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CEOs are investing more than ever in sample were in this group.
their sales forces, but results aren’t im-
proving. To understand this disconnect,
we observed 800 sales professionals
in live sales meetings. We discovered
eight sales types. The bad news is that
only three of them—accounting for a
mere 37% of salespeople—were con- ClOS&I‘S .
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Consultants . s,
OF SALES MEETINGS

RESULT IN A SALE, % listen well and are good
AND JUST problem solvers; they P
develop solutions that meet
their customers’ needs. /
But they tend to be one-
SALESPEOPLE EXCEED dimensional and to forgo
THEIR TARGETS, valuable case examples that
could boost sales. i

@ Need mentoring to {
integrate more dimensions
into their approach and
enrich customer interac-
tions. Have the potential

to become experts.
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When brains couple,
listeners’ brain activ-
ity becomes similar to
speakers’. The less lag,
the higher the listener’s
comprehension of what
the speaker is saying.
In cases where compre-
hension is highest, the
listener’s brain activity
actually precedes the
speaker’s. These are
cases where you might
say that two people
“just click.”

SPEAKER
PRECEDES

ZERO LAG

LISTENER
PRECEDES

a rally once, and people in the audience
were captivated. Is he somehow more
capable of inducing similar brain re-
sponses across all listeners? What are the
mechanisms that allow a listener’s brain
to couple or not? If you disagree with
Obama’s views, do you actively prevent
your brain from coupling? Can I interfere
with the signal? Why does miscommu-
nication, or a lack of coupling, happen?
How do children acquire the ability to
couple brains? These are all questions
we want to look at.

Do you think some people are born with
the ability to couple their brains with
others’?

There’s probably a spectrum of abilities.
On one end you have an autistic person
who can’t seem to transmit or pick up the

There’s nothing mystical
about this. It’s not a
Jedi mind trick. This is
what communication

is. It is what humans

do best, and it’s unique.

right information to have successful brain
coupling. He can’t click with others. On
the other end you have people who almost
seem to transmit a common signal and are
very easy to connect with.

Could understanding the mechanisms
help us move along that continuum?
Absolutely. That’s an important way
ahead for us. What if we could help the

SPEAKER

LISTENER

autistic person click? What if we could test
people’s ability to transmit and receive
these signals? Can we help people learn to
lead better? Can we reduce miscommuni-
cation by increasing coupling?

You use terms related to wireless

6

communications—*“coupling,” “wave,”

“signal.” Do you see the brain as a kind

of wireless transmitter?
That’s precisely it. 'm generating a brain
wave that generates a sound wave that
generates a brain wave in you. There’s
nothing mystical about this. It’s not a Jedi
mind trick, This is what communication
is. It is what humans do best, and it’s
unique and amazing.
How?
I don’t want to get too philosophical, but
basically, all brains are coupled to the
external world. If I satnext toyou ina
movie theater and someone measured
our brain responses, they’d see extremely
similar patterns. We couple to external
stimuli in the same way because asa
species, humans have similar percep-
tions of the external world, All monkeys’
brains respond to a banana in pretty much
the same way. But humans can couple
brains directly, without external stimuli.
1 can say “elephant” and you’ll compre-
hend what ’'m saying even if there’s no
elephant in the room. My brain conveyed
the idea of an elephant directly to your
brain. Not all animals can do that. But
humans can.
Honestly, this is all giving me a
headache.
Our brains must be out of sync. ©
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How to Read the
_Performance Charts

Each circle has seven components
of a sales meeting around its circum-

How the Eight Types Perform ) ference. We rated salespeople on 23
T ——— THE RS e i THE REST selling skills related to these compo-
er categorizing £ HIGH sl i nents and plotted their scores inside

types of salespeople, we
measured their perfor-
mance in three important
sales activities: securing
next steps from customers,
closing to the next stage of
a deal, and closing the deal.

the circles, with 1 (worst) being
closest to the center and 10 (best)
the farthest out. (As it happened,
not all of the skills affected success.)
The larger the polygon connect-

ing the scores, the more skilled

the salesperson. The gray dotted
polygon in each circle represents the
average performance scores of all
the salespeople in our sample.

THE REST

Storytellers Aggressors

are customer focused and love apprclnach sale.s r{1&eti ngs purely
to provide case studies, but they as price negotiatlons. They can
often “talk through the sale” and score big wins, and they rarely

waste time in long meetings that concede too much; however,
don't yield results. some customers dislike their

combative approach.

@) Need training to focus i . .

s i ;| Need a broader repertoire
meetings (for example, setting ‘:,‘f sl shiold improF\,fe
cle‘?r agindas a_nd targets), their market knowledge. May
for Tead” imeetirigs and tu benefit from self-awareness
become more aware of their traini

¢ ining.
behavior. vy
0/,

¥ /
Focusers Socializers

know their products cold and may initially impress customers
believe deeply in them, but with their friendly chat about
they lack confidence. They such things as children and
often insist on detailing every cars, But they usually don’t get
product feature and may not past this, and close few deals.
hear customers’ needs.

@ Need training in transition-
ing to selling mode sooner;

€2) Need training in listening
should have clear short-term

skills and must learn to use
their technical savvy to meet targets. Must be closely
customers’ needs. managed.

190/0 15%

Narrators

know their offerings and the
market but are overly depen-
dent on scripts. They cling des-
perately to marketing materials
and fail to respond adequately
to challenging questions,

€) Need basic instruction in
questioning techniques and

improvisation. Should shift Lynette Rvals s a professor
tha focus from PowsiFoliit \ a{the UK’sygranﬁelg School of
and brochues Tocustamars Management; Tain Davies is a lecturer
themsflves. at the University of Bath; Openisa
15 Yo design studio in New York.
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