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BUILDING A BRIDGE TO OUR TARGET MARKET CUSTOMERS 
Executive Overview for: 

When Hiring Business Development Professionals,  
what Qualities do you Hire and which Qualities  

do you Incentivize to optimize Sales results? 
 
“This segment covers a broad gamut of thought. The bottom-line is that great Business 
Development Professionals who take your company’s message of product and service 
differentiation to the marketplace and are consistently successful in growing their territories 
and your company’s business, do have identifiable profile traits that drive success. While in 
most commodity oriented businesses, commissions and incentives are important, my 
contention is that in all industries you ‘Hire’ successful Business Development people and 
have only limited ability to change their base qualities and behavior characteristics with 
incentives. It is rare to hear someone say “The moment I put in a lucrative commission plan 
our company’s sales went through the roof.” It has happened, but when it does, probably 
the best people were not hired at the outset. In this segment, we talk a lot about what traits 
are obvious in a great Business Development Professional.” - YourBoard.US 

1. Compensation Overview. 

2. Qualities of a Great Sales Person. 

3. The Differences between Good and Great Business Development Professionals. 

4. Assuming that Product and Market Knowledge is present, what makes the real difference in 
a very productive Business Development Professional? 

5. Base Compensation vs. Commission. 

6. What do you hire and what do you incentivize? 
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Compensation 

Creating the compensation rules and ranges for associates in all varying roles and positions can 
sometimes be difficult. In many cases, it depends on many variables including the associate’s 
qualifications, the actual elements of the job they are performing, the geographic region of the 
company, the size of the company, the industry they are participating in, and at times the position of 
the overall economy. Obviously, compensation with an existing associate is also based on 
performance. At the end of the day it will ultimately depend on what the “free market” will pay for 
the skill sets of a successful sales profile in a particular Industry and geographic region. 

The compensation for non-sales positions, in most cases, and in most companies, is ultimately based 
on what the “market will require” for qualified people within the various parameters of positions, 
regions, economic conditions, skill requirements, industries, size of businesses and, at times, artificial 
union or government requirements and laws. A base salary (and in many cases, depending on the 
level of supervision or management, a performance bonus) is the most common package of 
compensation offered to all but the very senior people, who may participate in profitability and 
company value increases. 

In sales positions, however, where the revenue of the company is somewhat dependent on the 
proficiency of the sales team. In many cases the company brand is driven by the product and 
service solution knowledge, relationship development skill set and time management effectiveness of 
the “sales team. As a result, there are usually additional dimensions to sales compensation packages.  

Finding the best combination of sales compensation components, is often challenging, and in many 
cases, ineffective. Matching up sales incentives that are simple and not arbitrary with the 
performance goals you are striving to achieve, within the profile of the sales person you are trying to 
attract and motivate, is something that you must take time to consider due to how important it is to 
the success of the company. 
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Sales Compensation 

Trying to determine what portion of sales compensation should be in “base salary” and how much 
should be directly connected to sales productivity and results, is a debate where several 
considerations must be clearly thought through. 

To begin with, what are the qualities you are looking for in a very successful sales person? Which 
qualities do you pay for in “salary” and which ones do you reward  with “incentives?”  

Qualities of a great sales person - This is where you start… 

1. Knowledge of two very important things: 

A. Complete knowledge and understanding of the product and service solution features, 
benefits and capabilities and then have the ability to convert them to customized 
customer solutions. Having the appropriate education, interest and experience, with 
the product or service solution, so that the sales person can be the 70%-90% “expert in 
the room” is very important for building the credibility needed to develop the customer 
relationship. If the person is new to the field you must judge their aptitude to move up 
that learning curve quickly. Knowledge breeds confidence and confidence breeds’ 
credibility with the customer.  

B. Knowledge of the target market requirements, and the needs and wants (pain points) 
of the buying and specifying influencers in order to be able to shape your product-
service solutions to create a unique and compelling value proposition that will relieve 
the customer’s pain and make the sale. A new person may not have current industry 
knowledge but should have “relationship building skills” that will allow them to acquire 
knowledge of the target industry quickly. 

