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'INFORMATION YOU AND YOUR SALES TEAM MUST KNOW NOW' 
 

This is truly a life or death choice for your business. 
Never before in history, has this information been so absolutely essential to 

 customer attraction and sales. 

 

If you want to know how to create customers that love you, return to you, bring their friends 

to you, speak highly of you, and recommend you to others, then just read on. 
 

THIS ISN'T JUST A WAY TO MAKE MORE MONEY, IT IS A COMMUNITY, 
 A MOVEMENT, A PART OF EVOLUTION, WHICH THE WORLD IS SO  

DESPERATELY CRYING OUT FOR. 

 

Using these systems will revolutionise your business. 
You can take advantage of this RIGHT NOW. 

 

Can you think of all the businesses you've dealt with, where you have felt let down by them 

in some way? Separate yourself from those groups, and stand out from the crowd when you 

employ these systems. 

 
When your sales team focus on making money, your long-term  

sales will suffer. When your sales team focus on helping the  
customer achieve exactly what results the customer seeks, sales 

 will skyrocket … and so will profits. 
 

THE LIFETIME VALUE OF A CUSTOMER IS FAR MORE IMPORTANT THAN  

A ONE-TIME SALE! 
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This short, powerful book will give you a simple set of steps to help you seriously improve the 

sales effectiveness of your team, and yourself, over the short, medium and long term.  

 

This is the age of customer empowerment: you need to have every step of your sales process 

joined up and focused on blowing their socks off … you cannot afford any slippage.  

 

Any chain is only as good as it’s weakest link, and the customer will find your weakest link in 

an instant: they won’t tell you they’ve found it… they’ll just gently slip away, leaving you 

scratching your head, wondering why ‘selling’ is so ‘hard’, the competition is so tough, and how 

on earth you’re ever going to reach those stretching sales targets you have.  

 

If you’re lucky, the customer will leave it there: if you’re unlucky they may start spreading bad 

news about you online … and then you’re REALLY in trouble. 

 

Far better to get it really right in the first place? 
 

This book also provides an introduction to the ideas and principles behind the worldwide ‘Slow 

Selling’ movement in a way that is easy to understand and apply, and signposts you to the places 

where you can go for extra help and guidance. 

 

You will be guided through the thinking and tools for every one of the 7 sins, then you’ll have 

a simple ‘action point’ to consider after each one. This ‘action point’ is designed to help you take 

action both as a manager or leader, and as an individual.  

 

We then sum up all the action points at the end, with room for your notes, so you can use this 

as a simple but powerful continuous improvement plan! 

 

Thanks for taking the time to read it: if you need help or advice at any point, you can find it at 

www.slow-selling.org, where you’ll also find plenty of videos and other free resources. 

  

http://www.slow-selling.org/
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Introduction 

“Every business owner and sales director we talk to tells us the same story: customers are re-
setting the agenda and it's driving huge commercial change. Previously loyal buyers are making 
their decisions using online research, AI and automation. They can access global markets like 
never before and the way that businesses buy and sell is changing forever.”  Guy Arnold, Founder 

of ‘Slow Selling’ 
 

Does this sound familiar in your place of work? 

 

It seems to me that the challenges for everyone - in particularly for those in sales - in the 21st 

century are ever-changing and it gets harder and harder to keep up with this constant treadmill 

of change and continued increase in global competition.  

 

The internet is empowering the customer like never before they can not only compare your 

products, services and, most importantly, prices against worldwide competition, but also, they 

can review you and complain about you, at the speed of light, fairly or unfairly, through social 

media, review and feedback websites. 
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These changes are as a result of the ‘information revolution’, where it has become more 

powerful for individuals to talk about you, through the power of two-way mass communication, 

than it is for your own marketing department to influence people's attitudes and buying desires. 

 

One customer review can often hold more buying or anti-buying power than a full-page advert 

in a national newspaper. 

 

Two-way Global Communication is now the norm, so new brands can quickly become a huge 

success if they deliver fantastic results for customers, while long established brands are 

constantly under threat and are being undermined by upstarts and innovation in this fast-

moving new economy. 

 

It seems like everything is simply getting faster & faster, and while this is the case from the 

point of view of the customer, behind-the-scenes it is becoming ever more important to slow 

down and think… and make sure that we comply with the natural and blindingly obvious 

common sense principles of human motivation and behaviour.  

 

In a transparent and fast-moving world the challenge is to slow down and get it right for the 

long term, so the customer speaks about you behind your back for the RIGHT reasons!  

 

 

 
 

 



The Seven Deadly Sins of Sales – and what to do about them! 

 

 

7 | P a g e  

 

 

In a nutshell, the internet has turned the world of sales and marketing upside down … the old 

dysfunctional selling habits and techniques that have been profitably punted over the last 200+ 

years are becoming obsolete and even destructive to company sales and profits. 

In today’s market, the customer chases the supplier, rather than the supplier chasing the 

customer! 

 

Isn't it time to stop trying to employ manipulative sales techniques in order to sell to people, 

and instead, slow down, do it properly from the start, and focus on getting people to want to buy 

by being so remarkable and excellent they queue up to buy from you, buy all they can from you, 

and go out of their way to rave about you behind your back? 

 

So, in order to help you with this radically altered new world, in this short book we have tried 

to simplify the issues down to their key components, and present the solutions in a way that 

will help you reorganise your sales strategy, processes and behaviour in as easy a way as possible: 

both as a Manager and as an Individual. 

 

We help you to slow down, begin with the end in mind, and reorganise all you do, from top to 

bottom, towards a goal of delivering a consistent and continually improving customer 

experience, so your customers get to love you, want to buy all they can from you and rave about 

you behind your back to their friends. 

 

So let's say goodbye to all the old dysfunctional sales methods of quick selling and sales 

techniques and focus instead on identifying and avoiding: 

 

The Seven Deadly Sins of Sales 
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SIN number one 

 

Not realising the world has irretrievably changed 

and that old-fashioned sales techniques no 

longer work 

ere’s an alternative history lesson:  

We started off as hunter gatherers: This was a question of survival of the fittest. 

We then started living in small, fixed communities: Reputation was the key to success! 

 

Then the printing press was invented and the industrial revolution happened: One-way mass 
communication became available for the first time, and was dominated by big business and big 

money. We, in effect, had 400 years of industrial “survival of the fittest”: dominated by ‘mass 

marketing’ and ‘selling’. 

