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Leading Breakthrough
Sales Performance

How the world’s best brands are turning customer 
transformation into an opportunity for growth.



This e-book explores key trends in customer transformation 

across industries and examines how category-leading companies 

are turning this evolution into opportunity. We’ll dive into the 

progressive perspective on recruiting, training, performance ma-

nagement and technology with insights from sales and marketing 

executives from the Dallas Cowboys, Grainger, Hewlett-Packard 

Co., MassMutual and Medline. Keep reading for insight and ideas 

on how to transform your sales force from order-takers into tru-

sted, expert advisers prepared to win the most competitive sales 

engagements and drive exponential growth for the business.
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The way customers make buying decisions has completely 

transformed. As a result, working in sales today is a more 

complex and constantly evolving job. Customers expect reps to 

be informed, expert value-drivers who help forecast and solve big 

business problems. Leading a sales team to success is no longer 

a	hands-off,	corner-office	job.	The	new	era	of	sales	leadership	

is a high-touch, high-contact sport requiring front-line impact. 

The sales leader is most often the catalyst to ensure the sales 

function evolves to meet customers where they are today. In the 

new economy, an organization’s ability to grow, pivot and win is 

directly tied to the execution and impact of the sales leader. 

Leading Breakthrough 
Sales Performance
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The pendulum of power 
has swung very much 
over toward the buyer.

Customers	travel	the	first	mile	of	the	

decision journey alone. Because they are 

more informed when they interact with 

a sales rep, today’s more sophisticated 

customers have an entirely new set of 

expectations. Research shows the majority 

of the buying decision is made before a 

customer has any contact with a sales 

organization. According to a 2014 Demand 

Gen Report study, 68 percent of business-

to-business buyers reported using a wider 

variety of sources to research purchases 

than in the past, and 58 percent said they 

spent more time researching purchases.

Peter Ostrow leads research on sales 

effectiveness	at	the	Aberdeen	Group.	

Here’s how he sees customers changing: 

“Pre-Internet, buying something involved 

learning about the product or service 

from the person selling it. There were few 

other opportunities to gather information. 

Customers Are More  
Knowledgeable Than Ever

Peter Ostrow

VP/Research Group Director; Sales 

Effectiveness	Analyst,		The	Aberdeen	Group

5



But because of online research, the 

pendulum of power has swung very 

much over toward the buyer. The 

majority of the decision cycle happens 

before the sales rep ever speaks with the 

prospective buyer.”

When engagement between a customer 

and a seller begins, customers have 

an an entirely new set of elevated 

expectations. Forrester research found 

that less than 40 percent of IT and 

executive buyers say that meetings with 

salespeople meet their expectations. 

Brian Norris runs a high-performing 

business unit at industrial supplier 

Grainger.	He’s	seen	these	changes	first-

hand — by the time customers connect 

with a sales rep, they’ve already done 

their due diligence. Sales organizations 

have to change the way they think about 

things. He sums up the Grainger sales 

team’s challenge: “If it’s just about price, 

it’s hard to play that game. We have to 

focus on value creation.” 

The bottom line: sellers’ competencies 

and strategies have to evolve to meet 

the expectations of today’s buyers. This 

transformation	isn’t	industry-specific,	

either. Customers everywhere are 

changing, and it’s up to sales leaders to 

hire,	manage	and	lead	differently	in	order	

to prepare sales teams to compete in this 

new,	markedly	different	landscape.
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Sales reps need to be 
able to see the big pictu-
re well beyond the con-
tributions our products 
make. They have to see 
how it all fits together.

Aaron Williams

Sales Director, HP

Responding to savvier, more informed, 

more connected customers requires 

innovative thinking throughout a sales 

organization. Let’s explore steps that 

sales leaders can take to recruit, develop, 

motivate and manage sales teams 

to compete in a more complex sales 

environment, win competitive deals 

and deliver on customers’ expectations 

consistently. 

Recruit Students of the  
Industry

Companies are hiring salespeople 

differently	than	they	did	five	years	ago.	

Recruiting strategy is more focused on 

candidates with characteristics that 

correlate to high performance in today’s 

demanding sales environment, such 

as curiosity, empathy, listening skills 

and	discipline.	Specific	experience	and	

education have arguably become less 

Turn Customer Evolution 
Into an Opportunity
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important. Today, organizations are 

much more open to bringing people in 

from other industries and backgrounds if 

they’re willing to work hard and commit 

to continuous learning.

The Aberdeen Group’s research 

echoes the importance of sellers who 

are focused on self-development. 