Note: Remember market knowledge is equally, if not more, important for achieving sales growth as is 
product knowledge. 
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Summary of Knowledge 
 

• On the “product-service solution” side of the knowledge equation there will be times you 
have to consider a new candidate’s aptitude and interest in thoroughly learning your 
product-service solution. You will have to make a  judgement as to whether a candidate’s 
historical product knowledge will give him a push up the learning curve. Even if their 
experience was not in the identical field but a related or adjacent field, the leap of 
knowledge needs to be evaluated. The gap between existing product-service knowledge 
and how long it will take to be at the 70-90% proficiency level with your solution must be 
considered when making a new hire. 
 

• Market Knowledge of the requirements, needs and wants of the targeted customer base 
and knowledge of the pain points for each of the buying and specifying influences in the 
decision-making process is critical. This is one of the key “knowledge qualities” you pay for 
when hiring a new sales person. The further you get removed from specific “knowledge of 
the target customer base,” the more time it will take for an individual to be successful. If 
there are no existing customer relationships that will positively impact your business, you 
should be sure that there are demonstrated relationship building skills in place. Unlike 
product and market knowledge, personal relationship building skills are not easily taught, 
but are an integral part of the personality profile of a successful sales candidate.    
 
It must be said, however, that over time the initial absence of direct knowledge of the 
targeted customers and previous positive relationships with the target market buying 
influences, can be overcome if the sales person possesses strong “relationship” building 
skills. 
 
While the knowledge of both the product-service solution and the targeted market 
customers is a critical foundation that a great sales person needs, it is not what makes a 
sales person great over a longer period of time.        
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What is the real difference between good and great Business Development Professionals? 

1. The ability to quickly analyze the customer’s needs, (or their “pain point”) and masterfully 
customize the differentiated qualities of our product-service solution to meet those 
identified customer needs is both an art and science. The unique ability to “spot” 
potential sales opportunities is part of a successful sales person’s profile. The ability to 
identify the buying or specifying influence with the most “power” in the decision-making 
process is also key and saves a lot of time. The two “Ps” in customer penetration are the 
quick identification of the PAIN POINT and POWER Structure. 
 

2. The ability to fairly quickly build customer relationships based on trust and confidence in 
both your sales person and the product-service solution they represent.  
 

3. Great presentation and follow-up skills that are not only effective in the eyes of the 
primary buying influencer but also allow the primary buying influencer to look good with 
their specifying and user peers. 
 

4. Organized sales call planning and personal “stay-in-touch” follow-up skills should drive the 
sales individual’s personal selling process and optimize their time in front of prospective 
new customers. 
 
Another important quality is knowing how to build an internal organization of “willing 
inside support” within your company so that the time spent in face-to-face contact with 
targeted buying influences is productive. A great Business Development Professional will 
make all sales successes seem like shared “Team Successes”, not just their own individual 
success.  
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Summary of what additional qualities added to the Knowledge foundation make a very successful 
Business Development Professional. 

• Quickly understand the customer’s “Pain Point” and build the product-solution differentiation 
into a value proposition that exceeds the customer’s expectations. 
 

• Quickly identify the key people in the purchasing decision making “Power Structure”. 
 

• Exercise the God given traits of an outreaching personality to quickly build a customer 
relationship based on trust and confidence. 
 

• Execute great presentation skills and follow-up skills. 
 

• Organize the sales territory planning process, stay-in-touch plan, and the internal support team 
so that the selling time with the client is optimized. 
 
 

Base Compensation vs. Commission 

Every industry is a little different which is why the balance of compensation between salary and 
commission will be different. 

Key determinants to establishing this balance include: 

A. The level and depth of technical knowledge, education and experience required. 
 

B. The time it takes to present, demonstrate and consummate the sale (the sales cycle) and 
build a strong relationship with the customer’s key influences. 
 