 

A word of caution:  

There are many snake oil salesman out there trying to sell you quick fixes. There is no quick fix 

for sales and reputation!  It takes a lifetime to build and a few seconds. 

 

Up to about 1960, innovation caused demand to generally exceed supply. But then this changed, 

supply started to exceed demand, and this gave rise to a whole new (rather dysfunctional) 

industry of demand creation and persuasive selling. 

 

H 
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We have now gone full circle: back to ‘small communities’. The only difference is that the world 

is now one huge local community, with two-way mass communication for the first time. So, 

once again, reputation has become the key to success. 

 

 

 
 

 

There is no quick fix when it comes to the reputation of your business! You cannot build long-

term success by trying to manipulate your online reputation through clever IT trickery, or by 

spending millions trying to persuade the world that your brand is 'cool'.   

 

Such an approach to your business is akin to King Canute building a sandcastle to hold back the 

tide! 

 

In order to avoid committing Sales Sin Number One, every individual and organisation needs to 

realise that this change has happened, accept it, throw out all their old dysfunctional ‘sales and 

marketing techniques’, and work out new rules for success in a world driven by reputation.  

 

You need to slow down and work on a formula for long-term success, rather than ‘quick fix 

sales’. Customers are becoming savvier and demanding more of their brands. Your responsibility 

and business need is to recognise this, slow down and respond accordingly.  
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Action Step for Sin No 1 

As an Individual As a Manager 
 

• Stop and Reflect: what are my ‘true values’?  

• Write down what you would like a customer 

to say about you behind your back (whether 

they purchased from you or not). 

• Distil this into a set of key values and write 

these down for all to see. 

• Review these values every week and choose 

one per week to work on: aim to improve one 

aspect of your sales behaviour per week, 

based on one of your values. 

 

 

• Gather the team together and explain the thinking 

behind ‘Sin No 1’ 

• Ask them to go away and reflect on your ‘team 

values’: what would they like a customer to say 

about them and the team behind your back 

(whether they purchased from you or not?) 

• Distil these into key team values, publish them 

prominently so the team see them regularly. 

• Review these values at every meeting. Choose one 

per meeting to work on: aim to improve one aspect 

of your sales process per session, based on one of 

your values. 
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Sin number two 

 

Driving faster when you’re lost 

f, like many, you tend to think of yourself as the world’s best navigator, you will do almost 

anything, when driving, to avoid stopping and asking for directions when lost. This is, of 

course, madness, and a sure-fire route to remaining utterly lost. 

 

 

 
 

 

When you’re lost, you need to slow down, take your bearings, work out where you are, work out 

where you need to be going, find the directions, make sure you have the navigation tools to keep 

you on course, and start again.   

 

Because of the huge changes happening in consumer behaviour today, as outlined above, many 

businesses are finding themselves lost and struggling to find their way. They go blindly on, 

I 



The Seven Deadly Sins of Sales – and what to do about them! 

 

 

12 | P a g e  

 

 

thrashing around, trying to find solutions. They reorganise, have sales drives, introduce new 

structures and take over other businesses, all in a manic search for the right direction. 

 

Old methods with tired results. 

 

This is made worse because most of today’s leaders and managers were brought up, educated, 

and even took MBAs in the old rules of ‘how to run a successful business’ and ‘how to ‘sell’’. 
 

This results in a Business Nightmare. 

 

 

 
 

 

But also a fantastic opportunity for those who are quick to identify a problem and even quicker 

to move in the right direction! 

 

The answer is to slow down, accept that the world has changed, question everything about your 

future direction (as it will be substantially different from your past direction), and begin to ask 

yourself … and, better still, your customers …  what a perfect business in your line of work 

would look like from a customer’s point of view. From this vantage point, you can then express 

that perfect business in simple terms and use this as a compass for all future activity to get you 

and your company moving in the right direction. 
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We call this a “Customer Focused Mission”. 

 

A great example of a Customer Focused Mission can be found in the world's leading retailers 

(they are, after all, operating in one of the most open and competitive markets of all). They 

make their mission simple by having a key methodology by which to approach every single 

customer: 

 

Tesco: To earn a customer’s lifetime loyalty 

Wal-Mart: Saving people money so they can live better 

Amazon: To be the world’s most customer-centric company 

 

A word of Warning 

Without a clear, empowering and compelling ‘Customer Focused Mission’, that is actively 

supported by your main shareholders above all else. You are doomed to failure in this area. 

 

If your shareholders are simply focused on ‘return on investment’ above all else, this will 

eventually force you into short term, quick fix decisions, that will knacker you. 

 

There are no exceptions. 

 

(If, however, you are in this awkward and stressful situation, the challenge is to personally 

behave in the ways advocated here, build your own personal reputation, and then either 

influence effectively from within, or get yourself to a place where you have more options, 

inside or outside your current organisation). 

 

This can be applied to any industry in which sales and customers matter (so every industry 
then!). A great example in a multi award-winning UK pub restaurant reads, “Every customer 

should leave with a smile on their face, keen to return and bring their friends.” 
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So, regardless of industry or the size of your business, it is clear and simple that happy customers 

lead to greater sales figures. Rather than the other way round.  

 

THE WAY TO ADDRESS THIS EFFECTIVELY IS TO: 

• Slow Down 

• Think it through: what would you like a customer to say about you behind your back 

• Put it into a simple set of words or pictures that applies to everyone, and is memorable 

for anyone 

• Check if you’re prepared to stick to this through thick and thin (and make sure all your 

stakeholders, especially shareholders, agree) 

• Check again 

• Then put it into writing, publish it and continually talk about it  

• Okay, so this so far seems like blindingly obvious common sense. The only problem with 

common sense is that it isn't that common 

 

Why is this? 

