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3 Trends That Matter The Most to Sales Organisations!

THE CURRENT ECONOMY
There are many ways of 
capturing the attention of 
your prospects in this day and 
age, however underlying all 
this white noise is the need to 
have di�erent conversations - 
with yourself and with your 
client. It is the need to stop 
selling and start connecting 
with them at a deeper level.

For you to be known as an 
industry leader you must do 
more than create desire by 
educating them on why they 
need a product or service like 
yours. You also must build 
value around your service by 
o�ering them a greater 
experience before the sale.

Re-purchase of your products 
or services by your existing 
clients is important, however, 
just as crucial, is getting new 
clients. In order to attract your 
existing and potential clients 
from staying with the status 
quo or moving elsewhere, it is 
important to develop an 
e�ective means of 
communicating with them. 
More than educating them 
about your product or service, 
rather educating them on how 
they can build their business, 
too.

Having mentored and trained 
an extensive amount of 
‘business people who sell’ in 

over 12 countries in the past 
past few years and having 
personally experienced that 
environment for over two 
decades in corporate sales 
environments, we have 
determined certain factors 
that di�erentiate those 
businesses that become 
successful, from those who 
do not perform as well.

Identifying 3 di�erent trends in 
this guide will help business 
people who sell to think a little 
di�erently about their approach 
because some businesses, sales 
teams and individuals may have 
to rethink their approach to the 
market completely.
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TREND 1
DELIVERING REAL VALUE OVER
AND ABOVE PRODUCT AND PRICE

As Jessie J sings.... “It’s not 
about the money, money, 
money...” and the shift is 
happening.

So, if it’s not about the money, 
then what is it about? Well, it 
kind of is about the money, 
but it’s also more than that, it’s 
about collaboration of ideas 
and education and real 
connection.

It’s not about the product, it’s 
not about the company, it’s 
not about the service. They 
can all be copied, rebadged, 
replicated. But you, the value 
you bring to the table, the 
challenging conversations, the 
bold assumptions, the 
empathy, the relationship, the 
culture you live by, the follow 
up, the education, the 
experience you provide 
cannot be copied, rebadged 
or replicated.

Every salesperson is their own 
CEO, regardless of whether 
they are an entrepreneur or an 
employee, therefore they are 
the source of these 
intangibles, not the product. 
The value is wrapped up in the 
intention, the purpose and the 
tacit knowledge the 
salesperson possesses. It’s 
about the intellectual and 
emotional property they 
possess and how they utilise 
that with the customers.

The person who owns the 
relationship owns the 
business. We are now in the 
Connection Economy.

You need to place a currency 
on your thinking, your ideas 
and internal resources or you 
won’t value the relationship 
with yourself or  others.

If you don’t, you will have no 
value to o�er and therefore be 
at the risk of becoming 
extinct.

Delivering real value over and 
above product or price is all 
about the intangibles today - 
being known for what you 
bring to the table of others.



TREND 2
STAGGERING INCREASE IN COMPETITION

Growth means more players 
and less opportunities, 
providing a wider range of 
services and competitive 
prices. If you or your sales 
team are not di�erentiating 
your business from the rest of 
the pack and building 
competitive advantage for 
your customers, then 
something has to change. 

With value being the focus of 
business over the past 20 
years, the next 20 years must 
focus on di�erentiation and 
positioning in the market 
place even more by 
salespeople being seen as 
experts. This will occur 
through increased 
improvements in account 
management, di�erent 
engaging and challenging 
conversations and enhancing 
the perception of the unique 
value you or your team 
delivers. It’s all about 
engagement over agreement.

Di�erentiation now can only be 
created when the customer 
perceives one organisation has 
a better understanding of the 
needs of its business than 
another through demonstrated 
connection, expertise and value. 
This must be the focus for 
business in the 21st Century.

Di�erentiating a business 
through an Enterprise Value 
Proposition is only one step. As 
one CEO was quoted “The right 
people in the right roles is the
only thing that di�erentiates 
companies anymore…”
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To bridge the gap, we must 
dig deeper and consider other 
issues such as who our sales 
team is talking to within our 
existing customer base and 
how they are talking to them. 
If they are not speaking to the 
right people then address 
what is blocking them or 
determine if they are even 
ABLE to do the job.