C. The importance of knowing your target market customer contacts or, in other words, having a 
book of business or available contact lists. 
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 A. The level of technical or product depth knowledge or experience. If there is a technical degree 
required or a strong experience level with the product solution needed, generally the salary 
portion of the compensation is going to be higher as a percent of the total. It all comes down to 
the individual’s perception of risk. Why should a candidate take more “risk” in going for a higher 
more attractive commission program if he has had a higher salary or can attract a higher salary 
with less risk? Many times, the risk tolerance of a technically educated person, with experience, 
is much lower. The degree of technical or experience requirement that is present in a sales 
position will generally drive up the salary and drive down the commission as a percent of the 
total.  
 

 B. If the customer relationship needs to be built over a long selling cycle, commission may be 
more difficult to use as a motivator in the compensation plan. This overall situation and selling 
cycle is influenced significantly by historic industry practices. 
 

 C. If the new candidate you are considering has a book of business that he can legitimately bring, 
or long time trusted relationships with several of your companies targeted accounts, you are 
generally faced with a higher salary and perhaps an incentive to join your company. This 
scenario almost moves from “hiring” to “acquiring.” You see this often in the Financial Services 
Industry and Legal Industry. 

 

Summary 

The above three things, while somewhat industry dependent, will influence your balance between 
base salary and commission. 

The more closely your product resembles a commodity, as perceived by your targeted customers, 
the more commission there is in the compensation balance. 

The more proprietary or engineering oriented your product is, the balance will generally shift toward 
salary. 

The “market” will be the ultimate “valuer” of the people you are looking for to perform in a specific 
role. 
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This graphic is designed to both offer suggestions on the key qualities that you are looking for in hiring 
a great business developments person and also providing some thoughts on the balance of 
compensation and commission. 

 

 

 

 

  

     
     

   

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

KNOWLEDGE 

Product & 
Service 
Capabilities 

Target market customers, 
buying and specifying 
influences, requirements, 
needs, wishes, pain points 

Building customized customer 
solution strategies and value 
propositions based on product 
and service differentiation  
        “Finding the opportunity” 

Ability to build productive, long 
term relationships based on 
trust, confidence & friendship 

Business 
Development 
Professional 
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A thought on the compensation mix between salary and commission for a semi-technical product or 
service solution presented by a sales team that requires technical competence or experience would 
be the following: 

 

 

 Plan at Max. Sales Budget  
    Total Compensation Plan Potential 
    without benefits at planned budget 
    performance $120,000 to $150,000 
                                                        $150,000  

 
    Salary 75% $90,000 to  
                                                                                            $112,500 $112,500 
  

 

    A 25% incentive projected at $30,000 
    based on budgeted revenue and GP,  
    but there is no cap up to 
    $60,000. The cap may be 
    even higher or none at all. 
    Everybody wins with more  
    profitable sales. $30,000     25%  

    Commission Package 25% $37,500 $37,500 
    of planned total compensation                                                      
                                                                                            Incentive Cap -  $60,000 

 
Method of achieving commission. Many times, half of the commission rate you have set up is paid at 
the time of booking with the balance paid at the time of the shipment or payment. 
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What do you hire and what do you incentivize? 

Compensation plans are truly a mixed bag largely dependent on the “market practices” of each 
industry. I believe however, that you must pay enough base salary to get the quality of person and 
experience profile you need to successfully promote and sell your product solutions. It is also 
important to know that you cannot incentivize the skill to build relationships quickly based on trust 
and confidence. You must identify that “outreaching personality” at time of hiring. 

Great presentation and follow up skills are also something you must hire and can’t change much 
with incentives.  

The ability to spot opportunities and develop a solution strategy and value proposition that relieves 
the customer’s pain point is also not improved with incentives. 

The one thing that can be improved with incentives is each sales person’s ability to organize their 
territory, plan their sales calls follow-up and stay-in-touch and develop the internal support team so 
that they can make more sales calls and spend more time in front of the customer resulting in more 
sales. When the primary consideration, generally in a commodity oriented sales, is only the number of 
sales calls made, then a plan weighted toward commission sales will produce results. 

