
What is the problem that has been costing your
business more than you realise?

The Modern Day
Salesperson
Peeling back the layers on the rules of engagement
needed by salespeople in the 21st Century

Creating Sales Smart Cultures
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FIRSTLY, LETS TICK WHICH OF THESE ARE
YOUR STRATEGIC OBJECTIVES?

Would you like to:

Why Industry Resource?

You can orchestrate this and so much more...Through the Industry Resource Model

Position yourself as the expert in your customers eyes?

Exclusively raise the level of ‘certainty’ and ‘influence’ with your customer?

Prove how your product or service helps the market?

Have more customers buy from you more often?

Extend your thinking so that information provided di�erentiates you from your competitors?

Dramatically strengthen relationships with your customers?

Help your customer understand the real reason why they are buying?

Create an unstoppable anti-competitive strategy?

Generate stronger loyalty towards your company?

An Industry Resource is 
someone who is viewed as an 
expert within their field and due 
to their genuine desire to 
contribute to a business, they 
are inherently respected and 
generate loyalty and the results 
that matter.

An Industry Resource within a 
sales team is a hard cash asset 
for any business, yet the skills 
necessary to create one are 
often downplayed, or masked 
as a soft skill, ‘better left to the 
HR Department’.

The times are changing though 
and now is the time for 
salespeople to be educated in 
the competencies that will 
di�erentiate them – hard skills, 
soft skills and those ‘just right’ 
skills.

Whilst many organisations have 
provided baseline sales 
education, these learnings can 
fall victim to commoditization, 
not unlike their products. Why? 
Because every salesperson sells 
the same way. Every salesperson 
asks the same questions. And 
every buyer thinks, ‘Here we go 
again – I just said the same thing 
to the salesperson who was here 
before you!’

So, what do those other 
salespeople do or have, that 
cause their colleagues to 
silently wonder, ‘What is he 
doing that works so well?’

This whitepaper takes a look at 
why the sales approach must 
change today, as well as 
addresses some key takeaways 
as to how it can change.
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How is the Customer’s Buying Process
Changing?
We can thank a number of factors for the fact that 57%* of purchase decisions begin way before the 
salesperson is actually engaged. Meaning, in lay terms, that the buying process has already started 
without you!

A new era of best practice for the sales profession is emerging, especially post GFC and now post 
Covid-19. As a result, it is more imperative than ever that a salesperson not only identify and address 
the business need a customer has, but they position themselves as a respected industry resource, in 
order to di�erentiate themselves and meet that need.

Some of the changes our buyers have experienced include: 

So, Why Must YOUR Approach Change?
Like anything, if 53%* of customers want to be given unique and valuable perspectives around their 
business and industry – that no longer means a game of golf or an enticing lunch. When price, brand and 
product are less important than the interaction from a salesperson then you had better be able to bring to 
the table, and be able to discuss and articulate, issues that are impacting them today and into the future. 
They want help to navigate alternatives and avoid potential mistakes. 

*Corporate Executive Board
**Bridge Group and the ChallengerGray Group

Positive Changes

Buyers are open to hearing more new ideas to help their 
businesses perform more profitably so this is a perfect 
opportunity for those who show up as industry resources 
or thought leaders.

Technology has opened up the lines of communication to 
be more of an equal playing field so being able to access 
our buyers online and o�ine has just got easier, but only 
for those open to embracing these di�erent platforms.

•

•

Long Term Buying Changes

Companies are increasing their 
decision making to include 
consensus based decisions to 
mitigate risk so how do you navigate 
mass influence?

Customers are pushing more risk 
onto suppliers, demanding more 
customisation and expecting them to 
provide more skin in the game, so 
how do you compete?

3rd party consultants are being hired 
to help the buying process which 
means the sellers loses some control 
especially with less vendors involved

Remote buying and selling is now on 
the agenda and both parties must 
quickly learn to adapt.