Evidence from other Senior 
Executives seems to suggest 
sales personnel of today have 
particular problems with their 

skill set when it comes to 
business speak with a decision 
maker. These same decision 
makers were asked to disclose 
what their major hesitation 
was in meeting sales people. 
The overwhelming response 
was:

‘Most sales people, who call, 
simply don’t know enough 
about the issues in my 
industry and how they are 
a�ecting me, for me to waste 
my time to meet with them.’ 
(Robert C. Beck, D.Sc)

“In a recent survey of 
decision makers only 
7% of sales people 
were seen by those 
customers as being 
worthy of their time.”

42nd SAMA Conference
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‘The ability for salespeople to 
demonstrate they understand 
our real issues was the key 
reason for sales success’ 
Revolutionary Marketing and 
Sales Strategies.

The opportunity to address 
the psychology of salespeople 
in selling (soft skills) o�ers a 
real competitive advantage 
compared with organisations 
who only focus on the 
mechanics of selling (or hard 
skills).

In a survey of Sales Directors, they found that only 8% of their 
sales people are consistent peak performers, whilst a huge 41.48% 
felt sales people of today are well ‘below standard expectations’

8% of their sales people 
are consistent peak 
performers

41.48% felt sales people 
of today are well ‘below 
standard expectations’

(Source: Trainique Limited)



TREND 3
PEOPLE STILL GRAVITATE TOWARD STRONG
BRANDS & VALUE AS A MEASURE OF QUALITY

3 Trends That Matter The Most to Sales Organisations!
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So why are brands so important?

We gravitate toward quality products because of our 
innate needs

When people buy products such as Rolex watches or Gucci 
purses, they often do so because they have an emotional 
attachment to the brand since they associate it with a lifestyle.

Labels and value have become shorthand to evaluate quality.

The average 
consumer 
mentions 

specific brands 
over 90 times 
per week and 
this thought 
process also 

transfers itself 
to the business 

world!

Time-proven 
brands and/or 
‘net delivered 

value’ can help 
you succeed no 

matter the 
economic 
climate!

•

•

Psychological research says every person has certain needs that
must be met.

One of these is the need for significance and esteem: 
self-confidence, achievement and respect from others - how we 
feel.

Another is the need for certainty and to stay safe. In today’s 
economy that could mean not making a decision for fear of 
losing your job and therefore, not rocking the boat.

Whether we admit it or not, some of the population want to feel 
as if they are a little bit better than the people around them and 
are driven by significance in this manner.

When we buy certain products or brands, we do so to make us 
feel secure, significant or give us some form of di�erentiation. In 
business it is the same.

•

•

•

•

•

How important is a brand to our esteem?
Strong brands activate a strong response in areas of the brain 
involved in positive emotional processing and associated with 
self-identification and rewards.

This is true, independent of product categories, proving the 
emotional bond between buyers and strong brands.

The Harvard Business Review reports that even in an economic 
downturn, trusted brands can still successfully launch new products.

•

•

•



Provide customers with 
an experience beyond 
just the product or 
service you are 
providing.
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SO HOW CAN YOU
USE ALL OF THESE
TRENDS TO YOUR
ADVANTAGE?

Consider the following…If you are buying a 
cup of co�ee, you could buy it for $3 at the 
gas station, or you could buy it for $6… or 
even more… at a specialty cafe. What’s the 
di�erence?

It’s all about the experience… the specific 
cup, the process of making it in front of the 
customer… it all makes the customer feel 
special and as if they’re getting something of 
quality so they will pay more.

The excellent customer experience 
can help boost your profits

For example, hotel guests rate the property 
higher when they get to experience its spa or 
its first class room service or even the view.

What are customers considering in 
their ratings of you and your business 
o�ering?

• Value for money?
• Excellent service?
• Consistent performance?
• Client recognition?
• Educational environment?

Add value 
throughout the 
purchasing process 
and the customers 
will follow!!

Studies have shown 
that 85% of all 
consumers will pay 
more for a better 
experience.

For you, this means you 
need to deliver an 
experience that goes beyond 
your customers’  
expectations.
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HOW CAN YOU ADD VALUE TO YOUR
CUSTOMERS?
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Get the word out about how your business will help your customers and their 
customers increase their profits

Market yourself 
more proactively, 
regardless of being 
an employee of a 
business.

