 
-Visitors 
-Phone, E-mail and Internet usage 

 

*  Arrange for/do training: Job specific &             
Department specific 

*  Ask them how things are going, if they have 
questions, concerns 

 
First month: 
*  Detailed review of handbook and applicable 

policies/procedures i.e., Performance                
Management Process, etc. 

*  Check with them to make sure things are going 
ok.  Do they have ques-
tions concerns, etc? 

 
 
Though this may seem 
like lots of work, think 
about how much work 
Dan did in hiring for the same jobs several times.  
It is worth the investment of time to make the new 
employee welcome and feel like they are a part of 
the team.  It is     important to put in more time 
planning a NEO than planning a farewell party for 
the retiring employee! 
 
Phyllis G. Hartman. SPHR 
AutomotiveHR Consultant 
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of the succession planning process includes the            
development of these employees who, after the            
appropriate training, will be well prepared when 
needed to step in and take charge of the targeted       
positions.  This will involve a well-conceived training 
and development program.  
 
An employer should determine the most efficient and 
cost effective method to develop employees for the 
future. This may include in-house training, coursework 
from outside sources or special projects specifically 
designed for the employee. Whichever plans are       
chosen, the training should be aligned with the         
succession plan and the overall business strategy to be 
successful. 
 
While concentrating on 
particular employees is  
important,   employers 
should maintain focus on 
the future needs of key 
positions. The targeted 
employees could leave 
the organization    before 
the succession plan is 
implemented; therefore, 
v ar i ous empl oy ee       
options should be in place to adjust to a changing 
workforce.  
 
Employers sometimes underestimate the talent already 
housed in the organization. Often employers overlook 
their employees’  soft skills and concentrate only on 
hard technical skills.  The success of employees, and 
consequently of the organization, is often determined 
by the employees’  ability to master the soft skills along 
with hard skills.  
 
Organizations should consider the importance of a well
-designed and implemented succession plan.     Inte-
grate the plan into the organization’s strategic plan. Not 
being prepared when it is time to replace those in key 
positions could heavily impact the success of the or-
ganization.  
 

Bill Schaefer, SPHR �

�A: Succession planning is a component of a company 
business plan and is often a formalized, systematic     
strategy designed to identify talent for future leadership 
roles in the organization.  For a company to maintain its 
competitive advantage, a solid succession plan is          
necessary.  
 
Succession plans focus on positions that are the most 
critical to the future needs of the organization; therefore, 
current management employees are often identified.    
Non-management employees may also be considered 
since their roles may become more critical to the com-
pany as they move into leadership positions. 
 
Traditional succession planning is often a secret process 
in which top-level executives identify those employees 
who would be appropriate replacements for them as well 
as for other top-level employees. Employees are generally 
unaware of the process. The traditional method does not 
usually include the use of performance appraisal results, 
and individual or team development is de-emphasized. 
This could be problematic since these employees may 
move on to better outside opportunities without knowing 
about the future opportunity the company had planned for 
them.  
 
Employers may choose to use a hybrid method, one that 
includes a formalized tracking system ensuring process 
consistency and reduction of subjectivity. This system 
creates a framework that combines the succession plan 
concept with a more focused need for succession         
development.  
 
Various issues should be considered when creating an 
effective succession plan. The employer should have a 

clear vision for the future of 
the organization. I t i s        
imperative to have a good 
grasp of the existing work-
force.  Identification of cur-
rent employees who are     
already positioned to move up 
in the system is essential, as is 
identifying employees in need 
of  development.  

 
Employers may wish to consider employees who are not 
currently at the top of the list but who show promise. Part 
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