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The sales profession is changing faster than ever before.  Technology is 
fueling disruptive change at an ever-increasing pace, challenging companies to 
constantly stay abreast of the latest trends.  Technology is also lowering barriers 
to entry for many markets.  And as amazing as a company’s products and service 
offerings may be, trying to differentiate your products using traditional methods, 
like loyalty discounts, is fleeting at best because your competitors are all playing 
the same game.   Worst of all, to increasingly overwhelmed buyers, everything is 
starting to look and sound the same.    

In response to these seismic shifts, salespeople are being told that they need to 
do business differently – that they need to offer insight, challenge, and add value. 
However, deteriorating attention spans are making it very difficult to get buyers to 
sit still long enough to be given insight, be challenged, or be provided with added 
value!  The fact is, these “modern” sales concepts sound really promising on 
paper, but according to sales acceleration specialist Jeb Blount, these funky new 
ideas often land like a lead balloon in the real world with real buyers.

And so, it’s not surprising that most companies today are experiencing sales 
pipelines clogged with stalled deals, and are staring down the barrel at 50% or 
more of their sales people missing their quotas.  It’s looking pretty grim out there.  
But at the same time, not every company is struggling.  Even today, despite 
all of the challenges, there remains an elite group of companies with sales 
professionals who are crushing it.  Even in this unprecedented era of change 
where information is ubiquitous and buyer attention spans are fleeting at best, 
these ultra-high performers have learned how to leverage a new psychology of 
selling to keep customers engaged, create real differentiation, and consistently 
influence buying decisions. 

According to Blount, this new breed of ultra-high performer is acutely aware that 
the emotional experience of buying is far more important than narrow product 
features, prices, and benefits. These women and men know that in order to sell 
value, they must themselves be seen as valuable, and they must continuously 
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earn the right to challenge and teach their customers.

In Sales EQ, Jeb Blount opens a rare window into the behaviors and mindsets 
of the world’s highest earning sales professionals. Recently named by Forbes 
as one of the Top 30 Social Selling Influencers worldwide, Blount delivers an 
information-rich, yet conversational and entertaining discussion on the ins-and-
outs of this new EQ-based approach to selling. He brings the subject matter to 
life with personal stories, offering his own lessons learned along with candid 
advice on how we can apply these same techniques to our own sales programs.

Blount shows us how to better leverage common human behavior patterns, 
heuristics, and cognitive biases to influence buying behaviors.  He shows us 
how to build on the “Four Intelligences” required for ultra-high performance. 
And perhaps most importantly, he also teaches us how to manage and control 
the “disruptive emotions” that may be subconsciously holding us back from 
closing the deal.  Throughout all of this, Blount makes it clear that his goal is not 
simply to turn us into slightly higher-than-average sales people. “I didn’t invest 
a year of my life writing this book merely to make you a better level of average,” 
Blount says bluntly. “Screw average!” he writes. “You should be aiming to be 
the top salesperson in your entire company. Nothing short of that is even worth 
pursuing.” 

And so, on that ambitious note, let’s dive right in to our summary, starting with a 
look at the four domains of intelligence that you’ll need to harness and build upon 
to excel at sales.

The Four Domains Of Sales Intelligence
We’re all familiar with the concept of Intelligence Quotient (IQ), and many of us 
even know our own IQ scores.  Whether you know it or not, the good news is 
that if you’re reading this, you probably have an above-average IQ.  We know 
this because people with higher IQs are far more likely to read and seek out new 
knowledge. However, the bad news is that a high IQ alone is not enough to make 
you an ultra-high performing salesperson. Knowing off the top of your head that 
Kampala is the capital of Uganda might help you on trivia night, but it won’t help 
you close any deals. For that, you need sales-specific intelligence. 

According to Blount, there are four types of intelligence that can lead to top 
performance: 

1. Innate Intelligence:  Innate intelligence is synonymous with your IQ.  The 
fact is, some people are born with a higher IQ than others, and that’s defi-
nitely an advantage when it comes to selling stuff.  As Blount puts it, “I’ll put 
my money on a high IQ person any day.” But when it comes to building re-
lationships with customers, which is an important part of the sales process, 
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having an innately high IQ can also be a bit of a double-edged sword. This is 
because people with higher-than-average IQs tend to think, talk, and connect 
disparate ideas faster and more creatively than other people. If high-IQ sales-
people aren’t careful, they risk damaging their relationships with customers 
by inadvertently talking down to them or overwhelming them with elaborate 
solutions to otherwise basic problems.  So, if you are blessed with a high 
IQ – which again is definitely not a bad problem to have – you must learn to 
temper this with the other forms of intelligence we’ll talk about below, or you 
might struggle to build strong and lively connections with others. 

