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We all know the economy is tak-
ing a beating. Every day we 
read about companies declar-

ing bankruptcy and stores closing their 
doors for good.

Perhaps that’s why every “no” a 
salesperson hears right now has a par-
ticularly discouraging ring. With every 
newscast emphasizing how bad things are, 
it’s difficult not to assign special importance 
to each rejection.

You, like many salespeople, might blame 
the economy for your dip in sales, but assign-
ing blame doesn’t get you any further ahead. 
You could think of today’s selling situation 
this way: It’s always easier to find new busi-
ness than it is to find a new job.

Yet it’s not all bad news. Despite the  
environment, people are still buying goods 
and services, so opportunities do exist.

Because companies tend to become more 
conservative and lay off employees during 
tough times, your competitors may stop doing 
what made them successful. Oddly enough, 
then, it turns out that now is a great time to 
gain market share.

You must adjust strategies, though. By 
learning to work more efficiently and dili-
gently, and to become proactive, you can 
make the most of your current situation and 
even flourish, no matter what the economic 
indicators say.

Here are some strategies that might help 
turn your sales around:

Keep cultivating current clientele.
 Some businesses have a hunter mentality, but 
in a down economy, it may be better, or at 
least more effective, to be a farmer who care-
fully attends to the crops than a hunter who 
goes only for the big game.

After you land an account, always keep in 
touch with clients. Show that your job isn’t 
just about selling, but also about offering 
the best service and industry insight your  

company can provide on an ongoing basis. 
Customers will keep coming back, add to 
their existing purchases, and spread the word 
to prospects about your company.

Look for opportunities, not challenges. 
In the sales industry where you’re regularly 
rejected, a healthy sense of self-esteem is 
critical. Build that self-esteem not through 
winning lengthy wrestling matches with pros-
pects but through narrowing down your list of 
calls. Establish definite criteria for prospects 
so that you know your product or service is 
useful to them before you ever pick up the 
phone. You’ll make more efficient use of your 
time by disqualifying contacts and going with 
surer bets.

Even with a better list of prospects, 
though, you still face rejection. But if you 
look at the numbers, you may find that by 
using this strategy, your ratios now are 
about the same as they were in better eco-
nomic times.

Emulate the behaviors of those  
who are currently making sales. Look around 
your workplace to see who is doing well, then  
observe their activities. What are they doing 
that you’re not doing?

Usually, successful salespeople do the 
things that others don’t like to do, such as cold 
calling. Of course, more calls equals more 
sales. Picking up the phone is a salesperson’s 
single most dreaded task, but if you simply 
force yourself to do it even if you’d rather  
being doing reports and poring over your 
numbers, eventually you’ll become comfort-
able with calls.

Mimic the way you see successful 
coworkers handle other tasks that cause 
you apprehension, too, such as discuss-
ing budgets with prospects, building 
contacts at social and business functions, 
or speaking at public events. Perform 
these activities with confidence, even if 
you don’t feel confident. Over time the 

confidence will be real and repetition will 
strengthen your successful new habits.

Be proactive by planning your time 
wisely and sticking with your plan. Too many 
salespeople come in at 8 a.m., pour a cup of 
coffee, sit down and ask themselves what 
they’re going to do that day. All too often the 
morning becomes a time to dwell on difficult 
tasks and an invitation to procrastinate.

Instead, start your day the day before. Take 
a half-hour or so at the end of your day to plan 
the next day’s calls and other tasks so you can 
come in and get started first thing.

The next step is to keep focused on those 
activities and hold yourself accountable for 
what you’ve planned. If you expect to make 
30 cold calls the next day, or to get in front 
of six new prospects, take steps to assure that 
you actually do that.

Maybe you’ll have to spend less time at 
the water cooler or take greater initiative with 
contacting qualified prospects. Maybe it’s 
just a matter of increasing your self-disci-
pline. Whatever the case, simply put, do what 
it takes to reach the goals you set for yourself 
on a daily basis.

Thankfully, the times aren’t as bad as they 
were in the Great Depression. Interestingly, 
it’s often been said that more people became 
millionaires in the 1930s than during any oth-
er period. While that may be an exaggeration, 
it’s no exaggeration to say that it is possible to 
do well when the economy isn’t doing well. 
Start today to cultivate successful strategies, 
and by the second or third quarter of this 
year, you’ll have a bumper crop of sales to 
harvest.

Adam Heeter is CEO of Oxford Consulting 
Group Inc., a Columbus-based information 
technology consulting firm. 614-310-2700. 
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We all know the economy is 
taking a beating. Every day 
we read about companies 

declaring bankruptcy and stores 
closing their doors for good.

