


Research Studies
Top Sales Leaders
USA vs. Germany

Top Sales Leza;g ers: USA Top Sales Leaders: USA
1% .COnductor
E Utilitarian-72%
0% 17 ;ﬁﬂfr // \‘ B Theoretical-4%
13% OTraditional-8%
[0 Relater
21% W Supporter B— DSocial-7%
17% @ Coordinator B Aesthetic-2%
e
19% B Analyzer @ Individualistic-7%
@ Implementor

BEHAVIOR

Study 1: Top Sales Leaders, USA

N=178
BEHAVIOR ATTITUDES

Top Sales Leaders: Germany " Top Sales Leaders: Germany
m Conductor
M Persuader i ilitari
] Promoter ‘ :_Il.-lrt:lnarl?n-?zg y

eoretical-25%

E Relater ! OTraditional-0%
M Supporter OSocial-1%
@ Coordinator M Aesthetic-0%
B8 Analyzer @ Individualistic-3%
Implementor

Study 2: Top Sales Leaders, Germany
N =492



Much of the research conducted in the past on top salespeople has been focused on
behavior. Behavioral research has been popular because, like looking good and sounding
good, behavior can be observed. Little, if any significant study has been focused on what
goes on inside a top salesperson. Our groundbreaking research in the United States and
Europe now confirms that attitudes far outweigh looking good, sounding good or behavior

in distinguishing top salespeople.

Two of our most significant assumptions were confirmed by the two studies. (1) Top
performing salespeople around the world are similar and, (2) Attitudes or values are more
important than behavior in sales performance. (See Study 1 and Study 2 attachment)

In both studies, only top performing salespeople responded. In the United States

study and a separate German study, top performing salespeople responded to two
assessments. One was based on the internationally validated DISC behavioral model and
the other was based on the Personal Interests, Attitudes and Values model, currently being
validated internationally.

Note that in the United States study of 178 firms, top sales performers tended to be
spread across the same three behavioral dimensions. In the German study, top sales performer
tended to be spread across the same three behavioral dimensions. In view of these results, it
1s reasonable to conclude that salespeople can sell in most, if not all, behavioral dimensions.

However, when it comes to what is on the inside of top performing salespeople, both
United States studies as well as the German study confirm it is hands-down, a Utilitarian

Attitude.
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