 

In a nutshell, and without going into vast detail, as humans we have two drives within us: 

 

Firstly, the animal Drive: We are biologically programmed to consider our needs above those of 

anyone else around us: on an evolutionary basis, we are hunter-gatherers, and the sales process 

is very similar to the hunting process where we either ‘kill or get killed’: the fight-or-flight 

situation. This is driven by the most basic part of the brain, the amygdala, which houses our 

instinct for survival. This hugely strong animal instinct, when aroused, is way more powerful 

than any of our other abilities, and it makes us do stupid things and act irresponsibly, especially 

in ‘stressful’ situations.  
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But we also have a human capability: this is where we can rise above our animal instincts and 

realise that any situation, (in particular a ‘selling’ situation) is not a life-or-death matter and 

does not require a fight or flight response. We can do this by employing the human part of our 

brain and rising above our animal instincts. When we do this we are using the ‘human’ part of 

our brain, the cortex, and we become much more trustworthy and effective… and sales 

skyrocket. 

 

And, of course, all of the ideas in this short book require the use of the human part of the brain 

and the subjugation of the animal fight or flight response. 

 

Say why is this so hard to do? It is, after all, merely blindingly obvious common sense?  

 

Well, of course, the answer is that our human instincts are to easily subjugated by our animal 

ones… what can be more important to us as an ‘animal’ than survival?  

 

Our animal instincts have ensured our survival for millennia, whereas the human part of our 

brain have only been at our disposal for a few thousand years. Our ability to act with 

collaboration, cooperation and humanism is all too often trumped by our animal fight or flight 

instincts in any pressured situation… and, of course, most sale situations can easily be seen as 

‘pressured’ situations! 

 

The biology behind this is quite simple: in order to make available the maximum amount of 

energy for the muscles (fight or flight), the amygdala automatically shuts down all non-essential 

systems during the ‘emergency’: this includes the thinking part of the brain … our ability to be 
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considerate, reasonable, empathic and constructive! For evidence of this, just look at the 

behaviour of people around you and on the news every day. 

 

So, what to do to avoid committing Sin No 2?  

 

THE KEY TO CALMING OUR ANIMAL INSTINCTS LIES IN SLOWING DOWN AND THE 

PRACTICE OF FOUR THINGS: 

• Altering our beliefs to see the interaction between us and the customer as a risk free 

opportunity to grow and develop, no matter what.  

• Training ourselves and realigning all our systems, step by step,  to remove inappropriate 

behaviours and substitute them for effective ones. 

• Changing our views and measures of success, and realigning them with the above two 

points. 

• Continual and systematic progress and development in tiny steps to keep us learning and 

growing. 

Easier to understand than to do… predictably! Read on for more tools and systems to help you! 
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Action Step for Sin No 2 

As an Individual As a Manager 
 

• Build a time into your week for ‘reflection 

and improvement’. 

• Research and practise steps to help you stay 

calm in ‘stressful’ situations. 

• Start thinking about distilling your values 

into a ‘Customer Focused Mission’. 

• Share your thoughts and mission with those 

around you: start talking about these, up 

front, with your customer, and asking them 

to perhaps give you feedback on how well 

you stick to them. 

 

• Share the ideas in Sin No2: about the 

difference between out human and animal 

instincts and how they can affect our 

behaviour. 

• Agree practical steps to behave in a more 

human (and less animal) way as a team, and 

build in accountability measures. 

• Start thinking about distilling your values 

into a ‘Customer Focused Mission’. 

• Share your values and mission openly: put 

in accountability measures to help you stick 

with them. 

 

 

And this brings us to sin number 3. 
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Sin number three 

 

A one-dimensional focus on getting a sale 

Surely, the whole purpose of selling is to get a sale? 

 

Well, yes and no. 

 

What I am suggesting is that you don’t want to just get a sale today; you want to be able to get a 

sale today, tomorrow, the next day, and so on. You want that customer to think you’re so 

fantastic that they want and need to bring all of their friends to come and see you. 

 

You want them to not only be your customer, you want them to be the best walking advert 

your business could wish for, and better yet, they will charge you nothing for marketing your 

company to everyone they know.  

You don’t want to ‘sell’ anything … you  
want customers queueing up to ‘buy’ it! 

As a friend once told me: 

There are people out there who genuinely need my help… and my job is to find them and give 

them what they need. 
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I never ‘sell’ anything, I just focus on being 100% genuine and 100% helpful, no matter what, 

and people then seem to want to buy from me. 

 

 

So: 

 

The purpose of your sales effort is not to get a sale… It is to get a positive emotional result with 

the customer. And then to slowly build sales through loyalty, reputation, repeat business, cross 

purchasing, buying up and referrals. 

 

A customer’s REAL needs are very different from their physical ones: they buy physically, but 

their need is always to satisfy a need that is deeply emotional. There are no exceptions. 

 

 

 
 

 

If you do what you do brilliantly, the sales will naturally follow, (and so will the repeat sales, 

cross sales and referrals) … not the other way round!  

 

If, on the other hand, you only focus all your efforts on ‘getting a sale’, then you might well just 

get a sale… Today…  
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But what about tomorrow, next month, and for the entire future of your business?  

 

What about your reputation, which will spread virally around the world at the speed of light, 

whether you like it or not, influencing hundreds, thousands, even millions of people without 

your control? 

 

The purpose of your sales effort is to get a positive emotional result: 

You need your customer to see you as a trusted, caring, attentive expert, whether they buy from 

you or not. 

 

You can’t sell to everyone, but you can build a genuine reputation of trust, care and attention to 

everyone. 

If you do this, when they buy from you, they will not only buy now, but return again and again, 

while also recommending you to all their friends.  

 

And when they don’t buy from you, they will return as and when they require your services in 

the future, and in the meantime, still recommend you to all their friends. 

 

This is so important! So, one more time...  

 

The purpose of your sales effort is to get a result…  Not a sale! 

 

Sorry, sales managers around the world, but there it is: The truth will out. 

 

So, the solution to Sin Number 3 is to slow down and have a structured, multi-dimensional, 

systematic, customer-focused sales process, filtered through the customers’ real needs, that gets a 

positive emotional result… before a ‘sale’… no matter what. 
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With this in place, the sales will naturally follow 
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Action Step for Sin No 3 

As an Individual As a Manager 
 

• Seriously test yourself: how committed am I 

to being 100% helpful and 100% 

trustworthy, no matter what? 

• How strongly can I genuinely support the 

statement: ‘My purpose is not to get a sale, 

it’s to get a positive emotional result? 

• Find some inspirational quotes or write the 

above mantras on your wall! Look at them 

and repeat them every day: this is serious 

mind reprogramming! 

