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n part one of this series we looked at several
of the keys to the technical aspects of remote
selling. Part two dives into the actual sales
conversation, alone or with a partner. We
conclude with a review of leadership routines and
the overall accountabilities needed to sustain a
Performance Culture in these challenging times.
Breaking the Ice – Starting the Conversation
People take meetings with, listen to, and buy
from people they like and trust. In face to face
situations, making this professional connection is
less complicated than from a distance. Think of it:
in normal times we get to the business 20 minutes
ahead of the call. We check out the grounds, the
building, the cars outside. We observe. Inside the
office of the business owner the culture becomes
clear. Awards, trophies, diplomas and general decor
jump out at us. The banter of associates allows us to
hear attitudes and collegiality. Smells in the office
meet us at the door. The culture of the company
washes over us.

Picking up that vibe allows us to feel more secure
and comfortable and the outset of our conversation
can be more relaxed. This transfers confidence over
to the buyer and suggests you are there to help not
to sell. Trust and credibility are built over the first
several minutes of the interaction.
In virtual experiences we see only what’s on
the screen and hear the buyer through a small
microphone. Our five senses contract to two. The
early phase of the remote conversation is likely
shorter, which can lengthen the buying cycle. There
are some things you can do to make this portion
of a remote conversation more effective and more
pleasant:
•

In your call preparation, work hard to learn
the communication style of the buyer. We
go into depth on this in our new Remote
Relationship Development video series. In
general, try to uncover how the buyer gives and
receives information. Are they more peopleoriented or task-oriented? Do they want to get
right down to business or would some light
banter at the beginning of the call work better?
Ask your potential referral source, go to their
website, check out their LinkedIn profile. Do
your best to understand how much or little
rapport is appropriate.

•

Build credibility by knowing your system
and understanding if the buyer knows it too. If
not, a quick orientation shows your experience
in this virtual situation and helps the buyer get
comfortable too.

•

Show empathy, not sympathy. Asking
about their family and the health of people
in the business is a good way to move the
conversation along, as long as it doesn’t
become a protracted “Debbie Downer” routine.
You can also gauge the social style of the buyer
if they ask you how you and your family are.

•

Frame the conversation by articulating how
you like to work with business owners and what
you would like to accomplish on this meeting.
Be certain to review the agenda with the buyer
if you sent one in advance (of course you did).
Before you move on be certain you know what

they want to accomplish. “What do you want to
be sure we cover today, buyer?”
•

Other little things can make a big difference.
Maintain a good gaze with your buyer. Focus
on the camera – look up, not at the buyer. Stop
chair dancing and use the 1002 rule to avoid
overtalk.
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BUYERS HAVE ANSWERS
BANKERS NEED QUESTIONS
In a recent RAIN Group study, 91% of sellers suggested they were not very good at keeping the buyer’s attention
during a virtual conversation. Only 23% of buyers suggested they were engaged during a remote meeting. Looks like
we need a 100% shot in the arm with these skills. The reasons for this are many and varied. Many bankers are behind
plan and when they get a “live one” on the line, they want to reel it in. When that happens bankers (and all sellers) are
too quick to pitch products and questioning goes south. A solid questioning process builds trust and serves to uncover
multiple ways to help the buyer. We call it discovery. Virtual discovery involves:

DEVELOPING QUESTIONS...
that move from general company history,
through present issues and challenges and
into future plans and priorities.

PRE-BOARDING
QUESTIONS...
that match to your maximum
goal and mirrors where you are
in the sales process. I talk with
many bankers who are still
“winging it” and it’s not working.

GETTING TO
THE WHY...
someone might buy, not just
understanding what they buy.
Heck, we’re bankers and our
products are a commodity.
Strategic questioning
separates us from the pack
and can help to shorten the
sales cycle. We call it the
First Call Six – six questions
that help the banker
understand how best to move
forward and how quickly.

SUMMARIZING...
what you heard while focusing
on the buyers’ priorities, issues
and needs and not the bank’s
products. This is an important
skill to continue to practice.

TAKE NOTE BITES...
USE A TURKEY
FEATHERING APPROACH...
Post questions around the perimeter of the computer
screen. This helps you maintain your camera gaze. Small
thing? Yep, but it’s a big deal, however. How would you
feel if the anchor on the 5:00 PM news looked more at
the paper on the desk versus what’s on the teleprompter?
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as needed – snippets not sentences. This becomes
much less needed in a virtual situation due to the miracle
of recording. This allows you to focus on the buyer, ask
redirected questions and show differentiation. When the
conversation is concluded and the file is converted and
emailed, the banker can go back through the video to
capture some of the key points.

