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“Our	  study	  concludes	  that	  this	  is	  the	  
percentage	  of	  our	  customers	  who	  will	  buy	  
from	  us	  without	  any	  effort	  whatsoever	  on	  

our	  part.”

…Same	  goes	  for	  recruiting	  quality	  sales	  
professionals…



What Does Your Ideal Sales Team Look Like?



Build Your A-Team

SOCIALIZER

DIRECTOR

RELATOR

PROBLEM	  
SOLVER



Socializer, Entertainer
Great at presenting, persuading, 

networking.

Best at selling things that don’t require 
lengthy follow up.

Adept at converting features to 
benefits.

Interested in personal development & 
feedback.

Self-motivated.

Grows bored easily.

Does not like paperwork.

Struggles at selling high-dollar offerings.



Relaters, Feeler,
Relationship 
Builder
Build relationships before sales.

Go through sales process 
methodically. Naturally 

consultative.

Drill down into needs, outcomes, 
problems.

Excels with fewer clients; deep 
relationships.

Tends to internalize rejection.

Great as an inside sales person.

Builds internal organization 
alliances.



Thinker, Intuitive, 
Problem Solver, 
Organizer

Tend to provide data and logical 
information.

Perform better when solutions provide 
technical benefits.

Work well with professional buyers.

Do well exploring problems and 
explaining solutions.

Excel at exploring and collaborating.

Strong when it comes to technical 
selling.

Reliable.



Directors,       
Lone Wolf, 
Commander

Tend to launch right into presentation.

Get right to bottom-line benefits.

Avoid small talk unless require to make the 
sale.

Like cold calling more than most people.

Prefer situations where quick decisions can 
be made.

Aggressively tackle tangible sales goals.

Follows instincts.



Build Your A-Team



Millennials

The team & culture is important to job 
satisfaction.

They prefer environments where they feel 
empowered, supported, and have 
freedom to do their job, their way.

Let them learn though through trial and 
error, rather than by rules and guidelines.

Flexibility in work hours, work place are 
motivating.  Give them a deadline or 

goal, and let them build the path to get 
there.

They don’t jump jobs because they are 
finicky.  They jump because of culture and 

their manager.



Gen X

Work hard. Play hard.

Work/Life balance is a motivator.

Options: Options for task selection, 
options for challenges, options to 

formulate new processes.

Focus on the outcome, and let them 
determine the path.

GenX’ers are:
Multi-taskers

Collaborative
Prefer structure



Baby Boomer

Have paid their dues.

Prefer static, linear methods when learning 
new things.

Publicly recognize their efforts and 
contributions.

View meetings are a structured, important 
way for management to communicate 

expectations, goals, and information to the 
team.

Feedback should be specific and direct 
when bad, and best accompanied by 

monetary or public recognition when 
positive.

Want to know they are valued.



How to Build Your A-Team



Hard Skills



Assessing Your Sales Team

Sales Acumen
How	  do	  current	  and	  prospective	  sales	  professionals	  stack	  up	  against	  
your	  company’s	  expected	  sales	  competencies?

• Preparing:	  How	  a	  salesperson	  prepares	  for	  the	  sale	  and	  prepare	  yourself.	  

• Targeting:	  Markets	  or	  groups	  they	  tend	  to	  target	  as	  prospects.	  Assesses	  what	  sales	  
strategies	  and	  tactics	  the	  sales	  professional	  has	  developed.	  

• Connecting:	  The	  initial	  contact	  step	  in	  selling	  where	  you	  must	  appeal	  to	  people	  
intellectually	  so	  that	  they	  see	  you	  as	  a	  credible	  resource	  and	  emotionally	  so	  that	  they	  
trust	  you	  as	  a	  person.	  



Assessment

Sales Acumen cont.
• Solving:	  Assesses	  how	  a	  sales	  professional	  addresses	  the	  buyer’s	  problem.	  How	  this	  person	  
presents	  solutions,	  tell	  their	  stories,	  recommend	  services	  or	  describe	  the	  outcomes	  that	  
buying	  will	  produce.	  