2. Acquired Intelligence:  Acquired Intelligence, or AQ, is essentially about 
openness and willingness to learn.  While our innate IQ is largely handed to 
us at birth, our AQ is constantly expanding. We can acquire new knowledge 
through practice, training, reading, and other learning experiences. Ultra-high 
sales performers seek to maximize their AQ. They jump on every opportunity 
to brush up on their skills, and they’re innately coachable. They study what 
their competitors are doing, and view adversity as a learning opportunity.

“I have limited patience for salespeople who don’t invest in their own develop-
ment,” writes Blount.   “When you decide not to invest in your own learning, 
you’re making a conscious choice to limit your growth, as well as your in-
come.” Now who would want to do that?

3. Technological Intelligence: Also known as TQ, this domain of intelligence 
involves our overall fluency with technology. Today’s salesman or sales-
woman can no longer afford to claim that he or she is “not computer savvy.” 
To make such a claim immediately puts you at the back of the pack. Ultra-
high performers figure out how to adapt technology to their lives so as to gain 
more time for higher-value human interactions and tactics.  For example, they 
use Customer Relationship Management tools to store prospect and custom-
er information, like contact info, accounts, leads, and sales opportunities.

In the not-too-distant future, Blount warns there will only be two types of 
salespeople left: The high-TQ group will tell their machines what to do. And 
the low-TQ group will be told what to do by machines. “Trust me, you don’t 
want to be in that second group,” he writes.

4. Emotional Intelligence:  The ability to perceive, interpret and manage your 
emotions, as well as the emotions of others, is called Emotional Intelligence 
(EQ).  20 years ago, Daniel Goleman’s seminal book Emotional Intelligence: 
Why It Can Matter More than IQ took EQ from the obscurity of academia and 
rocketed it into the mainstream.

According to Blount, of the Four Intelligences you must master in order to be-
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come a top-performing salesperson, EQ is by far the most important.  Having 
solid product and industry knowledge, and being comfortable with technol-
ogy, are mere “table stakes.”  Having higher than average IQ+AQ+TQ is not 
enough to overcome an absence of EQ.

Strengthening our EQ starts and stops with our ability to tap into our basic 
human empathy.  Empathy is the cornerstone of EQ.  Fortunately, we all pos-
sess the capability of relating to the emotions of others.  But for some of us 
this comes naturally, whereas harnessing our empathy requires a more inten-
tional effort for others.  The good news is, we can learn to build our empathy.

Be Intentionally Empathetic
Daniel Pink famously said that to sell is human. Likewise, Blount argues that to 
buy is human. 

“When you ask them, most people are dead certain that they make their buying 
decisions based on cold, rational logic,” writes Blount. “But leading social science 
research tells us otherwise.” For example, in one recent study, a Chicago area 
liquor store subtly played German beerhall music on Tuesdays and French 
music on Wednesdays.  And surprise-surprise, German beer sales went up 
on Tuesdays, and French wine sales increased on Wednesdays. Just outside 
the store, researchers stopped the shoppers and asked them why they had 
purchased the beer, or the wine. Virtually all of the shoppers gave logical reasons 
for their purchase. “Oh, I heard about this particular brand of wine from a friend,” 
they’d say, thus proving that people often buy on emotion and then later justify 
their decisions with logic. 

“As a sales professional, understanding how emotions dominate and drive buying 
decisions is critical to supercharging your income and advancing your career,” 
writes Blount.  This starts by tapping into your sense of empathy.  Empathy 
comes when you intentionally give others your complete attention, turn off your 
self-centric thoughts (at least for a few minutes) and become genuinely interested 
in what they are saying.  Basically, you’re actively using your senses – ears, 
eyes, intuition – to open a window into what your prospects are really feeling.

