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Introduction 
Have you ever noticed how sometimes you seem to “click” with another person or 
sometimes how you are just not on the same “wavelength”?  With some people it’s easier 
to strike up a conversation and others after a while “you get to know them” and they 
become more open.  What this is telling us is that people are different and they have their 
own preferred way of interacting/communicating. Your normal approach might not be 
appropriate for some people. 

It might be that you have also been told that you have to be this kind of behaviour or have 
certain traits or talents before you can be a good salesperson.  

Our 30 years of working in the field of human behaviour building high performing teams, tell 
us that certain things taken as the truth by many sales training  and consultants are just 
myths based around half truths.  The biggest lie is that the best salespeople are effervescent 
bubbly and outgoing!  Nothing annoys a quiet reserved thoughtful potential customer more 
than a “typical salesperson”.   

 

Our knowledge of human behaviour has been gained by our principal, Peter Turner being 
personally trained and mentored by the late Art Neiman who had the enviable position of 
himself being trained by Walter V Clarke who developed the first behavioural instrument 
from which all DISC models were derived. Art was also the personal assistant for W Clement 
Stone who wrote the best sellers The Success System That Never Fails, & Success Through A 
Positive Mental Attitude.  Walter V Clarke took his master’s degree as a student of W M 
Marston who in his 1928 book “The Emotions of Normal People” first described the 
Dominance, Influence, Steadiness & Conformance traits that make up the DISC behavioural 
model. 

Clients are now not only valuing our ability to educate salespeople on how to use DISC to 
engage with clients and improve sales, but increasingly are realising that our ability to also 
“read” clients to identify their intrinsic driving forces is extraordinarily powerful.   
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Our Approach - Methodology 
 

Training (or, better yet, education, since “dogs are trained - people are educated”) is of vital 
importance to any business. As all commercial activities are changing quickly, and at an 
ever-increasing pace, it is imperative to develop the best performances from its most 
valuable resource – people. 

It is becoming increasingly evident that the people who most add value to the brand are not 
just its salespeople, and any organisation that is serious about creating loyalty from their 
customers will have to recognise that this is accomplished through the quality of the 
interaction between the entire organisation and the consumer. 

Businesses don’t succeed, people do! 
All too often people go on a training course and receive a dose of knowledge, but then 
either fail to put this new found knowledge into practice (business as usual), because they 
have not been motivated to make a difference, or alternatively they make an attempt to 
apply their new-found knowledge, but give up after a short period of time. 

This is why we develop and present our courses in a way that invigorates people  so that, 
after completing the course(s), they say –  

 “Look what they have done to for us” rather than “look what they have done to us” 

 

The courses need to be interactive and based on the “guided discovery process” in order to 
ensure the maximum long-term retention, impact and benefit – witness the following 
indicators for retention and recall in learning a simple task by different methods –  

Simple Task Told Told & 
Shown 

Told Shown & 
Experienced 

Discovered & 
Experienced with 
Awareness 

Recall after 3 
weeks 

70% 72% 85% 89% 

Recall after 3 
months 

10% 32% 65% 82% 

 

 

During training delivery, we will use as many models as possible to drive home the key 
points and to keep the interaction going between the trainer and the delegates; whenever 
possible, we will introduce simulators at the end of the courses to capture and demonstrate 
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the key learning points, and to prepare the delegate for implementing their learning upon 
their return to their respective departments. 

The courses must be flexible so that delegates feel that the course is relevant for them, and 
so that the facilitator can use the delegates own experiences within the course delivery to 
make it most relevant; this obviously requires a skilled and experienced facilitator who is 
inclusive and flexible.  The credibility of the facilitator is paramount in order that they are 
perceived as being people who have real life and relevant experiences, rather than being 
just “chalk and tell”. It is these qualities that Success Factor’s  training and development 
courses so successful. 

 

 

Our PITOC model shows why traditional customer service and sales training all too often 
fails, and why you need to start at the core, ie the leaders of the business.  It is essential that 
they too know what is being expected of their people.  What’s the point in working with the 
people that interact with the customer if their boss is giving contrary advice/leadership!   
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Understanding Ourselves and Others 

 

The Behavioural Onion  
When you look at an onion you see a brown flakey outer skin. This is not the real union but 
as you remove the layers, you see the onion appear. This is the same as a human being.  Our 
outer layer (what people see) is our adapted behaviour created to suit that particular 
situation.  We all adapt our behaviour.  When we are in a library we do not behave the same 
as we do at say a football match etc.  