You can tell by my summary statement on finding great sales people, that the hiring process is much 
more important than the incentive side of the compensation package. You cannot incentivize 
someone to do things they do not have the skills, personality or attributes to do. That is especially true 
with the “relationship development” piece. 

The message is to hire and pay the best and most skilled people with a personality profile that is 
conducive to a strong ability to build customer relationships and friendships based on trust and 
confidence on behalf of your company. 

The total achievable compensation for a top-notch, sales-focused associate must be competitive. 
The reward of incentives is very important to a sales focused person. While you cannot improve skills 
and personality with incentives, you can improve the motivation to hustle.  By the way, over the years 
I have found that you can hire motivated people and support their ability to hustle. Not everyone 
agrees with this philosophy. 
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Another key point as it relates to the “Potentially Higher” compensation demands of very productive 
sales people is that, whether we like it or not, people that have that unique outreaching personality 
profile and possess the natural ability to build customer relationships based on credibility and trust, 
generally know their value and have expectation, based on the attention they receive, of being 
paid a wholesome compensation package. Some non-sales oriented owners and senior leaders 
struggle with paying sales people, even good sales people, as much money as the market says they 
are worth. Keep in mind that the “relationship development” skill set, properly matched with your 
business needs does have significant value to your company. Remember that Sports Franchise 
owners finally got over the fact that the players are going to make a lot of money because of the 
unique skills they can bring to the game which excite the team’s paying fan base. Remember, the 
business cycle does not begin until a sale is made. There are many companies that have produced 
great products that were not successful because they did not have an excellent selling process.  
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What are the major impacts that different profiled individuals make on the sales efforts and growth 
results of an organization?  
 
The profile of great Business Development Professionals. 

Throughout our segments on business, we have repeatedly indicated the significant importance of 
picking people for each role who possess the skill sets, experience, professional attributes and 
personal attitudes, along with a passion to succeed, that will allow for the merging of the 
performance goals of the company with the personal and professional goals of the individual. 

This could not be more true than in Business Development, where you not only have to have 
knowledge, aptitude and a strong work ethic but you have to possess two very different skills that 
clearly mark the difference between mediocre sales individuals and great sales professionals. 
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The two additional success factors detectable in great sales people. 
I call them the Extra Two. 

 1. To take the knowledge of the product solution package you are selling and the knowledge of 
the customer’s needs or “pain,” and “instinctively” create a value proposition and strategy to 
win the opportunity. These people have the instinctual ability to identify potential 
opportunities. 
 

2. To have, as part of their core being, a “personality” that is outreaching, sincere, warm and 
genuinely interested in the other person’s needs. A personality that contributes to quickly 
building a relationship based on trust, confidence and credibility. 

 In addition to knowledge, an interest in gaining knowledge, aptitude to absorb knowledge 
and a passion to be successful, these extra two are what you look for and pay for when you 
build your sales team. 

 The bad news, if you want to call it that, is that in most cases, (not all but most,) you cannot 
impact or positively change the extra two success factors more than 10% through training and 
coaching. A large majority of a person’s “personality” is genetic. They are born with it. 

 What we can do, however, is to polish and bring to the maximum level of effectiveness those 
who have, or show signs of possessing, the extra two traits to be certain that the effectiveness 
of the selling efforts are optimized. 

 Do not try to make a pig sing... it sounds terrible and you make the pig mad. Some people are 
just not cut out to be Business Development Professionals. For the development of “new” sales 
you don’t need great service people who do a great job “after the sale.” Sales people must 
do a great job before the sale to gain a customer’s trust and then support the prospects with 
the information that will allow them to make a good purchasing decision for them and their 
company.  
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Key Characteristics of Highly Successful Business Development Professionals 

The vehicle that connects great product and service solution to potential market opportunities are: 

Great Business Development Professionals 

It is truly an art for a sales person to have the ability to inspire the confidence and trust of key buying 
and specifying influences with proper knowledge, “presence”, class, warmth, personable demeanor, 
communication skills, follow-up and an overall professional approach toward building a long-term 
relationship. 