• Review every ‘sales interaction’ and mark 

yourself out of 10 on ‘How well I stuck to 

this principle’. Find small steps you can 

change to steadily improve. 

 

• Review this sin with your team. Challenge 

them and identify situations where this 

belief is the hardest to uphold. Agree 

actions and measures to help us uphold this 

principle. 

• Start reviewing all your processes and 

measures and filter them through this 

principle: start changing them slowly, step 

by step, to conform to this belief. 

• Find some inspirational quotes on this 

subject and share them regularly with the 

team. 

• Put in some powerful ‘lead measures’ based 

on incentivising behaviour aligned with this 

principle. 
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The 4 dimensions of selling 

In all behaviour there are four dimensions to the human experience:  

 

 
 

Dimension 1: the spiritual dimension: this is the dimension that’s all about the spiritual results 

of our behaviours. What was the spiritual impact of our activity? Did it make the world a better 

place for ourselves and our community and the world itself? Did it align with our innermost 

beliefs? Will we be proud of what we did in 10 years’ time? Would we like everyone we care 

about to know what action we took? Have we stuck to our integrity? 

 

(And, as I’m sure you’re thinking, this is a dimension that is VERY often ignored in sales 

processes!) 

 

Dimension 2: the emotional dimension: this is the emotional impact we have quite separate from 

the physical results. What impact does this action have on our reputation and attractiveness for 

the long term? We could have achieved the physical results we wanted for example, at the 

expense of a relationship or the trust of a customer. 

(Another dimension that’s all too often ignored in sales transactions!) 
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Dimension 3: the physical dimension: this is the dimension that determines and measures the 

physical results of our behaviours. What actually happened?  

 

Dimension 4: the mental dimension: this is the dimension that determines and measures the 

mental results of our behaviours. In other words what did we learn or what did others learn 

from our physical activity? What were the wider impacts of what we did and how will they 

relate to future results and future social relationships? What have we learnt and what do we 

need to do to improve going forward? 

 

So, in any activity we take, it's vital to consider all four dimensions in order to make sure we 

are holistically sticking to our beliefs, principles and mission, and also systematically developing 

long-term relationships with those around us of loyalty, high quality trust and reputation. 

 

The ‘Slow Selling’ systems are designed to help us achieve all four: 

Dimension 1: the spiritual dimension:  ideas and principles to keep you sane, build your 

integrity, develop passion and joy in what you do, and develop a reputation of being intrinsically 

trustworthy. 

Dimension 2: the emotional dimension: ideas and tools to ensure you develop an unshakeable 

reputation of excellence personally and organisationally in the marketplace. 

Dimension 3: the physical dimension: tools and processes to get a significantly higher rate of 

customer attraction and sales conversion in the long term. 

Dimension 4: the mental dimension: tools to keep you learning and growing, both on and off 

the job. 

 

The problem is that it's always far too easy to forget the other three dimensions outside of the 

physical dimension... And this is particularly the case in the sales process for the animal instinct 

reasons we mentioned above. 

 

We suggest that, in effect, the simplest way to get in control of this, is to obsessively stick to the 

order of focus and application of the dimensions.  

 

Start with Dimension 1: what are our deepest values and beliefs? What do we need to be famous 

for in order to build world-class levels of customer attraction and reputation? 
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Then move to Dimension 2: what do the other people want from this engagement, emotionally? 

What do I need to consider first, in order to engage with them amazingly, whether or not they 

buy from me today? 

 

Then Dimension 3: how can we get the best outcome, physically (we are trying to be ‘successful’ 

after all!)? What world class sales systems do we need to build, at every step, to build on our 

attractiveness and reputation, and, through it, to develop world class levels of sales conversions? 

 

Then, lastly, Dimension 4: what have we learned, what value have we created? What do we 

reward? What measures determine our success? Are they short term (Lag measures) or long 

term (lead measures) … after all, what gets measured gets done? 
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Sin number four 

 

‘Quick Fix’ techniques  

ave you ever heard of the snake oil salesman? They are very active on the Internet these 

days. Perhaps these promises sound familiar: 

This technique made me hundreds of dollars in just 15 minutes a day! 

 

This process of Internet and Social Media Marketing will have sales falling through your 
letterbox like a waterfall! 
This closing tip will double your results! 
This website tool will treble your hits! 
Pull the other one! 
 

 
 

There is no quick fix: Some of these may give limited short-term results, but they will all be, 

without exception, at the cost of long-term effectiveness. 

H 
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If you manipulate your customer, they will see through you over time. They will mark you 

down as a conman, deter everyone they know from using your services, and most importantly, 

never buy from you again. 

 

If you try to build your business through techniques, manipulation and clever IT work, all you 

generate is a lot of extra work and big bills. A quick fix is just a temporary patch. It will peel off 

very quickly. 

 

Slow Down! In today’s world, the original rules are the ones that work. Ones that form the basis 

of every religion and have been around since day one, that we all know are common sense, but 

we all struggle to actually apply every day, because we have become so used to, and programmed 

by, the dysfunctional behaviours that have been promoted for the last 200 or so years.   

 

HERE ARE A COUPLE OF ‘ORIGINAL RULES’: 

• You reap what you sow. 

• Treat your neighbour like you would want to be treated (if you were them). 

• Stop trying to solve today’s problems with yesterday’s tools!  

Stop trying to build a slow relationship with fast actions! The world is now transparent 

and the customer has access to more options and knowledge than you do: use the tools 

from time immemorial and treat your customer like you would want to be treated if you 

were them. 

 

Then you will build reputation, trust, and loyalty, and as a direct result, the sales will follow. 

 

So the solution for Sin Number 4 is to slow down, make sure that everything you do complies 

with the simple rules of ‘Slow Selling’ and throw out the learned dysfunctional ‘quick fix sales 

techniques’. 
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Action Step for Sin No 4 
 

How do you know what you’re doing is right or not? 

Straightforward really: diagnosis before prescription. 

Put effective activity measures in place and get quality feedback from your internal and external 

customers using a ‘Business Barometer’, continually, professionally, systematically and 

obsessively, and use it to improve all you do, in small steps. 

For more information and guidance on how to do this… please read on! 

 

As an Individual As a Manager 
 

• Build a time into your week for ‘reflection 

and improvement’. 

• Gather feedback to find out where 

improvement is needed. 

