
Constant Customer-Centric 
Change Programme (C4)

We are excited to launch the APS Constant Customer-Centric Change (C4) Programme for APS Fellows who are in a 
leadership role.
 
The APS is aware there are many factors sales leaders need to reflect and many trends that are accelerating to impact sales 
such as globalisation, technology, urbanisation and consumerisation. Laid over these megatrends are a number of issues 
that need reflection such as mental health and wellbeing, learning cultures, constant change and development, customer 
contention.
 
We believe all of these collide to a perfect storm if not considered and addressed and as market leaders will address them first. 
We believe all of these subjects are constantly evolving and hence are launching the Constant Customer-Centric Change 
(C4) Programme.
 
Ideally you will join us for all four of the sessions below allowing us to work together and continue the conversation throughout 
2020 and feedback to the profession.  However you if you are unable to join all four dates, please join us when available
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Addictive Leadership

Innovation In Individuals Humanity Over Technology

Coaching For The Future

Friday 13th March
Leadership   8.30am-12.30  

Victoria Bath House, 7-8 Bishopsgate Churchyard, 
London, Greater London, United Kingdom, EC2M 3TJ

We have as leaders most likely entered a workplace some 
20 years ago and “fallen’ into sales as a role. 

We have learned in styles and inputs from people who 
were drawing on experiences gathered in the 1970s and 
1980s. However aware we are of this scenario we learn in a 
certain environment and that influences how we think and 
behave. It also influences the cultures and environments we 
establish.

Many leaders don’t get time to reflect on their personal 
journey and their current style, but if they did they are likely 
to find that they are operating an environment that worked 
for them 20 years ago, but not for current Millennials nor 
Gen Z employees.

We will support leaders on how to embrace a transition to 
the future employee whilst increasing the engagement of 
current employees

Connected very much to the stream of learning which 
will occur around Humanity Over Technology, this area of 
debate and reflection will center on the key differentiation in 
your sales ecosystem - your people.

It will part company from other areas of the journey in that 
it will focus on how you set a culture for individual self-
development and consequently align to the emerging 
thinking that lifelong learning is here to stay.

We will develop thinking around how organisational 
development and innovation is solely reliant on the journey 
that individuals wish to embark upon.   Being more aware 
of tools and platforms to seek visibility of people’s appetite 
for personal change and development (innovation), before 
larger scales of change were embarked upon would have 
been very useful.

There is considerable talk and debate about how AI 
will replace salespeople. It’s an emotive topic, but one 
which when you scratch past the surface reveals a lot for 
consideration.

We don’t have to fear that sales will be replaced by AI as 
AI can only replicate human, it can’t connect in human 
emotions in order to close commercial opportunities. 
It can’t build empathy, consideration and most 
importantly trust. 

As trust remains over 50% of the reason as to why people 
reach a favorable conclusion in the buying journey it can’t 
replace sellers.

Technology can make sellers more effective and efficient. 
The most inefficient animal on the planet is a human, but 
it that human a bicycle and they are the most efficient 
animal on the planet, surpassing a condor. 

Our challenge is seeing past our FOMO on sales tech and 
harnessing the correct ones that reduce wasted cycles and 
process and liberate sellers for more human interaction. 

We are often asked how managers get better at coaching 
sellers. A question deserves an equally great question in 
response. “Please define coaching”. 

In this element of the C4 journey, we will start to discuss the 
types of coaching, which ones should be used and can 
be used to dramatic effect “If” focused on the individual, 
not the deal, not the business, nor a forecast, but the sales 
professional.

We will examine ways to build coaching programmes  that 
are not centered on sporting myth or fascination, 
but on individual behavior and development and have a 
real impact.

Session Leaders | Paul Devlin, Chief Customer Officer, SUSE • Kapil Singhal, Co-founder & CEO, vyn  
Jeremy Moore, Managing Director, Zoomcow
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Barriers To Corporate Culture

Mental Wellbeing For Revenue Success Constructive Contention

True Transformation

Friday 12th June
Organisation   8.30am-12.30

58VE, 58 Victoria Embankment, London, 
Greater London, United Kingdom, EC4Y 0DS

It is often frustrating that cultures develop which results in 
negative impacts on employees including sellers. It is often 
said that “culture eats strategy for breakfast”, and whilst a 
little Hollywood it is true. 

Cultures develop over time normally as companies 
increase in size. Departments become so large they 
unintentionally pivot to political serving as opposed to 
alignment to one goal, and with an increased number 
of employees there are requirements for processes and 
platform, rightly to reduce inefficiency and wastage, but 
also inflict negative impacts on the people they regulate.

These systems and platforms often place stress and 
anxiety on individuals, which threatens performance, but 
more importantly, the ‘corporate machine’ develops to a 
point that people can’t be clear on where certain elements 
were established in the first place.

A disturbing highlight of 2019 for the Association was the 
amount of engagement the subjects around emotional 
wellbeing and work: life balance generated.

The subject of wellbeing is one we consider of the highest 
order, and it is increasingly becoming important in 
individuals deciding if and when they leave organisations 
and what role they would rather prefer.

As we will have discussed in the Barriers To Corporate 
Culture element, there are real possibilities that cultures 
create strains and stresses on people by execution of 
sometimes well-meaning processes or procedures, to 
reduce workload inefficiency and potential friction.
 