Some people honestly don’t need to work that hard to feel what other people 
are feeling – it just comes naturally for them.  But some of us have to try a bit 
harder.  Jeb Blount admits that he’s one of those people. He considers himself 
to be fairly self-centered (also known as egocentric), and because of this, he 
acknowledges that he must be more intentional with his efforts to be empathetic.  
But that’s actually worked out just fine for Blount, as well as for many other 
salespeople like him, because egocentric people naturally have a strong drive to 
win and are highly motivated by personal achievement.  Those are key attributes 
for top-performing salespeople.  So even if you aren’t naturally blessed with a 
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strong sense of empathy, you still have an excellent chance of becoming a top-
performing sales professional if you can learn how to be intentionally empathetic 
when it matters most.

Putting yourself in the shoes of the customer means trying as hard as you can 
to view things from their perspective. For Blount, this means asking yourself a 
series of questions:

• What are the customer’s true motivations? 

• What is the risk to them personally for choosing us? 

• What’s the risk of not choosing us? 

• Why would they be an advocate or champion for us? 

• What is this person’s language, and how can I speak it so that it makes 
them feel like I understand them and their problems? 

• What makes them feel important? How can I tap into this? 

Through all of this, it’s vitally important to keep in mind that our most insatiable 
and unquenchable human need is to feel as though we matter.  This is why most 
of us love to talk about ourselves – because it gives us a chance to prove that 
we really do matter.  When another person, or a group of people, validates our 
existence and makes us feel important, even if only for a moment, it triggers a 
dopamine drip that makes us feel happy. In one research study, subjects were 
even willing to forego receiving a $20 bill just for the chance to talk more about 
themselves.   That’s how far people will go just for a chance to be heard by 
others.

Making people feel important is the key to being intentionally empathetic. And 
after a little practice, you’ll soon come to realize that it’s the easiest thing in the 
world to do.  Little behaviors, like asking a customer for his or her advice, will get 
them talking and trigger that dopamine hit because it reinforces their perception 
that they are valuable and needed. 

“The easiest, fastest, and most powerful way to make another person feel 
important is to give them your complete and undivided attention. When your 
customer is the center of attention and telling their story, it makes them feel 
appreciated, and emotionally connected to you.”

Go Ahead, Pick Up That Phone
It’s tough to be empathetic when you let technology stand between you and other 
people.
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“We need to teach people to spend less time on email and more time on the 
phone,” writes Blount. A sales director for a four billion-dollar company recently 
shared a story with the author that underscores this very point. The director 
oversaw an inside sales team of 25 reps. All in all, they were mostly average 
sales people, with the notable exception of two ultra-high performers. Amazingly, 
the two high performers weren’t just outperforming the rest of the team by a little 
bit. They were crushing it: the performance of the two top individuals was 300% 
better than the other 23 people. At first, the director couldn’t figure out why this 
was the case. Then he spent a week job-shadowing his team and he realized 
that almost 80% of the communication to prospects and customers from the 
average performer group was by email. 

The average-performers sent email after email, with maybe a few text messages 
sprinkled in. By contrast, almost 90% of the outbound communication from 
the ultra-high performers was by phone – human to human.  The difference in 
approach couldn’t have been more stark.

We know what you’re thinking – but don’t assume that the two high-performers 
were much older than the rest of the team.  They weren’t Gen-Xers or Boomers 
who grew up with the telephone as the primary mode of communication. In fact, 
one of them was 23 and the other was 26.  Also, they didn’t have any unique 
sales training.  Every person on the sales team was equally intelligent in terms of 
IQ, and they all worked just as hard. The only real difference between the high-
performers and the average group was that the high-performers intentionally 
sought out and invested in relationships – i.e. they leveraged their sales EQ 
– whereas the average performers blindly allowed technological barriers to get 
between themselves and positive human interactions.

Watch Out For Disruptive Emotions
Speaking of relationships, one of the great myths of the sales profession is that 
the sales process is all about building them. While Blount acknowledges that it 
is crucial to build and nurture relationships in sales and account management, 
he doesn’t believe, like so many others in his space, that the endgame of sales 
is the relationship. Instead, Blount believes that sales is about making sales. 
“Don’t get me wrong – relationships matter,” writes Blount. “If you want to deliver 
ultra-high sales performance, you need to foster good relationships with your 
stakeholders. But to be clear, the endgame is not the relationship. It’s the deal.” 

