
Let’s face it – ringing up the utility company
about a bill is not always viewed as the
most pleasant activity.  But IEI Financial
Services, a leading outsourcer for call center
support, set out to change this perception.
Their goal is to deliver a stellar customer
experience to each caller. 

As with most customer manage-
ment interaction – whether in person
or, as here by telephone -- the cus-
tomer’s concern must be settled
promptly and sensitively. Improperly
handled inquiries:
• Frustrate consumers and denigrate

customer satisfaction
• Stress representatives, an emotional

impact that can contribute to
turnover

• Increase costs when customer con-
cerns cannot be resolved with the
first call

These risks can be especially crit-
ical when the product/service cus-
tomers are inquiring about is fre-
quently perceived by many as an
entitlement; utilities provide a basic
need – security and comfort – and
users can get angry about their
billings and especially about collec-
tion calls for outstanding accounts. 

Thus, with many calls, the utility
users’ stress level is already elevated,
creating a call environment that can
be especially difficult to diffuse and
then redirect to produce a more
positive outcome.

Because the utility call center
business is a highly competitive mar-
ketplace, in which IEI Financial
Services is a leader, any stumbles in
how clients’ customers’ problems are
resolved is a real threat to profitabili-
ty. It was a risk IEI Financial Services
executives would not permit.

Not that IEI Financial Services
support center representatives were
dropping the ball; by industry stan-
dards they were handling calls as well
as any other support center represen-
tatives. That level of performance,
though, wasn’t acceptable to IEI
Financial Services management.

"We wanted to be the market
leader in the utility space and we
knew that goal hinged on rep train-
ing and development," said David
Steele, vice chairman, IEI Financial
Services. The U.S.-based company is
headquartered in Indianapolis, IN.

Steele and Mike Trotter, IEI Financial
Services vice president of strategic
planning, had both previously worked
with international training and devel-
opment company AchieveGlobal at
prior assignments. They asked the
company to help them boost support
center performance to ensure that
IEI Financial Services remained a
market leader.

AchieveGlobal delivered a range
of training and development pro-
grams via classroom and Web to help
IEI Financial Services realize a new
level of call center performance. Its
call center today is one of just 25 call
centers recognized and certified by
J.D. Power and Associates, a well-
known measurement of product and
service quality.   

"We have demonstrated that we
have a call center model that delivers
high-quality customer service, while
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keeping our costs to our customers low,"
Trotter added. 

To help IEI Financial Services realize this
goal, Jo Bell, a training performance consult-
ant with AcheiveGlobal, met with Steele and
Trotter to help identify training and develop-
ment issues and goals. Part of her inquiry
included listening to call center rep-utility
customer conversations. From this she gained
better insight into the reps’ call-handling
skills and into the range and type of chal-
lenges reps encountered when handling calls.

She then designed a training and devel-
opment program to deliver results for the fol-
lowing objectives: 

• Achieve first-call resolution: When utili-
ty customers have to call the support center
more than once to have their problem
resolved, all parties lose. Bell’s pre-training
analysis identified that training on establish-
ing rapport and listening skills would improve
first-call resolution.

• Close calls correctly: Improve reps’ skill
at summarizing calls and describing courses
of action.

• Reduce assumptions: Enhance reps’
ability at remaining emotionally removed
from callers’ plights. When reps don’t assume
what the callers’ problems are, the call can be
handled more effectively, quickly, and with
less stress for both parties.

• Improve information delivery: Help
reps be more comfortable when presenting
uncomfortable information, such as notifying
a customer whose service might have been
disconnected that same-day service restora-
tion is not possible. Improved delivery of diffi-
cult information reduces call-backs.

• Enhance caller empathy: Provide reps
with better listening and compassion skills to
reduce interruptions and move calls toward
resolution more quickly with less frustration
and misunderstanding.

Bell noted that utility users who interact
with the IEI Financial Services support center
look for an experience that is seamless, trust-
worthy, attentive, and responsive. "This is a
very tough business the company is up
against," she said.

