Books

Selling to the Top: David Peoples'

Executive Selling Skills

by David A, Peoples.
'f your product or
service involves
big money, top
management's
approval, a long
sales cycle, and an
ongoing customer
relationship, David
Peoples says it's
time to start Selling
to the Top.

In his latest book, Peoples
describes how to do just that. The
author begins by examining the
advantages of initiating sales calls
with top executives. Then he shares
strategies sales reps can use to help
land the big sale and differentiate
themselves from the competition.

Referring to numerous examples
of successful salespeople, the author
shows how to
¢ ldentify the decision makers who
will do the buying.

» Get your foot in the executive-
suite door.

¢ Develop a detailed plan for calling
on "Mr. or Ms. Big."

6 Persuade him or her to buy.

6 Develop a strong working rela-
tionship for the future.

"This is a book about the benefits
of calling at the top and the risks of
calling at the bottom. It is about
understanding why people buy and
knowing when to walk away. It is
about sizing up people in advance
without ever having met them and
modifying behavior to be more com-
patible with customers and clients.

"Times have changed," Peoples
says. "The old ways no longer work.
The prospect is not the enemy, sell-
ing is not a contest, and the order is
not the prize. Old-fashioned virtues
of trust, integrity, and dependability

have been born again."

David Peoples is a speaker and an
author on the subjects of presenting,
persuading, and winning.

Sdling to the Top: David Peoples
Executive Sdling Skills, by David A.
Peoples. 233 pp. New York, NY:
John Wiley & Sons, 201/469-4400,
$14.95.
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Value-Added Sales Management:
A Guide for Salespeople and Their

Managers
by Tom Reilly.
Sales managers
ValiieiMded €@ rlire the best
o 4 peophe, give them
* S © the best training,

- arm them with the
{ best support, pay
! them well, and
still struggle to
improve mediocre
performance and
r lackluster sales
figures. Why? Tom Reilly says it's
because they fail to give their people
the management attention and time
that they need to foster peak perfor-
mance and sales success.

Reilly's book, Value-Added Sales
Management, provides sales man-
agers with a plan that can help them
help their salesforces provide value-
added customer service. The author
begins by explaining the concept of
value-added selling and by describ-
ing the conditions under which it
happens.

In chapters 2 and 3, Reilly exam-
ines different types of value-added
selling strategies. He also shows how
salespeople can use these strategies in
order to educate potential customers
to make better buying decisions.

Reilly contends that no matter
how well prepared salespeople are
when pursuing prospects, they will

How to Get More Sold-
Profilabiy. Confidently,
and Professionally

7his month's reviews show
how to improve sales-
account management and
salesforceperformance, and
how to increase the overall
competency of technology

managers.
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leadership abilities
Excellence in business professional

development since 1944

Management Institute, Dept. TD
432 North Lake St., Madison, Wi 53706-1498

Call for further information

1-800/292-8964

and ask for Dept. TD

Circle No. 136 on Reader Service Card

Books

Ordering Information
For more information on any
book listed in this column, circle
the corresponding number on the
reader service card and drop the
card in the mail.

If you'd like to telephone
a publisher, see the phone num-
bers listed here and on the reader
service page. And please be sure
to say that you read about the
book in Training & Development!

To order books that are avail-
able from ASTD Press, please call
703/683-8129- Order all other
books through the publishers.

face customer resistance—specifi-
cally, price objections. In chapter 4,
he shows how to handle price objec-
tions by forming and using cus-
tomer-oriented rebuttals.

In chapter 5, the author discusses
what employees can do on the front
line and behind the scenes to pro-
vide value-added customer service to
their organization’s salesforce, as
well as to external customers. For
example, Reilly says employees can
practice “naive” listening when deal-
ing with customer complaints, take
the time to do the necessary follow-
up to correct problems, and project
an “attitude of gratitude” during all
customer interactions. Behind the
scenes, employees can be more
proactive in trying to do things right
the first time.

Reilly shifts his focus from sales-
force to sales manager in chapter 6.
He describes critical dynamics of a
strong sales-management system and
offers advice on how to build and
to strengthen these dynamics to
enhance individual management
styles. In chapters 7 and 8, Reilly
offers concrete advice on how man-
agers can motivate their sales reps
and help those who are riding a
career plateau.

Reilly titled chapter 9 “Manage-
ment Miscellany” for a good reason.
Here the author addresses a myriad
of management roles such as those
of communicator and leader. He also
addresses a manager’s responsibility
to be consistent, ethical, nonintimi-
dating, and selfless.

“You build a value-added sales-

force with consistent follow-up train-
ing by the first-line sales manager.
Sales managers looking for shortcuts
are kidding themselves. To imple-
ment the ideas in this book success-
fully you must view training as the
catalyst to change, and management
as the change agent.

"By selling and managing the
value-added way," says Reilly,
"you're giving yourself the competi-
tive advantages of operating more
profitably and focusing more strate-
gically. Remember, it's the unique
combination of your high level of
initiative coupled with everyone
else's apathy, indifference, and iner-
tia that will make you succeed."

Tom Reilly is president of Sales
Motivational Services in Chesterfield,
Missouri.

Value-Added  Sales Management:

A Guide for Sdalespeople and Thewr
Managers, by Tom Reilly. 192 pp.
Chicago, IL: Contemporary Books,
312/540-4500, $9.95.
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Major Account Sales Strategy

by Neil Rackbam.

" NelT Rackham’s
main point in his
latest book, Major
Account Sales
Srategy, is simple
and direct: To
learn how to sell,
salespeople must
learn how their
customers buy.

"Selling strate-
gies that ignore the customer, or that
don’t take sufficient account of cus-
tomer behavior, will be likely to fail.