•

•

•

•

•

Negative Changes

As we know the economy has taken a pretty hard hit of 
late, but not for all industries. In saying that, customer 
spending is definitely down and people can't buy what they 
can't a�ord, or won't buy what they don't see value in. It is 
a great opportunity to flex your value selling muscles. 'C' 
Suite turnover surged 37% from December 2019 to early 
2020 and with the average sales rep tenure now 1.5 years** 
this makes those long term relationship opportunities 
harder to build.

•
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How Does The Typical B2B Salesperson Evolve
Into This Respected Industry Resource?
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This is probably a great time to look at the evolution of sales and where sales as a profession is now 
and is heading into the future. The history of sales shows us: 

Timeframe Style Outcome

Mid 1900’s

Late 1950’s

1970’s

1980’s

1980’s

2000’s

2020’s

Relationship based

Information based - ABC

Benefits based selling - FAB

Professional based eg PSS

Solutions based eg SPIN

Education and Authoritative based

Behaviour Based Selling

Popularized by the likes of Dale Carnegie

Formal Sales Training began and a focus on
‘Always Be Closing’

Transitioned people away from price driven
transactions to Features, Advantages and
Benefits

Delivered deeper questioning of the
prospect extending beyond the product
itself

Linking the identification of problems and
implications of those problems enabling the
customer to see a deeper and broader
benefit to the business

The latest and most valuable focus based
for the 21st century - helping the customer
grow his business through insights and
direction

As we battle AI, 5 generations in the
workforce and remote selling, our
competencies must extend past our ability
to cold call or overcome objections. Even
the Future of Work dictates problem solving,
critical thinking and decision making as key
skills for sales professionals.

Moving to the next level is no di�erent than 
learning out to play golf or learning a martial art. 
There are consequences for doing the right 
thing at the right time or the right thing at the 
wrong time.

Just like any discipline, practicing one move at a 
time and nailing it, until it becomes a part of 
you, will lead you to mastery.

The model shown here demonstrates those key 
areas for a salesperson to focus on and move up 
that metaphorical martial arts ladder, as 
seamlessly and profitably as possible.

Black Belt
Industry Resource

Brown Belt
Thought Leader

Green Belt
Solution Provider

Yellow Belt
Product Focus 

White Belt
Master the Basics
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According to research by the Sales Executive 
Council, salespeople who are viewed as trusted 
advisors and respected industry resources (aka 
high performers), are 4x more likely to exceed 
sales objectives than salespeople who are 
beginners, product focused or even providing 
solutions.

Typically, most salespeople will assume they are a level higher 
than they actually are – a classic case of the Dunning-Kruger 
e�ect where superior illusion kicks in. Playing at a higher level 
and believing you are at a higher level are two totally di�erent 
concepts.

Let’s look at the di�erent levels of our model and the 
potential gaps that sabotage salespeople’s results:
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Where are you or your sales team on this value model, and
what do they need to do to go to the next level?

White Belt - White Belt is the entry level. It’s where you make the DECISION to be in sales. There 
is a big gap between wanting to be successful and wanting to be successful in sales. If you 
haven’t mastered this one, that covers o� your desire and commitment and ability to take 
responsibility for your results and non-results, you won’t survive – without being found out.

Yellow Belt - This is based around GROWTH. Knowing what you know, what you need to un-know 
and what you need to re-know. It’s about knowing more than just what your product does. It 
means you are able to reverse engineer the benefits and be able to package them into intelligent 
questions and statements

Green Belt - This is around ACTIVITY. It allows you to pivot o� your questions and take your 
conversations to a di�erent level where you can uncover compelling and emotional reasons to 
buy. Your awareness is around understanding the di�erence between problems and objectives 
and linking your solution to either in a relevant way.

Brown Belt - Most salespeople think they are playing at this level, but they aren’t. This level is 
based on SIGNIFICANCE from a meaningful perspective. Being a thought leader and showing up 
as someone who can have higher level conversation with decision makers rather than staying 
comfortable at the user and operations level. Brown Belt is where you can articulate insights 
through mental models and collaborate via authoritative discussions. This is where who the 
salesperson needs to become is more important that what they say or do.