• Find resources to help you improve  

• Work on one step of improvement per 

week 

• Develop a world class ‘sales process’ that 

you personally employ whenever you can. 

 

• Share this thinking with your team. 

• Build simple, powerful professional 

feedback systems into your processes (not 

quick, cheap ones!) 

• Hold weekly ‘Go the Extra Inch’ continual 

improvement sessions with the team: work 

on one step per week. 

• Develop a world class sales process, 

addressing every situation (as it arises) step 

by step, and put in checks and balances to 

make sure it’s employed. 
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Sin number five 

 

Unbalanced Measures 

What gets measured gets done… right?  

 

Of course. 

 

So, how are sales usually measured? 

 

Usually, by ‘sales produced’ or ‘money’? 

 

Of course. 

 

And, sometimes, by ‘activity generated’ (which is very often the wrong activity, as we’ve 

discovered above). 

 

We call these ‘lag’ measures: they are measures of fact – what has already happened. 

 

So, what activity is it that actually produces those sales? 
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As we have found out, it is doing the right things in the right way. So we need some measures 

of doing the right things in the right way: we call these “Lead Measures”. 

 

The difference between ‘lag’ and ‘lead’ measures can be easily illustrated by comparing your 

sales process to the weather. 

A ‘lag measure’ is like a weather report: what has the weather done over the past 24 hours / 

week etc … useful for analysis but completely useless for activity planning. 

 

 
 

 

A ‘lead measure’ is like a barometer: what is the weather likely to do in the future, based on the 

data to hand… no help for analysis, but vital for activity planning. 

 

Is ‘selling’ more about ‘analysis’ or ‘activity planning and execution’? 

 

When you want to know what the weather is going to do in the future, you need a barometer 

that measures the right things, that will provide you with the right answers in order to take 

appropriate actions. If it is going to rain, you can choose to stay inside or take an umbrella out 
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with you. If your barometer indicates that it will be sunny, you can take some sunglasses or sun 

cream with you.  

 

Remember:  

It takes a lifetime to build a reputation and minutes to destroy it. This is not a business feature 

that is “nice to have”; in today’s market, this feature is a  “must have" for survival. 

 

 
 

In the same way, businesses need a ‘business barometer’ to measure the right business activities 

and provide you with the results and answers needed to take appropriate action. This business 

barometer will provide measures that cannot be manipulated. It simply tells you the plain facts 

of what actions are being taken today and what will likely happen in the future… (whether you 

like it or not) so you can take effective action to change or develop before it’s too late! 

 

You need to find the lead measures within your business to help you take prompt, effective and 

meaningful actions to build experience, loyalty, and reputation… No matter what.   

 

Then the sales will follow … not the other way round! 

 

So the solution to Sin Number 5 is: You need to find the key ‘lead’ measures in your business. 

Measure them continually and obsessively. Have a clear and compelling scoreboard, and make 

sure these measures are applied at every level of your business so that your team can continually 

review and agree the right steps to take… 
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Action Step for Sin No 5 

As an Individual As a Manager 
 

• Look for simple, powerful ‘lead measures’ in 

your actions: these are usually simple 

behaviours that you’re either ‘proud’ of or 

‘would rather not repeat’. 

• Keep a journal. Every evening, write down 

one or two small actions you’re proud of, 

and maybe one that your rather not repeat. 

Don’t focus on the negative: only touch on 

it, with a positive focus to change your 

behaviour in the future. 

• Review your journal monthly to see your 

progress: you’ll probably be amazed! Slow 

and steady wins the race! 

 

• Share the learning about ‘unbalanced 

measures’ and their remedy with your team. 

• Look for simple, powerful ‘lead measures’ in 

your team actions: these are usually simple 

behaviours that you can continually learn 

from as a team. These often come from your 

simple, powerful, professional feedback 

processes. 

• Keep a log. Every session, write down one 

or two small actions you’re proud of as a 

team, and maybe one that your rather not 

repeat. Don’t focus on the negative: only 

touch on it, with a positive focus to change 

your whole team behaviour in the future. 

• Start writing these all into a ‘The way we do 

it’ type of manual, so you can always check 

and new team members can get off to a 

flying start! 
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The 4 Dimensions of Sales Measures 

e have seen that every sales process has 4 dimensions, so it’s logical that every team or  

Organisation should have 4 dimensions in their sales measures. 

 

  
 

 

We suggest that they might look like this; 

Dimension 1: Spiritual: how well are we aligning our actions with our Mission and Values? 

These measures would be things like checks and balances 

These are almost exclusively ‘lead’ measures 

Dimension 2: Emotional: what do our customers and people think of us? 

Measures like: proper feedback (internal and external), customer behaviour and loyalty. This 

will be partly ‘lead’ and partly ‘lag’. 

Dimension 3: Physical: what are our results? 

These are split clearly into ‘lead’ and ‘lag’ measures 

Lead: what actions are we taking? 

Lag: what actions are our customers taking? 

Dimension 4: Mental: how good are our continual improvement systems working? 

More checks and balances, focused on our ‘Go the Extra Inch’ systems. 

These will be mainly ‘lead’ measures, but can include some ‘lag’. 

W 
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What is certain that, with fewer dimensions of sales measures, you risk incentivising, or even 

driving, dysfunctional behaviour, which reduces loyalty, makes new customers more suspicious 

and eats away at your reputation. 

 

So: inch by inch: start looking at your measures and making them more 4 dimensional: after all 

… what gets measured gets done! 
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Sin number six 

 

Overegged targets 

n the animal world, it’s ‘survival of the fittest’: and in the ‘sales’ world, this rule has for 

hundreds of years been applied by the managers and leaders of Organisations in this way: 

 

‘Push people hard so they don’t slack: if you don’t push them, they’ll not apply themselves: use 

‘carrot and stick’ tools to make them do it’.  

 

The great jackass theory! 

 

 

 
 

 

I 
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The problem is that it works…. But only in the short-term and only to a certain extent: If you 

treat a person like a donkey, they will behave like a donkey! 

 

Here are the problems in this ‘traditional sales management’ theory, in the form of a few 

common-sense questions: 

• How does this affect people’s motivation and innovation? 

• How does this equip our team for a world of two-way customer interaction and global 

overnight competition? 

• How will our people treat our customers if we treat them like jackasses? 