• Confirming:	  Once	  you	  have	  shown	  that	  you	  can	  solve	  their	  problem,	  it	  is	  time	  to	  gain	  their	  
commitment	  to	  buy.	  Assess	  how	  well	  a	  sales	  professional	  will	  confirm	  the	  commitment	  to	  
purchase.	  

• Assuring:	  A	  confirmed	  sale	  needs	  assuring	  that	  the	  value	  promised	  will	  be	  received.	  This	  is	  
where	  relationships	  are	  built	  and	  customer	  loyalty	  is	  to	  be	  gained.	  

• Managing:	  Because	  sales	  is	  not	  one	  and	  done,	  the	  final	  phase	  of	  the	  sales	  cycle	  assesses	  
how	  a	  potential	  candidate	  will	  manage	  sales	  and	  accounts	  and	  manage	  themselves.	  
Ultimately,	  we	  are	  all	  our	  own	  ‘sales	  manager’.	  



Soft Skills



They Are 
Thoughtful

This trait is found in people who take 
great pride in their work, are organized 

and efficient.

Top sales reps respect their clients...and 
their time

Higher-performing sales professionals ask 
more questions--often more than twice 

as many as the less performing peers
Sales consultants don't ask questions that 

focus solely on data.

They want to know the implications to 
the answer.

Always prepared.  



They Are Initiative
Sales reps don’t wait for direction, they are self-

motivated.

They’re go-getters and take matters into their own 
hands.

You have to have thick-skin.

Confident and persistent.

The true sales professional is able to shift gears if a 
call isn’t going the way that they envisioned.

Instead of just taking “no” as an answer, they will 
attempt a different approach.

They enjoy meeting new people and realize the 
power of networking.  



They Are 
Coachable 

Experience isn’t nearly as important as 
coachability for predicting successful 

reps.

Being energetic, willing to learn and 
having the ability to adapt are all a 

part of being “coachable.”

Coachable means an early adopter of 
the suggestion.

A top-notch salesperson actually 
enjoys their job.	  



How Do You Find A-Players?



Good Ole Fashioned Marketing



Sales Candidates Journey

Attract

CommunicateEngage

Attract:	  
• Top	  of	  your	  funnel	  consists	  of	  all	  the	  candidates	  that	  you’ve	  

attracted	  to	  your	  jobs.	  
• Use	  more	  than	  one	  tactic	  to	  reach	  them:	  website,	  referral,	  

networking,	  etc.
• The	  job	  description	  is	  an	  advertisement,	  treat	  it	  as	  such.

Communicate:	  
• Your	  hiring	  process,	  timeline	  and	  expectations	  

should	  be	  100%	  transparent

Engage:	  
• Every	  touch	  point	  with	  a	  potential	  hire	  should	  reflect	  the	  

brand,	  mission,	  and	  promise	  of	  your	  organization
• Your	  organization	  shouldn’t	  be	  a	  black	  hole
• 70%	  of	  people	  now	  look	  to	  employer	  reviews	  before	  they	  

make	  career	  decisions



Starts with the Recruitment Site



This is Not a Recruitment Site



This is a Recruitment Site



Share Your Mission, Your Promise, Your Culture



Job Descriptions & Job Postings are
Advertisements 



Job Descriptions & Job Postings are
Advertisements 



Create	  a	  Job	  Seekers	  Blog

One	  to	  two	  blog	  posts
per	  month	  on	  topics	  related
to	  your	  culture,	  commitment

to	  the	  community,	  role	  of	  journalism
in	  a	  democracy,

personal	  &	  professional	  development

Distribute	  the	  blog	  posts	  on	  your	  corporate	  site,	  LinkedIn,
Facebook,	  Twitter,	  and	  via	  email	  from	  your	  recruiting	  

managers	  to	  potential	  candidates



Video	  Content	  Performs	  Just	  as	  Well	  for	  Job	  Seekers	  as	  it	  Does	  Your	  Advertisers



