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Now in th is special Directors Report , Stuar t  Goodship shares how a t iny few Salespeople 
are actually bu ilding their  businesses withou t  the usual ‘pushy’, ‘manipu lat ive’, ‘slick ’ 
and ‘phoney’ sales gimmicks that  the major ity of salespeople au tomat ically defau lt  to.  
 
There is always a t iny minor ity of Super Producers that  are always ou tstr ipping the 
per formance of the average producer . Sell ing is no different. There are Salespeople that 
cont inually earn 5 or  10 t imes what the average earns. For  two decades now, 
Per formance Consu ltant  and Coach, Stuar t  Goodship has helped to create hundreds of 
these spectacu lar ly successfu l individuals.  
 
In th is unique Introductory Report  you  will discover  what a t iny group of ‘abnormals’ do 
that  is so different  from the ‘normals’. You  will discover  that  the old t r ied and tested 
sales techniques that  were once successfu l have completely lost  their  in fluence.  You  will  
see what is st i l l insanely wrong with convent ional t rain ing. You  will discover that  the 
t ru ly great  achievers and per formers operate under a radically different  set  of habits and 
pract ices than the major ity of people do. You  will not  find these sk il ls and procedures 
taught by any Sales Train ing Organisat ion, or  by ‘Management ’. Normal t rain ing can 
only create a ‘normal’ per former; therefore the ‘normal’ salesperson soon finds h imself or 
herself h it t ing a ‘Per formance Barr ier ’ and finds themselves struggling to break through 
these average per formance levels.  
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The Salespeople that  per form 5 or  10 t imes above the average (or  even 100 t imes if you  
can get  your  mind around that), are the posit ive deviants, or  as Stuar t  labels them, the 
‘Eagles’. When you  show these ‘Eagles’ on what stat ist icians call a normal distr ibu t ion 
curve, it  looks like th is: 

 

In  a normal group of Salespeople, 68.26% of them will fall with in one standard deviat ion 
(+ or  ) of the mean (the purple area in the graph above). Therefore near ly 70% are 
�normals�, or  what Stuar t  calls ‘Ducks’. If you  go ou t  three standard deviat ions you 
include 99.72% of the group (the purple, blue, and red areas). Now, we�ve accounted for  
99.72% of the group. Bu t what abou t the remaining 0.28%? 

As you  can work  ou t  for  yourself, half of the deviants fall above the mean and are called 
posit ive deviants. The other  half are below the mean and are called negat ive deviants. 
(They are only labelled deviants because they are so far  ou tside the normality.) Although 
these deviants represent a small amount, they do exist ! Because they are so far  away 
from ‘normality’, they are denied to exist  by many people. Bu t  the fact  is; they have 
always existed and always will. The 80/ 20 ru le has also always told us something 
similar  to th is as well. Although 20% is far  too big a cross-sect ion for  discover ing what 
the Super Achievers are actually doing.  

 “So what?”  you  may ask . “What has this to do w ith me?” Well Stuar t  has worked with 
many individuals who represent 0.14% of the Sales Industry since 1987 and there are 
several insights gleaned from his exper ience. If you are responsible in any way for  a 
Sales Team then you  shou ld know some of the basics:- 
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So why do sales t rainers use ou t-of-date technology?  Most are too busy fight ing the 
bat t le to research new technology.  You  can’t  run a modern army that  way, so why run a 
modern sales force that  way? It ’s l ike toy soldiers coming up against  the SAS! Bu t what 
if your  sales force were equ ipped with SAS type t rain ing and weapons?  You  may not  l ike 
war – I don’t  par t icu lar ly l ike it  either , bu t  I’d rather  be on the side with  super ior  
st rategy, the latest  break throughs in military hardware and highly t rained soldiers – 
wou ldn’t  you? 
 
Let  me ask  you  th is… In business, if your  people kept  coming up against  salespeople 
who were bet ter  t rained, understood (I mean really understood) what buyers wanted… 
knew the r ight  st rategy to deploy in any given situat ion… how long wou ld you  last? A 
week…? a month…? three months…?  When’s the best  t ime to retrain your  people and 
arm them with sophist icated weaponry… when their  backs are up against  a wall?  Or in 
plenty of t ime to meet the new breed of salespeople who are qu iet ly emerging? 

The point  being for  you  is that  Stuar t  has worked with those who have exalted the 
heights of achievement and now has hundreds of easily understood models for  dist i l l ing 
down the essent ials for  creat ing incredible success. Stuar t  has an enormous body of 
work  that  not  only h ighlights what const itu tes the mind-sets of Except ional Producers, 
bu t  also the other  side of the coin where he uniquely h ighlights the Thought Viruses 
that  prevent an individual achieving. (An essent ial, bu t  usually ignored element.) He has 
helped create many ‘Eagles, and for  others he has ‘fined tuned’ their  l ives and their  
businesses. He is one of the few people who really knows what it takes to achieve 
unconvent ional achievement and not  just  some theory from a bunch of books or  t rain ing 
courses.  

This is what th is Introductory Report  is all abou t. (And the Two Fu ll Reports ent it led 
‘The Missing Element – Why Convent ional Train ing Does Not Work ’ and ‘The Thought 
Virus Introduct ion.’) From these repor ts, you  will discover  through example after  
example what it  takes to become phenomenally successfu l in  Sales. Even if you  can’t  get  
your  head around phenomenal success, because it ’s defin itely not  for  everyone, is it? 
Even if you  were to produce only 5%, 10% or  25% above your  cu rrent  per formance, what  
wou ld that  be worth to you  or  your  company?  

You  may be th ink ing that  you  can’t  have a team that  consists of all top producers.  
There is such a th ing as the 80/ 20 ru le isn’t  there?  You know the one – where 20% of 
the salespeople make 80% of the sales. Does that  also apply to the SAS?  Do 20% of the 
SAS k il l 80% of the enemy?  I don’t  think  so.  They are all well t rained so they all 
per form way above the norm.  Yes, some are bet ter  than others, bu t  not  miles bet ter . 

And so it  is for  the top sales men and women.  They all per form way above the norm.  
Why?  Because they know some of the methods that  are with in Br eak i ng Th e Sa l es 
Bar r i er . 

�
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If you  sense that  a profound change is happening with in Direct  Sales, you  are not  alone. 
Throughout the wor ld people are changing the way they th ink  and work . They are 
engaged in t ransformat ion that  is absolu tely necessary because the old ways are not  
work ing anymore. This is par t icu lar ly appropr iate to the wor ld of sell ing.  