• How might they act instead if we had a genuinely motivating and intrinsically 

worthwhile Mission, we continually listened to feedback to improve their tools and 

empowerment, we let them set their own targets to stretch themselves, we rewarded 

continual innovation and progress (no matter how small), we encouraged them to help 

their companions and managers in the same way, and we did all this transparently? 

 

Here’s a true story to illustrate the point:  

In the same amount of time that Toyota went from bankruptcy to being the most profitable 

manufacturing business in the world, General Motors went from being the most profitable 

business in the world to bankruptcy. 

 

 

 
 

 

Same market, same product…  Different mindset and processes. 

 

What was it that made the difference?        
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Kaizen. 

Simply put, kaizen is a process of continual ongoing improvement, increasing quality while at 

the same time reducing costs, in small, consistent, continual steps…  Week in, week out. 

 

We call this “Go the extra inch”®.   

 

Organisations that are struggling to cope think that they will solve their problems through huge 

changes of strategy, reorganisations and great sales drives. You see this on the news every day. 

 

Sadly, reality shows us a different result: They won't! 

 

They will often flounder about, wasting great deals of money on consultants and marketing and 

advertising teams, whilst putting more and more pressure on their  sales team: the net result is 

increased frustration and aggravation all round. At the same time, they will annoy the customers 

by breaking promises and patching up service on poorly thought through, knee-jerk actions. 

And all because they are trying to change too quickly, in steps that are far too big. 

 

 

So, the solution to Sin Number 6:  

 

Put a simple “Go the extra inch” process and targets into your business at all levels, to drive 

continual improvement in your sales, marketing, customer experience, innovation, marketing 

and cost reduction processes. 

 

Big steps can often lead to big disasters. Make your business become fanatical about constant 

improvement and develop a long-lasting approach to making yourself truly remarkable… one 

small step at a time. 
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Action Step for Sin No 6 

As an Individual As a Manager 
 

• Look for continual improvement, day by 

day, week by week and month by month, 

using the tools and steps outlined above. 

• Continue asking for feedback for objective 

sense checking. 

• Catch yourself doing it well. 

• Continually look for ways to improve: there 

is an abundance of help and support ‘out 

there’: never before has the individual had 

access to such a wealth of powerful 

information: remember to hold yourself 

accountable to this: if you want to succeed 

in your career, you need to be continually 

fitter and smarter … standing still is not an 

option! 

• Consider getting a coach to keep you on 

your toes and hold you accountable. 

 

• Share this thinking with your team: ask them for 

their opinion on how best to set stretching and 

motivational targets (you both want both). Use 

win/win agreements to plan and execute the 

process. 

• Look for continual improvement, week by week 

and month by month, using the tools and steps 

outlined above. 

• Continue gathering simple, powerful, 

professional feedback for objective sense 

checking. 

• Catch your team doing it well. 

• Continually encourage your team to look for 

ways to improve: reward ideas and input, no 

matter how small or whether it works or not.  

• Test and measure different ideas and keep 

looking for extra ways to make you fitter and 

smarter as a team. Teams love this! 

• Consider getting a team coach and trainer to keep 

you all on your toes and hold you accountable. 
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Sin number seven 

 

Poor Leverage of Resources 

he last, and most important deadly sin is thinking that sales are produced solely by the 

sales department. 

 

They aren't! Sales are produced by every single person in your chain… And a chain is only as 

good as the weakest link. Every link matters.  

 

Consider this: Your delivery person may have more influence on your customers than your 

salesperson. 

Your front-line phone operators will have more influence on your customer perception than 

your marketing people. 

Your bar person will have more influence on your sales than your bar manager.  

Your IT dept can make or break your reputation before you even know anything is wrong. And 

so on, and so on...  

 

The antidote is: Train your entire staff with the principles of your Customer-Focused Mission.  

• Make it clear that your aim is to be ‘Genuinely Remarkable’. 

• Make sure everyone sees themselves as ambassadors for your brand, in everything they 

do.  

• Ensure that everyone’s measures and incentives link together to produce fantastic 

teamwork aligned around the customers' real needs.  

T 
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• Have a clear and compelling scoreboard so that everyone knows what they need to do to 

move the business in the right direction.  

• Put simple “Go the extra inch”® process into your business at all levels.  

• Incentivise great customer-focused activity …over and above short-term sales!  
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Action Step for Sin No 7 

As an Individual As a Manager 
 

• Share these ideas: ask people for their 

opinions and continually listen for ways to 

improve. 

• Look for people who can add value and 

enhance your skills: when the pupil is ready 

the teacher appears. 

• When you’ve worked on all the above, start 

asking for referrals and recommendations: if 

you’ve done the actions well enough, 

people will be delighted to help you. 

 

• Share these ideas and your actions and 

measures with the rest of your organisation. 

• Work with them, using win/win 

agreements to develop processes where you 

can work effectively together and seriously 

enhance your sales through joined up 

processes. Never stop improving this. 

• Put incentives and measures in place that 

reward teamwork and collaboration, not 

just results! 

• Start sharing these ideas and thoughts with 

suppliers, then partners, then customers. 

Ask them how they can help you 

continually improve. 

• When you’ve worked on all the above, start 

asking for referrals and recommendations: if 

you’ve done the actions well enough, people 

will be delighted to help you. 

 

 

So, there you have it, the seven deadly sins of sales and what to do about them.  
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What to do next 

as this raised some issues for you, your team or your organisation? If yes, then you are 

normal: it is very rare to find an individual or team organisation that habitually gets these 

things right. That is why, if you commit to work on this and make it part of the way you sell, 

as an organisation, team or individual, then you will give yourself a very unfair advantage and 

start to rise above the average, normal and mediocre all around you. 

 

And you’ll start to see your sales figures sky-rocketing! 

 

So, what are you going to do about this? 

 

Knowledge without action is delusion and action without correct knowledge is madness.  

 

Rome wasn't built in a day, so, in keeping with the ‘Slow Selling’ principles, we suggest that 

you commit to a slow programme of small continuous steps of correction, development and 

improvement. 

 

Not only will this help you start to integrate these ideas and give you courage, confidence and 

optimism, this will also give you the habit of continual Improvement that will be so useful to 

you going forward, especially as you start to get better. 