Use direct mail 
pieces in 
conjunction with 
giveaways to reach 
your potential 
customers.

Research trends 
and trigger events 
in their industry, 
their business and 
their roles.

Provide relevant 
educational 
materials, which are 
more valuable than 
just information on 
your services.

Leverage your 
unique value and 
be seen as the go 
to person by to be 
continuing to share 
ideas.

Discover what 
influences your 
customer - at a 
process and 
emotional level.

Listen for what 
your customer is 
not saying as 
much as what they 
are saying.

Understand the strategies used 
at a deeper level such as what 
it takes to convince your buyer 
of ANYTHING in ANY buying 
scenario.

Don’t be afraid to 
challenge their thinking - if 
they say, ‘I agree’ then you 
have failed. They need to 
say, ‘I didn’t know that!’.

1

Provide the right approach by going back to the basics

Analyse the 
questions you are 
asking and the 
response you are 
getting from those 
questions.

Rewire your 
approach and 
narrative for 
getting a new 
appointment.

Get clarity around 
the context of your 
discussion with 
your customer and 
move from the 
detail.

Have up to date 
case studies, 
metaphors and 
examples to meet 
their need not the 
need

Understand what 
makes your buyer 
tick and master 
your levels of 
influence.

4

Build a customer community in which you stay connected to your customers

You should always work toward 
enhancing the customer 
experience and making them 
feel like part of your inner circle.

Tools like e-newsletters and social media 
such as LinkedIn and Twitter can keep 
customers abreast of company news 
and o�er them incentives and bonuses.

Having a Keep in Touch 
strategy for your top, 
middle and lower tier 
customers.

2

Develop your ability to connect and understand your customers world3



LET’S TAKE A LOOK AT HOW
FOCUSING ON SOMETHING AS
SIMPLE AS CONNECTION COULD
DRAMATICALLY IMPACT
YOUR PROFITS…

3 Trends That Matter The Most to Sales Organisations!
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Connection creates a feeling of collaboration
Let’s say, for example, that one of your customers was seeing the 
same sales person for months, or even years, and he was doing 
the right thing and updating his client on new products.

Over time the customer may start to ignore calls, not return calls 
or be harder to get because he doesn’t need to see you. He can 
get the info anywhere, therefore what you thought was the right 
thing actually detracts from the customers experience.

But if the salesperson began to educate the client in the clients 
industry trends and challenges, it changes the game.

Imagine sitting with a salesperson who was giving you ideas and 
insights on how to make your business more profitable?

A simple upgrade in the mindset and approach of the 
salesperson can take the customer experience from 
good to profound. If you were your customer or 
prospect:

Wouldn’t you feel better about this experience?

Wouldn’t you be more likely to invite them back?

•

•

•

•

Take it beyond a 
one-time experience

Help them serve their 
clients in some way.

Write articles for them in 
their publications.

Promote them in marketing 
materials.

Understand what makes 
you tick so you you know 
what makes your buyer tick.

•

•

•

••

•

Wouldn’t it 
make you feel 
like you had an 

advisor or 
mentor? What if 

you had to 
invoice the 

salesperson for 
their time - 

would they be 
worth writing a 

cheque for? 
Imagine that...
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WHAT SHOULD YOU LOOK FOR IN A SALES
PERFORMANCE PARTNER TO TAKE YOUR
TEAM TO THE NEXT LEVEL?

A happy client is a repeat client
Look for the best resource to help educate you or your team on 
developing ways for your customers, and potential customers, to 
receive the experience they’re looking for.

Your prospects will come on board and like your existing 
customers, will come back again and again because you are 
selling them not what they need, but what they want.

•

•

Ensure you can leverage your personal and 
professional development provider across multiple 
avenues

The general rule is that a one o� workshop is like a warm bath - it
eventually goes cold so work with a provider who o�ers options.

Ensure they are credentialed to group coach, individually mentor, 
utilise authorship skills, facilitate and train or even be a proven
speaker to ensure the message is reaching each individual to 
ensure change is sustainable.

Immersion and embedding the learnings is the secret as repetition 
is the mother of skill, so how else can they embed their messages.

•

•

•

Custom touches allow you to promote your best 
people to the outside world

Look for learning platforms that you can personalise.

