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As a new year dawns, it’s an appropriate time to name an emerging reality—one that many leaders 
have felt but few have been willing to say aloud.

That reality is this: “sales training,” as a professional discipline, has evolved beyond the 
dimensions of its own label. And while the term “sales training” has enjoyed a long and influential 
run, it no longer accurately describes—or contains—the value we at Sandler deliver to our partners.

“Sales training,” as the term has conventionally been understood, has had a century-long run. 
From Elmer Wheeler’s legendary “Sell the Sizzle” to Zig Ziglar’s iconic Secrets of Closing the Sale, 
the early giants laid the “sales training” foundation for generations of successful sellers. Their ideas, 
and the events built around them, produced not just high performers, but entire careers, lifestyles, 
and—yes—more than a few sales millionaires.

We owe a debt of gratitude to the pioneers: Tom Hopkins, Mary Kay Ash, Tony Parinello, Tony 
Alessandra, Jill Konrath, Gerhard Gschwandtner, and of course our own trailblazer, a man well (and 
still!) ahead of his time, David Sandler. Thanks to these visionaries and many others, this industry 
has made a massive impact. But if the present century has proved anything, it’s this: success in one 
era does not guarantee relevance in the next. 

We now live in a data-driven, intelligence-driven era of professional sales. Evolution within this 
era—for David Sandler’s organization and its partners—isn’t optional; it’s already non-negotiable. 
Inevitably, risk accompanies any meaningful transformation, particularly the risk we feel when 
moving beyond the comfort of familiar labels and long-trusted concepts like “sales training.”  
Yet as Sandler himself knew—and said often—a life without risk is a life without growth. 
That principle applies as surely to organizations as it does to individuals.
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Executives today—CROs, CGOs, Revenue Operations leaders, and sales enablement architects—
aren’t asking for more training events. They’re asking for improvements in measurable 
performance. The CHRO community hasn’t been subtle, either. Many openly reject the word 
training, arguing that training is for pets… and that people deserve better. Whether you agree or 
not, these leaders are highlighting a real problem. The industry’s historic focus on “training” actively 
undermines the holistic, performance-centered approach today’s data-driven sales leaders 
now expect.

As David Sandler understood, “sales training” (in its traditional, still-predominant dimension) 
is episodic—and episodic interventions, as Sandler also knew, do not produce durable behavioral 
change. Attend the workshop. Learn the model. Then go execute… alone. The responsibility for 
results is quietly transferred to the individual while the organization moves on to the next initiative, 
because the “sales training” is finished – treated as complete.

There’s a problem with that, of course. If a seller hasn’t learned, and demonstrated via behaviors, 
how to balance value exchange, set expectations, identify pain, budget, and decision-making 
process, and control a conversation, they’re not even selling—they’re playing a numbers game, 
one they (and their teams) are destined to lose. Too many “sales training” programs keep enabling 
this cycle. In fact, the cycle has been reinforced for so long, and in so many settings, across so 
many industries, that the very term “sales training” is now understood as one-dimensional and 
ineffective.

Executives don’t resist “sales training” because they’re cynical. They resist it because the industry 
that promulgates it has spent a very, very long time ignoring David Sandler’s holistic approach ... 
and making promises it cannot operationally keep. There’s a reason Sandler titled his breakthrough 
book You Can’t Teach a Kid to Ride a Bike at a Seminar – but four decades later, that lesson still 
appears to have eluded most “sales training” providers.

Meanwhile, today’s revenue teams are multi-generational, data-rich, and expectation-heavy. 
Millennials and Gen Z, for instance, demand personal and professional growth that is meaningful, 
measurable, visible, and tied directly to both financial impact and emotional relevance to the 
individual. In a rare alignment, those expectations now match what CEOs, boards, and private 
equity firms want as well: performance development solutions … not more workshops.

Performance, Performance, Performance



With access to conversational intelligence, historical deal data, AI-driven role-play coaches, 
and advanced enablement platforms, the question isn’t whether sales organizations can evolve 
into a metrics-driven, performance-focused model—they have no choice. The real question is why 
diagnosis still hasn’t replaced guesswork.