To address IEI Financial Services objec-
tives and deliver on customer expectations,
Bell structured a multiphase program of
AchieveGlobal modules. They included First
Call Resolution, Caring for Customers®,
Guiding Customer Conversations®, and,
Healing Customer Relations®.

"Exposure to training helped reps under-
stand that either side of the call has its issues
and that both the rep and the caller want to
be treated with dignity and respect – and that
the business side is the customer needs to pay
the bill and the rep needs to collect the
money," Bell said.

By learning new skills and gaining more
empathy, reps become more aware of the
drivers of caller behavior: the customer might
have lost his or her job; family issues may be
stressing the caller as well as the rep. 

"Reps learn to engage the caller with a
softer, more personal side … to connect at a
human level with the caller before getting
down to business," Bell said. 

AchieveGlobal training to sharpen IEI
Financial Services call center representative
effectiveness and customer-rapport building
has delivered measurable returns for the
company, including the addition of new cus-
tomers to the roster of utilities it services.  In
fact, as a result of this training the company
increased its customer base by 20 percent.

“AchieveGlobal delivers a set of tools that
helps the frontline reps focus on critical skills
when it comes to both the basic interactions
with customers and the metric of first-contact

resolution,” he said. "First-call resolution
helps control cost and has a significant
impact on the satisfaction of customers," he
said.   

For instance, Trotter noted, following
AchieveGlobal training, IEI Financial Services
call center average handle times dropped by
13.4 percent, resulting in lower operating
costs and improved call quality.

Other results vital to the company’s lead-
ership role were:

• Improved quality scores from its utility
customers. Escalated calls declined 21.7
percent during the measured six-month
period, demonstrating the impact on
both customer satisfaction and the ability
of employees to handle the calls without
escalation. 

• Call center rep surveys that demonstrate
their improved application of Achieve-
Global skills and to identify future train-
ing needs.  As a result, IEI Financial
Services enjoys a reduced turnover in
employees. 
Steele said that such training and devel-

opment is part of IEI Financial Services’ com-
mitment to its employees and its customers
that it will retain its valued competitive edge.

"We view training as a process, without
beginning or end," he said. "And our ability
to deliver this standard of support allows our
utility customers to focus on pipes and wires,
not peripherals like billing and call resolu-
tion, which is our expertise."

"The key point is that training and devel-
opment make a material difference in a call
center in terms of ROI; if we do not deliver a
high-quality service our clients will dump us
and take their business elsewhere," Steele
said. "Through our focus on continual
improvement, we’re not going to allow that to

happen here." •

IEI Financial Services was
recently acquired by Vertex
Outsourcing, Inc.
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When I started out as a call center agent
22 years ago, customers were glad to have
a real person answer their questions. Now,
it seems like the younger generations are

more interested in getting help through e-mail or
instant message. As a manager, how can I pre-
pare my agents to meet the needs of these younger
customers, while still providing good service to
the traditional types?  — Stumped in St. Louis

Dear Stumped, 
Times certainly have changed, haven’t
they? Just think, 22 years ago you
would have handwritten your question

and sent it by mail. Today, the proliferation
of technological advances like e-mail and
instant message have changed the nature of
communication and the way we conduct
business. Contact center agents often have
the ability to control the customer interac-
tion by combining e-mail, phone, chats, and
Web page viewing in a way that addresses the
needs of each individual. 

The newest generation to enter the mar-
ketplace as customers, often referred to as
Millennials, has a comfort level with these
advances that has many business leaders
scratching their heads as to how to serve this
group alongside three other generations,
each with its own stereotypes regarding tech-
nological savvy and customer service prefer-

ences. The oldest Millennials – born in 1977
and after – came of age during the technolo-
gy boom in the 1990s. New to the workforce
and to the role of independent consumer,
Millennials are estimated to have an annual
buying power of $172 billion. And with a
population of about 100 million, this isn’t a
group contact centers can ignore. 