Use	  a	  variety	  of	  ways	  to	  reach	  passive
Job	  seekers	  – Netflix	  is	  famous

For	  its	  “Freedom	  &	  Responsibility”
Culture	  presentation



Seek Out & Contribute & Engage with 
Community Influencers 



Now, Give Your A Team the Tools to Do Their Job

IN	  BOUND	  
MARKETING	  
SUPPORT

COACHING	  &	  
MENTORING

CRM

RESEARCH	  TOOLS



Customer Relationship Management





Zero Moment of Truth 
Occurs for Advertising Clients Too

INTEREST
Make	  Advertisers	  aware	  of	  the	  

services	  your	  team	  provides before	  
their	  first	  outreach.

RESEARCH
When	  a	  potential	  client	  seeks	  out	  
information	  about	  your	  services	  
online,	  what	  do	  they	  find?

PURCHASE
How	  your	  sales	  professional	  

manages	  the	  sales	  process	  reflects	  
on	  more	  than	  just	  them	  as	  an	  

individual.

EXPERIENCE
We	  are	  in	  the	  service	  business.	  	  
Post-‐sale	  experience	  is	  as	  important	  
as	  the	  sales	  experience	  for	  your	  
advertising	  clients.





Pick One Or Two Keywords…
And Optimize The Heck Out Of Them

Google	  Keyword	  Planning	  Tool

Google	  Trends

Spyfu



Promote Your 
Marketing & 

Advertising Services 
with Links Back to 
Your Media Kit or 

Website



Follow the “Rule of Seven” with your Marketing 

Traditional	  marketing	  rules	  hold	  true	  online.	  
You	  need	  seven interactions	  with	  a	  lead	  before	  they	  are	  primed	  

to	  be	  “pitched”



Research Tools



It	  is	  necessary	  to	  understand	  who	  you	  are	  reaching	  
out	  to	  and	  why	  that	  individual	  would	  care	  to	  engage	  
with	  you.	  Why	  You,	  Why	  You	  Now	  (WYWYN)

LinkedIn,	  Direct	  email,	  Referrals	  all	  work.	  	  
Persistence	  is	  your	  friend.
.

Expect	  it	  will	  take	  at	  least	  2	  follow	  up	  emails	  or	  other	  
outreach	  to	  get	  the	  Decision	  Makers	  attention

Don’t	  sell	  on	  that	  appt.	  setting	  interaction	  – you	  are	  
just	  aiming	  for	  the	  meeting

Research

Reach	  the	  
Decision	  
Maker

Follow	  Up

Appt.

Outbound does not = Cold Calling



Outbound Prospecting

RESEARCH CONNECT

PROSPECT

Determine	  Quality	  of	  
the	  Lead

Connecting	  with	  a	  Prospect	  is	  easier,	  if	  they	  are	  
familiar	  with	  your	  full-‐suite	  of	  services

Face-‐to-‐Face	  



Research Sources

Goal is	  an	  personalized,	  researched	  
introduction	  email	  that	  establish	  your	  
reps	  as	  authorities	  in	  Media,	  Marketing	  

&	  Advertising

2

Spyfu
Vendasta	  Snapshot	  Report

BuzzBoard BuzzScore
AdMall

Think	  by	  Google

THIRD	  PARTY	  TOOLS

1
OWNED	  MARKETING	  PROPERTIES

Company	  website
LinkedIn	  Page
Facebook	  Page
Twitter	  Profile

4

Look	  at	  how	  their	  top	  3	  competitors	  portray	  
themselves	  online.	  	  Compare	  that	  to	  what	  you	  find	  
for	  your	  target.

COMPETITORS

3
GOOGLE	  ‘EM
Look	  for	  their	  Search	  Engine	  Marketing,	  Search	  
Engine	  Optimization	  and	  their	  Listing	  Management	  
strategies.