The research shows that for the best 

performing B2B companies, some of the 

most important attributes of a successful 

seller are communication skills and a 

dedication to learning and executing on 

the sales process. Other attributes like 

formal education, training, experience, a 

demonstrated sales record and a degree 

from a university, while still important, are 

farther down the list.

Aaron Williams is a sales director at HP. 

He leads a sales team that’s responsible 

for 15,000 accounts. When he’s recruiting 

new sales reps, he looks for people who 

are driven and successful, but he’s really 

looking for people who are “students 

of the industry.” To succeed in the 

constantly changing technology sales 

market, he needs a team that is hungry 

for new information. Natural curiosity is 

an enormously valuable characteristic 

to bring to the job. He can work on 

training	deficiencies	or	gaps	in	industry	

knowledge after the rep is on board, but 

curiosity and an interest in learning are 

traits that can’t be taught.

When interviewing sales candidates, 

Williams asks questions with the goal 

of determining: “Are they focused on 

now (or even worse, the good old days)? 

Or are they thinking two to three steps 

ahead? They need to be able to see the 

big picture well beyond the contributions 

our products make. They have to see how 

it	all	fits	together.”

Williams also looks for employees 

who are self-aware — people who are 

smart enough to recognize their own 

limitations. In technology sales, he needs 

8



producers who can identify what they 

don’t understand and actively engage 

others in the process or research those 

areas on their own. Customers have 

higher expectations, which has prompted 

Williams to look for sales reps with “a 

very	different	DNA”	than	he	would	have	

a decade ago. To recruit salespeople 

who are committed to self-development, 

consider asking interview questions like: 

What were the last three books you read? 

What blogs do you subscribe to? What 

kind of research do you do to prepare 

for a typical sales call? What trends and 

changes are you watching closely in our 

industry?

Talent matters more than ever. Today’s 

competition for buyers’ trust and 

business	is	fierce.	If	you	don’t	go	to	

market with the best people, you’ll meet 

competition more prepared and capable 

of winning the business.

Develop Savvy Sales Teams

Salespeople today need to think like 

marketers, account managers, and, 

most importantly, like their customers. 

Ongoing process improvement is 

the mandate; your sales team needs 

constant training, coaching and 

development. Hiring curious people 

who understand the importance of 

self-development and are committed 

to	ongoing	learning	is	the	first	step	

to building a strong sales team. Then, 

consistent and frequent development 

turns high-potential sales teams into 

proven performers.

Development has to focus on the 

fundamentals that sellers need to be 

successful in the new economy. At 

Grainger, Brian Norris sees sales reps 

moving from generalists who price 

products	based	on	specific	customer	

requests to problem solvers who 

understand their customers’ business 

goals. Price and relationship are no 

9



longer the most important factors for 

buyers. In a 2013 study of B2B buyers 

and sellers by Hinge Marketing, sellers 

predicted that price was the buyer’s No. 

1 concern. But buyers actually ranked a 

vendor’s “good reputation” as their top 

decision driver. Price was still a driver, but 

so were other factors like shared values 

and team expertise.

Instead of focusing on price alone, 

buyers are looking for consultants who 

can diagnose challenges and guide 

decision-making. Grainger sales reps 

are focused on creating value by making 

their customers’ organizations safer, 

more	efficient	and	more	sustainable.	

“We’re always thinking about ways we 

can change from a product organization 

to a service organization,” he says. “What 

solutions can we bring to help customers 

meet their goals?” 

So, Grainger sales leaders teach reps how 

to ask insightful questions to understand 

overarching business objectives and 

challenges — with the goal of becoming 

positive change agents in customers’ 

organizations. And, beyond knowing 

what questions to ask, successful sales 

reps know how to prepare extensively 

for every call. Leaders can help create 

hyper-prepared sales reps by modeling 

a culture of continuous learning and 

committing	to	a	specific	process	for	

researching a customer’s business 

challenges and arriving at a highly 

customized pre-call plan. Approaching 

every sales call or meeting, reps should 

be prepared to impact a customer’s 

thinking.

Sue MacInnes, chief market solutions 

officer	at	medical	supply	company	

Medline, sees a need for more informed, 

expert sellers. Over the 29 years that 

she’s worked in the health care industry, 

she’s watched a distinct shift in buying 
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behavior. As health care buyers and 

medical practitioners have become 

more accountable to results, the only 

way sellers can build a relationship is by 

showing evidence and data about how 

a product is going to lead to the best 

possible outcome. It’s up to sales reps 

(and the teams that support and manage 

them) to drive value. Selling today really 

is a team sport. 

