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How Common Sales Practices  
Create Common Sales Problems 

-by Mike Shannon 

The global economy and outsourcing to countries with 
low labor costs has permanently changed the 
environment in which all manufacturers compete. 
Common practices that have gone on unchanged for 
decades no longer allow companies to generate 
sufficient new business to outpace the decline in gross 
profit due to market forces beyond their control.  
One of the areas where “we have always done it that 
way” is in the selling process. Five specific problems 
that most companies face are salespeople who: 

1. Know too much 

2. Are guilty of seller-centric behavior 

3. Try to sell to everyone 

4. Focus on feature and benefit selling 

5. Waste time trying to control things out of their control 

In most cases salespeople know too much for their own good. The tendency is 
for salespeople to “show up and throw up” while they impress no one but 
themselves. You demonstrate your knowledge not by what you say but by the 
questions you ask. Never expect to impress a prospect by simply dumping all of 
your product knowledge into their lap. Who ever told you they wanted to know 
any of that information in the first place? 

No one visits the doctor to hear the doctor talk about themselves. What you are 
concerned about is how quickly the doctor can help you get better. In reality, 
doctors are some of the best salespeople because they have mastered the art 
of getting you to tell them where it hurts. Think about how this applies to your 
own sales process. Do you have salespeople who can talk at length about your 
products but know nothing about the customer’s business? Why should you 
expect them to consider doing business with you when your salespeople do not 
even bother to ask them “where it hurts?” Such seller-centric behavior never 
allows you to get to the root cause of the customer’s pain, and without that you 
will never know what they are willing to invest to make the pain go away. 

You are a proven manufacturer of a valuable product, so why don’t you qualify 
your customers, instead of the other way around?  Whoever said “the customer 
is always right” only got half of the story. The part they left out is “… but they may 
not be right for you”. The truth is you will never sell to everyone.  So why do your 
salespeople spend the majority of their time trying to convince prospects to say 
yes? Statistically speaking, you’re going to hear no more than yes anyway, so the 



question becomes, do you want to hear that “no” early or late in the business 
development process? Determine early on why people will not buy from you.  
That will free up your selling resources to locate and develop those customers 
most likely to actually make a purchase. 

When asked why people buy from them, nine out of ten salespeople will respond 
“because I develop good relationships with my customers.” But if all salespeople 
are saying the same thing, then the reality must be something different. Upon 
meeting a prospect, salespeople typically launch into a feature and benefit 
sales pitch that can cause prospects’ eyes to glaze over. Most people buy 
based upon emotions. They may justify their decision intellectually, but the 
underlying ego state that leads to a final decision is usually pure emotion.  The 
skill required is how to ask questions which uncover the pain or problem the 
prospect is trying to solve, and then - how to attach emotion to that pain. If you 
can elicit an emotional response, you will have a prospect motivated to make 
decisions. 

There are only two things in a salesperson’s control – their attitude and their 
behavior. Taking personal responsibility for managing their own actions will result 
in far greater success than all the energy spent trying to influence external 
circumstances or other people.  Systematic and effective prospecting behavior - 
something totally within the control of a salesperson - will cure virtually every sales 
problem. Unfortunately too many ‘professional’ sales people have never been 
taught how to prospect or how much prospecting is enough. The result is a weak 
pipeline of new business opportunities that results in desperate measures to close 
the few potential clients they do have.  

If you recognize any of the five problems outlined above, perhaps the ability of 
your people to effectively sell your products may no longer be adequate.  If so, it 
may be time to invest in developing a more effective selling process! 
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