Immersion and embedding the learnings is the secret as 
repetition is the mother of skill. How else can they embed their 
messages?

Ensure you have a science based, evidence proven evaluation 
tool specifically designed for the B2B sales environment. One 
that can hone in on pipeline, mindset, Sales DNAset and skillset 
which will help you maximise training dollar.

•

•

•

A provider that serves 
your needs will 
eliminate the headaches 
of uncertainty

As we’ve seen, good 
customer service is an 
imperative to keeping 
customers.

So you’ll want any provider 
to treat you well, so that 
you can develop a 
long-lasting relationship.

Make sure a provider goes 
out of their way to provide 
you with exactly the right 
training for your needs and 
when you need it.

•

•

•

Personal & professional 
development should be 
o�ered at a good price 
to shrink your bottom 
line rather than your 
profits

While you need access to 
learnings that are 
high-quality, they shouldn’t 
be (and needn’t be) 
high-priced.

•
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IN SUMMARY

Whilst Australia’s economy 
isn’t as bad as other global 
economies, Australians are still 
feeling the pinch and cutting 
back on spending.

But there is opportunity to 
make money if you look for 
the right buyers, approach 
them with a relevant message 
and understand their business.

There is a greater emphasis on 
helping make the complex 
more simple for our prospects 
and clients, by bringing more 
thought leadership to the 
conversation.

To take advantage of these 3 
trends will allow you to go to 
the market a little more aware, 
have the right conversations 
by challenging your thinking 
and your clients.

Pay attention to the small 
details as well as the bigger 
picture. Some of your 
prospects and clients will be 
going back to the basics in 
some cases and so must you.

When choosing someone to 
help you or your team in your 
personal and professional 
development, make sure you 
hire the right person for your 
needs - a partner with runs on 
the board in three key areas - 
sales strategy, sales psychology 
and the science behind both.

A provider in the field of 
personal and professional 
growth should provide you 
with excellent customer 
service and a great product at 
a fair price.

If you are using an evaluation 
and assessment tool with your 
business, ensure it is sales 
specific, science backed and 
evidence based.

Identify the specific areas you 
or your salespeople need to 
focus on for sales growth and 
whether spending that time, 
energy and money on them is, 
in fact, worth the investment.

1 2 3

4 5 6

7 8 9



For more detailed information or a conversation please contact our o�ce on +61 3 9746 2171 
or 1300 935 226 or visit our website www.3redfolders.com
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A WORD FROM CEO,
BERNADETTE MCCLELLAND

WE CATER TO
We will help your business and your team become more sales smart when it comes to the overall health and 
profitability of your revenue growth.

Whether you are looking to 
motivate large audiences at 
annual conferences or activate 
your local team on a critical 
initiative, we can lead a 
conversation that accelerates 
your results.
GOAL: Reinvigorate Your 
Audience.

Whether you are looking to 
change your sales process, align 
to your target buyer, or 
jumpstart innovation initiatives, 
we can help you lead and drive 
that transformation within your 
organization.
GOAL: Define Steps to Achieve 
Goals

Whether you are looking to 
pilot a new concept within 
your organization or you are in 
need of a team to launch and 
implement new campaigns 
within a timeframe, we can 
help you do it.
GOAL: Jumpstart Revenue 
Generation

Whether you are looking to inspire your team, define keysteps to 
achieve your goals, or jumpstart a new level of revenue generation,
3 Red Folders is the bridge that will help you achieve it.

Contact us + 61 3 9746 2171 today!

PRESENTATIONS
AND WORKSHOPS

PLANNING AND
CONSULTING

IMPLEMENTATION
AND SUPPORT

Bernadette, a former senior executive specialist with Xerox Australia, APAC 
coach for Anthony Robbins business clients and part of Harvard Business 
School’s pilot MBA Sales Program, has led high net worth sales initiatives, led 
new product launches and managed projects driving specific outcomes. Given 
her experience, she now heads up 3 Red Folders, a sales and sales leadership 
consultancy helping manufacturing related businesses to build sales smart 
cultures. The focus for 3 Red Folders is on building innovative revenue 
generating strategies and tactics for their clients in order to achieve
growth in their own competitive marketplace.