“Training content” is still king, and still proprietary … but content alone is no longer sufficient, if 
indeed it ever was. Technology without diagnosis only accelerates dysfunction. Modern revenue 
organizations need partners who understand the unique needs of a given business deeply enough 
to assess quantifiable performance gaps with precision, design targeted interventions, measure 
impact continuously, and recalibrate as conditions change. To ignore or understate this need would 
be irresponsible. As technology has changed, so have the expectations of sales leaders.

This much, however, has not changed, and will not change: Sustainable behavioral change, at 
both the individual and the team level, does not happen in isolation. It happens in community, 
as a result of human beings communicating with each other in real time. David Sandler’s genius lay 
in his ability to recognize this -- and build learning experiences with this critical dynamic in mind.  

What the New Era Requires

In the early days, his “training content” was sold both in person and as a mail-order product. 
One day, a prospective mail-order customer called in with questions about the program’s money-
back guarantee. Sandler closed the deal by creating an ongoing coaching relationship with that 
customer, checking in with him periodically to discuss his progress and make sure the material was 
being implemented. That experience of real-time, human-to-human contact reflected a powerful 
realization already dawning on Sandler: lasting positive changes in performance – among sales 
professionals and, for that matter, everyone else -- correlate with ongoing human-to-human 
engagement, the kind that reinforces optimal behavior, attitude, and technique.
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This principle still serves as the foundation of everything we do. Sandler recognized that revenue 
performance doesn’t change through the consumption of “training content” —it changes through 
behavioral improvements that are constantly reinforced through engagement with peers. That 
revolutionary insight led to the creation of peer groups that met regularly to reinforce, normalize, 
and sustain new behaviors. Sometimes those groups were made up of leaders from multiple 
companies. Sometimes they were entirely internal. The structure varied, but the core principle, 
peer reinforcement, never did. And it remains the beating heart of the value we deliver.

It’s true: You can’t teach a kid to ride a bike at a seminar. And you can’t create high-performing 
sellers through isolated “training events.” Real, measurable performance improvement is driven by 
changes that are iterative, systemic, social, and information-driven. It happens when conscious 
upgrades in behavior, attitude, and technique are reinforced together—again and again—within 
a group. Peer interaction drives engagement. Engagement drives accountability. Accountability 
drives performance.

Today’s business leaders – and, I suspect, the sales teams they lead – understand what David 
Sandler always understood: This is not simply a “training “conversation. It’s a performance 
conversation—and performance is a shared responsibility rooted in data.

From Scripts to Smarts

The “memorize this script, repeat it, and hope for the best” era is over. It is not coming back. 
Today’s sellers must demonstrate control in asymmetrical conversations, proficiency in multi-
platform prospecting, adaptive framing in real time, resilience under pressure, situational 
intelligence without prompts, and preparation that goes far beyond simple memorization.

The best sellers now know that they are not scripted robots—but strategic conversationalists, 
supported by peers and team leaders who help them harness state-of-the-art technology to 
consistently reinforce, with ever-increasing statistical confidence, the behaviors, attitudes, 
and techniques that spotlight what “good” actually looks like in practice. The best sellers, 
like the best leaders and like Sandler, are up for the challenge.
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The Goal Hasn’t Changed… But the Path Has

Leaders will always be accountable for the revenue number. That hasn’t changed. What has 
changed, though, is how that number gets delivered.

Here is the reality we all face as the new year, and a new era in selling, dawns: Teams that adopt 
comprehensive, customized, data-driven performance development solutions consistently 
outperform those relying on yesterday’s “gut feeling” models and assumptions. As AI, orchestration 
platforms, peer-based learning systems, and real-time, data-driven coaching continue to mature, 
that gap won’t just widen—it will become structural.

Training will always have a place in what we do. But it can no longer be mistaken for the product. 
It is a component of performance development. When you invest in true performance 
development—not just training—you’re not simply building better sellers. You’re building better 
people. You’re equipping them with capabilities that improve both their professional and personal 
lives. And when those capabilities are reinforced by peers, day after day, they don’t fade. 
They compound.

Organizations that cling to a “sales training” model may survive—but they won’t lead. Organizations 
that invest in performance development, reinforced over time at the human-to-human level, 
will dominate.

To be clear: this isn’t the end of sales training. It’s the moment sales development finally grows 
up—and becomes something far more powerful: performance development. To learn more about 
how Sandler can help your organization design and implement a customized revenue development 
plan, drop us a line.

https://www.sandler.com/get-started/
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