There is a great  deal of research today that  in forms us that  convent ional market ing and 
sell ing is no longer  effect ive. Yet , the major ity of organisat ions cont inue to dream-walk  
r ight  past  it . They are heavily caught up in the daily fire-fight ing and cr isis-management 
of the daily ‘normal’ st ruggle of business. For  twenty years Stuar t  has been ask ing 
audiences how they react  when they sense that  someone is t rying to sel l them 
something in the convent ional way. Dur ing th is t ime he has received very similar 
responses, except today they are even more numerous. Most people have stated that  in  
most cases they get  away as qu ick ly as possible. The t ru th today is that  the major ity of 
people are immune to the ‘normal’ approaches of the Sales professional. The Sales 
profession has ‘taught ’ people how to react  au tomat ically in  ways that  are defensive.  

Here’s just  a snippet of the wisdom that  is emerging abou t the new consumer taken 
from ‘The Customer-Selected Wor ld Class Sales Excellence Ten Year Research Report ’ 
From the Chally Group – www.chally.com ……………….. (There are many proven sources 
indicat ing the changes tak ing place.) 

……customers have raised both the level of expectations and the speed at which these 
desires are met. Two significant customer issues have emerged and deserve supplier top 
management attention: 

·  Salesperson effectiveness was cited as more important to the customer’s business 
than the features and quality of the products purchased.   

·  The salesperson©s failure to understand the customer's business continues to be a 
major criticism. 

Here’s another  snippet of the wisdom taken from the research from Roy H. Will iams at  
www.agelessmarket ing.com 

 “The emerging client and customer is less tolerant of puffery in marketing communications, 
they prefer reality to unrealistic idealism. They are more introspective – more self-informed 
and have more trust in self. Older consumers more often focus on the customer experience 
than on the product: desires are less materialistic, more experiential; pleasure sought in little 
things. (Check out the research carried out in the book “The Experience Economy” .) Older 
consumers are more emotional, intuitive in decision-making. Emotion often trumps reason. 
They have an increased resistance to persuasion – less influenced by advertising bombast 
that makes claims about product features and benefits being superior.”  
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And again, Roy H. Will iams hits the spot  when he states: 

“Features and benefits, features and benefits, features and benefits. We’ve polished our 
pitches to such a degree that we’ve dimmed our abilities to persuade. The customer is only 
half listening because the inner self is asking, what are they not telling me?”  

Roy goes on to state the problem in six points: 

 1. The fine art of hype has been perfected and refined. 

2. Western culture has been submerged in it, held under until every last pore of our 
souls has been saturated. 

3. Consequently, we’ve developed an immunity to ‘ad-speak’ , the language of hype. 

4. But we don’ t rage against it. We see the half-truth of hype as a fact of life. 

 5. That’s why we are ignoring it. 

 6. And we are ignoring it in greater numbers everyday. 

Customers today are bet ter  in formed, more demanding and more quality conscious than 
ever  before in h istory. Because the people who are buying have changed, then sell ing 
must change too. The problem is that  the wor ld has changed, bu t  the major ity of Sales 
People and Sales Train ing Companies st i l l  use and teach tradit ional sales sk il ls that  
were developed in the 1950s and �60s.  
 
Because the Sales professional wil l use var ious forms of t r icks and manipu lat ive 
pressure tact ics, most of today’s clients are react ing against  those pressures. The old so 
called ‘t r ied and proven’ techniques t r igger  potent ial clients and customers to close-
down and shu t-off, as opposed to open-up and share the necessary informat ion requ ired 
for  creat ing a long term client  or  customer relat ionship. 
 
The way to sales effect iveness has changed dramat ically over  the last  twenty years. The 
old ru les for  playing the "game" no longer  apply. (Even though most sales t rain ing 
companies are st i l l  teaching them.) Here’s how researcher  Melinda Davies descr ibes the 
situat ion in her  book ; The New Cu ltu re of Desire: “The old advertising razzle-dazzle that 
once delighted…..have no powers now. They have heard it all too many times before. It is 
just more aggressive, hyper stimulated data pushing into their pounding heads.”   
 
“ Of course I expect you to answer my functional need, but what are you going to do to help 
me feel better, feel good, feel well? How will this ‘buy’  advance – or at least not hinder – 
improving the quality of life inside my own head?”  
 
“ The marketplace has become the very icon of overkill…….and the consumer is doing 
everything she possibly can to shield herself from more stimulation.”  
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Br eak i ng Th e Sa l es Bar r i er , with its ideas and concepts based upon the ‘Dialogue 
Approach’ has been obtain ing greater  and greater  resu lts since 1990 when Stuar t  
Goodship formu lated his ear ly ‘Dialogue’ models based upon the cu t t ing-edge work  of 
Bohm, Senge, Argyr is, and Schon and other  dialogue researchers. Ut il ising integr ity and 
common sense, once understood (not ice the model is to be understood, not  so much 
learnt) disperses the pressure and tension that  is typically associated with ‘normal’ sales 
people and which is usual in  the buyer / seller  in teract ion. 

Br eak i ng Th e Sa l es Bar r i er  challenges t radit ional ‘sales thoughts’ to help you  achieve 
and create a rappor t-fi l led affin ity-based relat ionship. This is what makes the sale. It �s 
impossible for  someone to sell withou t  a buyer  and your  abil ity to "connect" and bu ild 
t rust . It ’s the missing element that  is essent ial in  th is emerging new challenging and 
dramat ically different  game of business.  The ‘Dialogue Way’ is a whole new mindset 
with language that  conver ts sell ing into a natu ral discovery process between you  and 
your  client  or  prospect . 

Does ‘Breaking The Sales Barr ier ’  really work? 

“ It appears as if you knew these ideas all along because the technology is presented through 
a dialogue process and with easily remembered models. By engaging with Stuart, you very 
naturally uncover insights and breakthroughs that unfold as common sense. But when you 
really investigate and challenge yourself (or challenge your team) you come to the 
conclusion that if it is common sense, then common sense is not very common. The very fact 
that the strategies are not common, are not the ‘norm’ , and are not the usual worn-out, old 
ideas mean that when implemented they carry the potential to create some significant and 
substantial successes. This is what this work has done for us at CPI now for some years.”  
         Mark Car lile, Sales Director        
         Pivotal L td 

 
 

�
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Near ly all convent ional t rain ing fails because most development is 'merely transforming 
the outer', not  last ing behaviour  modificat ion. The t rain ing is focused on developing 
roles, on the �external personality�; very l it t le t rain ing is ever  provided on the �in ternal 
essence�. If you  learn a new role bu t  it  doesn�t  fit  in  with the self-concept of yourself, you  
will not  be able to per form in that  role. The sk il l-set  rarely becomes par t  of the mind-set .  
 