However, while segmentation certainly
has its place, it’s important to remember that
customers don’t come to a contact center in
segments. They come one at a time, as indi-
viduals. Judging a customer based on
assumptions about the age group to which he
or she belongs can be a risky prospect.
Inevitably, a 90-year-old grandmother will
turn out to be a master of text messaging. If
your agents assume the only way she’ll want
to communicate is through a traditional
method, they might find themselves provid-
ing less-than-stellar service. 

To avoid scenarios like this, consider the
following: 
1.) Get Back To The Basics. The perceived
obstacle of serving four diverse generations
at once is a small part of a bigger issue.
Contact centers are also dealing with multi-
cultural customers, global customers, savvier
customers, more capable customers, etc.
Therefore, regardless of age or background,

start by identifying the branded customer
experience you want them to have – what
you want customers to think and feel when
they do business with you – and make sure
that your agents behave in a way that sup-
ports that experience. 
2.) Ask Probing Questions. Some people
want answers over the phone, while others
would rather receive information via Web
chat, e-mail or another medium. By asking a
few simple questions, your agents can uncov-
er how customers prefer to be served. Asking,
"How would you like me provide you with
the information you need?" will help clarify
the customer’s preferences. 
3.) Offer Options. In today’s business envi-
ronment, contact centers generally provide
more than one way to handle any situation: a
phone call with an agent, e-mailed instruc-
tions, a live Web chat.  The most appropriate
medium depends both on the situation and
on the person.  A routine transaction could
be completed via phone, Internet or text
message, but it’s likely that a complicated
billing issue is more appropriately handled
on a one-to-one basis by phone. It’s impor-
tant to ask assumptions, and to offer any
appropriate options. 
4.) Recover Well. Every call center agent will
eventually misinterpret a customer’s wishes.
Perhaps someone wrongly assumes a Baby
Boomer wouldn’t want to try the Web chat
option, or a Millennial would prefer a quick
text response to a real conversation. When it
does happen, remind your agents to offer a
sincere apology right away, and to go back to
asking questions to clarify needs.  Companies
often earn customer loyalty as a result of an
excellent recovery. 
5.) Be Human. Customers want their business
needs met, but they have human needs the
service provider must also anticipate and
address. All customers want to be heard, to
be empathized with and to have action taken
that addresses the reason for their call.
Regardless of the generation or medium,
incorporating these three behaviors into
every customer contact will help agents pro-
vide a consistent, positive service experience
that supports the company’s brand and
builds customer loyalty. •

Multi-Generational Customers: 
How to Connect in the Contact Center

Q:

A:

By Sharon Daniels, Contact Professional, July/August Issue
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ood sales people enjoy the sales process
but also know how to take the next step
to secure the deal. Closing is the skill of

gaining a commitment from the customer. It
is one of the most important skills in the suc-
cessful salesperson’s repertoire; it can some-
times make up for a less than stellar presenta-
tion. Ask for a commitment. Sometimes we
forget to do this, or we wait for the customer
to close. 

Depending on the length of your selling
cycle, closing may mean achieving the objec-
tive you set for a sales call, not necessarily
making the final sale. The commitment you
receive from the customer might be an
agreement to buy or simply an interim agree-
ment; for example, to review a proposal,
attend a demonstration, or involve other
decision makers in upcoming meetings.  

Commitment and closure come only
after all customer issues have been addressed
effectively during the call and you’ve won the
customer’s confidence. Before asking for a
commitment, always confirm the customer’s
understanding of the issues involved. Beware
of moving to close too quickly! Don’t be
aggressive and force the customer to close, or
become obnoxious by pushing the value of
your product and its "obvious" superiority
over those of your competitors. If you move
too quickly, the customer may doubt your
commitment to understanding and satisfying
his or her needs.

SET YOUR CALL OBJECTIVES  
Each sales call you make with a cus-

tomer should help you advance the sale and
move to a final close. The objective you set
for each call should guide you in pursuing
the kind of commitment you seek from the
customer. 

