
 

 

The New Math of Sales Excellence® 

by Gil Cargill, Sales Acceleration Coach  

  

Introduction; by Roel Hoekstra, Sales Acceleration Coach, Akela Partners LLC. 

 

Leaders drive process improvement and process improvement drives results. 

 

In early 2014 Akela Partners developed the Business Owner’s Guide to Doubling Everything 

Important and then in late 2014 we partnered with Gil Cargill to include his New Math of Sales 

Excellence into our program. It’s a perfect fit. Initially we focused more on client engagement 

and marketing while Gil’s program focused more on the sales process. By putting the two 

together we have a complete program for finding, selling and servicing clients. A process that 

has proven to be effective across our respective client bases over the past decade.  

 

This white paper gives a comprehensive overview of the New Math of Sales Excellence® 

process which we’ve shown to increase sales by 36% or more when combined with our Sales 

Leadership Forum. 

 

The New Math of Sales Excellence® 

 

The purpose of this report is to explain why the typical sales organization that believes that 

sales is a numbers game is correct, but not accurate.  I know my words may be a little 

confusing, but bear with me for just a moment.  As always, sales is a numbers/activity game, but 

the numbers have changed.  

  

If you adhere to the old rules, you will be lost in a sea of "peddlers" all claiming that their product 

or service is superior to anything else on the market.  If, on the other hand, you adhere to the 

New Math of Sales Excellence®, you will have a distinct and permanent competitive advantage 

over your peers.  

  

Before I go into detail regarding the new approach to sales training, let's examine why existing 

sales training philosophies consistently fail.  Study after study has shown that sales training has 

a positive impact on a sales force that lasts for approximately 5.3 weeks.  Most sales training 

does not take into consideration the processes associated with finding, acquiring and retaining 

customers.  

  

Granted, all sales training starts with the false assumption that a sales representative magically 

has an appointment and/or an interview with a prospect.  The missing ingredient at the 

beginning of the sales process is how that salesperson gets in front of the customer.  Traditional 

sales training attempts to change the behavior of an adult.  And, if you stop and think about it 

that premise in and of itself is somewhat ludicrous.  

  

There is no sales training, motivation and/or threat that can make an adult want to be more 

successful than he/she wants to be.  Yet and still, sales trainers and decision-makers that hire 

those trainers claim that that can be done.  Stop and think about it.  What behavior manifested 

by an adult has ever been changed by the application of an external force for one, two or three 

days?  The answer to that question is none.  
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Adults change our behavior when and only when we want to eliminate the discomfort that the 

undesirable behavior creates.  For instance, take a look at the issue of New Year's resolutions.  

One hundred percent of New Year's resolutions are focused on changing one behavior or 

another.  Salespeople will say things like, "I'm going to work smarter this year."  Or, "I'm going to 

work harder this year."  

  

Millions of us say, this year, I'm going to lose five, ten or fifteen pounds, et cetera.  Or, we're 
going to go get a new job.  And, I could go on with an endless stream of New Year's resolutions, 
all of which evaporate within thirty days.  You see, we want the result that a behavior change 
will produce, but very few adults are willing to go through the process of change in order to 
achieve those results.  
  

The exact same phenomenon applies to traditional/old-school sales training.  The New Math of 

Sales Excellence® is indeed a breakthrough in the sales improvement arena.  Please note: This 

concept focuses on helping the entire company become more proficient at finding, acquiring and 

retaining profitable revenue.  Only when the entire company is harnessed and operating as a 

team will the organization generate a huge improvement in its top and bottom lines.  

 

In developing the concept of the New Math of Sales Excellence®, I realized that there are five 

metrics that have to be managed, in order to optimize the top line.  These metrics are:  

 

1. The number of first meetings in the calendar, at all times;  

2. The dollars per transaction;  

3. The conversion ratio of leads to orders;  

4. The length of the sales cycle; and  

5. FTE or available selling time  

Here is the New Math of Sales Excellence® expressed as an algebraic equation:  

 
Now, let's take a look at each of these individually.  

  

• First meetings:  The number of first meetings contained a sales representative's calendar 

dictates, with virtual mathematical precision, the number of first orders that will be realized at 

the end of the typical sales cycle.  

  

So, for instance, if the sales cycle is six months long and a sales representative traditionally 

converts ten percent of his/her first meetings into orders then, six months from today's date, 

a sales representative may anticipate (with slight deviation) ten percent of the first meetings 

occurring this month becoming first orders six months down the road.  Simply stated, if you 

have no first meetings today, you'll have no first orders six months from now.  
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Conversely, if you increase the number of first meetings but your proficiency stays the same, 

you'll have more first orders six months down the road.  You see, old-school sales training 

attempts to improve the proficiency of the sales representative.  Again, we get back to that 

bugaboo regarding change.  

  

If we change the process that the company undertakes to find and book first meetings and, 
in doing so, increase the number of first meetings, we will increase in direct mathematical 
proportion the number of first orders that a sales representative generates.  
  

• Dollars per transaction:  In today's frenzied sales arena, many sales representatives 

confuse the activity of discounting with building friendships and relationships that will 

produce revenue.  Tragically, nothing could be further from the truth.  