Some sales people come by it naturally. On the other side, some have to consciously work their way 
through it. Many people in sales positions work toward developing these outreaching behavioral 
habits over time…but some never really get it. 

Take the time to hire this art and don’t try to just incentivize it. You can’t incentivize personality traits. 

 
What does a “Positive, Outreaching and Interactive” personal profile look like? 

As a sales person you must ask “Who am I,“ and how do I relate to people that may be older, 
younger, hold high positions, are more or less accomplished than you, are brilliant or shallow, are 
outspoken and who can sometimes be jerks? 

Your sales people can pick whatever type person they want to project outwardly as long as it is 
within their nature and core values. After that, all they have to do is be consistent. 

Let’s look at some qualities and characteristics that are consistently present in successful Business 
Development people with the caveat that you first must have product knowledge, knowledge of the 
target market needs and the ability to spot opportunity and create a solution based value 
proposition that is compelling. 
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Personal Qualities – How do you want to be perceived by your customers? 

Presence - what is it…and why is it the most important characteristic of a great first impression? 
Remember, you only get one chance at a first impression. Presence is about what people think 
about you when you first approach them and after the dialogue begins. 
 
If presence is so important to establishing a great first impression, we should be able to describe it. 
The word “presence” reminds me of what Supreme Court Justice Thurgood Marshal said about 
pornography…“I don’t know how to describe it…but I know it when I see it.” The dictionary defines 
presence as “the space immediately around a person.” 
 
Presence is what people think immediately upon seeing you, before you have spoken. You then 
maintain presence by what you say and how you conduct yourself…or you diminish your Presence 
by what you say and how you conduct yourself. Having the ability to create an initial positive 
“Presence” around your demeanor is a key quality in developing a customer relationship based on 
trust and credibility. An initial poor impression made with a customer can be overcome in time but 
why not start on the right foot with a “positive initial Presence” rather than having to overcome an 
initial poor impression. 
 
If presence is the first impression you make before you can tell people what you know, then it must be 
about how you look and how you carry yourself. 
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These are “Consensus Qualities” that are included in the definition of presence. 
 

• Appropriate dress: If the appropriate dress is casual, then the clothes or outfit you are wearing 
should be neat, clean and pressed. Shoes should be polished. You should always dress at the 
level your customer dresses or possibly one degree more. People don’t forget the fact that 
how you dress is a subliminal indication of your respect for the people you are calling on.  
 

• Grooming: Hair should be clean and groomed properly. 
 

• Jewelry: Should be moderate and not part of body piercings. Obvious tattoos are taboo in 
sales unless you are selling body ink. 
 

• Carry yourself professionally in the way you walk and the manners you exhibit. Demonstrate an 
excitement about being there. 

 
As I said earlier, I believe that you can overcome poor presence after you get the opportunity to 
express yourself in words and demonstrate your knowledge and value - but why put yourself in the 
hole at the outset? 
 
Great presence should be equivalent to a positive introduction that you can build on, not a poor 
introduction that you have to overcome. 
 
In some small way, people identify with people they like and respect. If you want to remove any 
potential negatives that will interfere with the customer “connecting” with you, assure you enter a 
room with class, presence and professionalism. 
 
Note: I always suggest that the sales team conduct the “presence test” on others.   
 Determine what “you” think “presence” looks like. Discuss what qualities should  
 be included in your approach to customers that will quickly build trust and   
 credibility.  
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• Self-confidence based on what solution you have to offer, who you have been successful with 
in the past, what problems your team has solved in the past and how much you know about 
the challenges the client faces.  Self-confidence is reflected in how positive you feel about 
being able to propose, through consultation, a solution that the buying influence will be 
excited about. 
 

• Confidence is about who you are and what knowledge and experience you have to 
“warrant” being self-confident. True confidence in presenting a solution is projected when the 
sales team has the knowledge to  create the unique package of product solutions and service 
that meet or exceed the customer’s expectations. 
 