If a Sales Development Programme only contains techniques and sk il ls and doesn�t  also 
focus on the self-concept and core essence, it  wil l fail with the major ity of people. This is 
why:- You  can only per form in your  role in a manner consistent  with how you  see 
yourself in ternally in your  self-concept. The ideal t rain ing or workshops have a focus on 
belief issues, self-concept issues, at t itude issues and mot ivat ion issues in addit ion to 
good sk il ls. 
 
Developing a Sales force means work ing with a var iety of mind-styles and sk il l levels. 
Because of the difference between each individual, your  people shou ld be coached and 
developed to su it  each individual. Bu t  most t rainers and coaches just  cannot 
understand and grasp all the var ious levels of being, exper ience and mind-style. 
Unawareness of these differences will invoke a lousy t rain ing exper ience and may, by 
increasing scept ism, lead to increased immunity to fu tu re at tempts at  t rain ing. Star t ing 
any change process, or  development program withou t tak ing into account an individuals 
wor ldview, near ly always leads to a lot  of frustrat ion and pain.  
 
� � � � � � � � � ( � � � � � ! � � � � � ) � � � � � * � �+ � � � � � � � � ) � � � � �
 
Lack  of sk il l and knowledge is not  the most frequent cause of exist ing per formance 
problems. It  is the subject ive �soft � sk il ls such as beliefs, self-esteem, self-mot ivat ion and 
emot ional control that  set  apar t  the super achievers in any field. Who has not  found 
themselves knowing �what to do� and even knowing �how to do it �, frustrat ingly st i l l  not  
being able to get  themselves into act ion? As the psychologist  Arron Hemsley states "The 
gr ea t est  per f or mance d i l emma of  a l l  i s t h a t  you  a r e con t r ol l ed  by your  emot i ons, 
not  your  i n t el l ect ". Therefore, withou t  self-control and mastery of your  emot ional 
system, very l it t le can be achieved or  changed. 
 
In today’s fiercely compet it ive global 
economy, with every imaginable change 
happening faster  and faster , there is a 
ser ious problem with lack  of emot ional 
control. Weak, underdeveloped, and errat ic 
emot ional systems place your  business at  a 
compet it ive disadvantage. 
 
Our react ions to events cause distu rbances with in us and send most people into a 
downward spiral of destruct ive emot ions. Withou t a Development Programme that  is 
more than just  an intellectual process, one that  creates an inner  resil iency, any Sales 
Train ing is vir tually useless. 
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You  wou ldn�t  th ink  of signing up for  a five day t rain ing course on the theory of golf 
withou t  being able to pract ise. You  wouldn�t  spend five days learning the pr incipals of 
any spor t  or  game withou t frequent pract ise of the techniques. You  don�t  send a child to 
a seminar  to learn  how to r ide a bicycle. Why then have we adopted a very different 
model of development when it  comes to the improvement of people in our  organ isat ions 
and businesses? 
 

“ We ar e wh at  we r epea t ed l y do. Excel l ence, t h en  i s not  an  act , bu t  a  h abi t .”                                                                                                                           
Ar istotle 

 
What tends to happen is that  we spend anything from one to seven days loading 
delegates with informat ion, sk il ls and insights, expect ing that  th is t rain ing will be 
effect ive. When are we going to wake up? 
 
Development is a cont inuous process and not  a dest inat ion. It  wil l never  end. The wor ld 
is exper iencing radical t ransformat ion and the pace is pick ing up. The watch-words are 
"t ransform - or  die!" Regardless of how successfu l you  are th is year , there is always next 
year . It  is often said that  cont inuously improving is a lot  l ike rowing upstream - the 
minu te you  stop, you  au tomat ically drop back .  
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Every work ing week (for  twenty years) I have witnessed Sales People t rying to use Sales 
Techniques that  are doomed to alienate and repel clients and customers. One of the 
reasons for  th is is that  they are t rying to use a technique that  came from someone who 
is not  sell ing in the t renches every day and in many cases have never  sold! 
 
Most Sales Trainers are failed business people and failed sales people who then need to 
find another  career  and decide that  teaching is easier  than actually sell ing in the 
t renches. It �s probably t ruer  in sales t rain ing than any other  field today: "Those who 
can, do...and those who can�t , teach." 
 
It  is almost impossible for  anyone to exper ience the jou rney towards becoming a Master 
Salesperson withou t  an exper ienced gu ide. With an exper ienced gu ide, it  is almost 
impossible not  to discover  more of your  real Self and make a quantum leap in some way. 
We simply are unable to stay on the development path  long enough, disciplin ing 
ourselves, facing ourselves withou t  some k ind of gu ide. This gu ide, call them a mentor , 
coach, whatever , br ings ou t  the best  in  others, helping them to reach deep down inside 
and tap, explore and discover  their  potent ial. Bu t , if the object ive is to become a bet ter 
Salesperson, then the gu ide must be someone who has already mastered the path. Any 
organisat ions that  use Sales Trainers withou t  an established, proven sales t rack record 
needs their  head examined. 
�
�
�



Tel: 07866 756444 email: stuart@thoughtviruses.com                                        TM &  © 1991 - 2007 – Br eak ing The Sa les Bar r i er  
All r igh ts reserved. No par t  of th is publicat ion may be reproduced in any form or  by any means whatsoever  without wr it ten permission from the author   

 

10  

 

� ' � � , # � � � � � � � � � � � � � ! �$ � � � � ! � ! � � � � � � � ! ! # � � -� � � �*  ! � � � � �9� � ! �
�
Today there is a new technology… one that  ou t-dates everyth ing else current ly taught in 
the UK abou t persuasion. Over the last  decade, sell ing has been qu iet ly discarding its 
stereo-typed image.  It ’s been steadily changing, evolving and emerging as a completely 
new set  of ru les, methods and strategies that  makes ear lier  models obsolete. The image 
of shiny shoes, using just  the r ight handshake, look ing people firmly in the eye, nodding 
heads and deploying the ‘yes set ’ mentality has gone.  So has back ing customers into a 
corner  by using ‘t ie down’ quest ions or  t r ick  closes. These methods were handed down 
from the good-old days of sell ing, when customers were naïve and had hardly ever  been 
in contact  with a l ive salesperson. 
 