Some people are more aware of this than others (we call it being behaviourally intelligent) 
indeed the more behaviourally intelligent amongst us are able to adapt our behaviour 
without any conscious effort whilst others think about it beforehand.  

When two peoples behaviour matches, a “doorway of communication is opened”.   

So if we have a customer who is cautious (by the way all people are different and I am not 
saying there is a cautious type only)   then they will not react positively to someone chatting 
about how successful they have been, they will need evidence in writing and usually from a 
third party.  Alternatively a person who likes to take his/her time to think things through will 
again not react positively to a salesperson saying, “If you sign now you can have $500 
knocked off”.  This type of person would tend to say yes ok, but don’t sign up.  So to say, get 
listings from these type of people, you have to meet with them, become friends, gain their 
trust and at some point in the future they will contact you, as they said they would.   
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So what we are saying is that the best salespeople (ie the most successful) either by design 
or naturally, have the ability to understand the behavioural requirements of the customer.  
Ie they are behaviourally intelligent.   

 Your whole organisation can become behaviourally intelligent. Imagine how internal 
communication would benefit if “back of house staff” understood what communication 
style “front of house staff” needed and visa versa.  Talking the “behavioural language” 
understanding everyone’s needs can give an organisation a massive lift. 

You can even talk to particular customer types via your marketing or at least design adverts 
that do not exclude particular customer types.  

The good thing is that behavioural intelligence can be learned/developed. 

What is more we can measure this natural and adapted behaviour in individuals and groups. 

 

Although we do have instruments that can measure each of the “rings” of the onion we 
tend to focus on the behaviours and motivators (intrinsic driving forces) which explains how 
and why they behave automatically in the way that they do. Understanding why people are 
different, and why that’s important, why people like certain things and others don’t, why 
people like to be treated in a particular way and others don’t is critical to the long term 
relationship with clients.  It also increases tolerance, respect and understanding between 
team members and gives them the opportunity to not to do unto others as you like to be 
treated but to do unto others what they like, which is the foundation for excellent 
customer service. 

This is supported by revealing each other’s behavioural styles and driving forces. As well as 
showing them how they can identify people’s styles and motivators through observation 
which is useful when interacting with customers. 

In the past this has proved to be literally been life changing for many people as they start to 
understand why they behave in particular ways.    
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Success Factor Ltd 
Based in the U.K, we work throughout the world, delivering business solutions for a variety 
of organisations who wish to improve employee relationships, customer loyalty and sales.  

We have an established & proven track record in people & business development, both via 
classroom development courses and actual on-site intervention in many environments. We 
have delivered solutions from Jakarta Indonesia to Lima in Peru. 

We are recognised as being innovative and reliable for both small projects or strategic 
award winning consulting solutions across several continents. We have been mentioned in 
Parliament and the PAS 80 standard, is based upon our Maxiima business system 

Our business model for delivery is as follows:– 

Success Factor Ltd – Training and development of people etc 

TTi Success Insights UK Ltd. - UK Master distributors of talent tools and assessments.  

 

Our Principal, Peter Turner is also a member of the worldwide Odyssey Consulting Group.  

 

Our focus is on people, we recognise that business improvement occurs in four areas 

1. The business system 

2. Individual talent 

3. Leadership quotient. 

4. The offer 

Our knowledge of human behaviour and its origins enables us to help create business 
systems that are user friendly, ensure clients recruit appropriately talented people that fit 
the organisation’s needs, create internal leadership and a customer offer that can be 
delivered. 

We have just finished (after 9 years) delivering a very large development programme in both 
Parts and Service management for a prestige automobile manufacturer which has reaped 
fantastic rewards for both the dealers and the individual participants. The programme is 
modular and incorporates a final examination and practical assessment to measure the 
delegates’ knowledge and learning. It has taken 9 years but we did see the operation move 
from 36th to 2nd in the JD Power survey over that period. 

Additionally, we have just completed a successful development and trial for a worldwide 
rollout of a manufacturers customer retention programme to stave off the independent 
sector. This is currently being rolled out in Singapore and the United States. 
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