 

And remember also: when people start to get good at what they do, the temptation is to stop 

improving and to rest on their laurels a bit. At the same time that your competitors all continue 

to be striving and developing new systems and products to win your customers away from you: 

the bigger you are the more people will be gunning for you and the harder any improvement will 

be. 

 

On top of this, everyone dislikes change: it puts them outside their comfort zone and makes 

them feel stressed: you need to be realistic and honest with yourself and those around you: take 

it slowly and do it step by step. 

 

So here are a few pointers on what you can do, with an emphasis on practicality and fitting into 

your daily routine which, if you are like everyone else, will already be jam packed full…  

H 
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AS AN INDIVIDUAL, you need to find simple and practical ways to hold yourself accountable 

and build in some continual improvement tools. Here are a few suggestions to get you started.: 

• Sign up for email updates and top tips at www.slow-selling.org 

• Print and start working on the ‘Action Steps’ one by one: take it slowly: true and lasting 

change takes time, and you’re already busy enough! Aim for one small sustainable step 

per week. (Full printable version below). 

• Consider getting a coach: formal or informal, a coach will help you apply new ideas and 

generally improve your skills and results. Be sure to get a coach who has a similar outlook 

and beliefs that you have and is accredited in the ‘Slow Selling’ principles and methods, 

so there are no contradictions at this fundamental level. 

• Teach to learn: when you teach something, you have to truly learn it: Get trained in 

‘Slow Selling’, and start training and coaching this material to others: it’s free to use, as 

we are a not for profit organisation, but, in order to keep the material intact and correct, 

we do insist that you’re properly trained and committed to CPD… (there is a charge for 

this, but we try to keep it as reasonable as possible).  

• For more details on getting trained or finding an accredited coach, please go to 

www.slow-selling.org or email support@slow-selling.org  

 

AS A MANAGER OR LEADER you need to find simple and practical ways to hold your team 

accountable and to keep pushing them sustainedly towards continual development and 

improvement: 

• Share this information with your team(s) 

• Sign up for email updates and top tips at www.slow-selling.org 

• Print and start working on the ‘Action Steps’ one by one do not go for this like a bull in 

a china shop: your team will take some persuading: take it slowly, step by step, fully 

consulting and involving them at every step (full printable version below). 

• Set up team and organisational simple, powerful professional feedback systems: build this 

into a team or organisational routine. Make sure to do it wholeheartedly and 

professionally (otherwise it’s unlikely to have a significant impact).  

• Consider a ‘Business Surgery’ from a trained ‘Slow Selling’ Auditor. This service carries 

an unconditional guarantee of value: you only pay what you think it was worth. 

• Consider getting a professional coach: being a manager can be thankless at times… 

especially when trying to integrate new ideas! A coach will help and support you apply 

http://www.slow-selling.org/
http://www.slow-selling.org/
mailto:support@slow-selling.org
http://www.slow-selling.org/
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these new ideas into your team or organisation, slowly, step by step, at a pace that will 

make a real difference. Be sure to get a coach who is trained and officially licensed in 

this material, so there are no contradictions at this fundamental level.  

• Teach to learn: as above. 
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Consequences  

Congratulations! You’ve got to the end. 

 

But you’ve managed to live without this information pretty successfully so far: why bother to 

change anything? Why not just think: ‘That was interesting, now back to business as normal’. 

 

Why fret and go outside your comfort zone? 

 

Well, it’s your choice: your choices today will determine your results tomorrow. 

 

If you do take some action, it’s likely that you’ll steadily improve your customer attraction, 

willingness to buy, loyalty, reputation and referrals. This is exactly the path that global giants 

such as Apple, Google and Netflix have taken. And you can do exactly the same! 

 

If you do, you’ll give yourself a strong and long lasting unfair advantage over your 

competition… and not only will your sales and margins steadily grow, but also your confidence, 

security and growth will skyrocket. 

 

If you don’t, everything may be fine for a time, but just remember these recent facts: 

 

• Kodak were head and shoulders the market leaders in photography before they went 

bust. 

• Marks and Spencer used to be the 3rd largest retailer in the World 

• Ratners went from being the largest and most profitable jewellery chain in the world to 

bankrupt in about 6 months. 

• Taxi drivers never saw Uber coming. Neither did the shops see Amazon before their 

trade started tailing off … and Blockbuster used to be the No 1 film retailer in the world 

not so long ago. 

 

Will you see the change coming? 
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Next steps: 

 

Thanks for reading ‘The 7 Deadly Sins of Sales’, we hope you have gained significant value from 

it, and, what’s more are committed to taking action from it. 

 

 

 

If you’d like help or information, please go to www.slow-

selling.org, where you’ll find free resources, a link to sign up to our 

‘free top tips by email’ service and all sorts of other information.  

 

You may also want to consider joining the ‘Slow Sellers 

Association’ and benefit from resources such as training courses, 

webinars with Guy Arnold, weekly tips & tools, and the like-

minded sellers’ forum.  

 

You’d also be able to display the ‘Slow Selling’ Kitemark and use the ‘Slow Sellers Oath’ in all 

your marketing. For more information, please take a look at www.slow-sellers.org 

 

 

Very good luck in your quest for more and better sales: remember it can be slow to do the right 

thing, but it’s always worth it in the long run! 

www.slow-selling.org
www.slow-selling.org
http://www.slow-sellers.org/
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Printable ‘Action Steps’ for Individuals: 

 Sin Action Steps 

 

1 

 

Old fashioned 

sales techniques 

 

 

 

• Stop and Reflect: what are my ‘true values’?  

• Write down what you would like a customer to say about you behind your back 

(whether they purchased from you or not). 

• Distil this into a set of key values and write these down for all to see. 

• Review these values every week and choose one per week to work on: aim to 

improve one aspect of your sales behaviour per week, based on one of your 

values. 

 

 

2 

 

Driving faster 

when lost 

 

 

 

• Build a time into your week for ‘reflection and improvement’. 

• Research and practise steps to help you stay calm in ‘stressful’ situations. 

• Start thinking about distilling your values into a ‘Customer Focused Mission’. 

• Share your thoughts and mission with those around you: start talking about 

these, up front, with your customer, and asking them to perhaps give you 

feedback on how well you stick to them. 

 

 

3 

 

One dimensional 

focus on getting a 

sale 

 

 

 

• Seriously test yourself: how committed am I to being 100% helpful and 100% 

trustworthy, no matter what? 