They may st i l l  occasionally work  if the buyer  is unaware and unsuspect ing, bu t  you  
can’t  rely on that  any more. If you  are st i l l  st ruggling to increase your  sales and you ’ve 
t r ied the var ious sales fads over  the years bu t  none lived up to their  promise, then 
Br eak i ng Th e Sa l es Bar r i er  may be for  you . If you  are using yesterday’s techniques in  
today’s market  you are doomed to failu re. Why?  Because buyers have ‘heard it all 
before’ and they are on to you  and your  sales team. 

 
Can you  imagine playing a game of chess where your  
opponent knew every move you  were going to make before 
you  made it?  What wou ld your  chances of winning be?   
 

Probably none.   
 

That ’s what it ’s l ike for  most people sell ing today.  Buyers can see through the 
phoniness and old techniques. If they catch you  using some worn-ou t  phrase l ike ‘If  I 
could show you a way… would you…’ watch ou t , because you ’re abou t to lose even the 
slightest  possibil ity of mak ing a sale. Once you  lose credibil ity you  lose believably and 
when that ’s gone, it ’s good night  and goodbye.  It ’s l ike war. What chance do you  have if 
you  use 19 th centu ry weapons, t rain ing and military strategy against  today formidable 
technology?  It ’s l ike using a handgun against  a rocket  launcher… you  don’t  stand a 
chance. 
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The challenge is that  the �soft � issues are not  effect ively or easily learned or  understood 
in convent ional coaching and t rain ing. Whichever  studies you  look  at  that  examine the 
effect iveness and resu lts of t rain ing show similar  conclusions; the vast  major ity of 
expenditu re on t rain ing is wasted. According to Baldwin and Ford in �Personal 
Psychology 1988�, the figu re est imated is that  80% of t radit ional change programmes 
fail. In Stuar t ’s twenty-five years of involvement in human development programmes 
and seventeen years as a Business Performance Coach, Stuar t  has found many reasons 
for  th is. All the usual character  weaknesses affect  the potent ial t ransformat ion; the lack  
of desire to improve, being closed-minded, having no commitment, no follow through, 
and the self-sealing defensive rou t ines that  exist  in  most of us.  
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Defensive rou t ines and self-just ificat ion - along with these other  t raits - are fatal to 
t rain ing effect iveness. Just  abou t everyth ing can be just ified – it ’s l ike argu ing for  your  
own limitat ions and sure enough……. .… you  get  to keep them! Our process 
understands these debilitat ing aspects of our  emot ional systems. Although it  is not 
possible to develop people by external compu lsion, provided individuals are not 
completely stuck , completely resistant  or  emot ionally dead, we can work  with the 
major ity of people. 
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We have pr imar ily become a society that  th inks of learning as a process of acqu ir ing new 
ideas and informat ion.  This is only a small aspect  of learning. This is basically rote 
memory, cer tain ly not  wisdom.  Since the 19th centu ry with the help of people l ike John 
Stuar t  Mill, the pr imary educat ional method has been that  of the student being 
perceived as an empty vessel, a blank  slate, so to speak . The Tabla Rasa theory. All the 
teacher has to do is to pour  in knowledge and hey-presto; we have an intell igent  person.  
Peter  Senge states it  well, in  �The Fifth Discipline�.  
 
"Learning has come to be synonymous w ith "tak ing in information." "Yes, I learned all 
about that at the course yesterday." Yet, tak ing in information is only distantly related to 
real learning. It would be nonsensical to say, "I just read a great book about bicycle riding 
- I've now learned that." 

 

In format ion obtained via reading or  received verbally from others is an abstract ion. If left  
at  that  level the informat ion only abstracts t ru th and many of us allow the concepts to 
subst itu te for  the reality the ideas represent. 
 

 Learning is a process of change; it  is a process of a 
cont inuous dialogue with l ife. In fact , the storage of ideas 
can become the obstacles to real in tell igence and a fu lfi l led 
life. What we eventually "know" can prevent us from 
accessing the living t ru th, the present moment freshness of 
percept ions. It  can literally blind us to only perceiving and 
exper iencing what our  knowledge presupposes.  
 
If we are not  changed by the acqu isit ion of knowledge; it  
cannot be called learning.  If the information can be recalled, 
remembered and brought for th, it  cou ld be just  rote memory 
and nothing else. It  has lit t le, if any bear ing on funct ioning 
effect ively, excellent ly, wisely or  sk ilfu lly in  l ife.  It  can be 
used to pass tests and exams or  TV qu iz shows.  I can 
receive informat ion that  a th ing is t rue, or  that th is 
par t icu lar  behaviour  wou ld be more effect ive.  However it  
does not  become "me" unt il I have exper ienced the 
applicat ion of the wisdom.   
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What Sales Director hasn�t  cr ied ou t  that  all wou ld 
be r ight  with h is business if h is or her  salespeople 
were any good? 
 

For  those Company owners and Sales Directors who want to increase the competency of 
their  Sales Team, invest  in  Sales Train ing. Bu t , for  many, as soon as they begin, they 
discover  another  bat t lefield, the minefield of ‘persuasion peddlers’ or  devotees of a field 
known as Neuro Lingu ist ic Programming. Over the last  three or  fou r  decades, there have 
been a growing number of providers of Sales Train ing and Sales Gurus popping up 
everywhere all claiming to create ‘master ’ pract it ioners of persuasion. There is defin itely 
a cu rrent  t rend in  everyth ing from ‘subliminal sell ing’ and ‘unconscious persuasion’. 
Even TV celebr it ies l ike Derren Brown are adding to the interest  and intr igue for  some 
people in the influence professions. 
 
It  is an amazing th ing for  me to witness th is growth as I have been in the field for  twenty 
years. The explosion in ‘persuasion’ has created an abundance of ‘persuasion peddlers’ 
who want to take advantage of the growing wave of in terest . The problem of any t rend is 
that  those buyers new to the field do not  have the abil ity to discern a ‘peddler ’ from a 
t rue pract it ioner  of persuasion. Hence the reason for  th is repor t . 
 