Research Tools



Use	  this	  for	  your	  in-‐bound	  marketing	  too

Research Tools



Don’t Send Your 
Reps to see a Client 

without Prep



“Why	  did	  you	  decide	  to	  take	  this	  meeting?”

“The	  reality	  is	  …	  ”

“I’ll	  be	  candid	  with	  you”	  

“Can	  you	  tell	  me	  a	  little	  bit	  about	  your	  business

“Who’s	  the	  decision	  maker?”

“I	  promise	  …	  ”

Invest in Your Front-line Sales Managers –
So they don’t use these



Coaching in the Challenger Method
Teach, Tailor & Take Control



Why	  is	  that	  of	  value	  to	  your	  potential	  customers?

What	  are	  your	  top	  business	  priorities?

Why	  would	  a	  potential	  customer	  chose	  you	  over	  a	  competitor?

Why	  do	  your	  current	  customers	  keep	  doing	  business	  with	  you?

What	  is	  your	  unique	  selling	  proposition?	  

Where	  are	  you	  doing	  well,	  where	  do	  you	  need	  to	  grow?

Deeper Questions to Uncover



And	  the	  toughest	  Question	  of	  All	  to	  Ask:

Annual	  Sales:
_________________

Annual	  advertising	  budget:	  ____________	  %	  of	  
market	  share__________	  

Current	  advertising	  spending:	  
_________________	  %	  of	  advertising	  of	  total	  

sales:	  _____________________



Get the Most Out of The Team



How to Motivate Your Sales Teams

DOMINACE

INFLUENCE

STEADINESS

CONSCIENTIOUS

COMMANDER

ORGANIZER

ENTERTAINER

RELATER

“Treat others the way 
THEY want to be treated”

“Know who you are at 
your CORE” 

DiSC CORE



Influencers, Entertainer 

HOW	  TO	  MOTIVATE:
Show them that you admire & like them.

Create an fast, optimistic, up-beat environment.

Support their feelings when possible.

Avoid involved details, focus on the “big picture”.

Vary the routine; avoid requiring long-term repetition. 
Compliment them personally and often.

Do it together.

Support their ideas and don’t poke.

Mention their accomplishments, progress and your 
other genuine appreciation. 



Conscientious, Organizer
HOW	  TO	  MOTIVATE

Approach them in an indirect, nonthreatening way.

Show your reasoning. Tell them “why” and “how .

Give data to them in writing.

Allow them to think, inquire and check before they make 
decisions.

When delegating, let them check procedures, and other 
progress and performance before they make decisions.

Compliment them on their thoroughness and correctness.

Let them assess and be involved in the process when 
possible.

Allow them time to find the best or “correct” answer.



Steady, Relater
HOW	  TO	  MOTIVATE

Create a steady, consistent environment.

Show reasoning.

Provide data and proof.

Demonstrate your interest in them.

Personally “walk them through” instructions.

Compliment them for their steady follow-through.

Act non-aggressively, focus on common interest or needed support.

Allow them to provide service or support for others.

Provide a relaxing, friendly atmosphere.

Acknowledge their easygoing manner and helpful efforts, when 
appropriate. 



Director, Commander
HOW	  TO	  MOTIVATE

Show	  them	  how	  to	  win.
Give	  them	  new	  opportunities.

Display	  reasoning.

Provide	  concise	  data.

Agree	  on	  goal	  and	  boundaries,	  the	  support	  or	  get	  out	  of	  their	  way.

Allow	  them	  to	  “do	  their	  thing,”	  within	  limits.

Vary	  routine.

Compliment	  them	  on	  what	  they’ve	  done.

Let	  them	  take	  the	  lead,	  when	  appropriate,	  but	  give	  them	  parameters.

If	  necessary,	  argue	  with	  conviction	  on	  points	  of	  disagreement,	  backed	  up	  with	  
facts;	  don’t	  argue	  on	  a	  “personality”	  basis	  



And, How To Coach Them



Influencers, Entertainer
HOW	  TO	  COACH

Put	  the	  details	  in	  writing,	  but	  don't	  plan	  on	  discussing	  them	  
too	  much.