And, she says, leaders have to help sales 

reps see the overall vision. “The more you 

educate your sales team on what’s going 

on in the industry, and connect the dots 

toward the solution, the better. You can’t 

just train reps on the product. They need 

to understand the ideas and goals behind 

the products, because when they’re in 

the	field,	they	need	to	be	consultants,	not	

detailers.”

Sales leaders can help producers 

embrace new competencies by creating 

a strong internal process for every sales 

engagement. Make auditing a consistent 

practice. Ask sales reps detailed post-call 

questions and guide them through the 

importance	of	creating	a	detailed,	specific	

sales road map and timeline post-call. 

What are your customer’s key value 

drivers?

What commitment did you earn 

today?

What are the agreed-upon next 

steps and the timeline?

Who are the primary and secondary 

decision	influencers?

What went well? What could you 

have	done	differently?	What	can	we	

improve upon next time?

Are you advancing the relationship 

or just presenting information?

How can you drive additional value 

post-call? Can you send an article, 

blog post or case study that sup-

ports your conversation? 

Questions to consider after a 
sales call include:
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Once you’re in the habit of auditing sales 

calls, you’ll gain valuable best practices 

that can be shared with the entire team. 

Auditing and analyzing calls and then 

socializing the best practices and lessons 

learned is one of the best development 

opportunities inside a sales organization. 

Over time, it has a measurable impact on 

results. 

Giving salespeople direct feedback is 

still important, too, especially as they 

navigate complex opportunities. Chad 

Estis leads sales teams at Legends 

Sales and Marketing. He recruited and 

managed the team that sold season 

tickets and suites in the Dallas Cowboys’ 

new stadium. He’s found success 

building trust with sales teams by 

giving them honest feedback. “If we say 

we’re committed to helping our people, 

we have to give them constructive 

feedback,” he says. “Otherwise, we’re 

doing them a disservice.” He’s built 

rapport with sales reps by having hard 

conversations about performance, and 

he	looks	for	management	staff	that	know	

how to (and are willing to) give honest 

feedback.

You can’t just train reps 
on the product. They 
need to understand 
the ideas and goals 
behind the products, 
because when they’re 
in the field, they need 
to be consultants, not 
detailers.

Sue MacInnes

Chief	Market	Solutions	Officer,	Medline
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Having direct, courageous conversations 

with employees about their performance 

is an area where a lot of sales leaders 

struggle. But, it’s important to create 

a culture of accountability where 

honest, frequent conversations about 

performance are expected occurrences. 

It’s sales leaders’ responsibility to 

manage underperformance and 

implement corrective action quickly. High 

performers understand what’s expected 

of them and welcome the opportunity to 

continually	raise	the	bar	in	an	effort	to	

excel beyond the performance target.

Effectively Motivate Teams

When it comes to motivation for 

sales performers, one thing hasn’t 

changed: money still matters. But, 

other motivators are important, too. A 

fall 2013 Modern Survey study found 

that engaged employees are driven 

not only by compensation, but by the 

feeling that they can grow and develop 

at	work,	confidence	in	the	future	of	

the organization, a sense of personal 

accomplishment at work and being 

connected to the organization’s values. 

The best sales organizations know there 

are	other	effective	ways	to	motivate	

people, says Peter Ostrow. He sees 

companies	using	financial	and	non-

financial	layers	of	recognition,	rewards	

and motivation.

One way to motivate reps: Create team 

goals and incentives. Chad Estis has 

seen big success using this approach. 

When he lead the Dallas Cowboys 

stadium project, his team felt connected 

— like they were doing something big 

together. “We had all landed there 

together to achieve a massive, once-
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in-a-lifetime goal. It had the chance 

to be hugely successful, and if it 

was, we knew it would be good for 

all of us.” He rallied the team around 

the common goal of selling out 

the stadium before it opened, and 

everyone was proud to be a part 

of something that was industry-

changing. 

Estis pulled his team together from 

the	very	beginning.	To	kick	off	the	

new sales campaign, the team started 

their day in the Dallas Cowboys’ 

locker room, where they each found 

a jersey with their name on the back. 

Every morning after that, Estis got all 

60 sales reps into a huddle, which 

they’d break with a group cheer, 

“Making history!” And, to continue 

to motivate reps to meet their sales 

goals, Estis held a weekly meeting 

where he recognized the top 10 sellers 

in front of their peers and the Dallas 

Cowboys’ owners. Reps who met big 

sales landmarks received Cowboys 

game balls. The focus on teamwork 

and incentives worked for the Dallas 

Cowboys sales team: the group’s 

campaign to sell the new stadium was 

a huge success. They doubled annual 

revenue from the old stadium to the 

new one and generated more than 

$600 million in additional upfront 

sales.  