Black Belt - This level is the White Belt that never gave up. Just like the master in any discipline, 
this is focussed on RELEVANCE. A respected Industry Resource is relevant in how they show up 
online and o�ine. They give back, they share thought leadership, they are brave in the face of 
uncertainty, they support others and they achieve their results. And then, a new level begins, 
Black Belt and beyond…



How Does A Salesperson Achieve This Change?
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For those not prepared to make the right decision, relearn new tools, be more active with their focus, 
step up their expertise or embrace new skills need such as social platforms, writing, speaking and 
becoming more of a resource to your prospects and clients, you will be left behind. Guaranteed!

And many are feeling it already. To educate your sales team on how to provide the customer with a real 
experience, coach the buyer to a decision instead of sell, deliver new insights and personalise the sales 
message, here are a few prescriptive ideas:

Too many salespeople are happy to take home the commissions, collect the car allowance and can’t wait to 
play their game of golf. Maybe, maybe not! But there just maybe a thread of truth there. 

Our Industry Resource approach in helping a salesperson climb from White Belt to Black Belt doesn’t just 
provide benefits of an accelerated financial nature, but strengthens relationships, increases business 
acumen, provides greater levels of certainty as well as providing the human, feel good factor of knowing 
you have contributed to someone else’s business growth.

THE THREE
COMPONENTS

Evolve
(Think)

Execute
(Sell)

Educate
(Position)

Identify the di�erent competencies the 
salesperson uses. How strong is their will 
to actually do the things they don’t want 
to do? Are they someone who always has 
an excuse or blames something or 
someone? Thinking is critical to any form 
of success. It’s part of our evolution as 
humans and it’s also a competency we 
need to strengthen to evolve from the 
basic transactional seller to the relevant 
and respected industry resource.

Identify how they position themselves as 
they go to market. What is the demeanor, 
their narrative when it comes to 
introducing the purpose and outcomes 
necessary for a business discussion? Are 
they able to educate the buyer, not just on 
product, but articulate value and direction 
by using mental models?

Identify how they execute their strategies 
and consciously sell by adapting their 
styles, research, relationships, depth of 
account involvement and identities. When 
more than 50% of salespeople shy away 
from business level conversations because 
they don’t know how to articulate industry 
and business relevance, the bar is not too 
high. 

STEP
ONE

STEP
TWO

STEP
THREE
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What is meant by the
Industry Resource Model?

But this isn’t another one! It is important to know what the Industry Resource Model is not!

By teaching and mentoring the salespeople how and why to think laterally, position themselves 
exclusively and sell consciously within those existing methodologies, the salesperson’s message to 
market, how the message is communicated and how it is consistently managed is dramatically 
strengthened. This combination results in an ongoing evolution of growth for all parties involved, 
increasing loyalty and connections through education and insights which builds strong business 
di�erentiation through purposeful execution and impacts bottom line growth.

It has to... most salespeople are only selling to 3% of the market at any given time because that’s how 
many prospective customers are actively looking. There are 40% of the market who are unhappy 
enough to consider an alternative but your salespeople aren’t talking their language...yet! Our model 
will bridge that gap!

Go to www.3RedFolders.com or call +61 3 9746 2171 or 1300 935 226 to request a COMPLIMENTARY 
Sales Capability Review.

You will be glad you did!

INPUT THROUGHPUT OUTPUT

Think Laterally Position Exclusively Sell Consciously

• Tactical Account Selling
• Green Sheets, Blue Sheets, Pink Sheets
• Solution Selling
• Professional Selling
• Relationship Selling
• Collaborative Selling

And they are all great…

There are so many methodologies
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A WORD FROM CEO,
BERNADETTE MCCLELLAND
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.

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!

“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