  

Buyers have learned that they can negotiate substantial discounts, just by asking.  After all, 

it costs a buyer nothing to ask for a discount.  If discounting is a consistent issue within your 

company, make sure that you help your team build value based on solving problems for 

customers.  Discounting is required when the customer perceives that your product or 

service will not impact their business' operating conditions in any positive way.  

  

Conversely, when the prospect perceives that a very strong improvement will occur, the 

prospect will appreciate your offer at a higher level and will ascribe a higher value to your 

solution and will reduce his/her desire to achieve a discount.  

  

• Improve conversion ratios:  One of the tragedies of selling in the 21st century is the fact 

that conversion ratios can easily be improved, if a sales team utilizes any one of the 

thousands of CRM solutions available today.  It's an absolute tragedy that this powerful tool, 

which assures pervasive, accurate and consistent follow-up, is ignored by so many  

Salespeople.  

  

As a matter of fact, some studies show that some of the more popular sales automation 
software’s are accepted and utilized by less than ten percent of the salespeople that have 
access to that tool.  In order to be successful today, you must convert more leads to orders 
than ever before.  This can only be done by getting in touch and perpetually staying in touch 
with all leads.  
  

Studies have shown that forty-five to sixty-three percent of leads that say "not now" will buy 

an identical solution from somebody, in six to eighteen months.  Other studies show that 

ninety percent of salespeople abandon their effort to move a lead into the sales process 

after four attempts to activate that particular lead.  Those same studies show that the typical 

customer is not ready to buy until they have received eight or more marketing touches.  

  

So, utilize anybody's CRM to make sure that, once a lead is obtained, it is touched 

perpetually; and you will see your conversions going up and your cost of sales going down.  

  

• Length of sales cycle:  This is a vital metric that is ignored all too often.  Many managers 

have mistakenly reduced the amount of sales support available to the sales team.  This 

forces sales representatives to handle tasks that can frequently be delegated to other 

members of the team.  By moving tasks away from your salespeople, you will be able to 

help them sell more transactions in a given time period.  
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Let's take this as an example.  Assume that your average sale requires one hundred hours 

of selling time.  Let's further assume that the average customer is only available to your 

sales team between the normal business hours of 8:00 a.m. to 5:00 p.m.  If those two 

assumptions are true, then a sales representative whose typical sale requires one hundred 

hours of selling time has the ability to close twenty new accounts in one year.  

  

When you shorten that sales cycle to seventy-five hours, let's say, that same sales 

representative has the ability to close twenty-six accounts in one year.  Examine, in a step-

by-step process, what your sales team goes through to move an opportunity through your 

funnel or pipeline.  You may find that you have some extremely negatively impacting 

requirements on your sales team that have developed as a result of non-documented sales 

processes.  

  

A company that doesn't have a sales playbook that describes the step-by-step processes 

required to close new business is a company that will not produce consistent, predictable 

nor profitable transactions and they will have a revenue graph that looks like the Himalaya 

Mountains… many peaks and valleys.  

  

• Available selling time:  This is an area that management can dramatically and positively 

impact in a few days.  I recommend to all of our clients that they conduct a time and task 

analysis and, in doing so, get an understanding of how their salespeople spend their time.  

This time and task analysis is a simple logging system that asks the salespeople to write 

down their activities in a fifteen-minute by fifteen-minute basis.  

  

Once this is completed, management should analyze what the sales team is doing.  I'm 

willing to wager that the average business-to-business salesperson spends far too much 

time doing non-sales administrative tasks.  Our studies, based on four hundred sales forces, 

show us that the average salesperson spends thirty-four percent of their day engaged in 

non-revenue-producing / administrative activities.  When we ask the question, "Why do they 

do that?" the response is very predictable… "There is no one else."  

  

Management should augment their sales team with non-sales administrative people.  In this 

regard, I strongly urge you to put the lowest value work in the hands of the lowest cost 

employee.  And, in this regard, measure the value of a salesperson based on the revenue 

they produce per hour of sales time.  Increase the available hours of selling time, and your 

sales will go up.  

  

In summary, moving any one of these five metrics even slightly will produce a significant 

increase in your organization's ability to generate revenue.  You'll note that I have made no 

recommendations regarding "magic closes" or any of the other soft skills associated with 

traditional/old-school sales training.  I am recommending that companies bring their sales 

process into the 21st century.  When you do the math, you'll see that moving each of these 

metrics just by as little as ten percent will produce a huge improvement in your company's top 

and bottom line.  
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So, allow me to ask you a few questions.  Can you and your team complete ten percent more 

first meetings per month?  Can you and your team close the average transaction for ten percent 

more dollars?  Can you and your team convert ten percent more of your leads into orders?  Can 

you and/or your team reduce the length of your typical sales cycle by just ten percent?  And, 

finally, can you give your sales team ten percent more selling time… with the accountability to 

use that time to pursue new revenue?  

  

If you can answer yes to all of those questions, you are in line for a staggering seventy-two 

percent increase in your organization's ability to produce sales.  As always, I wish you…  

  

Good Luck and Good Selling!!!  
  
Gil Cargill       Roel Hoekstra 

Sales Acceleration Coach     Sales Acceleration Coach 

www.gilcargill.com      www.akela-partners.com 

Los Angeles, CA     Philadelphia, PA 

310.362.0615      215.858.8659 

  gil@gilcargill.com     roel@akela-partners.com 

http://www.gilcargill.com/
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