But no matter what you’re selling — 

football tickets or accounting software 

— the same lesson applies. People are 

motivated by working on something 

together and achieving a goal as a 

team. 

Hugh O’Toole is senior vice president 

of sales and client management 
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for MassMutual’s retirement services 

division. Because MassMutual’s 

business model is built around local 

teams of sales reps and customer service 

managers, encouraging collaboration 

and teamwork is a crucial element 

of everything, including recruiting, 

training and compensation. Everyone 

who works on a local MassMutual 

retirement services team understands 

they are only successful if they enroll 

and retain new customers, then meet 

their commitments to the end employees 

and their employers who are relying 

on MassMutual to manage retirement 

accounts. Sales people aren’t just 

incentivized on their sales. A portion 

of reps’ compensation is discretionary, 

based on the success of their team. Every 

supporting activity, like going on a call 

to assist a client relationship manager, 

is incentivized. As a result, MassMutual 

employees are motivated to assist 

each other, refer business up-market 

and down-market to each other, and 

constantly improve as a team.

It may seem counterintuitive, but helping 

producers develop their long-term 

careers in your organization or elsewhere 

is a powerful driver of engagement and 

loyalty. Chad Estis makes it a priority to 

help his team build their careers. After the 

Dallas Cowboys’ project reached its sales 

goal, he and his team placed 38 of the 

60 salespeople in next-level jobs around 

the industry. Ten of those salespeople 

still work for Estis and his Legends team, 

helping other sports groups grow. He’s 

found that most sales reps get plenty of 

motivation just from having a manager 

who is dedicated to their best interests 

and career development. Managers 
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have to show over time that they’re 

earnest in their commitment to help 

reps advance, and make it clear that 

they’re not hiding any opportunities 

from their team or holding anyone 

back. A manager invested in 

helping launch a producer’s career 

is providing another huge incentive 

to perform and over time; that also 

serves as a catalyst for attracting 

more top talent.

At Grainger, compensation is 

still important, but other factors 

matter, too, says Brian Norris. The 

company’s engagement surveys 

have shown that work environment 

and company values matter to 

employees. As a direct result of 

employees’ responses on a recent 

survey, Grainger created new policies 

to	allow	for	more	flexible	work.	The	

change makes it clear to employees 

that their voices matter — a feeling 

that can instill a sense of belonging 

and prove incredibility motivating.

Adapt to a Changing 
Workforce

One challenge many experienced sales 

leaders face is managing teams of young, 

millennial	(loosely	defined	as	anyone	

born between the early 1980s and the 

early 2000s) sales reps.

According to the fall 2013 Modern Survey 

study, millennial employees are the most 

engaged in the U.S. workforce. They’re 

also much more motivated by career 

development than security-seeking baby 

boomers. 
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A third of employed millennials are 

actively looking for a job and, on average, 

are projected to stay with an employer 

only about two years. This new approach 

to career mobility will prove challenging 

to sales organizations trying to retain 

reps when they do reach optimal levels of 

performance and productivity. 

Almost every sales leader I talk to 

has shifted some aspect of their 

management to make their workplaces 

more compatible with younger workers’ 

expectations. Brian Norris says Grainger 

has had to change its culture, making 

it	more	flexible.	The	company	saw	that	

people	want	to	work	differently	now	—	

and made the decision that as long as 

the work is getting done, the “when” and 

“where” don’t matter very much. 

Chad Estis also shifted toward a more 

flexible	work	environment	for	his	team.	

He used to enforce a very structured 

work day. Now, he has dropped all 

requirements and doesn’t worry about 

when sales reps are at their desks as 

long as they’re meeting goals. The 

results? “There hasn’t been an iota of 

drop-off	in	production.	And,	people’s	

enjoyment of their jobs has gone way 

up,” he says. “I never would have thought 

about making this kind of change 10 or 15 

years ago, but it’s been a net positive all 

around.”

Sales leaders are also changing the way 

they train and communicate with younger 

They want regular feedback, 

coaching, and career development.

They embrace using new tools and 

technology to get their jobs done.

They	value	flexibility	and

open-mindedness.