Over  two decades, as par t  of my research of what ’s happening ou t  their  in  the wor ld of 
Sales Development, I have been collect ing thousands of real l ife comments from the 
delegates that  have at tended a previous Sales Train ing program. Before I commence any 
in it iat ive I ask  whether  they have on fi le any previous opin ions of Train ing. (Many 
Companies have on fi le, the comments and opin ions of previous in it iat ives in HR or  in  
the Train ing Department.) 
 
At  the complet ion of previous t rain ings, you  discover  statements such as:-  
 

“Some of the material makes some sense when you hear it in the workshop. But when it 
comes to the real world of business, it just isn’t usable.”  

 “ I’ve heard these clichés for decades now and they have little affect outside of the 
training room.”  

 “How come the trainer didn’t know or bother to ask what our current problems are? I’m 
sure that if  he had bothered to f ind out we may have received some more benefit for the 
training, rather than a canned presentation. Isn’t it strange that in his advice for 
Professional Selling that he told us to stop the canned approach? Yet he used one 
himself !”  

“ If  I have to sit through one more PowerPoint presentation while the trainer reads from the 
screen or his notes I swear that I am going to go mad!”   

 “ I received some good information on ‘how not to train adults’. Never, never, never go 
behind a podium or sit at that dam head table again, that’s what I have learned.”  
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 “ I don’t get it! I expect more than a bunch of ‘feel good’, ‘positive think ing’ messages. 
Doesn’t Mr _________ know that just as many companies go out of business because of an 
unrealistic ‘f ixed’ positive outlook, as they do w ith a pessimistic ‘gloomy’ outlook? What is 
required is a strategy to confront reality the way it really is!”  

I have split  the comments into two sect ions because as you  will see in a moment, the 
next  few of the delegates’ opin ions are from workshops and in-house t rain ing programs 
on a par t icu lar  field known as Neuro Lingu ist ic Programming. NLP (as it  is usually 
referred to) seems to have become like a fashionable accessory ‘must have’ for  some 
trainers here in the UK.  

I t ’s not  t h a t  t h er e a r en ’ t  some good  t ech n i ques and  i deas 
w i t h i n  t h e f i el d , because t h er e a r e a  f ew . Bu t there is 
usually some r ight  old baloney thrown in as well, par t icu lar ly if 
the t rainer  is also indoctr inated into some New Age junk , as 
they often are.   

One of the addit ional problems lies in the way that  it  is near ly 
always presented is in a ‘psychotherapeu t ic-way.’  Most  people 
who push NLP are not  individuals who have ‘Sold’ in the 
Corporate wor ld or  understand to a great  degree, the Corporate 
wor ld. Hence, most  of  t h e t r a i ner s do not  under st and  wh at  
sh ou l d  be i gnor ed i n  NLP and also do not  understand the 
difference between a Corporate cu ltu re and the k ind of ‘woolly-

headed’ cu ltu re that  you  might  find at  your  local college’s evening classes! 

The following are some comments collected from those people that  have exper ienced NLP 
in Corporat ions:- 

“What has a bunch of New Age psychobabble got to do w ith the world of business?”  

“ I don’t agree w ith that presupposition about “ If someone can do something, anyone can 
learn it." Doesn’t the trainer know about the innate attributes that each individual is born 
w ith? I thought this was supposed to be science? As the Director who has to recruit 
dozens of personnel every month, I now get much greater results by matching people who 
already have a natural talent for the position. When I was naive and inexperienced I tried 
placing people into positions that they didn’t have a f lair for, and even w ith extensive 
training and development for the position, they always failed.”  

“ I didn’t discover much about this thing called Neuro Linguistic Programming because the 
guy was speaking like such a weirdo, but I know what I would do if  someone began 
sounding like Paul McKenna. I’d throw them out!”  

“So when the trainer says that "No one is broken." That means we can recruit any old 
Tom, Dick and Harry does it?  And if  we are not broken, what am I doing on this training 
course?”  

I do not  make th is stu ff up! I have not  edited these comments at  all, apar t  from 
removing some of the more descr ipt ive language! Now it ’s not  that  my own test imonials 
are always 100% posit ive, that  is impossible, bu t  the points I am mak ing are:- 
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 (1)  Despite the way NLP is marketed, i t  does not  con t a i n  a l l  t h e met h odol ogi es 
necessar y f or  success and  f u l f i l ment . It ’s a t iny fract ion of what is requ ired and 
what is available. And most important ly, it  seems that  the major ity of its 
pract it ioners do not  want to do the scient ific research on the break through 
insights than can be scient ifically ver ified. Why th is is so, is beyond me. They 
extract  most of their  mater ial from half a dozen good minds, bu t  ignore the 
cu t t ing-edge work  of the t rue sciences. For  example, there are very few references 
to the ‘real’ Neuro-Sciences with in the work  of NLP. Why is th is? Neuro-Scient ists 
have been providing very important  findings abou t the brain with significant 
insights for  salespeople, marketers and leaders for  the last  th ir ty to for ty years 
and have provided ver ifiable break throughs and insights. They seem hell-bent  on 
mixing what good research and findings they have, with Posit ive Think ing and the 
New Age. 

(2)  NLP contains ideas that  are extremely harmfu l to a potent ial business that  must  
be known abou t by the Trainer , and then completely left  ou t  from any delivery to 
industry and commerce.  

(3)  Any of the methodologies with in NLP that  are appropr iate for  Sales and the 
Business arena (such as its rapport  sk il ls), must be conver ted into business 
language. For  example, it ’s all very well learning abou t presupposit ions and other  
language pat terns, bu t  they must have already been conver ted into proven 
‘business-like’ pat terns, otherwise the delegates are being t rained to be 
psychotherapists, not  salespeople! 

(4)  Most NLP pract it ioners have been t rained by NLP trainers several t imes removed 
from the likes of Richard Bandler  etc. This is a problem because when they are 
‘second-hand’, ‘th ird-hand, ‘for th hand’ (or  worse) from the ‘source’, they begin in 
ever  increasing degrees to lose sight that NLP is fundamentally an at t itude. If they 
even had th is ‘at t itude’ at  all. New NLPers have most ly lost  the plot  and seem to 
get  caught up pr imar ily with the techniques and are increasingly losing the 
at t itude of cu r iosity that  is so essent ial. 