• How strongly can I genuinely support the statement: ‘My purpose is not to get a 

sale, it’s to get a positive emotional result? 

• Find some inspirational quotes or write the above mantras on your wall! Look at 

them and repeat them every day: this is serious mind reprogramming! 

• Review every ‘sales interaction’ and mark yourself out of 10 on ‘How well I 

stuck to this principle’. Find small steps you can change to steadily improve. 
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4 

 

‘Quick Fix’ 

techniques 

 

 

 

• Build a time into your week for ‘reflection and improvement’. 

• Gather feedback to find out where improvement is needed. 

• Find resources to help you improve  

• Work on one step of improvement per week 

• Develop a world class ‘sales process’ that you personally employ whenever you can. 

 

 

5 

 

Unbalanced 

measures 

 

 

 

• Look for simple, powerful ‘lead measures’ in your actions: these are usually simple 

behaviours that you’re either ‘proud’ of or ‘would rather not repeat’. 

• Keep a journal. Every evening, write down one or two small actions you’re proud of, 

and maybe one that you’d rather not repeat. Don’t focus on the negative: only touch on 

it, with a positive focus to change your behaviour in the future. 

• Review your journal monthly to see your progress: you’ll probably be amazed! Slow 

and steady wins the race! 

 

 

6 

 

Overegged 

targets 

 

 

 

• Look for continual improvement, day by day, week by week and month by month, 

using the tools and steps outlined above. 

• Continue asking for feedback for objective sense checking. 

• Catch yourself doing it well. 

• Continually look for ways to improve: there is an abundance of help and support ‘out 

there’: never before has the individual had access to such a wealth of powerful 

information: remember to hold yourself accountable to this: if you want to succeed in 

your career, you need to be continually fitter and smarter … standing still is not an 

option! 

• Consider getting a coach to keep you on your toes and hold you accountable. 

 

 

7 

 

Poor leverage of 

resources 

 

 

• Share these ideas: ask people for their opinions and continually listen for ways to 

improve. 

• Look for people who can add value and enhance your skills: when the pupil is ready 

the teacher appears. 

• When you’ve worked on all the above, start asking for referrals and recommendations: 

if you’ve done the actions well enough, people will be delighted to help you. 
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Printable ‘Action Steps’ for Managers and 

Leaders: 

 Sin Action Steps 

 

1 

 

Old fashioned sales 

techniques 

 

 

 

• Gather the team together and explain the thinking behind ‘Sin No 1’ 

• Ask them to go away and reflect on your ‘team values’: what would they like a 

customer to say about them and the team behind your back (whether they 

purchased from you or not?) 

• Distil these into key team values, publish them prominently so the team see them 

regularly. 

• Review these values at every meeting. Choose one per meeting to work on: aim to 

improve one aspect of your sales process per session, based on one of your values. 

 

 

2 

 

Driving faster when 

lost 

 

 

 

• Share the ideas in Sin No2: about the difference between out human and animal 

instincts and how they can affect our behaviour. 

• Agree practical steps to behave in a more human (and less animal) way as a team, 

and build in accountability measures. 

• Start thinking about distilling your values into a ‘Customer Focused Mission’. 

• Share your values and mission openly: put in accountability measures to help you 

stick with them. 

 

 

3 

 

One dimensional 

focus on getting a 

sale 

 

 
 

 

• Review this sin with your team. Challenge them and identify situations where 

this belief is the hardest to uphold. Agree actions and measures to help us uphold 

this principle. 

• Start reviewing all your processes and measures and filter them through this 

principle: start changing them slowly, step by step, to conform to this belief. 

• Find some inspirational quotes on this subject and share them regularly with the 

team. 

• Put in some powerful ‘lead measures’ based on incentivising behaviour aligned 

with this principle. Make these as powerful as your ‘lag’ measures (your 

traditional sales measures of results). 
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4 

 

‘Quick Fix’ 

techniques 

 

 

 

• Share this thinking with your team. 

• Build simple, powerful professional feedback systems into your processes (not 

quick, cheap ones!) 

• Hold weekly ‘Go the Extra Inch’ continual improvement sessions with the team: 

work on one step per week. 

• Develop a world class sales process, addressing every situation (as it arises) step by 

step, and put in checks and balances to make sure it’s employed. 

 

 

5 

 

Unbalanced 

measures 

 

 

 

• Share the learning about ‘unbalanced measures’ and their remedy with your team. 

• Look for simple, powerful ‘lead measures’ in your team actions: these are usually 

simple behaviours that you can continually learn from as a team. These often 

come from your simple, powerful, professional feedback processes. 

• Keep a log. Every session, write down one or two small actions you’re proud of as 

a team, and maybe one that your rather not repeat. Don’t focus on the negative: 

only touch on it, with a positive focus to change your whole team behaviour in 

the future. 

• Start writing these all into a ‘The way we do it’ type of manual, so you can always 

check and new team members can get off to a flying start! 

 

 

6 

 

Overegged targets 

 

 

 

• Share this thinking with your team: ask them for their opinion on how best to set 

stretching and motivational targets (you both want both). Use win/win 

agreements to plan and execute the process. 

• Look for continual improvement, week by week and month by month, using the 

tools and steps outlined above. 

• Continue gathering simple, powerful, professional feedback for objective sense 

checking. 

• Catch your team doing it well. 

• Continually encourage your team to look for ways to improve: reward ideas and 

input, no matter how small or whether it works or not.  

• Test and measure different ideas and keep looking for extra ways to make you 

fitter and smarter as a team. Teams love this! 

• Consider getting a team coach and trainer to keep you all on your toes and hold 

you accountable. 
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7 

 

Poor leverage of 

resources 

 

 

 

• Share these ideas and your actions and measures with the rest of your 

organisation. 

• Work with them, using win/win agreements to develop processes where you can 

work effectively together and seriously enhance your sales through joined up 

processes. Never stop improving this. 

• Put incentives and measures in place that reward teamwork and collaboration, 

not just results! 

• Start sharing these ideas and thoughts with suppliers, then partners, then 

customers. Ask them how they can help you continually improve. 

• When you’ve worked on all the above, start asking for referrals and 

recommendations: if you’ve done the actions well enough, people will be 

delighted to help you. 

 

 


