
hat a great time to enjoy 
outdoor activities, and spend
time with loved ones. It’s also a

time to reflect on your business, making 
any adjustments to guarantee a strong 
s h owing at year end. Many companies now
make New Ye a r’s resolutions. Aside from dust-
ing those off and recommitting to 
making them happen, how about adding a
Labor Day re s o l u t i o n ?

In honor of the season, I decided to 

illustrate the resolutions that work for 
my most successful clients through their 
analogous activities.

Fi s h i n g
Fishing is timeless; it is ve ry much like 

m a rketing home health and hospice. It 
re q u i res patience, strategy, experience, ex-
p e rtise, and tenacity. Just as in sales, yo u
h a ve to know what fish want and where to
find them. T h e re are professional fishing

tournaments with
sponsorships and tele-
vision coverage. W h a t
makes a pro f e s s i o n a l
fisherman a champi-
on? Pre p a r a t i o n ,
p roper equipment,
and the ability to
adapt differentiate the
p ros from the rest of
us. Time on the water
equals more fish
caught, just as time in
f ront of re f e r r a l
s o u rces equals more
re f e r r a l s .

Go l f
He re, success is de-

pendent upon two big
elements – practice and
mental pre p a r a t i o n .
Great golfers hit prac-
tice balls at eve ry
o p p o rt u n i t y. Tiger hits
countless practice balls

a day. He is on the practice range before and
after a round. He has burned the swing for
e ve ry shot into his mind. Home care and hos-
pice sales teams should be practicing eve ry day.
Flying by the seat of your pants doesn’t work
in golf, and it certainly doesn’t work in selling.
Role playing is essential to peak perf o r m a n c e .
K n owing what you will say in each circ u m-
stance is the key to winning the game.

Hi k i n g
When you set off into the woods, you had

better have a plan in advance. You need a trail
map and a route. Your pack must contain
e ve rything that you will need while in the
woods. This same level of planning is re q u i re d
to be effective in sales. Goals as well as account
and territory management are the map. W h a t
is in your folder, briefcase, and trunk of the car
is the equivalent of the backpack. Make sure
you have eve rything you need to be effective .
In sales as it is in hiking, take one step at a
time; yo u’ll achieve your goals and have a nice
journey! Focus not on the goal, rather on each
step necessary to achieve it.

En j oy these relaxing summer moments,
and with a clear mind, challenge yourself and
your organization to exceed your goals and
fulfill your vision. Ab ove all, be passionate.

The Mo re Things Change…
Some things don’t change. John He n ry

Patterson , founder of National Cash Re g i s-
ter  (NCR), is believed by many to be the
father of sales training. This happened because
he visited the NCR exposition at the 1893
Chicago Wo r l d’s Fa i r, and found that when
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he quizzed his sales people, they did not know
h ow to sell the products. In 1894, he held the
first sales training school, and NCR became
a leader in the cash register business. Much of
this success is attributed to the sales team. Fa s t
f o rw a rd to modern times and you will find
that the most successful organizations have
regular sales training for all its sales people.

Sales Ma n a g e r’s Corn e r :
Each month, I address one issue or answe r

one question dealing with sales management
issues. Feel free to submit questions to
cat@nahc.org. This month’s issue is a question
I re c e i ve frequently: “How do I keep my sales
team focused on building their account base
once they have tasted success?”

First, don’t let them forget how they got to
their first taste of success. The same hard work ,
organization, planning, and passion that got
them there, will carry them to the next leve l .
The key to continued success is being smart e r

about how and where they spend their
most precious asset … their time. Rating
accounts, knowing what is important to
them, prioritizing time, and protecting key
relationships will enable the sales person to
a c h i e ve highest levels of pro d u c t i v i t y. Su p-
p o rt top performers with additional
training. Our tendency as sales managers is
to focus on “f i x i n g” low performers, and
neglect dedicating time to the top tier. A
good sales manager has a plan to help the
whole team, all of the time.
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