YOUR STORY BECOMES THEIR STORY
You’ve asked many good questions and you notice the buyer remains engaged. It’s time to tell your story. Bankers fail
so much here because it’s all about the bank and without knowing the reasons someone might want to do business
with you, the schpeel becomes generic and falls flat. Great bankers who have experienced our Playbooks and have
embraced the process execute:

The two-minute warning

Tweeners

This process allows the banker to create a
customized verbal brochure tailored to what the buyer
is looking for from a banking relationship. The
two-minute warning starts with a question: “You’ve
shared some information about your business, but I
haven’t said anything about me or my bank. What
would you like to know to get you comfortable that we
might be a fit for your firm?” The buyer might want to
know where decisions are made, your background,
your experience in serving their industry. Answer their
questions with “what else would you like to know?”
Eventually they will run out of things they want to
know, and you now have two minutes to share the
story – their story and they are the star.

You both go your merry way after the remote conversation. You
are pumped about where this is going. The buyer is
enthusiastic about the possibilities too. Your next conversation
is scheduled 30 days out and during that time you are out of
control. Just when you think this is an opportunity, another
banker swoops in on a sales white horse and their timing might
be perfect. You don’t control that. You do control your own
activities so why not continue to build mindshare? Do it through
Tweeners. You have 30 days between calls. On day two your
Conversation Recap goes out. On day 15 – right in the middle
– send something else to the prospect. This could be an
economic update in their county, for example. Our friends at
www.verticaliq.com have amassed great data here and it’s
available at the click of a button. Use Feedly.com,
Smartbrief.com, LinkedIn or other sources to find and forward
something no other banker will. Customize the content to their
priorities. You know exactly what they are from your initial
meeting. When bankers think like this, they move their status
from Relationship Manager to Resource Manager.

Follow up without the letter
Follow up letters are a colossal waste of time – both
for the writer and the reader. Follow up is vital,
however. These two concepts coexist today in the
Conversation Recap. It’s a simple Word template
that helps the banker articulate the buyer’s priorities
and needs. A few bullet points or short paragraphs
work well here. Put nothing in about the bank. Some
great bankers put the logo of the buyer and the logo
of the bank at the top of the Conversation Recap to
personalize the process even more. This is sent to the
buyer in PDF format within 48 hours of the
conversation.

Finish strong with value
Have the leave behind up on the screen and using
your adept technology skills, tab over to the content.
Review the concept, scroll down to a few of the key
points and suggest you will email it to the buyer right
after the meeting is over. This information is NOT
about you or your organization. It’s something of
value about HR, strategic planning in the next normal,
a marketing tip – anything that the buyer would find to
be of value.

Share of Heart and when to use it
In 1987 Harvey McKay’s classic book Swim with the Sharks
Without Being Eaten Alive introduced the McKay 66. This was,
in effect, a human profile that Harvey wanted each of his sales
associates to actionize with each of their prospects and clients.
Kids, grandkids, hobbies, interests, passions, favorite food and
more were all captured over time. The key here is over time.
It wasn’t a survey or salesmatch.com. It was a way to get to
know people differently. We developed the Share of Heart
concept in 2002 to take Harvey’s idea to the next level. It’s easy
to get this started in someone’s office space. It’s tougher in a
virtual setting. One key is to see the background in the buyer’s
home or business office, capture the information and then use
it effectively when you earn the right. If the buyer mentions that
she just got back from a walk with her dog and you see the
photo of Rover, go for it in the conversation. Otherwise, hold
back. Share of Heart can be still be employed in virtual selling.
It may take a little longer, but getting to know that person from
a variety of perspectives on the other side of the screen is vital.

Seeking commitment
Toward the end of the conversation, see that maximum goal pop up in your mind. If all went well it’s time to ask for another meeting
and maybe some financials. Know what you want and suggest “next steps” as a way to keep the process moving along.
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Partner Conversations – A Larry David Moment
Curb Your Enthusiasm is one of my favorite HBO
shows. In “Curb” Larry David bumbles through
every episode with misadventures beyond belief.
Much of this show is done in an improv style.
There is rehearsal before shooting to be sure along
with a plot. The success of the program, however,
comes in the symmetry of the actors and how they
work together seamlessly. It must be the same
when a partner joins you on the small screen. They
are remote too and now we have a three-camera
setup. We devote 37 minutes to Partner
Conversations in our Remote Relationship
Development. Here are a few ideas when that
Treasury Management colleague joins the fray:
•

Be certain they are camera ready with
appropriate lighting and background

•

Help them understand where you are in the
sales process

•

Provide them with previous Conversation
Recaps to get them up to speed

•

Be certain they understand the technology you
use and are effective at it

•

In “rehearsal” discuss who does what during
the conversation

•

Make certain you let the partner know the
timing and to stay on time

•

Know how to use the private chat for trouble
signals

•

Have the partner find an article related to their
area and share it on their screen

•

Be prepared to immediately follow up and
understand who does that

This is also true when your manager or even the
President joins. Yep, they are the boss but you are
the boss of the relationship. Let them know their
role ahead of time and help them stay in their role.
Use the private chat function if they get off task.

