
TAKE THE BOSS FOR A RIDE

Here's a novel idea: next time you go on a sales call, use your
sales manager as a closing tool. That is, unless your manager

tends to take over, control the call and make you feel irrelevant.
But hey, who said sales is a job for the Lone Ranger? Sometimes

a manager can make the difference, so come on, give it a try.
SKILL SET
• Engage your manager 

early and often in the 

sales process.

• Establish a good 

relationship with your 

customer before you 

invite your manager on a 

sales call.

• Meet with your 

manager to discuss 

account history before 

you both meet with the 

client. Do your homework.

• Design an agenda and 

define your manager's 

roles and responsibilities. 

If it's a big meeting, role-

play beforehand.

• Take charge of the 

meeting. If the meeting 

starts getting out of your 

control, use your agenda 

to bring back control.

YOU SAY your manager wants 
to come along on your next 
sales call and you suddenly 
feel like getting that root canal 
you've been putting off? Don't 
go off the deep end. Consider 
the positive possibilities. 
There are times when you 
should invite your manager 
along for the ride - times 
when a manager can really 
clinch a tough sale.

Ask Hannah Acton. Acton, 
a global strategic account man-
ager for AMR Research in 
Boston, says she involves her 
supervisor early and often.

"Some salespeople are hesi-
tant to invite a sales manager 
with them on a call, but I look 
at it as two heads are better 
than one," says Acton, who is 
responsible for sales accounts 
of approximately $10 billion 
and more for the strategic-
advisory firm. "Involving 
managers doesn't necessarily 
mean they have to go on all 
sales calls with you." For ex-
ample, when Acton started at 
AMR, she invited her VP of

sales to role-play with her and 
to listen to her pitch.

When should you invite 
your manager to come along? 
Acton suggests inviting man-
agers to go on sales calls when 
the client's senior people want 
to meet your manager or when 
negotiations are getting tough 
and you need extra support.

Regardless of the reason 
your manager is going with 
you, there are rules of the 
road. First and foremost, there 
should be a clear reason for 
your manager's coming.

"It's your responsibility to 
discuss with your manager the 
history of the account, meeting 
goals and the meeting process," 
says Acton. "Let your manager 
know what you expect and 
what you don't expect. You 
need to set an agenda."

Brad Lawson, national direc-
tor of sales for WellMed, an 
award-winning online health 
products and services company, 
agrees: "I want to know what ob-
jective a salesperson wants me 
to accomplish by going on a call.

I need to know what value I'm 
supposed to add."

Lawson says that salespeople 
should do their homework 
before a manager is called 
upon. "Before I step in, the 
salesperson should be able to 
clearly diagnose the client's 
business problem and be pre-
pared to offer appropriate so-
lutions," he says. "I need to see 
an action plan outlining where 
we are in the sales cycle and 
what we still have to accom-
plish. I don't want to be asked 
to go on a sales call until the 
salesperson has established his 
or her value in the sales cycle."

Lawson doesn't like to go 
on first sales calls with his 
salespeople. "I want them to 
be able to learn how to get to 
the person in power and how 
to establish a relationship 
first," says Lawson. "Why? It's 
human nature to gravitate to 
the person with the biggest 
title in the room. If I go into 
a prospect meeting, the sales-
person will never get a chance 
to establish himself in the
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 What needs to change to 
achieve better results?

Q More accurate forecasts?
Q More salespeople with open 

ears?
Q Salespeople who know how 

to align with buyers?

The 
solution: SPI's Solution Selling

SPI's Solution Selling® is a process that can 
accommodate short and long sales cycles and 
changes in technology and market conditions. 
Today, more than one half ot Fortune 500 
companies use Solution Selling®, Sales 
Performance International's winning methodology. 
In this course, participants learn to control their 
businesses and grow them effectively and are 
coached to practice the selling behaviors used by 
the

everyone knows what his or 
her responsibility is, it's up to 
the salesperson to keep control 
and establish that he or she is 
the clear leader of the meeting.

"You begin the meeting, you 
drive the agenda, and you close 
the meeting," says Acton. "If 
you don't take control, espe-
cially if you're meeting with a 
senior executive, the two se-
niors will start engaging. You 
will lose credibility."

If you find the meeting get-
ting away from you, Acton 
suggests using strong body 
language and interjecting ap-
propriately to get the meeting 
back under your control. 
Sometimes she goes as far as 
giving a little cue to her man-
ager. "If I feel the manager is 
going in a bad direction, I may 
start tapping my pen quickly," 
she says. "A manager should 
pick up on this, but if he or she 
doesn't, it's your job to have a 
curbside conference with that 
manager after the meeting."

Finally, even though your 
manager is there to give assis-
tance, you know that he or she is 
probably evaluating you dur- , ing 
the call. But, Lawson says, it's a 
two-way street. "Every ' sales 
call I go on, I'm evaluating, but 
the good salesperson should be 
evaluating me, too."

Acton adds, "If you have a , 
clear-cut agenda, it won't feel ' 
like someone is sitting there 
analyzing you, because you 
both will be rolling up your : 
sleeves to do the work. Re- f 
member, if you have the right ' 
kind of manager, he or she is 
totally invested in your sue- : 
cess. If you feel insecure, keep ' 
that thought firmly implanted 
in your mind."

-RENEE HOUSTON ZEMANSKI

EXPERT ADVICE Bring Your Manager
SKIP MILLER, president of M3 Learning, a sales training com-
pany, believes there are three reasons why a salesperson 
should take a sales manager on a call: 1) Experience. "If it's 
an existing customer, maybe the manager knows contacts 
and knows the account." 2) A need for a senior executive. 
"Maybe the negotiations are getting tough or there are some 
unusual terms or the client wants senior management to 
meet with your senior management." 3) Pure coaching. 
"Sometimes a salesperson needs to see the manager in action 
instead of learning in a classroom setting.

"No matter why you take your manager with you, make 
sure you have a written agenda, either typed up in front of 
you or on a white board," advises Miller. "You have to have a 
neutral element to fall back on. If the manager starts taking 
over, the salesperson can always keep the meeting in control 
by going back to that tangible, neutral element."

Skip Miller is the author of Proactive Selling and Proactive 
Sales Management: How to Lead, Motivate and Stay Ahead 
of the Game. For more information, email Miller at 
smiller@m3learning.com or call 408/395-4668.
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under "Take the Boss for a Ride" for
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value equation, and that sales-
person ends up being the go-
pher. I don't want to be a sales 
manager who uses his sales-
people as gophers, because

they   will   never   develop. 
You've got to let your sales-
people grow even if there's a 
chance for failure." Once the 
agenda is set and

If you need help with
growing your business quickly

and effectively so you can
control your future,

contact Sales Performance
International, 6230 Fairview Rd.,
Suite 200, Charlotte, NC 28210,

704/364-9298.

®

www.soiutionselling.com

Salespeople who know 
how to pinpoint pain 
points?
Better pipeline 
management?
Better prospecting 
tools and techniques?

Salespeople who can frame 
an exciting value 
proposition?
A process that controls the 
sale, not the buyer?
A better sales process that 
is based on a joint vision?

"best of the best" sales professionals. Solution 
Selling® is predicated on the premise that 
selling a solution to a client's challenges brings 
greater success than being a vendor selling only 
a product.
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