“All people, whether influencers.
decision makers, purchasing agents.
or evaluation committees, normally
go through distinct psychologica'
stages when they make decisions. Bt
understanding these stages and hov
to influence them, you'll find it easie:
to form practical account strategie:
that have a positive effect on you:
customers.”

Rackham categorizes the fou
stages in a customer’s decisio:
process as follows:

» recognition of needs

» evaluation of options

» resolution of concerns

» implementation.
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He describes the evolution of
decision making during each of
these phases and shows how to cor-
relate matching sales strategies that
accommodate each stage of a cus-
tomer's decision to buy. To illustrate
how the process works, the author
provides numerous case studies and
examples that show how salespeople
can speed account penetration and
development, improve client negotia-
tions, and open up new, follow-up
sales opportunities. And Rackham
says that this, in turn, can help save
time, reduce expenses, and boost
overall job performance.

"If you use a logical understanding
of customer behavior to anticipate
customers' concerns and respond to
them effectively, that's all you need
to be successful in major sales.”

Neil Rackham is founder and

The Complete AMA Guideto
Management Development
by WiUiam RothweU and

H.C. Kazanas.

TRAINING
EDIXATIO.\ .
DEVELOPMENT

Wi Rhdé RiKaa

president of the research and con-
sulting firm Huthwaite Inc.

Major Account Sales Strategy, by
Neil Rackham. 218 pp. New York, NY:
McGraw-Hill, 800/262-4729, $22.95.
Circle 247 on reader service card.

Management as a New Technology
by Michael K. Badatvy.

Michael K. Badawy
says he believes
poor management
of technology has
been the domi-
nant cause of the
United States’ cor-
porate ills and dis-
mal performance
in world markets.
To rectify this sit-
uation, Badawy says technology
managers within technology-based

VANAGEMENT
AS A NEW
TECHNOLOGY

MICHAEL K. BADAWY

organizations must implement more
effective systems that help them to
manage their technical professionals
better, as well as support technology
innovation and product development.

This is no small order, but
Management  as a Neu> Technology
tells how it can be accomplished.

"The management of technology
1s actually the practice of integraling
technology strategy with business
strategy. This integration requires the
deliberate coordination of research,
production, and service functions
with the marketing, finance, and
human resource functions of the
company.”

Badawy shows how managers can
integrate these functions and
improve the performance of techni-
cal professionals by using an opera-
tional model that consists of four

GUEST REVIEWER

Patricia Noel
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Books

components: a human resource plan-
ning system, a reward system, a per-
formance-appraisal system, and a
career-management system.

The next three sections of the
book describe the core, enabling,
and supportive competencies and
technologies that managers must
possess to implement the operational
system.

Badawy defines core technologies
as the processes and functions man-
agers must perform to get the task
done. He explains how managers
can develop effective leadership
styles, motivate and reward technical
professionals, resolve conflicts, and
enhance technical professionals' cre-
ativity.

The author defines such skills as
delegating, managing change, and
getting and using power as enabling
technologies, or the competencies
that are needed to put the core tech-
nologies into action. Specifically, he
shows how to build cross-functional
technical teams, boost divisional and
program performance, and establish
strategic criteria for measuring proj-
ect success.

The final section of the book
focuses on supportive technologies,
which the author refers to as the
infrastructure and tools that facilitate
the use of core and enabling tech-
nologies. Here he stresses how to
cultivate mentoring relationships,

Additional Reading

The 100 Best Jobs for the 1990s and
Beyond, by Carol Kleiman. 350 pp.
Chicago, IL: Dearborn Financial Pub-
lishing, 312/836-4400, $19-95.

Circle 250 on reader service card.

Hiring Winners. A Comprehensive
Guide to Recruiting, Interviewing, and
Selecting Salespeople, by Phillip Faris.
238 pp. Amherst, MA: Human Re-
source Development Press, 800/822-
2801, $99.95.

Circle 251 on reader service card.

The Prentice-Hall Miracle Sales Guide,
4th edition, by die Bureau of Business
Practice/Prentice-Hall editorial staff.
566 pp. Englewood Cliffs, NJ Prentice-
Hall, 800/288-4745, $16.95.

Circle 252 on reader service card
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how to deal with career setbacks and
managerial failure, and how to han-
dle succession planning.

"Technological innovation cannot
be achieved without corporate man-
agement devoting enormous invest-
ments and energies in developing
linkages between science, engineer-
ing, and management. Done well,
these linkages could produce and
provide products, processes, and ser-
vices representing a cohesive and
distinctive corporate technological
competence. This competence, then,
becomes a primary tool for achieving
the firm's competitive advantage."

Michael Badawy is a professor of
management of technology and strat-
egy at Virginia Polytechnic Institute
and State University. He is based in
Falls Church, Virginia.

Management as a New Tech-
nology, by Michael K. Badawy. 424
pp. New York, NY: McGraw-Hill,
800/262-4729, $53-
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"Books" is compiled and written by
Theresa Minton-Eversole. Send books
for consideration to Books Editor,
Training & Development, 1640 King
Sreet, Box 1443, Alexandria, VA
22313-2043-

The Benchmarking of Training: A Data
Collection Instrument, by the American
Society for Training and Develop-
ment's Benchmarking Forum. 49 pp.
Alexandria, VA: American Society for
Training and Development, 703/683-
8129. Order code: FIBM. $20 for ASTD
members; $30 for nonmembers.
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Seeking Customers, edited by Benson
P- Shapiro and John J. Sviokla. 343 pp.
Boston, MA: Harvard Business School
Press, 617/495-6117, $29.95.
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