To help you set appropriate objectives
for your sales call, formulate a logical action
plan in a sequence that moves the customer
comfortably toward making a final commit-
ment. At the end of each call, try to gain the
best commitment you can from the customer. 

But don’t become discouraged if you
don’t achieve your primary objective for each
call. Establish alternative objectives and strive
to achieve at least one. Remember, it’s the

relationship, not the sales call that leads to a
sale. 

KNOW WHEN TO CLOSE
Ask for a customer commitment only at

the appropriate time—when you’ve done a
good job of probing, exchanged information
about the customer’s needs, and shown how
your product or service can help meet those
needs. Then the customer and you are ready
to make a decision about how to close the
sales call and what steps to take next.

Top salespeople have an idea of what
they want to bring to the table. Then they 
listen well enough that they know when the
time is right to position it. One of the best
times to close is when you get a clear signal
of the customer’s readiness to commit. The
signals that sales people may "read" from the
customers include:
• A smile, nod, or expectant look.
• A clear statement of customer satisfaction,

such as "that sounds just like what we we’re
looking for."

• A statement that shows the customer wants
to close the call, such as "What’s the next
step?" or "How should we proceed now?"

• Customer questions about delivery time, costs,
terms and conditions, or product support.

KNOW HOW TO CLOSE
When you feel the time is right to ask

for a customer commitment, close the call. 
• Recap what’s been discussed. Summarize
the benefits of your product or service that
the customer has already accepted, and rein-
force its value in meeting the customer’s
needs. 

• Check for remaining concerns. Don’t close
until you’re sure you’ve responded to all the
customer’s objections or concerns and the
customer is satisfied with your responses.  
• Close on the commitment. Make a state-
ment that clearly reflects the customer’s com-
mitment. Example: "So it’s agreed that we’ll
proceed with the first stage of implementa-
tion, and then evaluate results after three
months."

Throughout the close, use language that
reflects an agreement has been reached.
Don’t express doubt, hesitance, or uncertain-
ty, and always demonstrate that you value the
relationship through your words and actions.
Positive, confident behavior inspires the same
attitude in your customer and communicates
trustworthiness. 

Real sales professionals are positive in
their selling attitude. They sell their 
product’s intrinsic merits rather than the
negative of a competitor’s product. The sales-
person must have the capacity and the intel-
lect to absorb a tremendous amount of infor-
mation and then turn it into action that
yields results. 

EXPLAIN THE NEXT STEPS
Following the commitment, gain agree-

ment with the customer on what has to be
done next to ensure that the commitment is
carried out. This reviewing process accom-
plishes several goals. 
• You help the customer understand what he

or she has to do to move the process for-
ward. 

• You demonstrate your commitment to
working with the customer.

• You emphasize the mutuality of the com-
mitment.

The key is to make sure that both you
and the customer have next steps.
Remember, we are building a relationship
based on mutuality. If you take all the actions
yourself, then you are setting a dangerous
precedent and derailing your progress. You
might, for example, ask the customer to noti-
fy accounts payable of the contract, secure
clearance for delivery, e-mail others about
the mutual agreement, or arrange for train-
ing to occur. 

Lesson 9: Close the Sale
In each issue of Impact, we will provide you with tips to maximize
your sales results as well as ways to leverage your resources. 

G

Seleste Lunsford,
co-author

continued on page 5



Telling your boss what you think – and why
– can sometimes make or break your
progress up the career ladder. So why do it?

"Providing insightful feedback and
ideas to senior leadership allows up-and-
coming managers to position themselves as
thought leaders, increasing their value to
the organization and opening the door to
career advancement," says Sharon Daniels,
CEO of AchieveGlobal (www.achieveglob-
al.com), an international training and con-
sulting firm with a leadership development
practice. 

