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INTRODUCTION

From Art School to MBA

CREATIVITY HAS ALWAYS COME EASILY TO ME. From an early age,
I was the kid who could draw just about anything. I took
all the art classes I could, starting with Saturday morning in-
struction from a television cartoonist and later progressing to
regular classes at a local art museum, sitting among students
who were two to three times my age. So going into a design
profession was natural for me. To get there, I had to battle
my way through a top art school where the level of talent and
intellect initially overwhelmed me. It taught me that, despite
any innate abilities we may have, there is much to be learned
in order to be competitive.

A few years later, I had worked my way into a highly re-
garded design firm in New York and later progressed into a
design role with one of the top branding agencies in the world.
Working there, I crossed over the creative line and learned

about how design integrates with marketing and sales to help
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companies grow. Fascinated with the intersection of business
and design and inspired by my Wall Street stockbroker room-
mates who had decided to enroll in business school after a few
years in the work world, I wanted to learn more. Instead of
furthering my design education through a master of fine arts
degree, I, too, went to business school to get a master’s degree
in business administration (MBA). My artsy friends thought
[ was nuts. My Wall Street friends agreed. At the time, the
business schools accepted a few of what they called “dance
students” into their rigorous programs to bring some innova-
tive thinking to all the left brainers with engineering, finance,
and other business backgrounds. As a hybrid right and left
brainer, I got my shot . .. and it worked.

I discovered that the practice of sales demands creativ-
ity and innovation. After earning my MBA, I did the straight
business thing by playing down my design background. Most
companies that recruit newly minted MBAs can’t see the rela-
tionship between creativity and business. It was safer to play
by the left-brained rules. But over the years, working with
leading sales organizations around the world, I noticed an in-
teresting pattern in the solutions we were developing in highly
competitive sales environments. The work we were doing on
sales strategy and sales process design was different than the
companies that were making decisions simply by the straight
analytics or by copying industry practices. The analytics and
industry practices provided a foundation for the next level of

creative thinking. We were bringing together the analytics of
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sales effectiveness with the creative processes I had learned and
honed in the design field. And something new was happening.
We were coming up with solutions the teams wouldn’t have
otherwise found, and we were getting performance results the
teams hadn’t seen before. We were essentially teaching sales
leaders and salespeople to think differently ... to think as
sales innovators. We were unleashing the creativity they had
within themselves and applying it in ways that helped them
differentiate from the competition.

As sales organizations, we can track leads and dollars sold
until our pipelines burst. But the sale happens when we con-
nect to the buyers and offer something they need in a way
that our competitors cannot. And often, that sale is ultimately
made through thinking that is more difficult to measure. It
includes listening, understanding the customer, gaining new
insight, getting beyond our standard offer, creating divergent
ideas, pushing the customer’s thinking, and coming up with
an answer that leads the customer ahead rather than simply
meeting a requirement. Without creative thinking, salespeople
are reduced to the roles of order takers and replicators of the
competition. Sales creativity is not an elusive quality. It’s not
for the few with natural talent—we all have it. It’s not only
for salespeople working in companies labeled by the business
press as innovative. It’s not about eureka moments. Sales cre-
ativity follows a clear approach to get results.

In The Innovative Sale, 1 share some of these approaches

for how you and your team can become sales innovators to
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create new ideas you wouldn’t have normally conceived and
to improve your sales performance. And since predictabil-
ity and results are keys to sales success, I share a thinking
method to develop ideas, not just in moments of inspiration,
but through a predictable process that you and your team can
rely upon. I’ve also drawn upon the experiences of a range of
innovators from the world of sales to the world of design, and
shared a few stories from the front line, to illustrate creativity
in action.

The first six chapters of the book explain the Innovative
Sale principles and process. Chapters 7 through 9 include a
few examples of the Innovative Sale applied to developing a
value proposition, improving the sales process, and coaching
the sales team. Chapter 10 gives you a glimpse of the Innova-
tive Sale assessment to understand your Creative Quotient for
Sales. We also have a comprehensive version of the Innovative
Sale assessment that provides a detailed profile and actions
for you and your team on six dimensions of sales creativity
that you can request at SalesGlobe.com.

I hope you enjoy the book and put the Innovative Sale
approaches into action. As you make them a natural part of
your work, they can change the way you think and the way
you create sales strategies and customer solutions. I believe

you’ll find the results very rewarding.

Mark Donnolo