• Arrogance is a relationship killer. Arrogance crosses the line of confidence and moves into 
condescendence. There is no situation where arrogance is  acceptable. When arrogance 
appears, it nullifies all other qualities. Never be  arrogant about your proposed solution but 
instead supporting and consultative. 
 

• Always be respectful of the person, their time and the amount of information they want to 
share. 
 

• An expression of appreciation should be woven into the discussion every place possible. 
 

• Recognition and acknowledgement of a client’s legitimate past successes when appropriate. 
This should always be a sincere, not a phony  recognition of a company or individual 
accomplishment. All expressed  recognition of a customer or the company’s success should 
be fact based. 
 

• Compliments when they can be sincerely delivered. 
 

• Complete respect for the client and their organization. 
 

• Exhibit self-respect – not subservience. “Yes Joe” is better in many cases than “yes sir.”  
 
 

Note: You can operate at whatever personal “level” of sophistication you desire. You can be 
whoever you want to be. It’s up to each individual.  
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Once a person decides “who” they want to be, it is critical for them to personify, in every way, those 
associated personal and professional characteristics. A sales person must be very consistent and 
repeatable in how they project themselves and what qualities they want to be known. They must 
develop their personal Brand and then be committed to it.  
 

• Friendly and Personable to all reception and office personnel in addition to the buying and 
specifying influences. You know what…they all talk. 
 

• Forgiving rather than “taking issue” even when you know you are right. 
 

• Smart Intelligence – rather than dumb intelligence; understanding the facts and respectfully 
frame the answers in a way that does not appear condescending. 

Note:  I have seen many, many people, in all positions within a company, who are very 
intelligent but not smart at all in how they apply that intelligence to the position they are in or 
the situation they are dealing with.  

• A positive, consultative and supportive approach to gathering the information you need to 
ultimately formulate a proposal. 
 

• Creating the reason and need to return for another visit. Always have a fool proof plan for the 
next step in advance of your visit. 

 
Studies show that, in most situations, it takes six “contacts” on average with a prospective client to 
gain the trust and confidence needed to secure business and from a longer-term relationship. 
ALWAYS create a legitimate reason to return. If you only find ways to legitimately return four times, 
you may have not succeeded in building the relationship and you have wasted a lot of time. 
 
Like with Chess, you must always have plans in mind for several moves in the future that will farther 
and solidify the relationship. 
 
  



 
 
 
 

19 

Great Business Development professionals have an effective customer visitation plan. You must do 
these things in advance, and do them well. 
 

• Research the company. 
• Research the individual you will be calling on. 
• Construct a succinct but powerful presentation. 
• Put a complete pre-visit plan and strategy together with “next step” plans prior to the first call. 

This “next step to get back” plan is like playing chess, as you anticipate future moves. 
• Always send a note or e-mail of appreciation. 
• Always follow-up quickly with any information requested during the sales visit. 

 
 

Key Business and personal qualities and practices that instill trust and confidence before the sale 

• Send a thank you e-mail and a brief recap of your visit within 24 hours of the meeting, with a 
timetable for the commitments you made for additional information, etc. Always have an 
appreciation statement. 
 

• Continue to follow through and follow-up on a very regular basis on all loose ends or on 
information that was requested. 
  

• Stay focused on the “next step” and on what information is needed or obstacles that need to 
be removed prior getting the opportunity to develop a proposal. 
 

• Delivering a Class A, highly differentiated presentation and ultimate proposal focused on their 
needed solution not your features and benefits. 
 

• Remember:  Features and benefits are all about YOU…solutions are all about meeting the 
customers’ needs and relieving their pain. 
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Personal Qualities and Business Practices employed by the Business Development Professional that 
build long term trust and confidence after the sale is made. 

• An introduction and smooth transition to the customer service, tech support or operations 
people who will be doing the day-to-day work and maintaining the relationship through 
product and service performance. 
 

