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Selling  the Salesperson: Four Steps to 
Connect with Your Channel Reps

It seems there are two unstoppable trends that are currently on a collision 
course. They will affect the way you look at the process of buying AND 
selling. They involve the way you hire, onboard, train and compensate 
salespeople. These trends also have implications on the way you go to 
market and chase the happily-ever-after nirvana called customer loyalty.

Let’s look at the trends first; then we’ll introduce four steps you can take to 
integrate your sales and marketing efforts in a fresh new way.

TREND #1: Buyers will do almost anything they can to avoid salespeople.

There are plenty of statistics I could quote to prove my point but do I 
need to waste your time? We all need transportation, insurance, a place 
to live, food to eat, a cup of coffee, maybe some carpet and a vacuum 
to clean it. We need appliances and computers and a bank account – 
the list goes on.

With the prevalence of smartphones, your customers can do all of the 
research necessary to walk in the door of your closest retail operation 
and say: “I want one of those. In light green. Tomorrow.” That is, if they 
even walk in your door at all.

This trend is also invading the B2B world. In the book The Challenger 
Customer from CEB, it seems corporations have done everything they 
can to put up roadblocks that scare away all but the bravest salespeople. 
The most staggering stat? At most corporations, the average sales rep is 
outnumbered 5.4 to 1 before they even walk in the door for the first meeting.

The final strike against salespeople is that the only time customers want 
to talk to them is when they are NOT selling. Have something to teach? I’m 
interested. Can you get me a better deal? I’m listening. Have information 
that can get me promoted? Come into my office!

TREND #2: Everyone is selling something, at some point.

Starting with kids selling their parents on the importance of going to the 
amusement park or a nervous teenager selling their heartthrob on the 
idea of a first date, we learn to sell our ideas to friends and family from 
a very early age.

And just like worn-out parents or uninterested classmates, today’s 
customers do everything in their power to avoid salespeople and the 
sales process. The reality, however, is that unless you are selling to a 
machine, there are still factors (often illogical and emotional) that quickly 
become part of the equation during the buying process.
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Here are three examples grounded in the science of behavioural economics:

1.  Tyranny of Choice: At any given time there are more homes
for sale in your town than you can rationally evaluate. And
if you are shopping for a car, I dare you to take the time off
work to drive every option to ensure you are making a strictly
objective decision. Cars, homes and even vacuum cleaners can
be emotional decisions. We use heuristics (mental shortcuts)
to narrow our decisions. For better or worse, one of the best
shortcuts is still a salesperson.

2.  Emotional Biases: As much as we try to make bottom-line
decisions, humans bring plenty of biases to any transaction –
even online purchases. We constantly compare ourselves to
others. We take familiar paths when a detour may actually be
best for us. It only takes a nudge when our biases meet up with
sales tactics like “suggested for you” or “bundle and save” or
“first one free” or “be the first one on your block.” Before you
know it, you’re sold.

3.  Reversals of Preference: Face it, humans frequently say one
thing but do another. We are natural goal-setters but become
easily distracted in our quest to achieve those goals. One of the
best distractions? Salespeople. They can be overly helpful: telling
us how great we look in those clothes, how often we’ll use the
treadmill and how much time we’ll save by using their new gadget.

If you want to learn more about the emotional, irrational and highly accurate 
science of behavioural economics, start with the book Misbehaving by 
Richard Thaler. It’s an insightful read that’s filled with ideas for both buyers 
AND sellers.

FOUR STEPS TO SUCCESS

These two trends set up a seemingly impossible situation: everyone 
is selling something but nobody wants to talk to a salesperson before 
buying. It’s a vicious cycle that is bound to spin out of control. Except 
for one thing – the cycle does work.

There are successful salespeople. And there are happy customers.  
The question is this: What do they have in common? And what can you 
do to get both?

The answer is simple: Approach your salespeople the same way you 
approach your customers, especially when it comes to your channel 
sales reps (the ones that don’t work for you but work for your dealers, 
distributors or retailers). So, how do you approach them to get the  
best results?



