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Brad Monaghan: Lou, you’re 
researching the future of sales 
transformation and the importance 
of agility in the sales force.  What do 
sales chiefs need to know? 
Lou Schachter: What we’re beginning 
to see is that companies are going to 
find themselves in continuous sales 
transformation. Previously, we’ve 
seen that a sales transformation takes 
about three years to complete, usually 
triggered by a new sales leader or a 
new sales strategy. But we’re now 
seeing that, rather than a discrete 18 to 
36 month project, sales transformation 
is going to become the way of being 
for a sales force, the continuous state.  
Part of the reason is that customers 
are continuing to change their buying 
behaviours at an increasing pace.

BM: So we’re all going to have to be 
change management experts?
LS: Sales forces are going to need to 
adopt and execute sales strategies more 
rapidly because their customers’ buying 
patterns are going to change more 
rapidly. What we believe is happening 
is a movement toward greater agility 
overall and it’s a significant mindset 
shift. In the past it was a matter of 
‘OK kids, we’re going to embark on a 
major change initiative, let’s all get in 
a row here and do what we need to do 
to accomplish our task.’  And that has 
been hard, but this new mode is going 

SCHACHTER ON 
LEADING CHANGE:
In some organisations, Schachter notes tentatively 
that it might be the role of HR to help embed new 
skills and capabilities to cope with rolling change.

“There’s a lot of variation by company in terms 
of the relationship between sales and the HR 
function.”

“In some cases they have strong relationships 
and a lot of trust. In other cases, sales does not see 
HR as the supplier of that sort of expertise. 

However, HR has been evolving itself pretty 
rapidly over the last several years.

"If they see themselves as the suppliers of that 
sort of change management expertise and are 
willing to transfer that knowledge to others, then 
there could be an opportunity there.”

“What frustrates sales leaders is when 
discussions with HR become too academic or 
theoretical when they are under enormous pressure 
to execute every day.”

SCHACHTER ON 
COACHING:
Schachter notes that while 
organisations are applying 
coaching in different ways 
as their sales forces evolve, 
he maintains that one to 
one coaching should be the 
responsibility of the frontline 
sales manager. He has worked 
with clients who have created 
coaching roles separate to the 
management line, where the 
business has decided that as  
sales managers already have 
a broad set of responsibilities, 
it is unrealistic to expect them 
to have enough time to coach 
team members effectively.

“From the point of view of the 
salesperson, it is very critical 
that they’re being coached, and 
if their manager can’t do it, then 
it’s good that someone else is 
available for it.”

“On another level, I think 
it’s best if the person that you 
actually report to has coaching 
skills, whether or not they’re the 
one coaching on a daily basis.”

to be much harder because what we’re 
saying is ‘we’re permanently in the 
change business, strategy is always 
going to be changing, we’re going to 
select people and develop people who 
have greater agility and capacity for 
change.’

BM: What does this mean for reps 
on the frontline of selling? 
LS: It means enabling your salespeople 
to more effectively inspire customers 
with a vision of how their own 
customer’s experience will change 
as a result of buying from you versus 
a competitor. It’s about trying to 
understand what the customer is trying 
to achieve in their business. When you 
become this strategic thought partner 
with your customer and help them 
figure out where the future is and 
how to get there, that is one of those 
fundamental shifts that moves you 
away from being a supplier.

BM: How should sales professionals 
acquire more business acumen?
LS: What we mean is [salespeople] 
need a much higher ability to really 
create results for customers. Sales has 
evolved away from solution selling to 
a focus on accelerating the customer’s 
business results, and what salespeople 
need to sell today is less solutions to 
problems than accelerators of results. 
The lessons are that the most successful 

salespeople are saying to their customers ‘let’s come up with 
a list of things you need to do to become successful and 
execute against that.’ And the salesperson needs to have 
a wide range of knowledge that will be required to help 
execute against that initiative and then place the purchase 
of their own product or service within that context. Then 
demonstrate the financial impact on a metric the customer 
is using to measure success.

BM: How do you see this evolution impacting the sales 
manager and business leaders in general?
LS: The role of the sales manager is changing. Over the last 
ten years, any investment in sales managers’ development 
has been focused on coaching skills. These skills will 
continue to be a priority but there’s also an emerging view 
that the sales manager needs to also act more as a business 
owner of their territory and leader, and that requires a level 
of business acumen that hasn’t been necessary in the past. 

The future of transforming sales forces is going to require 
sales leaders to be much more sophisticated about executing 
change strategies, to see themselves as orchestrators of 
continuous change. It will depend on greater people skills 
because they’re going to have to make their sales force 
become comfortable with this rolling change process.
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CSE2011 keynote speaker and MD of Global Sales 
Practice at BTS in New York, Lou Schachter thinks 
the world of sales management is about to change 
forever. Brad Monaghan asks how.




