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STXA=R

A formula that predicts your sales success

Sales success has nothing to do with luck nor is it
driven by the so called born salesperson. Sales
success is a measurable and repeatable process and
the outcome can be accurately predicted by the
formula STXA=R; where S represents Strategy; T
stands for Technique or selling skills; A represents
Activity and R equals Results.

As the STXA =R formula shows, sales consist of 3
separate components and a weakness in even one of
these components will result in poor sales
performance and a loss of earnings. For example,
even the best Strategy, supported by excellent
Technique will bring poor results unless
accompanied by the right amount of Activity.
Likewise, a highly skilled (Technique), hardworking
(Activity) salesperson, will generate poor results
unless the sales approach is Strategic. So here is a
short explanation of the 3 sales components and
how to use them to drive your sales and maximize
earnings.

1. Sales Activity

As the old proverb says, “You can’t get there if you

don’t know where you are going.” so goal setting is
absolutely essential to sales success. You must have
a clear picture of where you are going and how you
will get there; otherwise you will just be stumbling

in the dark; hoping to bump into that big account.

Although we all understand the importance of goal
setting most of us don’t know how to set goals,
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