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Marketers are constant ly facing cuts in resources, but increased
pipel ine obl igat ions.  

CS professionals are deal ing wi th increased churn as companies
shed tech tools,  and larger upsel l  quotas as rev leaders seek to
mine current logos for expansion growth.

According to RepVue, 60% of sales reps missed quota in Q3
2023. For the better part  of  22-23, ENT attainment has been
reported below 40%.

Does that make the major i ty of  sales professionals bad at  their
jobs?

No.

In fact ,  i t ’s  the opposi te:  the major i ty of  sales professionals are
good at  their  jobs.

Can you think of  how many actual ly poor sales people you’ve
worked with in your l i fe? (The clueless,  the incompetent,  the
immoral ,  the lazy?)

Guarantee i t ’s  a smal l  number.  The major i ty of  people are good,
honest,  hard-working and pleasant -  a l l  t ra i ts that  are perfect  for
revenue professions.

So how do we get more people to hi t  their  number regular ly,  and
shed the reputat ion the market saddles us wi th when we fal l
short? 
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CHALLENGE

https://www.repvue.com/blog/60-of-reps-suck-at-sales-or-do-they
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Revenue professionals,  i t ’s t ime to acknowledge you, and
only you, are responsible,  interested and best-posit ioned to
be your own supreme advocate for career improvement.

Why though? In th is wor ld fu l l  of  social  resources and corporate
training programs, why are we the ones that have to take
control?

I t  starts by understanding that,  of  a l l  the th ings we don’ t  control ,
we have to wrest le back ownership of  the one var iable we
actual ly DO:

TRAINING & LEARNING
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DOSE OF REALITY

Let ’s look at  the real i t ies:

When hired, you are a number in a corporate f inance
sheet,  a plug-and-play to hi t  a revenue number.

To do that,  the pr ior i ty is ramping you quickly on product
knowledge and internal  process. Why do you think
onboarding mater ia ls emphasize these i tems, but rarely
touch on the actual  psychology and ski l ls  of  market ing,
sales and customer success?

Your company does not exist  to make you a better
salesperson. They exist  to leverage your ski l l  to be a
r icher company.

So i f  you’re not gett ing i t  f rom the seat you’re occupying 40
hours a week, where else?

Most are exposed to the wor ld of  sales for  the f i rst  t ime
via the media.  Fi lms l ike Glengarry Glen Ross, Wal l
Street,  The Boi ler  Room, and The Wolf  of  Wal l  Street al l
hold recognizable c lout and pop cul ture s igni f icance in
popular iz ing the profession.

Whi le entertaining, they are also some of the worst
examples ever made of  how to conduct yoursel f  as a
sales professional .
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Up unt i l  the last  decade or so,  there were basical ly no
sales-focused curr iculums at  the col legiate level  in the
United States,  and no accredi ted degree programs.

There’s been improvement in the area (see U.S. News)
but for  those of  us who aren’ t  pul l ing a Rodney
Dangerf ie ld,  we won’t  benef i t .  And with only roughly 20
school  choices,  there isn’ t  a wide range that is avai lable
l ike other majors.

“Hey, I  thought you were going to ta lk about sel l ing,  not the lack
thereof!”

We’re set t ing the stage, c lassic problem ident i f icat ion…so i f  we
can’ t  get  our solut ion through our work,  the media or universi ty,
what else to do?

We create our own solut ion.

Again,  you have to wrest le back ownership.  So here i t  is :

So the media’s done a poor job,  where else?

Don’t  bel ieve me? Spoi ler  a lert :  a l l  4 f i lms end with main
characters going to ja i l  for  cr imes related to their  revenue
act iv i t ies.

https://www.usnews.com/best-colleges/sales-major-5218
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WHAT DOES THAT LOOK LIKE?

Creating, testing and documenting your own process and
success, and not relying on corporate-provided
alternatives.

Marketing and promoting your own brand, tel l ing your
own success stories, and making yourself  indispensable.

Commitment and discipline in scheduling t ime to pursue
certif ications, addit ional training and enablement
opportunit ies,  and peer learning.

Studying new materials,  techniques, and research to f i l l
knowledge and skil l  gaps.

You have to make the investment in you. Only you wi l l  put
yoursel f  #1.

I t ’s  a daunt ing task that never ends, because as you progress in
your career you wi l l  only cont inue to accumulate exper iences
(and accolades.)

But remember that  YOU never end. This is a need that never
goes away, so you have to constant ly sel l  yoursel f .  That
requires the investment.

The most important sale you’l l  ever make is closing
yourself  on the t ime and effort  to become a more
educated, more skil led, more intel l igent revenue
professional.
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At the same t ime, schedule t ime with your org’s top
performers.  Pick their  brain on common scenar ios,
language, their  strategy and thinking.

Here’s some recommendat ions:

1) Document your own sales phi losophy, mission and
playbook. Your best pract ices and sty le won’ t  change much
from role to role.  Plot  f rom beginning of  cycle to end.
Notate what works and what doesn’ t .  Don’ t  f ret  about gaps -
use those as focus areas. I t ’s  a l iv ing document,  update
regular ly.

2) Col lect  wr i t ten recommendat ions f rom col leagues,
leaders,  and customers.  Thank them before and af ter  for
contr ibut ing.  These are your personal  success stor ies and
future referrals.

Document al l  of  your wins immediately thereafter,  just  l ike
updat ing your CRM. These are your t rophies.  Win emai ls,
messages of  thanks, execut ive shout-outs,  leaderboards,
etc.  are al l  great at tent ion getters and proofs.

3) Schedule at  least  1-2 hours weekly to study outside
content.  I t ’s  r i fe on LinkedIn,  you won’t  have trouble f inding
good ideas. The mission here should be not to s imply
copy/repeat what people say and do, but to understand
WHY i t  works and then apply i t  wi th your own personal
touch. 

GETTING STARTED
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Cert i f icat ions l ike MEDDIC can add tremendous value to
your knowledge base and process, and look great to
employers.  Creat ing foundat ions and frameworks wi l l  help
you stay organized as you bui ld out your playbook and
process. 

Most important ly,  study their  habi ts.  Compare to yours and
f ind the gaps or new perspect ives.

4) There’s no subst i tute for  study and pract ice.  Books l ike
Gap Sel l ing Never Spl i t  The Dif ference, The Chal lenger
Sale,  You Can’t  Teach A Kid to Ride A Bike at  a Seminar &
more have al l  taken on massive recogni t ion in the
profession. Again,  f ind what you l ike,  b lend the best ideas
and incorporate your personal  sty le.
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To that point ,  The Wolf f  Den hosts regular discourse on best
pract ices and how to accompl ish these object ives.  I f  you’re
open-minded and passionate about learning, #JoinThePack
#HuntTogether.

The investment in yoursel f  never ends. The changing
marketplace wi l l  create new networks,  p lat forms and
opportuni t ies to highl ight  your work and ident i fy learning
opportuni t ies.

CONTINUED EDUCATION
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