Blount goes on to say that he is wary of anyone who wants to go into sales 
because they’re a self-described “people person.”  He observes that true 
“people-people” often don’t do well in the sales profession over the long haul, 
because what they are honestly best at is making friends, not making sales. 
People-people often are unable to regulate their “disruptive emotional need” to 
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be liked and accepted, whereas truly great salespeople are masters at managing 
those egocentric emotions.  Yes, they build relationships, but they also figure out 
how to tame and control their natural need to be liked for the sake of achieving 
their business objectives.

Taming our ingrained need to be liked isn’t easy, but it can be done.  Blount 
explains that our desire to be liked in order to avoid rejection at all costs is 
hardwired deep into our brain. Despite its almost infinite complexity, the human 
brain is tasked with one very simple responsibility – to keep us safe and alive.  
Historically, that meant being accepted by others. Our ancestors survived 
because they stuck together in tribes, not because they went it alone.   In short, it 
was extremely important to an individual’s survival to be likeable.  But that’s less 
so today.

The world has changed a lot in the last few thousand years, but our brains have 
been slow to adapt.  The physical dangers that once threatened our existence 
on an almost daily basis have largely fallen by the wayside. There are no saber-
tooth tigers waiting around the corner to pounce on us, and the reality is, from the 
standpoint of being exposed to potential physical harm, sales is not an especially 
dangerous profession.  In sales, the only threats we face are to our perceived 
social standing and how we feel about ourselves.   There are no tigers waiting to 
eat us.

“There is a very big difference between steering clear of something that might 
actually kill us, versus avoiding a threat to our fragile egos,” writes Blount.  In the 
face of potential rejection, too many salespeople risk becoming overly passive or 
non-assertive when asking for commitments. Customers can sense a salesman’s 
feelings of insecurity through his tone of voice and they are subconsciously 
repelled by it. Customers gravitate towards confidence. 

So how do we keep our irrational fear of rejection in check?  By being prepared.  
Preparation calms the mind and builds self-confidence. Your mind will have 
prepared itself to anticipate disruptive emotions and will rise above them. Try 
rolling through the demo presentation several times in advance, or role-play the 
sales conversation with your manager or a peer. When you’re prepared for any 
eventuality, including rejection, you can keep your fragile ego in check.

And yes, we did use the word “rejection,” because like it or not, rejection is a big 
part of sales.  It comes with the territory.  But that’s okay, says Blount, because 
when you choose to believe that you’re in control of your own destiny, you no 
longer fear failure and rejection.  Instead, you come to recognize that failure is 
the only true path to learning and growth. 
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Stay Positive
The flipside to keeping your disruptive emotions at bay is keeping your positive 
energy running high.  Blount offers a number of easy-to-implement strategies to 
do exactly that, and for him it starts with taking a break from talk radio. “Reading, 
watching, or listening to negative or angry things will subtly impact your attitude,” 
says Blount.  “These days, talk radio is almost entirely negative, and so I avoid 
it entirely.” When you’re on the road, listen to books or summaries on tape, or 
perhaps some classical or fun pop music instead.  Because when you feed 
positive messages to your brain, your “attitude will gain altitude,” he writes.

It’s also important to choose your friends carefully. Misery loves company, and it 
wants you on its team. If you hang out with people who have poor attitudes, they 
will undermine yours. Instead, Blount counsels us to spend our free time with 
upbeat, positive people who build up our sense of confidence and self-worth, 
rather than tear it down.

The last tip is to remember to eat healthily. This one may seem obvious, but in 
sales it can be very difficult to eat well. Field-based workers routinely swing into 
fast-food joints to fuel up or reach for a sugar-packed protein bar stashed in the 
glove box and call that lunch.  This isn’t going to help you become an ultra-high 
performer, says Blount, because eating poorly is like “putting low-grade gasoline 
into a high-performance race car.” To gain the mental toughness and resiliency 
to work at your peak throughout the sales day, you need to fill up with high-test 
rocket fuel. With a little discipline and advance planning, you can find nutritious 
food on the road, and you can certainly prepare a healthy meal at home before 
you leave.

Conclusion 
In Sales EQ, Jeb Blount makes a convincing case that those salespeople 
who master empathy and interpersonal skills will have a potent edge in the 
marketplace. In the age of bots and artificial intelligence, emotional intelligence is 
increasingly at a premium.  Now more than ever, developing your Sales EQ will 
be the key to consistently crushing your number.


