
You’ve made the news, now spread it!

Order your  
BAI Banking Strategies  
reprints today.

Forget web page printouts. Now you can distribute professional reformatted article reprints 
from BAI Banking Strategies—the online publication known for in-depth and unbiased  
editorial coverage of the financial services industry.

It’s so easy! BAI will take the article you would like reprinted and format it on an 8.5” x 11”  
BAI Banking Strategies template. The result is a professional printout that you can include in  
your marketing materials, distribute to your clients, prospects, and more.

Request yours today!
Contact Andrew Scoggan
ascoggan@bai.org or  

312.683.2322

Entering the Sales ‘Zone’

Consultant Kevin Hoffberg says building a high-performing sales culture in banking requires athletic-like focus and 

determination. BY KENNETH CLINE

July 1, 2010 

If the last couple of decades have taught bankers anything it’s that selling doesn’t come easily to frontline tellers and 

call center staff. Despite all the hype about creating a “high-performing sales culture,” the concept remains alien to 

most financial institutions. 

Kevin Hoffberg, managing director of the consulting firm DQI, LLC, has some ideas to change that. Hoffberg, a speaker 

at the upcoming BAI Retail Delivery 2010, says bankers need to perform the hard work necessary to build a culture 

where salespeople can function in what the terms “the Zone,” anarena where focus and energy can be deployed to 

yield effective results.

The critical role of the sales leader or sales coach is to create an environment to support salespeople in their efforts to 

stay in the Zone, Hoffberg says. “In my mind, that’s the essential ingredient of creating a high-performing sales culture.”

Q: Why do banks have such difficulty creating a high-performing sales culture?

Hoffberg: Banks have been thinking about sales for at least twenty years. Indeed, it would be difficult to find a bank of 

any description that doesn’t value selling as highly as any other part of the business. Over the past couple of decades, 

selling has come to mean very specific things for banks depending on channel and customer segment. For example, 

in retail banking, it typically involves teller referrals, sales people profiling customers and selling product bundles. 

At least in big banks, there is a lot of teller and platform turnover so things like training, tools and rigorous coaching 

make sense in terms of improving sales performance.

In licensed banker and private banker programs, we see more time spent on understanding customer needs and  

providing advice. In mortgage sales forces, we see sellers with deep product expertise doing a “best fit” sale and 

spending a lot of time shepherding the deal through to the close.

The point is, virtually all banks sell to the same segments through the same channels in the same ways. Big banks all 

have the same products and roughly the same level of turnover position-by-position. They all strive to drive up sales 

efficiency and effectiveness. Small banks have reduced but similar product sets, which customers trade off in favor of 

what they hope will be a superior experience due to the deeper expertise and longevity of their sales force

compared to large banks.
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