Plan	  some	  extra	  time	  in	  your	  schedule	  for	  talking,	  relating,	  
and	  socializing.

Be	  certain	  to	  conclude	  the	  communication	  with	  modes	  of	  
action	  and	  specific	  instructions	  for	  the	  next	  step.

Offer	  input	  on	  how	  to	  make	  ideas	  become	  reality.

Provide	  testimonials	  from	  people	  he	  sees	  as	  important	  and	  
prominent.

Plan	  to	  talk	  about	  things	  that	  support	  his	  dreams	  and	  goals.	  



HOW	  TO	  COACH
Come	  well	  prepared	  to	  meetings,	  feedback	  or	  coaching	  sessions	  because	  

observant,	  noticing	  details	  that	  others	  usually	  miss.

Compliment	  them	  for	  their	  attention	  to	  detail.

They	  are	  perceptive,	  sensitive	  and	  alert	  to	  subtle	  changes	  in	  environment	  or	  
mood,	  so	  always	  start	  coaching	  sessions	  with	  an	  agenda	  that	  clearly	  defines	  

expected	  outcome.

These	  team	  players	  don’t	  want	  the	  spotlight,	  but	  do	  want	  to	  be	  a	  
recognized	  contributor	  to	  the	  team	  – if	  it	  is	  a	  highly	  functioning	  team.

Surprising	  idealist,	  set	  goals	  that	  include	  the	  “big	  picture”.

As	  an	  alliance	  builder,	  show	  them	  where	  and	  how	  they	  positively	  contribute	  
to	  the	  organization.

Conscientious, Organizer



Steady, Relater
HOW	  TO	  COACH

Avoid	  confrontation

Help	  them	  weigh	  options	  when	  faced	  with	  making	  decisions.	  

Give	  them	  a	  private	  opportunity	  to	  share	  their	  point	  of	  view.	  	  
They	  won’t	  naturally	  speak	  up	  in	  a	  group	  setting.

Tell	  them	  the	  “why”	  behind	  your	  feedback,	  direction	  or	  
correction.

Invest	  in	  the	  relationship.

If	  you	  trust	  them,	  demonstrate	  that	  trust	  through	  your	  
actions.

Offer	  them	  opportunity	  to	  mentor	  another	  team	  mate.

.	  



Director, Commander
HOW	  TO	  COACH

Stay	  on	  track.	  Don't	  talk	  about	  extraneous	  issues	  or	  items.

Do	  your	  homework,	  	  prepared	  with	  goals,	  objectives,	  support	  
materials,	  but	  don't	  plan	  on	  using	  all	  of	  them.	  

Be	  clear	  in	  your	  explanations.

Present	  your	  items	  in	  a	  logical	  way.

Ask	  "what"-‐oriented	  questions	  that	  close	  the	  issue	  or	  topic.	  

Be	  specific	  about	  what's	  needed,	  and	  who	  is	  going	  to	  do	  it.

When	  you	  disagree,	  take	  issue	  with	  the	  methods	  or	  procedures,	  
not	  with	  the	  person.	  



39%	  
of	  respondents	  left	  jobs	  
because	  they	  didn’t	  like	  their	  
direct	  managers.	  

Sales	  Fuel
“What	  Salespeople	  Say”

Only	  20%
said	  their	  managers	  have	  meaningful	  
discussions	  about	  their	  careers.	  

21%	  
are	  looking	  for	  learning	  
opportunities,	  training	  or	  
education.	  

December 29, 2016 to January 3, 2017, SalesFuel surveyed an online panel of 1,194 salespeople. 

49% say	  their	  

manager	  has	  coached	  them	  in	  
ways	  that	  make	  a	  difference	  

43%
of	  surveyed	  salespeople	  only	  meet	  
with	  their	  managers	  once	  a	  month	  
or	  even	  less	  