What makes millennials 
unique:
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workers. Peter Ostrow at the Aberdeen 

Group sees companies investing 

in new tools, such as collaboration 

platforms and mobile learning tools that 

allow employees to consume content 

whenever and wherever works best 

for them. Brian Norris has also found 

that “old-school classroom training” 

doesn’t work for Grainger’s younger 

sales force. Now, he’s doing training on 

new media, like podcasts and videos via 

mobile learning applications, and taking 

advantage of social media.

It seems to be popular to stereotype 

millennials as entitled or lazy, but 

Aaron Williams feels encouraged by 

the youngest students he’s meeting 

today. “In the past, going into sales was 

a Plan B,” he says. “Most people got a 

degree in something else. The college 

students I’m meeting now decided a 

year or two ago that they’re going into 

sales. They’re studying it the same 

way chemistry majors study chemistry. 

They’re pursuing it with purpose.” And, 

once millennials get into the workforce, 

he says they generally want to have an 

impact immediately. “They have career 

aspirations, they know they’re going to 

work hard, and they already have their 

sleeves rolled up.”

Leverage Technology to Drive 
Growth and Quantify Your 
Sales Organization

Both customers and employees have an 

evolving set of expectations. At the same 

time, exciting new tools and technologies 

are emerging to help sales teams 

connect and capitalize on opportunities.

Peter Ostrow reports a growth in tools 

that support sales collaboration and he 

attributes this change to millennials’ 

influence.	Millennials	are	digital	natives	

and they’re comfortable reaching out to 

their peers to learn about best practices. 

So, companies are using more digital, 

web-based tools to reinforce learning and 

promote collaboration. 

At HP, Aaron Williams encourages his 

team to learn by working together. Every 

employee has his or her own set of 
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strengths, and Williams coaches them to 

borrow best practices from their peers. “I 

do the same thing within my peer group,” 

he says. “I’ve never met anyone who’s 

cornered the ‘great idea’ market. There’s 

always more to learn.”

Medline made technology investments 

to build a more collaborative, 

communicative sales force. Medline reps 

in	the	field	use	iPads	to	access	the	CRM	

(customer relationship management 

tool), which shows real-time, transparent 

activity about everyone who’s selling 

into the same hospital system. Investing 

in CRM technology can lead to smarter 

forecasts and a real-time understanding 

of sales teams’ progress. 

Chad Estis lead the Dallas Cowboys’ 

investment in CRM. The result: the 

team	used	sales	data	to	find	new	and	

surprising trends, like successful ticket 

sales in markets beyond the Dallas metro 

area.	Because	they	had	a	firm	and	fast	

grip on the data, the sales team could 

act on trends quickly. A powerful CRM 

strategy helped the Dallas Cowboys 

sales	team	create	market-specific	sales	

strategies that worked. Along the same 

lines, HP uses CRM data to review past 

buying behaviors and make predictions 

about buyers’ future needs. Armed with 

data, HP sales teams can proactively 

reach out to past customers when they’re 

likely to be in the market for a technology 

upgrade.

MassMutual uses their CRM to track 

every possible data point; based on 

past activity and results, sales leaders 

there built a proven, iron-clad formula 

for success. Hugh O’Toole says the 

MassMutual team created a process 

for every sales and client management 

activity, and notes the formula created 

a much calmer way for sales reps to do 

consistent, great work. While there’s 

room for artistic expression around the 

formula,	the	defined	set	of	actions	has	

“separated MassMutual from the pack.”

Embrace Social Selling

Training starts by giving salespeople the 

best possible information. Then, smart 

leaders indirectly support the growth 

process by encouraging salespeople to 
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connect, learn and share wherever they’re 

most comfortable — and that means 

embracing social networking at work. 

More and more sales reps and leaders 

are leveraging “social selling” — using 

social networks to research prospects, 

make	connections	and	influence	the	

sales cycle. 

Use of social media by B2B buyers is 

growing. According to DemandGen 

Report research released in 2014, 37 

percent of B2B buyers said they spent 

more time using social media to research 

solutions (a major increase from the 20 

percent of buyers who responded the 

same way in 2012). And, 72 percent of 

B2B buyers said they used social media 

to research the solution they purchased.

Aaron	Williams	has	seen	the	benefits	

of	social	selling	first-hand.	He	and	his	

reps use LinkedIn “constantly.” He 

describes a recent last-minute meeting 

with a technology buyer. Just before the 

meeting, Williams did a quick LinkedIn 

search, scanning his customer’s bio. He 

noted the customer was a competitive 

triathlete. Later, during the meeting, 

Williams and the sales rep were having a 

hard time connecting with their customer. 