There is a real risk that quota allocation and inspection 
can foster bad strain as opposed to acceptable and 
positive challenging strain. We will explore this topic as a 
collective to ensure we truly understand the problem and 
possible solutions.

We can’t have successful relationships that build value 
and create new places in which to have conversations if 
we say “yes” to everything.   In many circles, this would be 
considered as morphing into a challenger sales persona as 
defined by CEB (now Gartner) in their book the ‘Challenger 
Sale’. But you have to earn the right to challenge.

You have to have a relationship that delivers respect and a 
framework for development. You also have to constructively 
challenge internally which is sometimes (to quote CEB  is a 
“lone wolf” mentality) and manage all of these dynamics.

In order to build value for your customer you have to be 
able to “push back” but in order to maintain relationship, we 
have to be able to suggest areas of consideration for future 
progression.

Without challenge how do we know we are on the right 
path and know our decisions are right? In this area of the 
investigation, we should discover how to install positive 
challenges in customer by challenging with a smile on our 
face. 

Transformation is a much-overused word, and in 
terms of sales is possibly as overused as the word 
“coaching”. The key question is, what and how do you 
define transformation?

Transformation can range from a slight change to a 
considerable organisational shift. Sometimes a seismic 
shift. We will discover that seismic and organisation shift is 
only possible through individual innovation. 

As sellers there will always be a need to evolve and develop 
as buyers will evolve and develop, so we need to change 
ahead of them if not with them. If they (as customers) are 
at the center of a fanatical focus of the seller’s company 
then constant customer-centric change is inevitable.

The question is as sales ecosystems, how do on one hand 
constantly change whilst focusing on the activities needed 
in the here and now to achieve the financial and business 
imperatives in the current period.

Session Leaders | Cathy Ward, Global Chief Operating Officer at SAP Innovation Services
Chris Paton, Managing Director, Quirk Solutions • Ian Helps • Mike Hurley, Head of Academic Liaison 
and Advisory, APS
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Traits Of A Future Seller Authentic Relationship Capital

Thursday 10th September
Sales   8.30am-12.30

Mama Shelter, 437 Hackney Road, London, 
Greater London, United Kingdom, E2 8PP

The internet is full of articles on the traits required in the 
future seller mainly based on what they can sell companies 
in achieving that vision. 

There is however very little input or insight from customers, 
and surely customers as buyers should have a significant 
say in what their ideal future seller should look like.

In this section of the journey, we will encourage the 
delegates to place themselves in their buyer’s shoes and 
walk a mile. Its possibly easier than we think but requires 
reflection, as we are all buyers, if only in the sense of being a 
consumer. We can certainly inject our personal experiences 
and consider the impacts of consumerism on business 
buyers.

This is our time to collectively reflect and see if the traits 
differ from sector to sector or vertical to vertical, and share 
our thoughts.

There are lots of measures in the market with regards 
to customer experience, and relationship evaluation, 
which focus in the main on company to company buyer 
experience, through the engagement cycle.

Few focus on the sales cycle and still fewer focus 
scientifically on the emotion sets engaged when sellers and 
buyers navigate a joint journey. 

The uncomfortable truth in these modern technology times 
is that it is relationships are based on trust and trust is over 
half the reason that people buy. AI can’t replace humanity 
although it can replicate it, so the importance of building 
very strong relationships based on authentic behaviors is 
as important as ever. 

So how do you measure them, and most importantly 
what do you do with the information. What data-driven 
interventions commence as a consequence.

Session Leaders | Nick Lee, Professor at Warwick Business School, University of Warwick
Ram Raghavan, Co-founder, Riddlebox
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True Co-creation Courage & Conviction In 
Customer Connection

Friday 20th November
Customer   10.30-14.30

Tower Bridge Road, London, Greater London, 
United Kingdom, SE1 2UP

The theory of gathering around a whiteboard or a piece 
of paper and working through the problem identification, 
defining the consequences of all possible reactions to the 
current situation, is recognised but very seldom exercised. 

True co-creation may have to progress from problem 
identification, solution range and consequence of the 
consequence for those solution choices, internal customer 
support for sign-off and implementation.

Collective minds working to a commonly understood 
and appreciated goal which is solving a commonly 
understood and appreciated situation. There will be a need 
for some constructive contension along the journey as it 
won’t be achieved with everyone agreeing. Risks will have 
to be quantified, challenged and abated, perceptions 
queried and understood, plans created, documented and 
monitored.

How do you create permissions in organisations to allow 
people to acquire these skills, practice, fail, re-evaluate and 
reflect and then use again?

We have talked in many parts of the journey overview 
about being authentic, and sometimes being contentious 
in customer engagement, but the core way of building trust 
is to show conviction and have the courage to be real in 
engaging with clients.

If you put your true self out in a customer environment, you 
will sense quickly if you fit their personalities or whether 
you need other internal stakeholders to support you in 
connections. In this element of the 2020 APS conversation, 
we will bring in leaders and experts in customer connection 
to explore what this looks like and how to encourage it in the 
sales process. 

It will have strong connections to humanity and innovation 
in self and places a value on these characteristics over 
technology understanding and use. We will have to tolerate 
individuality in the process, but it will be a wonderful 
experience to explore what impacts this will have.

Session Leaders | Javier Marcos, Associate Professor, Strategic Sales Management 
and Negotiation, Cranfield School of Management
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There are limited places at each of these sessions so book early to avoid disappointment.  
Any questions, please contact Jennie Harnaman at jennie.harnaman@the-aps.com.


