eal Life
Secrets |
Revealed

Forget Tom and Katie, Jen and Ben — the
secrets you really need to know are here
in SMI magazine, revealing how some of

the country’s best sales managers

achieve their amazing success! |
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Interviews with
4 Top Sales Managers

recently had the pleasure of interview-

ing four successful managers for

builders of all sizes from across the

country. You will see that they are
strikingly similar in the strategies and
processes that they implement.

Here’s what they had to say.

It Begins with Recruiting
Most of the sales managers we inter-
viewed agree that success begins with
recruiting and building the right team.
*  As Super Bowl-winning football coach
Bill Purcell said, “Don’t ask me to cook the
meal, if I can’t buy the ingredients.”

Says Kym Baker, vice president of sales
and marketing for Weiss Homes based in
South Bend, Indiana, “We look for PhD’s—
that is, salespeople who are ‘poor, hungry,
and driven.” Finding the right dedicated,
internally motivated people makes my job
as a sales manager easier.”

She adds, “Processes can be taught, a
good attitude and enthusiasm cannot. I
don’t waste my time on people that I cannot
change, who I have learned take away from
the eager, coachable salespeople.”

Kandace Miller, sales manager for
Cornerstone Realty, a company created to
manage sales for Damascus and Presidio
Homes in Loganville, about 30 miles west of
Atlanta, concurs. “We follow a recruiting sys-
tem which leads us toward candidates that
have a “retail” mentality, that is, people who
are used to working long hours and under-
stand that we are offering them a challeng-
ing, fulfilling opportunity.”

Training is Paramount

As Francis Bacon famously said, “Knowledge
itself is power.” Therefore hiring people with
great potential but little new home sales
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By Roland Nairnsey, CSP

experience and not training them could
actually be counterproductive.

Miller adds, “Training is a huge part
of our success. From the day someone

is hired, training begins. It may seem
repetitive, but I want their presentation
to be second nature.”

All four of the sales man-
agers we interviewed are
fortunate that their com-
panies have invested in
extensive training pro-
grams from some of the
leading consultants in
the industry. However, they
will all tell you that training
isn’t an “event,” but it is the day-to-day
implementation of these proven processes
and strategies that has caused their consis-
tent success. This training often takes place
with scheduled on-site visits by the manager.

As Baker says, “I schedule weekly coach-
ing in the models utilizing a Customer-in-
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help sales people plan in advance and even
script what to say when they follow up with
a customer.”

Rhonda Oellerich, vice president of sales
for Keystone Homes, located in Augusta,
Georgia, agrees. “I meet with the sales team
and strategize an action plan for follow up
with EVERY customer that comes through
our door.”

Training for many managers also takes
place in sales meetings.

he Scoop on Sales Meetings
Baker says, “Sales meetings held weekly on
Saturday mornings get the team fired up
just before their peak traffic/selling time.
We discuss processes that work and plan
answers to commonly heard objections.”
Miller agrees. She plans out her sales
meetings six weeks in advance and posts the
schedule so the salespeople can be pre-
pared with their training responsibilities.
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Mills has learned to adapt his manage-
ment style to suit the behavioral style of
each salesperson, and has found that in
order to maximize his effectiveness with the
sales team he must motivate them with
rewards that are important to them.

They all agree that keeping the team
focused is also an essential ingredient of
their sales team’s success.

Getting to the Goal

“I find that setting goals annually can be too
much of an overwhelming target,” shares
Baker. “I set goals, daily, weekly, monthly,
and then annually. I have found that break-
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and therefore the tape’s positive impact is
immeasurably luminescent.”

Is it Luck or Success?
Mills shares, “Socrates stated, “The unexam-
ined life is not worth living.” I believe that
unexamined success is not worth having.
Success that you cannot explain or dupli-
cate is luck. Brainstorm where you are today
and how to improve. Then when imple-
menting a new idea, always measure its
effectiveness.”

We should measure not just sales, but
conversion ratios, conversion ratios per visit,
and conversions with and without Realtor®
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