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Summary:  Using Values Modes to understand what 

makes people tick – customers and sales 

professionals – led to doubling lead conversion 

rates and 70% increase in high value sales. 

Starting State 

Bell CableMedia, UK division of Bell Canada International, 

provided cable media products to a fast-growing 

consumer market. 

We were brought in to analyse the values of the direct 

sales of over 200 people – which turned over twice a year 

because of poor HR and management practices. The 

challenge was both improve management practices and 

reduce the HR costs of the 200% turnover per year – 

through better recruiting, training, and reward and 

recognition systems on a day-to-day basis. 

 

Research & Analysis 

Research into the Values Modes of the two sets of 

employees revealed that the culture of management was 

trying both to a) service needs for innovation through 

more market responsive products and b) be risk averse 

through harsh hire and fire methods. 

The salesforce had high turnover because of this 

dissonance.  The time spent on initial training was 

countered by the day to day policies and practices of 

management. 

Management was blind to their effect on the sales staff 

and was unable to alter their behaviours - and blamed 

both sales staff and HR (for supplying low quality staff) for 

their own less than optimal performance  

 Recommendations and Actions 

A program of training and on-going support was 

implemented shaped by  the job implications and 

nuances of Values Modes. Subsequently, new 

appropriate motivational and reward models, were 

identified.  New procedures were identified, new sales kit 

developed and new values-based CRM systems were 

developed.  Once this was in place all existing 446 sales 

staff were retrained in the use of values in their selling 

processes via a series of two day Immersion workshops 

over a 6-month period. 

HR created a new profile for new sales staff after their 

Immersion Workshop.  

 

Outcomes 

The performance outcomes were 

• Sales conversion Increased from less than 1 in 4 

opportunities (industry standard) to over 3 out of 4 

opportunities within one month. 

• High value sales increased by 70%. 

• Sales meeting – with up to 200 people at a time – 

changed from ‘rah-rah’ and criticism meetings to 

evidence-based shared- experience meetings based 

on the previous days problems and learnings. 

• Sales staff were earning more and staff turnover 

decreased significantly in the first six months, and 

continued to fall subsequently. 

• The evolving nature of management selection and 

criteria changed as internal promotions were now 

possible based on the new dynamic.  The dissonance 

between competing objectives disappeared and 

innovation became the standard. 
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