The Customer Lifecycle shown above is a unique perspective that 
combines targeted strategies, messaging and promotions to achieve 
customer loyalty and advocacy. Originally developed for BI WORLDWIDE’s 
customer engagement programs, it has also proven to be the most 
effective way to engage hard-to-reach sales reps in an independent 
channel. Here’s how it works:

STEP 1: ACQUIRE 

Most manufacturers who go to market through an indirect 
sales channel have some form of the 20/80 problem: 20% of 
independent reps are loyal to their products and 80% of reps are 
loyal to someone else. Your actual ratio may differ but even a one or 
two-percent shift, to 22/78, can produce measurable results for you.

Think of all of the ways you acquire new customers, then apply that 
to your channel reps. Behavioural economics research around 
goal-setting informs us that people reach their goals faster when 
they get off to a fast start. New customers at cable companies get a 
much better deal than long-time customers. Grocery stores love to 
provide free food samples. And even your local casino will give you 
a free space when you start playing BINGO.

Why do we keep seeing these offers? Because they work. 

Heuristics have taught our brains to prefer the status quo. We talk 
about change but actually end up changing very little. When we do 
change, it’s because the new way is easier, faster or more profitable 
to us. What are you offering reps to make a relationship with you 
easier, faster or more profitable?
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The Customer (and Channel Rep) Lifecycle



STEP 2: DEVELOP 

Let’s say you offer a free trial and you get a hand-raiser. First, 
celebrate! Then, quickly move into onboarding and training mode.

Instead of making your onboarding or training program passive, be 
visible. Have your field sales rep pay a visit as soon as possible after 
they start. If your field rep can’t get there right away, hire someone to 
be the welcoming committee with a personal visit or at least a phone 
call. This ensures every new rep will know you care about not only 
your own success but their success as well.

Much of our behaviour at work is driven by our direct supervisor. But 
don’t underestimate the power of the influencers who can change 
behaviour through a blog post, an online video or even a 
conversation. If you want to help a new channel rep develop, it’s 
important to surround them with your messaging and support 
immediately after their first interaction with your products or brand.

STEP 3: RETAIN 

The keys to retention are reciprocity and recognition. Most of us 
think salespeople get a lot of recognition because they walk across 
the stage to accept trophies and earn huge salaries. In reality, the 
top ones do – but that’s usually only 10-20% of the entire sales 
force. You have a powerful group in the middle, sitting on the fence. 
Sometimes they promote your products and sometimes they 
promote your competition. 

Don’t wait for the end of the year to recognize their performance. 
Best-in-class channel programs set a cadence of weekly 
opportunities for their reps to learn, earn and be recognized. If you 
aren’t doing this, your competition probably is. The more touch-
points you have with your channel reps and the more you invest in 
them, the more they will reciprocate by investing their time, energy 
and effort in you.

STEP 4: AMPLIFY 

Completing steps 1-3 will provide short-term success but if you don’t 
have advocates who are sharing your story and influencing on your 
behalf, you will soon find yourself back at the beginning. Just like 
customers, salespeople are somewhat likely to talk about their positive 
experiences but far more likely to talk about their negative ones.

So the challenge of advocacy is creating frequent positive experiences 
with your products, service and delivery – and avoiding anything 
negative. Maintaining frequent communications with your reps is key to 
successful collaboration. Two-way conversations are best. You share, 
they share. You learn, they learn. You succeed, they succeed.

BIWORLDWIDE.ca | Australia | Canada | China | India | LATAM | Singapore | UK | US     4 of 5

Selling  the Salesperson: Four Steps to 
Connect with Your Channel Reps



The behavioural economics concept of vividness is important here. In 
other words, give them something to talk about. Memorable stories, 
impactful visuals and actionable data will ensure reps are talking about 
your products, not your competition’s.

Despite the trend and tendency of customers to avoid salespeople, the 
art of selling is alive and well. This is due to the emotional nature of most 
purchases and the changing role of salespeople, who now need to 
show their value as teachers, connectors and strategic deal-makers.

Thinking of your channel sales reps first as buyers, then sellers, 
helps us embrace a new way of acquiring, developing, retaining and 
amplifying those reps, turning them into long-term advocates for our 
products and solutions.
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To learn more about how BI WORLDWIDE can help engage  
and motivate your channel reps, visit: BI WORLDWIDE.ca or 

email canada@BI WORLDWIDE.com.

https://www.linkedin.com/company/bi-worldwide-canada
https://twitter.com/biworldwide_ca
http://www.biworldwide.ca/research-materials/?content_types=30&page=1



