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As the younger generations enter the work force they bring technical savvy, a sharp 
creative mind and energy that can help businesses grow. If allowed, they breathe 
new life into the way the older generation thinks and offer new ways to improve. 
However, what isn’t often taught through their traditional education is soft skills. 
Soft skills are engaging people in conversation to gain information, positioning 
product, and expressing generational differences. Though there are many soft skills 
that time and experience will teach, these following three are the most important.

1.  Communication 
Texting is not always the best method of communicating. Sometimes it’s best to 
pick up the phone and talk to people to gain information. It’s easier than you think. 
First you have to get the person to talk, so avoid asking questions as they may 
become defensive. You don’t have to be an expert in a subject in order to have a 
conversation, instead you need to know enough to get a conversation started. 

If they give you quick yes or no answers, then it’s not the topic to get them 
engaged. So, move to the next topic.  You will know when you hit the right topic, 
because they will light up and start talking. Keep the conversation going by asking 
them questions about what they are saying and keep them talking. Now that they 
are comfortable talking, you can work the conversation around to what you want 
to know.  To become good at engaging people you have to be well rounded. What I 
suggest to my clients is to pick up magazines in different subjects (sports, 
gardening, cooking, etc.) and read the articles. They are short and easy to pick up 
tips to talk about. Again, you don’t need to be an expert just be able to ask questions 
to get them talking.

2. Positioning Product 
This is paramount to the success of a sales person. In order to know how to position 
product, you first need to understand the problem that the client is trying to solve. 
If you don’t know the problem, then you cannot present the features and benefits of 
your product that address the problem. 

The second part of positioning is to understand how your client thinks, how they 
make decisions, and the lens they are going to look through to review your product. 
Once you understand how they think, make decisions, and review, you can then 
present and highlight the features and benefits of the product during your 
presentation that address the problem. 

3. Generational Differences 
This goes hand in hand with positioning product and servicing a client. In today’s 
work force, there are three and in some cases 4-5 different generations, so it’s 
imperative to understand how they think and make decisions. By understanding the 
characteristics of each generation, you can create a strategic plan on the best way to 
provide service. 

There are many good charts that break down all the characteristics for each 
generation. The strategic plan for the baby boomer is going to be different from the 
one for the millennials or gen-y. The sales reps that understand the differences can 
quickly change presentation approaches when making sales calls.

The Importance of Training Your Sales Reps



43 © P. Craig Stargardt. All rights reserved. Any use, reproduction, or duplication of this article for purposes other than directed are strictly pro-
hibited without specific written permission from P. Craig Stargardt.

The younger generation has been educated by using 
technology and comes from the world of “push a button 
get an answer”. So when working with a young client, 
give them the answers so they don’t have to find the 
answers. Be a consultant and resource for them to use. 
If they know you will help them learn and make their 
jobs easier, you become their go to person as a 
resource/consultant.

Training doesn’t just apply to the younger generation 
entering into the workforce, it also applies to the 
older generation already in the workforce. 

The younger generation is not only the sales person, but 
they are also the client. The opposite needs to take place 
with the older generation when their client is a younger 
client. They need to understand how the younger 
generation thinks, communicates and processes 
information. 

The least effective way to communicate with the younger 
generation is to call them on the phone. The most 
effective way is to text, but what I would suggest is to 
ask the client what they prefer to use to communicate. 

When presenting product keep it brief, but meaningful. 
At the same time, provide detail showing how the 
product can solve their issue. If they have a hard time 
understanding what you are presenting, don't 
condescend, but instead use it as an opportunity to 
educate them on something new.
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Some companies let their sales people figure out on their own how 
to work with the different generations in the workforce, but frankly 
this is a mistake. Without this training/mentoring, a company can 
inadvertently set the sales person up to not be able to adjust to the 
different generations in the workforce. This can cause problems on 
many levels from not making sales to causing financial problems 
for the company. 

By training your sales people they will start to become more 
conversant about their products/service making sales quicker, 
enabling the company to increase sales; and therefore, grow 
the company. This also builds confidence within the sales person, 
and when sales people feel confident they are more likely to work 
hard and become successful.