(5) Intellectual theory carr ies l it t le benefit , just  as you  cannot  teach a person to r ide a 
bicycle in a seminar  or  t rain ing course. You  have to test  and exper iment what you  
th ink  you  know over  and over  again, and yet , most NLPers have taboo-type 
react ions to the quest ioning of their  theor ies, or  to the introduct ion of insights 
from ou tside of their  field. 

 What a totem is to an Afr ican t r ibe, NLP’s so-called ‘proven theory’ is to most of 
the new pract it ioners. NLP easily becomes nothing more than a totem that the 
pract it ioners and the disciples want to dance around and worship! Pract it ioners 
seem to believe that  they merely have to toss into the discussion one of their  
techniques and it  wil l work  their  magic.  

The point  being, that  NLP shou ld be an open system, because a science and 
taboo-like react ions are mutually exclusive. Bu t  most modern NLPers watch over  
their  field l ike a secur ity guard, so as to make sure that  noth ing invades their  field 
that  wasn’t  provided by their  par t icu lar  Guru . If you  are look ing for  a new religion 
or  cu lt  for  you  and your  organisat ions members, then get  yourself an NLP Trainer . 
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Bu t  BS is BS; even when it  is being espoused by 1000’s of NLP disciples who only seem 
to want to repeat what another  has said.  Repeat ing what another  has said, only leads to 
indoctr inat ion and brainwashing, not  to any Self-Realisat ion. Most of the NLP disciples 
do not  understand that , a realisation or an insight does not add in any way to ones life 
until it is discovered by themselves through their own self-enquiry.  

What is one of NLP’s very basic presupposit ions? Many of you  who have invest igated 
Neuro Lingu ist ic Programming will know th is. It  is the fundamental pr inciple gleaned 
from A. Korzybisk i; Th e map i s not  t h e t er r i t or y. It ’s a shame that  most Trainers do 
not  understand th is idea thoroughly enough to know that  th is applies to NLP as well! 

Beware of anyone who is going to ‘Train ’ or  ‘Coach’ you  or  
your  team because they will be teaching you  in a dogmat ic, 
preachy, closed, fundamentalist  way that  does not  lead to 
the potent ial t ransformat ion that  is requ ired and that  is 
possible for  each individual.  

I have received many comments when I use mater ial that  is 
not  included with in  the NLP model. “Oh, that ’s not  NLP. I 
can’t  use that .” What is happening to NLP? It  seems to be 
much like the process that  is similar  to the major  t radit ions 
such as religion.  

They get  caught up in spou t ing ou t  dogmat ic philosophy, the pract icing of the ‘sacred’ 
r ituals and very often lose the spir it  of enqu iry. When th is happens to the mater ial being 
presented and t rainer , it  becomes ‘dead’. For  those people who have to deal with an ever  
changing and dynamic wor ld, NLP usually fails. 

Stuar t �s object ive is not  to teach an individual anyth ing, bu t  to help them discover  the 
t ru th or  reality themselves. (For  a more complete breakdown of Stuar t ’s approach, 
please request  the fu ll FREE REPORT ‘The Missing Element.’) 

Does ‘Breaking The Sales Barr ier ’  really work? 

 
"Now I run a very successful business, having expanded to my own premises and taken on 5 
employees and I am continuing to grow and improve. Most of this has to do not only with 
sales or marketing strategy, but also down to the steady change in attitude and personal self 
belief, which has arisen during the time I have been having regular meetings with you. This 
has brought about a change in the way I look at life, from not only a business, but also a 
personal viewpoint, which now I see as being mostly the triumph over the unruly tendencies 
to succumb to the destructive Thought Viruses". 
          Marc Carter  

Future Directions Ltd 

 
�
�
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Most of us are all well aware of the potent ial virus problems that  can happen on our 
computer  systems. Over the last  couple of hundred years we have become more and 
more aware of the var ious biological viruses that  can literal ly zap our  health and when 
they are extreme, they can k il l. On our  computer  systems we have virus-check ing 
programmes and we have cleaning programmes. In the physical health wor ld we have 
virus inocu lat ion processes, we have drugs to cu re viruses and most of us are aware 
that  we can take preventat ive measures to protect  ourselves from viruses. 
 

However, when it  comes to the diseases of the at t itudes - the viruses of the mind, who 
knows abou t the prolific bugs that  can get  inside our  thoughts? How do we keep check  
and inocu late ourselves against  the seemingly prolific toxic and venomous th ink ing that 
su rrounds most of the day, 24 hours every day? Dysfunct ional th ink ing permeates 
society. Very few people�s thoughts are reality based. Condit ioned th ink ing is the norm. 
Very few people�s th ink ing is their  own th ink ing. Unawareness besieges society. Very few 
people actually see very much of what is really going on. Il lusionary th ink ing is 
pandemic.  
 

The major ity of people cannot bu t  help add their  own st ink ing-th ink ing-syndrome onto 
what they th ink  and believe is ou t  there.  Mispercept ion is prolific in  our  society. It �s on 
our  televisions; the soaps are made up of these components. It �s in  our  newspapers - 
par t icu lar ly the tabloids creat ing a k ind of 'tabloid stupor'. It �s in the best sell ing 
magazines - the quality magazines that  do exist  sell nowhere near  the numbers that  the 
ones fu ll of viruses do. Its in  our  organisat ions - no organisat ion is a virus free zone, 
there are just  varying degrees of toxicity. 
 

What are Thought Viruses? They are false units of in format ion that  
either  usurps the Self or  at  minimum, distu rbs the Self. These 
Thought Viruses are far  more menacing to individuals and society 
than any computer  virus and most of the common physical viruses 
and yet  they usually go unchecked by the major ity of the popu lat ion. 
Once we wake up and become aware, we begin ask ing ourselves 
quest ions like; "Do I have to succumb to all the pervasive stink ing 
think ing and become infected myself?" "Can I live in this world fully and 
yet not be reduced to being a carrier and a sufferer myself?"  
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Does ‘Breaking The Sales Barr ier ’  really work? 

"Through your clear examples and easy to grasp models, I have been able to help myself see 
what was real and what was faulty thinking. I have begun planning what I really want from 
work and life, and then your work has helped me to start to create the company and job that 
I really want. Learning to recognise the thought viruses and build on the positives has been 
central to the work in progress that is now my company, marriage and life".  

Richard Bryant, MD 
Bryden Johnson IFA Ltd 

�
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If you  want to improve your  sales resu lts… try doing less work . Avoid premature 
elaborat ion (you  know: “show up and throw up”). Postpone the PowerPoint . 
 