Perhaps that’s why every “no” a 
salesperson hears right now has 
a particularly discouraging ring. 
With every newscast emphasizing 
how bad things are, it’s diffi  cult not to as-
sign special importance to each rejection.

You, like many salespeople, might 
blame the economy for your dip in sales, 
but assigning blame doesn’t get you any 
further ahead. You could think of today’s 
selling situation this way: It’s always 
easier to fi nd new business than it is to 
fi nd a new job.

Yet it’s not all bad news. Despite the en-
vironment, people are still buying goods 
and services, so opportunities do exist. 

Because companies tend to become 
more conservative and lay off  employees 
during tough times, your competitors 
may stop doing what made them success-
ful. Oddly enough, then, it turns out that 
now is a great time to gain market share.

You must adjust strategies, though. By 
learning to work more effi  ciently and dili-
gently, and to become proactive, you can 
make the most of your current situation 
and even fl ourish, no matter what the 
economic indicators say.

Here are some strategies that might 
help turn your sales around:

KEEP CULTIVATING CURRENT CLIENTELE. 
Some businesses have a hunter mentality, 
but in a down economy, it may be better, 
or at least more eff ective, to be a farmer 
who carefully attends to the crops than a 
hunter who goes only for the big game.

After you land an account, always keep 

in touch with clients. Show that your job 
isn’t just about selling, but also about 
off ering the best service and industry 
insight your company can provide on an 
ongoing basis. Customers will keep com-
ing back, add to their existing purchases, 
and spread the word to prospects about 
your company.

LOOK FOR OPPORTUNITIES, not chal-
lenges. In the sales industry where you’re 
regularly rejected, a healthy sense of self-
esteem is critical. Build that self-esteem 
not through winning lengthy wrestling 
matches with prospects but through nar-
rowing down your list of calls. Establish 
defi nite criteria for prospects so that you 
know your product or service is useful to 
them before you ever pick up the phone. 
You’ll make more effi  cient use of your 
time by disqualifying contacts and going 
with surer bets. 

Even with a better list of prospects, 
though, you still face rejection. But if you 

look at the numbers, you may fi nd 
that by using this strategy, your 
ratios now are about the same 
as they were in better economic 
times. 

EMULATE THE BEHAVIORS OF THOSE 
who are currently making sales. 
Look around your workplace to 
see who is doing well, then observe 

their activities. What are they doing that 
you’re not doing? 

Usually, successful salespeople do the 
things that others don’t like to do, such as 
cold calling. Of course, more calls equals 
more sales. Picking up the phone is a 
salesperson’s single most dreaded task, 
but if you simply force yourself to do it 
even if you’d rather being doing reports 
and poring over your numbers, eventually 
you’ll become comfortable with calls. 

Mimic the way you see successful 
coworkers handle other tasks that cause 
you apprehension, too, such as discussing 
budgets with prospects, building contacts 
at social and business functions, or speak-
ing at public events. Perform these activi-
ties with confi dence, even if you don’t feel 
confi dent. Over time the confi dence will 
be real and repetition will strengthen your 
successful new habits.

BE PROACTIVE BY PLANNING YOUR TIME 
wisely and sticking with your plan. Too 

many salespeople come in at 8 a.m., pour 
a cup of coff ee, sit down and ask them-
selves what they’re going to do that day. 
All too often the morning becomes a time 
to dwell on diffi  cult tasks and an invita-
tion to procrastinate.

Instead, start your day the day before. 
Take a half-hour or so at the end of your 
day to plan the next day’s calls and other 
tasks so you can come in and get started 
fi rst thing.

Th e next step is to keep focused on 
those activities and hold yourself ac-
countable for what you’ve planned. If you 
expect to make 30 cold calls the next day, 
or to get in front of six new prospects, 
take steps to assure that you actually do 
that. 

Maybe you’ll have to spend less time at 
the water cooler or take greater initia-
tive with contacting qualifi ed prospects. 
Maybe it’s just a matter of increasing your 
self-discipline. Whatever the case, simply 
put, do what it takes to reach the goals 
you set for yourself on a daily basis.

Th ankfully, the times aren’t as bad as 
they were in the Great Depression. In-
terestingly, it’s often been said that more 
people became millionaires in the 1930s 
than during any other period. While that 
may be an exaggeration, it’s no exaggera-
tion to say that it is possible to do well 
when the economy isn’t doing well. Start 
today to cultivate successful strategies, 
and by the second or third quarter of this 
year, you’ll have a bumper crop of sales to 
harvest.
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Show that your job isn’t just about selling, but also 
about off ering the best service and industry insight 

your company can provide, on an ongoing basis.

