
THOUGHTS FOR SALES/SERVICEPEOPLE 

Do you understand the game of cricket?  I barely do but I know 

the difference between the way you play a five-day test match 

versus the way you play a 20 over bash fest.  What you’ve been 

doing for the past year or so is an abbreviated version of your road 

to the sale or your client management protocols.  You’ve had the 

advantage (nice for a change) to be able to hold your gross and 

control the customer.  Supply issues happened outside the sphere 

of your influence.  That won’t last.   Your career, your reputation 

and your longevity WILL rely on your ability, post this mess, to 

RETAIN your customers rather than find new ones.   That means 

your soft skills, your account management skills and your post-

delivery care factor will be your insurance policy against future 

downturns.   For the past two years or so, customers have been 

conditioned to buy on line.  Do they still require the tactile 

experience of visiting your showrooms and remaining loyal to your 

workshops?  They will if you are the reason.   You’ll be the reason 

if you’re memorable.   Don’t wait for the market to ‘normalise’ for 

you to get back to test match discipline!   Because it won’t 

normalise.   There’ll always be abnormalities.  Stock market 

downturns, real estate, elections, earthquakes, wars, pandemics – 

some natural, some engineered.   Engineer your immunity now.   

Your vax will be an investment in that customers will gravitate to 

you despite issues outside your influence if your focus is on them. 

 

THOUGHTS FOR LEADERS 

You are only as strong as the standards you tolerate.   Your authority 

is only as strong as the examples you set.  Your credibility is only as 

strong as the consistency you display.  Your reputation is only as 

strong as the ownership you take when you’re wrong and the credit 

you assign to others when you’re right.   Is it better to be considered 

right or fair?   Are you a tough boss?  If so, be consistently tough.  

Keep your temper – nobody else wants it!  How much notice do you 

take of the level of morale within your team?   How do you measure 

it?  Where do you start? Do you know what causes it to fluctuate 

when it does?  Are you buffaloed by ‘experts’ with fad management 

ideas and then when everything goes to hell, it’s ‘back to basics?’ 

Never say that by the way.  Write to me if you want to know why.   HR 

is getting harder to manage.  Do you know why? How different is the 

way the individuals in your team (those you rely on for revenues) 

portray themselves from their counterparts in your rival’s teams?   

Considering they are your point of difference and the only unique 

tool in your kit, you should know this.  What are the lines of 

communication like within the hierarchy where you work?   Who’s 

the most important people, the bean counters or the bean 

gatherers; in your opinion?  Are you a visible leader or do you rule 

through memo and glue yourself to a computer screen?  If your 

answers to these questions were positive – you’re rare.  If any strike 

a nerve, don’t unsubscribe, fix it!  It’s later than you think! 

Last month, I conducted phone training for a client.  The best phone training is to sit with the salesperson and call their rivals in front of them, 

then simply critique how the call was handled.  If it was good, ‘how do we beat that salesperson?’ is the exercise.  IT WAS ATROCIOUS and 

I take no joy in reporting this to you.   I love our industry passionately and the calls I made over that week were an insult to all of us.  More 

evidence of why I detest the word ‘benchmark’ - unless you are the benchmark.    If I ‘mystery shop’ you, you won’t know it.  Generic 

mystery shopping is obvious because the exercise is usually initiated to audit knowledge and process and compliance to same.   I’m more 

interested in strategy.   The call needs to replicate what REAL customers say.   How REAL customers behave.  The calls I made were to 

prominent prestige brands.   One texted a quote with an $8,000 discount without even knowing my surname.  Another told me to buy 

elsewhere AFTER refusing to come to the phone because he was HAVING LUNCH!!  Test match or have a bash?  All the dealers I called, 

recorded the calls for ‘training purposes’.  I wonder how many bosses either hear them or do anything about them.   Please read the first 

sentence in the “thoughts for leaders” above again.  None of the people I called were rookies.  They were veterans.  Jaded, stale and 

toxic. Time to think about the future people.  The cost of business is rising.  Forget urgency – let’s think of opportunity.  Call me if you care 

to discuss any aspect of this rather important message. It won’t cost you anything.  We need to act now.    “STUFF” is a newsy sheet that I 

use to try to inspire but this month – sorry – not a happy camper because in the face of plenty, many are acting like gluttons at a free, all 

you can eat buffet.   Your career, your reputation is not slopping the hogs at a trough – it’s about fine dining.     Remember your manners.   

 

 

 

 

I just watched a lecture given by Nobel laureate Prof. Milt Friedman at Utah State University back in the 60’s.  

He was dispelling myths about the Great Depression amongst other things.   The video was uploaded from an 

ancient VCR.  The picture was grainy and the sound was like an old mono transistor radio.  But the message 

was monumental.   I read a book a few years back (sadly, not enough years back) entitled “Think and Grow 

Rich” by Napoleon Hill.  Written in 1937, the language was quaint – barely PC enough by today’s standards.   

Old school, old fashioned; to be sure.   But the message was monumental.   I went to the movies the other day 

and saw a 150-million-dollar blockbuster.  Cinematography, FX, music and costumes were A++.  The movie 

was a bore fest, full of woke propaganda and badly directed.  I was at a dealership last week and watched 

salespeople doing on line training.  They paid little attention to their screens and suggested to me that it was 

all nearly useless, that it was so easy to comply with but got them “points”.   Do we see the irony here?  We’ve 

never needed a more personal touch with our customers, yet the training has never been more impersonal.  

Here’s my question; what will benefit you, your brand and your team the most – high tech and low impact or 

low tech and high impact?   Here’s some thoughts for March on the subject for anyone in the ‘retention’ field. 
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