Salespeople, par t icu lar ly those that  need to prospect  shoot themselves in the foot  when 
they are su ffer ing from th is Thought Virus. Su fferers tend to engage mouth and spew 
ou t verbiage and sales talk  hoping that  some of it  st icks. If the Sales profession were 
held as accountable as Doctors, most Salespeople wou ld be receiving lawsu its against  
them for  malpract ice. Professional doctors use diagnost ic tools so as to discover  your  
problem reducing the chances of mistreat ing it .  
 
Premature Elaborat ion is the complaint that  makes salespeople pour  ou t  all the benefits 
and featu res, withou t  having a clue as to whether  the prospect  or  client  has a par t icu lar  
problem solvable by your  product  or  service. What is the resu lt? Think  back  to the t ime 
when you  last  hung up the telephone to someone bombarding you  with their  poor  Sales 
Techniques or  Blu rb on their  product  or  service. What did you  do? 
 

You cannot have a credible business case withou t  using your  prospect �s numbers. Too 
many people come to a sales opportunity with their numbers, not  the prospect �s. Failu re 
is cer tain when the prospect �s number are not  used. 

G� �� � 4 �� � � � # � � �&� � � � � � # � � �

A successfu l sale depends on a customer�s percept ion of the salesperson�s abil ity to 
affect  a successfu l sale. Many prospects or  even exist ing good customers soon begin 
doubt ing whether  the Salesperson is reliable and will follow through on what they say 
they will do because the Salesperson begins fail ing to follow through r ight at  the 
beginning of the relat ionship. This var ies in degree obviously based upon the natu re of 
the product  or  service. Bu t  Follow Through Inept itude will destroy a successfu l 
customer relat ionsh ip dead. A Researcher  who spent twenty years invest igat ing why 
Wor ld-Class companies eventually failed and lost  their  posit ions. “Every manager has 
told a sorry tale of a great  idea that  got away. These stor ies are all punctuated with one 
fact  – anyone with a reasonable open mind cou ld see the in it iat ive was dest ined to make 

the business bet ter . “Why” the managers wondered, “didn’t  we 
follow through?”  

Failu re to follow through can cr ipple even the best  of decisions, 
plans and in it iat ives. Laurence Haughton informs us in h is 
research that  over  the last  40 years, a whopping 83 percent of 
corporate slowdowns were not  t r iggered by ou tside forces (l ike the 
economy) bu t  instead were caused by internal, controllable issues 
that  got  l it t le or  no follow-through. And, here’s the specific par t 
relevant to Sales Development Programmes: 50% of company 
in it iat ives fail because follow through doesn�t  happen. 

�
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Most people do not  achieve a fract ion of what they are capable of achieving because they 
are afraid to t ry, because they are afraid they might  fail. And failu re carr ies with it  
hundreds of unique associat ions for  each individual.  “I’l l  look  stupid.” It  wil l be 
embarrassing.” “What will they th ink  of me?!” 
 
Tru ly successfu l people not  only have failed, bu t  also are good 
at  fail ing. All of us know that  to bu ild and strengthen muscle. 
Muscle must be over loaded to a cer tain extent . If demand is not  
applied to the muscle, then it  gradually becomes weaker, it  
at rophies, and it  dies. For  a muscle to grow stronger it  must  not  
only be used regu lar ly, it  must  be stretched regu lar ly, as that  is 
what makes it  grow. 

�
F� � � � � � � � � -� � � � � � ' � � � � � � � � F�

Now most of us know th is when th is pr incipal is used, as in  mak ing our  body st rong, or  
in  overcoming some k ind of handicap. However, the concept ©Gr ow t h  Th r ough  
Tr oubl es© seems in most cases to be shied away from by the major ity of Salespeople, 
and yet  ironically, it  is the only way of sk ilfu lly growing in Sales. 

Because of some k ind of Fear  of Failu re, individuals are afraid and/ or  anxious of get t ing 
in the ‘Match’ and roll ing with the punches; hence they struggle to become competent  in  
Sales. What has clear ly emerged in the last  couple of decades is that  those people who 
will thr ive and succeed in Sales can be knocked down over  and over  again. And instead 
of feelings of deflat ion or  demoralisat ion, the abil ity to r ise again and get  back  in the 
Game k ick  in as an au tomat ic response. Once in the r ing again, the nerve to star t  all 
over  again with fresh learning’s and perspect ive is the mark  of the h igh achiever . This is 
known as the ‘Competency Cycle’ that  is essent ial to move through for  competency in 
any endeavour. Bu t  withou t  cu r ing and dealing with Fear  of Failu re, the stuck  states of 
mediocr ity, underper formance and failu re are kept  t ru ly alive. 

  

Does ‘Breaking The Sales Barr ier ’  really work? 

“ Stuart has become a close friend of the founders of Mortgage Keys, the MK Academy and 
the MK Group, in fact over the last 14 years he has been a significant influencer and Coach. 
Stuart Goodship has been focusing on creating high achievers and coaching existing high 
achievers since I met him in the mid 90’s. Over that time he has perfected the process of 
moving off personal and organisational plateaux’s. He has helped our business 
immeasurably.”                                                                      
           Barry Cunningham 
           Managing Director  
           Mor tgage Keys Ltd 
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Your  communicat ion either  pushes people away, drains people 
and makes them feel worse abou t themselves or : - your 
communicat ion draws people towards you , empowers people 
and makes them feel bet ter  abou t themselves. The Sales 
Technologies taught  in the past , at  worst , create pr imar ily a 
monologue and at  best  a discussion.  A monologue only creates 
‘people poisoning’ whereby the poisoned individual is dr iven to 
get  away from you  and a discussion is merely the two-way 
throwing and lobbing of ideas. Each individual cont inues to 
hold onto their  fixed opin ions.  
 
Only moving towards a dialogue can an idea be given bir th  in a prospect ’s mind. If the 
prospect  doesn’t  own the idea, then no sale can be made, and achieving a dialogue 
between you  and a prospect / customer is the fastest  and best  way of mak ing an ‘inner  
sale’. 
 
This ‘inner  sale’ can be compared to mak ing an ‘insight ’ or  an ‘epiphany’ that  all of us 
have exper ienced when we have made a break through or  a discovery. It  is a ver t ical 
jump in the level of understanding and a ‘sale’ of th is natu re is best  achieved through 
dialogue.  
 