If you ask Stefanie Phillips, an account
supervisor with RFB Communications
Group, a Tampa, Fla.-based public relations
agency, voicing her opinions to the boss is
all about presentation. "I start by saying
something positive about her idea, then
switch gears to explain my viewpoint and
make a case for it.  I might say, ‘that’s one
idea, but what if we tried this, and here’s
why.’ 

Certainly, standing up to those who
can control your corporate future is tricky.
But the payoff is undeniable. 

"In such a fast-paced business environ-
ment with so much at stake, top leaders
depend on collaborative relationships and
candid discussions about what will help the
business succeed and grow," says Daniels.
"The best managers understand the value
they can bring to the organization and look
for appropriate ways to articulate their
ideas."

Phillips recalls a time when she con-
vinced her boss to bring junior account

executives to client meetings. "She believed
that employees at this level lacked the busi-
ness savvy to contribute productively to
meetings, giving clients – who pay for our
time – the impression of poor budget man-
agement." 

Acting on her belief that junior execu-
tives develop faster when charged with sig-
nificant responsibility early on, Phillips
used her diplomatic approach to explain
her idea to her boss, and offered to prep
one of her direct reports before a meeting.
As she and the president sat with bated
breath, the account executive surprised
them both with her professionalism and
contributions to the conversation. 

The outcome: the junior staff person
became a more effective account manager,
and the client saw that the agency offered
considerable bench strength. 

Daniels offers the following tips to
help up-and-coming leaders voice dissent-
ing opinions: 

• Know your role, and get your house
in order.  It’s critical to show respect for
those ranked both above and below you. In
turn, earn respect by acknowledging your
mistakes, following through, giving others
credit and supporting your employees. 

• Get results. Establish credibility by
achieving results through your own per-
formance. Build commitment within your
work group, win the confidence of your
team, and coach them to produce. "The
credible supervisor typically finds it easier
to convince others of the value of new
ideas," says Daniels.

• Manage up. All leaders must learn
how to communicate productively to senior
management. Learn your boss’ style and
how he or she likes to be approached.
You’ll get a more willing audience for your
opinions if you present them appropriately.

• Provide your rationale.  Think the
issue through and make your case thor-
oughly, particularly if your approach breaks
new ground.  Be prepared to defend your
rationale, but remain flexible about other
suggestions.  "We tell our junior staff not to
come forward with a problem unless they
also bring ideas on how to solve it," says
Phillips. 

• Follow the chain of command. In a
multi-layered organization, present the idea
to your immediate supervisor first for
her/his input. Then you can go together to
discuss the idea with your boss – an
approach more likely to result in a produc-
tive discussion.

• Keep your eye on the goal. Remem-
ber that your objective is to improve organi-
zational performance, not just to get your
own ideas accepted.  Adopting a collabora-
tive approach will position you as an emerg-
ing leader.

When aspiring managers establish
credibility, earn respect and choose appro-
priate times and ways to communicate, it’s
far more likely that expressing opinions will
boost – not bust – their careers, Daniels
says. •

BUTTING HEADS WITH THE BOSS: 
Speak Your Mind Without Regretting It
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Sharon Daniels
CEO, AchieveGlobal

Always check for acceptance from the
customer to make sure the customer is will-
ing to do whatever is involved in carrying out
the commitment. If the customer suggests a
next step that’s unreasonable or impossible
for you to carry out: 
• Ask the customer to explain why he or she

wants you to take that next step.
• Explain the difficulty or problems you see

in taking that step.

• Propose an alternate step that would bene-
fit the customer, or suggest modifications
in the timing or conditions for taking the
step the customer has suggested. 

As difficult as it is sometimes to gain
commitment from customers, remember
that in the end your real challenges begin
with the commitment, which signals the pos-
sibility of a long-term relationship. How well
you and the customer carry out the commit-

ment—and the efforts you make along the
way to nurture the relationship—will have a
big impact on your ability to build a long-
term partnership. 