The meeting was going nowhere. 

Williams, who is also a triathlete, made 

a casual joke about triathlons, and the 

entire dynamic shifted. The meeting 

ended with a friendly, productive 

dialogue. 

Buyers	are	traveling	the	first	mile	of	their	

decision journey alone; social media 

gives the sales organization a chance 

to interact and get involved during the 

earliest part of the sales cycle. In the new 

economy, social media is the ultimate 

leveling	of	the	playing	field.	It’s	easier	

than ever to connect directly with people, 

create	awareness	and	influence,	and	

build	influential,	ambient	connections.	

Everything an organization or a seller 

produces online (every tweet, blog post, 

video or LinkedIn update) is an asset 

that can be used to join conversations, 

add value and help buyers make better 

decisions. At the end of the day, social 
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selling isn’t about the tools or the latest 

technology — it’s about meeting people 

where they are.

Social media is the perfect place to 

ask for testimonials and encourage 

happy customers to share on their own. 

Taking	success	stories	out	of	offline	

conversations and making them public 

through social media can have huge 

impact — referrals matter. According 

to the Edelman Trust Barometer, 84 

percent of B2B decision-makers begin 

their purchase from a referral. Make the 

referral process easy for customers and 

give buyers real proof of concept by 

telling stories through social channels.

In the age of hyper-informed customers, the sales funnel is no longer 

your most important tool. Instead, leaders must set the organization apart 

as	a	caring,	helpful,	reliable	partner.	Developing	your	staff	at	every	level	is	

imperative to success. As you recruit, train and motivate your sales team, 

think about how you’re building a culture that will set your organization 

apart. 

Lead Your Team
to Sales Success
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As we look ahead, customers will only continue to change 

and leverage access to better information to make purchasing 

decisions. These changes in buying behavior are here to stay. In 

the new economy, hands-on sales leaders who embrace change, 

coach performance consistently and champion culture will unlock 

opportunities for success and growth. Sales performance is a 

reflection	of	how	we	lead.

Be a culture 
champion.

Reinforce your vision and values through consistent communication. Make talent a priority and work with 
employees to build their capabilities and commitment to the organization. Build high-trust, high-value 
relationships. You’ll need alignment and healthy collaboration to drive big results.

Lead from the front. Be transparent about what your team can expect from you (and, in turn, what you expect 
from	them).	Be	specific	about	your	expectations	and	goals	for	each	employee	and	achieve	buy-in.	Hold	
everyone (including yourself) accountable to results. Recognize results, celebrate successes and don’t shy 
away from courageous conversations about performance.

 Continue to develop and grow people by promoting a culture of continuous learning. Encourage your 
employees to share best practices, learn from outside the organization and work hard on their own 
professional development. Study your industry and make sure your employees do the same. Start meetings 
with client case studies and stories to reinforce best practices. Conduct thorough win-loss audits to help 
sales reps build their skills. 

View change through the lens of opportunity and embrace what is next and new. Pursue change and 
innovation; push beyond the comfort zone. Empower producers to think big and take risks. Embrace 
technology. Have a long-range view of the business and innovate to deliver results.

Learn to coach quantitatively. Immerse yourself in the rich data that’s available about your buyers and sellers 
and use it to your advantage. Quantify sellers’ activity and outcomes and use the data to drive key decisions 
and put people in a position to succeed.

Be a performance 
coach.

Be a teacher.

Be a change 
agent.

Be a mad 
scientist.
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About Ryan Estis
Ryan Estis helps progressive companies 

embrace change, attack opportunity and 

achieve the next level of breakthrough 

performance.

Delivering over 75 live events annually, 

Ryan has quickly emerged as a relevant 

voice with a reputation for providing 

high-impact keynote presentations. 

Recognized as one of “the best keynote 

speakers seen or heard” by Meetings 

& Conventions Magazine, Ryan is 

challenging conventional thinking on 

business performance and teaching 

companies and individual contributors 

how to thrive in this ultra competitive, 

hyper-connected environment we now 

know as the new normal.

Ryan works with the world’s best brands 

including AT&T, Motorola, Mastercard, 

Adobe, The National Basketball 

Association, Mayo Clinic and Prudential.

You can access his popular blog 

and original research on business 

performance at ryanestis.com.

Thanks for reading!
Do you want to transform your company into an 

engaging place to work? Contact Ryan Estis to 

learn more about how we can help. We specialize 

in learning and development for the world’s best 

brands.

ryanestis.com

http://ryanestis.com/