© 2020 St. Meyer & Hubbard, Inc.

windshield and customize Check-In questions
based on experience and performance, make
this a “get to do” process for their team, not a
“have to do.” Check-Ins are not coaching; they
are a coaching precursor.

Success Culminates in a Performance Culture
Sales cultures make customers victims, in their
office or on the computer. Sales Cultures are about
products, numbers, tick marks and training events.
Performance Culture is that next level. We coined
Performance Culture when SM&H started nearly
21 years ago. Everyone wants to perform well, and
the buyer expects that. PCs are all about leading,
learning and trust. The success of your virtual
performance culture rests on the shoulders of the
leader. Their role is vital in:
•

Making connections between the outcomes
they seek, the activities that help achieve
success and the behaviors that bankers should
be doing on virtual calls that make them better
and different than the competition.

•

Leading effective team meetings. Pipeline
meetings can be effective remotely if the sales
leader creates an environment of engagement
and collegiality. Going around the virtual
room and playing “liar’s poker” is no better
on the small screen than when it’s done in
a conference room. Great remote leaders
set activity-based agendas, hold bankers
accountable to participate and send associates
away with a sense that they learned something
new and can use it right away. Using meetings
to simply report and cajole is done. The only
option for building that pipeline is leading
meetings that educate and inspire.

•

Check-Ins. These weekly 15-20 minute oneon-ones focus on individual pipelines for sure.
They also pinpoint the activities and behaviors
that put those numbers on the board. The
leader talks 20%, mostly in a questioning
mode. The banker talks 80% allowing the
leader to see (yep, you are both on the screen)
and hear the answers. Leaders that look out the

•

Coaching. In a virtual world mentoring around
skills and results has never been easier. First,
I suggest you use an ask-then-tell approach.
Letting your banker talk more allows the leader
to better understand where key deficits lie that
are inhibiting better performance. If the banker
can’t do a major skill well but would like to
do better, maybe they need more training. If
they can do the skill but choose not to, more
and deeper coaching is needed. Several factors
leading to effective remote coaching include:
•
•
•

•
•
•

Isolating the behavior you want to
improve (because you can’t improve
everything all at once)
Knowing what “good” looks like yourself
– discriminate
Observing whether the skill is present or
absent is vital and this can be done nearly
every time if your banker will record their
conversations with buyers
Communicating your thoughts when the
time is right – in the right way
Co-creating a short action plan for
improvement
Commitment (yours) to finding resources
to help the banker get better

This is a 24/7 profession. It’s not for everyone,
but those that take on the leadership mantle, and
do it effectively are helping cultures thrive, even
in the most difficult of times. Session Eight in
Remote Relationship Development takes a
57-minute dive into Performance Culture
development in remote situations.
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This is the Next Normal
Human beings are social creatures and seeing each
other on a computer screen is not enough in the long
run. The era of large office buildings and complexes
is far from over. I’m eager to get back on American
Airlines planes regularly too. We also need to know
that beyond being prepared for the next one – the
next virus, we need to face the reality that working
remotely is part of our next normal. By focusing on
helping your people understand what they can and
cannot do, by providing resources and training and
leading the way with empathy, your organization
can survive and even thrive when something
unforeseen occurs.
Today it’s all about getting and staying informed, a
continued passion to reinvent ourselves as needed
and moving forward…today. Learning new skills
and staying on top of ideas around remote work is
nonnegotiable for survival. Pivoting to a new way
of having conversations is indeed our new reality.
Even if we don’t embrace the change, businesses
have, and your competition may have as well. In the
end, it’s all about execution.

Named one of the nation’s top 100 most trusted business
leaders by Trust Magazine, Jack Hubbard has shared his
passion for what it takes to build trust-based sales initiatives
for six decades. With more than 70,000 bankers personally
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He is co-author of the bestselling book, Conversations
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schools for the past 35 years. He currently serves on the
faculty of the Graduate School of Banking in Madison,
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Wisconsin.
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The company’s new eight-session video series,
Remote Relationship Development is the only virtual
selling program created by bankers for bankers.
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