Br eak i ng Th e Sa l es Bar r i er  offers you a new way of sell ing, from cold call ing. Most of 
the models and techniques used are from twenty years of cont inuous research and 
applicat ion in the real wor ld. Not from a bunch of ou t-of-date books or  from ‘suspect ’ 
old-school sales t rain ing companies. Our dialogue model is easy to learn and qu ick ly 
integrated because it  aligns with our  innate essence, as opposed to the phoney ‘front ’ 
and roles all of us have been condit ioned with over  our  l ifet imes. The Dialogue Selling 
eliminates the common Thought  Virus of Premature Elaborat ion where most Salespeople 
go too qu ick ly into a discussion of a product  or  service after  their  ‘hellos’. They miss 
what the prospect  values, wants and what they will be excited or  mot ivated to follow 
through with. Discover ing the ar t  of dialogue is the answer.  

 

Does ‘Breaking The Sales Barr ier ’  really work? 

"Your Thought Virus methodology has helped me get through one of the most difficult 
periods of my life. Before meeting you I was struggling to find my way through many 
problems, most of which were due to past unsuccessful business ventures. I had no real 
goals and many Thought Viruses, which have now been brought under control to the extent 
that I feel that I am now able to move ahead with my life and I am enjoying my life again".  
                 Howard Stagg, IFA 
                 Columbus Financial Advisers Ltd 
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Br eak i ng Th e Sa l es Bar r i er  wil l change the way you  and your 
people sell. It  t ru ly is your  spr ingboard to successfu l sell ing – day 
in and day ou t .  

Bu t  shou ld you  join my programme? 
 

Here’s how to determine whether  or  not  YOU shou ld at tend th is 
unique event (Please t ick  the boxes that  apply to you  – and be as honest  with yourself as 
you  possibly can): 
 

�  Have you  been disappointed with sales t rain ing before? 
 

�  You know deep in your  hear t  that  you  are under achieving and that  you  have 
‘thought structu res’ that  hold you  back  

 

�  You have witnessed a Super Achiever  in your  industry and know that  you  can do 
it  also, bu t  don’t  know how to. 

 

�  You want to generate a ‘flow’ of h igher  quality new clients bu t  don’t  know how to 
at t ract  them. 

 

�  Your exist ing ‘flow’ of new prospect ive clients is too small 
 

�  You are finding convent ional sell ing (closing, scr ipts, pressure, reject ion) too 
painfu l, bu t  don’t  know a bet ter  way 

 

Yes?  That �s no surpr ise to me... AND it �s not  your  fau lt  either  because you �ve never  
been given any follow-up support  or  been shown step-by-step how Selling can be 
mastered for  the wor ld we actually l ive in today, not  the wor ld of yesterday.   
 

Imagine after  us work ing together , you ’l l be prospect ing more effect ively, closing more 
confident ly and will be able to create meaningfu l dialogues with quality, h igh potent ial 
customers.  
 

If you ’re not ser ious abou t your  people mak ing more money and having more fun doing 
so, then my services are not  for  you .  However, if you ’ve had enough of having a lower-
than-you-want sales-per formance you  may want to explore with me what my 
technologies are abou t.  
 
 

Yours sincerely,  
�

� �� � ���� ��	 
� �
 �
P.S. Discover ing more is very easy; simply email me and I�l l  send 
the Fu ll Directors Report  or / and leave a message and a contact 
telephone number on my telephone on 07973 2453079 and I wil l be 
pleased to contact  you  to arrange a ‘Sales Dialogue’. If noth ing else, 
I u rge you  to take a look  at  your  business and see if it ’s where you  
want it  to be r ight  now. 

�
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·  HOW TO MOVE INTO THE TOP 2% OF PRODUCERS 
A profound learning exper ience that  wil l in it iate a t ransformat ion in the way you  
influence, sell and the resu lts you  are able to produce. 

 

·  HOW TO CREATE A PERPETUAL FLOW OF HIGH NET WORTH CUSTOMERS 
Powerfu l tools and models that  wil l help you  master  the ar t  of work ing with High 
Net Worth, quality people who want to carry ou t  business with YOU rather  than 
any compet itor .  

 

·  HOW TO CREATE AN ENDLESS SUPPLY OF HIGH NET WORTH 
INTRODUCTIONS AND REFERALS 
A way to recognise the value systems and �meaning mak ing framework � that  others 
are using so that  you  can be more effect ive in communicat ing, in fluencing and 
empower ing. 

 

·  HOW TO OVERCOME BLOCKS, RESISTANCES, SLUMPS AND DOWNTURNS 
A proven, unique, patented way to diagnose and overcome the fundamental, yet  
often invisible forces that  act ively inter feres with your  mot ivat ion and confidence. 

 

·  HOW TO BECOME THE ULTIMATE YOU, YOUR QUINTESSENTIAL SELF  
An expanded capacity to st imu late sustainable, posit ive change in yourself and to 
inspire it  in  clients and staff.  A way to amplify the effect iveness of your  exist ing 
talents and strengths, while sustain ing the dr ive, energy and mot ivat ion cr it ical 
for  success.  

 

·  DEVELOP A STRONG, PERMANENT SELF-CONFIDENCE 
Discover  which Thought Viruses keep your  Self-Confidence low and those that  
destroy your  Self Mot ivat ion. With th is awareness, you  are on the path to 
discover ing a t rue, sustainable Self-Confidence. 

Does ‘Breaking The Sales Barr ier ’  really work? 

“ I have worked with Stuart Goodship for nearly six years and throughout this time have 
found the work we have done together interesting; informative; and very useful for both my 
business and personal life. In fact, it would be fair to say that Stuart’s influence has gone 
along way to shaping not only my business, but my entire life, as it has made me look at 
things from a different perspective. 

 

Our sessions have certainly been an ‘eye opener’  as to how simple you can make what 
appears to be the most formidable of tasks, just by approaching them with a more integral 
mindset. This is not rocket science but has been achieved by nothing more complex than the 
power of the dialogue process. We all posses the ability to be high achievers – it’s just that 
the majority of us do not realise this, or as is more often the case, we have too many other 
issues ‘bouncing’  around our heads, which prevent us from realising our true potential. This 
subject should be a compulsory part of the school curriculum – the world would be a much 
better place if it were” . 
   Peter  Rogers – MD 
   Distr ict Communications Ltd (Now PGR Ltd) 