It’s necessary to maintain a trust-orient-
ed relationship between the salesperson and
the customer, one that goes beyond simply
buying and selling. •

In the next issue: 

Lesson 10: Overcome Indifference

Lesson 9: Close The Sale — continued from page 4



We recently finished customer service
training for our associates. We are
monitoring our service providers'
behavior to ensure application of the

skills when dealing with external customers.
However, we are not monitoring their behav-
ior toward internal clients (beyond the gener-
al oversight of managers). 

How do we ensure that our service providers
are providing excellent service to both internal
and external customers? What programs and
policies do you recommend that have been
successful at other companies? 

Whatever measures you have put in place,
I'm glad you're including manager-led

application and reinforcement.
Take them beyond "general" to
specific oversight, focusing their
efforts on specific service skills and

processes being established. 

It's important that you have realized that
virtually every activity appropriate for
external customer satisfaction measure-
ment is also appropriate for internal cus-
tomer satisfaction measurement. Some
examples include,

• Customer survey (any time—not con-
nected to a specific service transaction) 

• Service quality call (immediately fol-
lowing service transaction) 

• Customer satisfaction index (regular,
repeated) 

• Market perception survey (with clients
and prospects) 

• Transaction monitoring of service
provider behavior (whether call record-
ing, oversight by manager, or "mystery
shopping") 

• Transaction monitoring of customer
behavior (whether call recording or
oversight by manager) 

• Behavioral assessment (360, 270, 180) 
• Benchmarking assessment (of specific

qualities as compared to competitors,
peers, internal departments, cus-
tomers, suppliers, etc.) 

• Spotlight recognition ("Catch us doing
something right" program) 

• Executive Advisory Board or similar
customer panel, focus group, etc. 

• Employee survey to identify gaps or
measure alignment of process with out-
comes, etc. ("How do you think we're
doing in terms of serving customers?") 

It's important to know what the customer
values before trying to measure satisfac-
tion. Organizations often make the mis-
take of asking the wrong questions and
getting a really good score! That's where
process evaluations are so helpful. They
help narrow the focus of service and
make sure a unit delivers on its promise. 

Congratulations on being so committed
to delivering stellar service to both exter-
nal and internal customers. If "what goes
around, comes around," then your exter-
nal customers will reap double benefits. •

The Service Doctor is featured in the
AchieveGlobal e-Newsletter the
StellarService®Edge. To subscribe, please visit
www.achieveglobal.com/enewsletter.
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with Todd Beck, Senior Product Manager

YOU ANSWERED:

When we posed this question to our readers, we expected a higher percentage of

respondents to note that they were using feedback “all the time” – after all, the

LeadingEdge audience is full of people interested in and committed to exceptional

leadership.  We were surprised to see that such a significant percentage of respon-

dents – nearly 40% – are rarely or never seeing feedback being shared within their

organization.  The results show that there’s always room for improvement – and that

giving and receiving feedback are skills that aren’t always as widespread as we

could hope.

WE ASKED:

HOW OFTEN DO EMPLOYEES AT YOUR ORGANIZATION SHARE FEEDBACK
WITH ONE ANOTHER?

FA C T O I D

Q:

A:

Source: AchieveGlobal’s LeadingEdge eNewsletter

Sometimes - I witness some exchange of 
feedback, but it could be more

Rarely - examples of feedback sharing are few 
and far between

All the time - my organization has fostered a 
very open culture where feedback flows freely 
and influences work

Never - my co-workers seem extremely 
hesitant to share feedback with others

45%

16%

5%

34%

The Service Doctor 

Q:

A:
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Below is an assessment to help gauge the effectiveness of your team’s prospecting efforts. 
Rate your sales team on the factors below: (1 = ineffective 5 = very effective)

PREPARE
1. Regularly reviews funnel in order to gauge the prospecting effort needed. 1 2 3 4 5