As an authority in sales leadership and strategy, Bernadette and the team 
at 3 Red Folders, leverages their message on fostering the power of 
change to continually innovate and engineer approaches to serve 
mid-market business owners, C-Suite and VPs of sales in manufacturing 
markets that include Chemicals, PPE, Irrigation, Furniture, Building 
Supplies, Engineering, Printing and businesses selling tangible products.



Contact us on +61 3 9746 2171 or 1300 935 226  or email admin@3redfolders.com to discuss how 
we can customise products to complement and enhance your results and market positioning.

Buyers are changing. As a result, sales rules are 
changing and, in some cases, it is happening so 
quickly that people are desperately looking for new 
rules to guide them. 3 Red Folders will help you and 
your team understand, plan, and implement new 
sales strategies that enable you to stay competitive 
in the marketplace. We specialise in working with 
companies and executives that are:

We works closely with companies and executives that are driving serious revenue change within their 
organization. If that describes you, contact us today.
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WE ARE COMMITTED
TO THE PROFESSION
OF DEVELOPING
BUSINESS PEOPLE
WHO SELL

Looking for a dynamic resource that inspires 
fearless innovation and sales leadership and 
activates the entire salesforce.

Leading mergers and acquisition e�orts, and 
need to keep human capital inspired through the 
process of making change happen.

Driving the next phase of revenue growth within a 
company to ensure that proper processes are 
implemented to produce tangible results.

Leading the adoption of new go to market 
messaging, sales processes and measurement 
standards designed to focus the sales team’s 
e�orts.

Launching new products and services in the 
market and need to jumpstart revenue generation 
quickly and e�ectively.

•

•

•

•

•

“Working with Bernadette McClelland 
has opened our eyes to new sales and 
marketing strategies. In turn it has 
opened doors to new industries which 
has created amazing business growth of 
30% in our managed services side of the 
business.”

Frank Triantafyllou,
Managing Director,

Complete PC Solutions
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TESTIMONIALS
Our clients consistently report that our work has helped them to
achieve greater market positioning, professionalism and results from
their target markets. Here is what some of them have had to say:

On behalf of The CEO Institute we appreciate your time and e�ort in supporting the program.

The member feedback was very positive and averaged the following ratings out of 10 for your presentation:
Relevance of Topic:9.3
Guest Speaker:9.2

The following highly complimentary and well deserved member comments are included for your interest:
• A very engaging style and the content was most valuable. One of the best presenters we have had
• Best presentation in relation to content and value
• Excellent. Too short!
• Great, deep, would be good to have more of Bernadette
• One of the best presenters we've ever had.
• Bernadette gave away many helpful and practical ideas that I will implement.

Thank you once again for your involvement in The CEO Institute Speaking Program.

“Through 3 Red Folders 
Strategic Foundations program I 
was able to develop a 
structured and scalable sales 
recipe that was specific for my 
business in just half a day. The 
benefits have been numerous, 
non more so than the ease with 
which I can now train new sales 
people, set expectations on 
performance goals and KPI's 
and then both support them 
and hold them to account once 
they are up and running. This 
program provided the clarity 
and focus I needed as a Sales 
Manager.”

Regards,
Sam Rowse

Chief Operating O�cer, 
Machship

We have engaged the services 
of 3 Red Folders for three years 
in a row now and continue to 
use them as our national sales 
performance resource. 
Historically we have engaged 
them to facilitate our annual 
sales conference and provide 
sales development for the team 
and have since expanded that 
engagement to include 
leadership coaching.

In addition, we are now 
leveraging their in-field 
accompaniment with key 
salespeople, both locally and 
interstate which has ensured 
our sales teams are more fully 
equipped to grow new 
opportunities and retain existing 
ones.

Socrates Cromdos
General Manager,

Rain Bird Australia

3 Red Folders were engaged to 
work with our sales and 
leadership team to improve our 
approach to the market and 
help us create a predictable 
sales process and as a result, we 
have seen an increase in the 
successful booking of 
appointments.

With more targeted messaging 
and qualification, prospects and 
customers are wanting to see us 
more, which has led to the team 
feeling more confident in 
leading these conversations. 
The team also have a new-found 
appreciation of their numbers 
due to a structured sales 
framework, e�ectively bridging 
the forecasting gap for our 
business.

Bruce Weeks
CEO and Owner,

Allcon Group P/L
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