Great companies of all 
sizes invest in their future by 
grooming the next genera-

tion of leadership. Yet right now, 
most businesses are concerned 
about cutting costs and may be 
tempted to scale back on that 
investment.

When businesses struggle, 
an executive coaching program 
might seem like an expendable luxury, 
even though it is precisely during such 
a period that leaders need the most as-
sistance and support. One way to resolve 
this dilemma is to establish a continu-
ing, pervasive coaching culture, rather 
than bringing in a traditional short-term 
coaching program.

A coaching culture arises out of the 
impulse to share success with others. In 
this paradigm, employees are coached, 
then taught to coach others in the com-
pany, which eff ectively at least doubles 
the number of coached individuals in a 
traditional program. 

While a traditional coaching program 
is benefi cial to individuals, creating a 
coaching culture creates tangible results 
for the business as a whole, as well. It 
promotes an environment of mutual 
support, fosters greater commitment to 
the organization, builds management 
and leadership skills, improves overall 
performance and adds to the bottom line, 
all while addressing the specifi c problem 
areas and goals of individuals.

Th e principles are the same for large 
and small organizations committed to 
long-term positive change. Some of these 
principles include:

RELY ON PROFESSIONAL COACHING FOR AT 
least the fi rst of those learning to become 
coaches themselves. Whether you start 
with a handful of employees or an entire 
department, the fi rst participants to plant 
the seeds of a companywide coaching cul-
ture must have experienced professional 
coaching themselves to be able to later 
coach the others.

A professional coach initially helps 
the individual participants reach their 
personal goals, but at the same time, the 
participants are learning what it’s like 
to be coached. When the participants 
are ready to coach other employees, the 
professional provides them with right 
tools to coach: a curriculum and objective 
feedback.

Th e company could choose to have 
professional coaches take over any ad-
ministrative duties, including evaluation 
of progress, or it could phase out much of 

the professional coaches’ involve-
ment, depending upon budget. 
Generally, though, the profession-
als should at least be available for 
participants’ questions even after 
the change to a coaching culture is 
well under way. 

My company’s experience has 
been that once a business begins 
to make the transformation, it 

wants to not just maintain it but expand 
it, requiring the ongoing participation of 
professional coaches. Either way, there’s 
no sense in beginning this endeavor 
without seeing the benefi ts develop over 
the long term.

GET BUY-IN FROM THE TOP TO TRANSFORM 
the whole. Company leadership must 
embrace cultural changes of any kind 
in order for them to work. In creating a 
coaching culture, the right signals from 
the C-suite can increase enthusiasm and 
participation, thereby increasing the 
chances for the culture to fl ourish.

Try establishing an advisory board for 
oversight and to engage people beyond 
the fi rst participants. Th e board should 
include executives and anyone else inter-
ested in promoting a coaching culture.

In one such instance, a client’s advi-
sory board initially consisted primarily 
of representatives from the departments 
where the coaching culture was to be 
established. 

Soon, people from other areas were 
intrigued, human resources managers 

joined the board and not long afterward, 
lower-level employees were asking to 
observe its meetings.

KEEP PARTICIPATION FREE FROM CONFLICTS 
of interest. Issues brought up during 
private coaching sessions should be 
confi dential and without workplace re-
percussions. Coaches should never work 
with anyone who reports directly to them, 
although certainly supervisors need to 
have input during the coaching process to 
help set goals and devise a measurement 
structure to gauge improvements.

Being coached, learning to coach and 
coaching others all require a consider-
able time commitment, and it’s important 
for morale and job satisfaction not to 
draft anyone into unwanted tasks. When 
participation is voluntary, participants 
perceive it as a benefi t with no hidden 
agenda. 

After all, one-on-one coaching isn’t usu-
ally widely available, so most people are 
thrilled to be coached, and they usually 
derive personal satisfaction from helping 
others achieve their goals. 

At the same time, leaders discover that 
their investment in their company’s talent 
produces gratifying results far beyond the 
scope of the average coaching program.

MARY ANN PILOTTE is executive vice president 
of Gallagher Consulting Group, a Columbus-based 

communications consulting, organizational 
planning and executive coaching fi rm.
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Teaching employees to coach each other will improve work environment

Show that your job isn’t just about selling, but also
about offering the best service and industry insight

your company can provide, on an ongoing basis.
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