Are You Hindered By Formerly Effective
Sales And Marketing Policies?

by DAVE KAHLE

I call it FIP: Fine in the Past. It refers to all the sales and marketing efforts, ideas,

policies, principles, techniques and strategies that worked well in the past, but are

no longer effective. The past is everything that’s pre-2006.

still recall a poignant moment
with an attendee at one of my
seminars. During the break, he
came up to me and said this:
“I’'ve been in business for 17 years,
and we’ve done well. But now, it
seems like everything is changing,
and I don’t know what to do.”
He went on to explain that he
had built his formerly thriving
tool and die business on certain
core principles: Quality work-
manship, competitive prices, and
good service. Those principles —

adhered to with discipline and
conviction — had brought him
word-of-mouth business consis-
tently over the years. But they
were no longer working, and his
business was floundering. The
pain and confusion were written
all over his face as he contem-
plated the prospect of seeing his
business wither away.

Those principles are some of
the most common examples of
FIP: Business principles and poli-
cies that were sufficient on which

Your customers expect previously
outstanding levels of service and quality from
every supplier. What was sufficient a few
years ago is still necessary today,
but no longer sufficient.

to build a business, but today are
not. At one time, you could dis-
tinguish your business from oth-
ers on the basis of these and other
FIP principles. Now, however, the
bar has been raised. Because there
is so much churn in our market-
place and the competition is so
fierce, the kinds of service and
quality that were sufficient to dis-
tinguish yourself from your com-
petition are no longer sufficient.
Your customers expect previously
outstanding levels of service and
quality from every supplier. What
was sufficient a few years ago is
still necessary today, but no longer
sufficient.

The Past No Longer Works

That reliance on quality ser-
vice and word-of-mouth market-
ing is a FIP principle. When
viewed from the perspective of
effective sales and marketing ap-
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proaches, these principles are pas-
sive. They rely on your customer’s
coming to you, recognizing the
superiority of your product or ser-
vice, and then talking about you
to others. Your job is to create an
attractive operation that will pull
customers to you and then keep
them coming back.

When everyone else operated
in similar fashion, that was FIR
But when more and more com-
petitors appear, and they make
the same claims as you do, your
reliance on passive marketing
methods relegates you to second
choice.

Probably one of the greatest
marketing myths of all time is
encapsulated in the expression,
“Build a better mousetrap and the
world will beat a path to your
door.” Nothing could be further
from the truth.

Once you build a better
mousetrap, you then have to pub-
licize it, price it correctly, and
develop a sales system to take it
to market in an effective and ef-
ficient way. And if you don’t do
that, your mousetrap will linger in
the limbo of obscurity.

I've seen literally hundreds of
businesses of all sizes that never
reached their potential because of
an inability to do sales well. They
were perfectly capable of render-
ing outstanding service at com-
petitive prices but struggled to
survive. These FIP principles
were so deeply ingrained in their
mindsets that they never learned
to do sales as well as they could,
and their businesses never
reached the level of prosperity
and success that they could. The
economic landscape is littered
with the remains of businesses
that were excellent in providing

their product or service, but me-
diocre in selling it.

Here are some other FIP prin-
ciples, followed by the more effec-
tive modern approach.

FIP #1: Creating sales by rely-
ing totally on outside salespeople.
It was okay to hire a number
of salespeople, give them some
basic training, and then charge
them with “Go forth and sell a
lot.” Sales territories were geo-
graphically based and each sales-
person was a clone of the other.
Accountability was a nasty word
that no one repeated.
MEMA (More Effective Modern
Approach):

Customers are first profiled to
collect relevant marketing infor-
mation. Then they are analyzed
and segmented, not only by their
potential, but by the dynamics of
the most effective sales approaches.
The arsenal of sales methodolo-
gies now includes a variety of
weapons: web site marketing,
e-commerce, trade show market-
ing, out-bound telemarketing,
and database marketing to name
a few. The appropriate sales meth-
odology is selected based on the
potential and dynamics of the
customer. Customer contacts are
tracked on a CRM system. The
salesperson becomes one of many
methods of acquiring and nurtur-
ing customers.

FIP #2: Sales management by
pay plan.
In other words, pay them straight
commission and everything will
take care of itself.
MEMA:

The sales commission plan,
while incredibly important, is nei-
ther the only, nor the primary

The economic landscape
is littered with the remains of
businesses that were excellent
in providing their product
or service, but mediocre

in selling it.

method of sales management.
Those who supervise salespeople,
whether they be branch manag-
ers, principles or sales managers,
understand that the processes and
methods they use to focus, moti-
vate and hold salespeople ac-
countable are a necessary and
strategically important part of
how effectively sales is done.
MEMA companies have a formal
process of hiring a salesperson,
training and developing that
salesperson, helping that person
focus his/her energies effectively,
and holding them accountable for
the wise investment of their sell-
ing time.

FIP #3: Reliance on “on-the-job”
training.

Everyone can learn how to be
an effective salesperson. Just put
them out there in a sales territory
and sooner or later they will fig-
ure out how to do the job well.
MEMA:

Sales is a profession and, like
every profession, requires both a
minimum standard of knowledge
and behavior in order to be al-
lowed to practice, as well as com-
mitment to continuous improve-
ment in order to prosper.

Would you send your children
to a teacher who had never passed

JANUARY 2006 AGENCY SALES MAGAZINE

25



ABOUT THE AUTHOR:

Dave Kahle is a consultant and
trainer who helps his clients increase
their sales and improve their sales
productivity. He has trained thousands
of salespeople to be more productive in
the Information Age economy. He is
also the author of 10 Secrets of Time
Management for Salespeople,
Career Press. For more information, or
to contact the author, contact The DaCo Corporation, 3736 West
River Drive, Comstock Park, MI 49321; phone: (800) 331-1287;
fax: (616) 451-9412; e-mail: info@davekahle.com; web site:
wwaw.davekahle.com.

Copyright © 2006, Manufacturers’ Agents National Association
One Spectrum Pointe, Suite 150, Lake Forest, CA 92630-2283
Phone: (949) 859-4040 « Toll-free: (877) 626-2776 « Fax: (949) 855-2973
E-mail: MANA@MANAonline.org « Web site: www.MANAonline.org ¢ All rights reserved.
Reproduction without permission is strictly prohibited.

the minimum standards? Would
you fly on an airplane with a pi-
lot who had never been certified?
Would you go to a counselor who
had never been trained in the
basics of the job? Would you use
an accountant who had never
studied accounting?

Sales is an equally demand-
ing profession. MEMA companies
understand this and develop a
curriculum and a set of minimum
standards for every salesperson.
Once the salesperson has met
the minimum expectations for
knowledge and behavior, he/she
is expected to continually de-
velop and improve for the rest
of their career.

FIP #4: Hiring by “feel.”

When it comes time to hire a
new salesperson, find someone
who has some experience in the
industry and about whom you
“feel” good.

MEMA:

Create a specific hiring process
with a profile of the most effec-
tive salesperson as a model to
which to compare all sales candi-
dates. Use several interviews,
formal assessment documents,
reference checks and a well-
designed pre-hire aptitude assess-
ment to come to a well-informed
decision about who to hire.
MEMA companies understand
that hiring by “feel” is often a ra-
tionalization for a lack of effort,
and that the decision about who
to hire can be the single most im-
portant decision most sales man-
agers will make.

The list of FIP positions can go
on for quite a while. These are the
most common. If they apply to
you, it is time to rethink your po-
sition and move your sales and
marketing efforts into the 21st
Century.
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