• An introduction of the team and “go to” person and a start-up joint client-company scope 
review and team meeting. A social event to follow this session is a good idea. The customer 
always wants to understand who their “single source of contact” will be. They also want to 
have a feeling that they can easily reconnect with their sales associate if they feel there is a 
deviation from the initial commitments. The social event generates the initial “bonding” with 
the customer. 
 

• Design a client customized pro-active customer service process and “Voice of the Customer” 
review plan. (Discussed under the segment no Pro-Active Customer Service) 
 

• Oversight of the start-up and frequent communications and updates with the key specifying 
and buying influences. 
 

• Continued oversight of the relationship to assure and reinforce customer satisfaction with an 
eye on expanding with additional projects or areas of the business. A sales professional’s job is 
to be sure that the commitments we made to get the business have been honored and, we 
hope, exceeded.  

 
• A continued effort to expand the company’s presence by expanding the client network within 

the customer’s organization. This continued “stay in touch” philosophy with existing customers 
allows the sales person to broaden and deepen the customer relationship so when personnel 
changes occur at a customer you still have a broad base of relationships to fall back on. 
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Summary of a great Business Development Personal Profile 

1. Demonstrate personal qualities and characteristics that confirm a sincere interest in the 
customer and desire to meet their needs with a sense of urgency that builds trust, credibility 
and confidence and creates an environment for a long-term relationship. 
 

2. Demonstrate high level personal qualities and business practices that instill trust and 
confidence during the selling process and on through the proposal, negotiations and the start-
up phases. Immediate and complete follow-up on all issues is critical. 
 

3. Demonstrate personal qualities and business practices that build long term trust and 
confidence after the sale and set the stage for future client growth through internal customer 
networking. 
 

4. Never create the image of being the “sales guy” who can do nothing more than “glad hand” 
and buy lunches. Create the image of being a valued “relationship leader” responsible for, 
and committed to, delivering exactly what was proposed in the scope at the outset with the 
intent of exceeding client expectations. 
 

5. One known fact in the annuls of human behavioral history is that if price and product 
performance is “relatively” close, people still want to do business with people they like and 
trust.  
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One Quick Story Regarding the Profile of Sales People 

For over fifty years I had maintained a relationship with my 6th grade teacher from grammar school. 
She passed away about 10 years ago. She was one of those special teachers who had a sizable 
impact on hundreds of her students over the years. Many of them came back, periodically, to visit 
with her. I was one. 

During one of my visits years ago, I suggested that she had actually taught thousands of students and 
still stayed in touch with a large group of them over the years. I asked her if she could see 
characteristics in her 6th grade students that seemed to consistently translate to success and 
happiness in their adult lives. 

She thought a minute and said that there were probably a few of those qualities and characteristics 
that seem to pave the way to success and happiness in adulthood. She did mention “respect” as 
one of them, but she chuckled and almost laughed out loud as she told me that one thing she 
noticed over her years of teaching was that the boys who always seemed to be talking out of turn 
and generally disrupting the class on a regular basis and who she sent to stand by themselves in the 
“cloakroom”, (in those days, there was a room connected to each classroom where kids hung the 
coats and put the boots) all turned out to be successful salesmen. She went on to say that many of 
them ended up, as she put it, at the top of their companies.  

After that I coined a term for these kids who were sent to the “cloakroom” as a punishment, and later 
became very successful in sales and in business as: “The Cloakroom Club.” What I discovered over 
the years with my own children and grandchildren, and their friends, is that what was interpreted in 
school and at home in the early years as loud, out of control and boisterous behavior, later 
transitioned into passion for what they do and, in many cases, a strong set of communication skills 
accompanied by confidence that ultimately (if the parents live through it) become traits of success. 

Although it is obviously not mandatory, the people who exhibit passion and have strong confidence 
and communication skills seem to have, in some cases, the inside track for being good Business 
Development Professionals and ultimately good leaders. Why? Because they have passion for what 
they do and they can spread that passion through good communications.  

 