2. Creates specific goals and plans for prospecting activity (e.g. # of calls to be made). 1 2 3 4 5

3. Actively sources new leads through a variety of means. 1 2 3 4 5

4. Regularly asks for and uses referrals as a source of leads. 1 2 3 4 5

5. Filters leads to identify viable prospects. 1 2 3 4 5

6. Identifies business issues that impact their customer. And prospect base. 1 2 3 4 5

7. Prioritizes their prospects to focus efforts on the most qualified. 1 2 3 4 5

8. Creates and uses strategies for finding and accessing hard-to-reach decision makers. 1 2 3 4 5

CONTACT
9. Engages prospects in a compelling way that gains their interests when opening 

the prospecting call. 1 2 3 4 5

10. Uses phone time to briefly explore business issues that may be relevant 
to the prospect. 1 2 3 4 5

11. Requests specific action at the conclusion of the call, such as asking for the meeting. 1 2 3 4 5

12. Finds ways to continue meaningful conversation when the prospect is indifferent 
to speaking with them. 1 2 3 4 5

13. Works with screeners to establish relationships and obtain information, as well 
as access to decision makers. 1 2 3 4 5

14. Uses probing skills to qualify during the sales call. 1 2 3 4 5

15. Leaves voice mails that are clear, concise, and gain the prospects’ interest 
while presenting a positive image. 1 2 3 4 5

16. Writes e-mails that are clear, concise, and gain the prospects’ interest 
while presenting a positive image. 1 2 3 4 5

ASSESS
17. Continually analyzes their prospecting calls for skill improvement opportunities. 1 2 3 4 5

18. Calculates metrics for assessing prospecting success (close rates for example). 1 2 3 4 5 

19. Regularly revisits and revises their prospecting plans (e.g., to try new techniques 
or to focus on a  different segment of prospects). 1 2 3 4 5

20. Manages prospecting as an ongoing process rather than a series of cold calls. 1 2 3 4 5

TOTAL 

Manager’s Insight: Are your salespeople engaged in 
professional prospecting or a numbers game? 

Add up each column to calculate your total

ASSESS YOUR SALES
TEAM'S PROSPECTING
PROWESS

Prospecting. It's a word that can

make even successful salespeople

shudder. Yet proper prospecting

can and should be the lifeblood

of successful sales organizations.

Are your salespeople engaged in

professional prospecting or a

numbers game?  

WHAT CAN YOU DO?
Total Your Results
If your team scored … then you
might want to …
80-100 Focus on fine tuning indi-

vidual efforts and sharing
best practices among the
team. 

60-79 Target specific improve-
ment opportunities and use
managerial reinforcement
to ensure consistency. 

40-59 Focus your efforts on
incorporating a prospect-
ing process and improving
one skill or element at a
time. 

20-39 Revisit how prospecting
can be integrated into the
everyday work activities of
your sales force. 

To further analyze your results
please visit:
www.achieveglobal.com/Research
/ResearchDetail.aspx 
and download the full version of
the white paper, Prospecting: Beat
Practices for new Business
Acquisition.
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LEADERSHIP DEVELOPMENT
Leadership Certification 1 - 2
The Principles and Qualities of
Genuine Leadership™ 3
Maximizing Your Supervisory
Potential™ 4

SALES PERFORMANCE
Professional Prospecting Skills™ 5
Professional Sales Coaching™ 6
Professional Selling Skills® 7 - 8
Sales Training Competency
Demonstration™ 9

CUSTOMER SERVICE
Service Certification 1 - 2
Reaching for Stellar Service™ 9

TRAINER EXCELLENCE
Adult Learning Techniques™ 11

Learn.Perform.Grow.
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“Hands down best training I've ever been to!”
– An attendee at an AchieveGlobal seminar
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Public Seminars
Opening up to new ideas and skills can be easier when you leave your
office behind. Our public seminars provide the perfect environment to
ask questions, master new skills, and explore new ways of thinking.

Download a catalog at www.achieveglobal.com/publicseminars
If you would like a catalog sent to you directly, contact 800.291.2752.

seminars


