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The most jmportant first step
toward a cultural change must
e made by the hank CEO.

If your bank has tried sales training products of service:
has been disappointed, then ask yourself these questons:

@ Was it clear that the CEO was fully aware of wha
being done versus what he or she expected?

m Were there specific directions and/or goals conc
what the training was 0 accomplish?

@ Were those who took the sales training coached 1o exf
two cases of success during the 60 days after the training

m Were those who achieved great SUCCess rewarde
than those who achieved minor success?

If the answer Was «no” to most of the above it is not £
there were poor results or negative comments about the si
ing. Getting mMOSst anyone to «gal]” is not €asy of quickt
plished. Success (or improvement) requires @ Major beh
mental change. Most everyone enjoys their comfort :
resists changing it, especially when it comes to selling.

Selling is @ game of numbers, filled with many fn
and very few positive moments. Skills’ training
first step in sales suCcess.



My 30 years of selling experiences has taught me there
are four parts of a successful bank sales culture:

® Self belief.

m Training of skills.
B Activity coaching.
B Reward.

A different success story comes from a bank holding com-
pany in Iowa. Bank Iowa Corp. felt it was time to start a sales
culture within each of its six independently chartered banks,
serving 17 communities.

“We never had any sales training in our company’s history,”
said Michael Thompson, vice president and program leader.
“Our CEOQ, Stan Honken, challenged our presidents to have
an officer-calling program in place by year-end.” Thompson
spoke with firms that could help the corporation start a sales
culture, and eventually selected one of them.

Bank lowa’s calling teams intermingled “hunters” and
“farmers” and all branch locations. Their program’s primary
goal was to get Bank Iowa folks from behind their desks and
out calling on prospects. Sales progress meetings were held
every two weeks. A sales progress report, prepared by Amy
Armitage, was updated and dispersed to all concerned.

As the instructor had alerted the students, calling activity
was slow at first but picked up as calling frustrations and
excuses were addressed and resolved in the weekly meet-
ings. “We all learned a lot about the process of business
development. This will be quite helpful as we continue
forward with this program,” Michael said.

It is estimated that Bank Iowa's 60-day effort helped bring
in some $13 million in new business or about $400,000 in
new income. Subtracting the sales program expenses, this
new income resulted in a 23 percent ROIL |

How useful was this article?
Please use the postage-free
Reader Opinion Card provided
in this issue or leave a message
at (202) 663-5075. You can also
send comments by e-mail to
walbro@aba.com,
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