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Viewpoints
An Interview with Scott A.Roy
Co-founder and joint CEO of Whitten & Roy Partnership
Scott A. Roy co-founded Whitten & Roy Partnership, an
international sales consultancy that helps socially minded
businesses transform their sales results. With formidable career
experiences in door-to-door sales and sales management, in
1989 Scott went on to co-found what is today a billion dollar
nationwide insurance company in the United States. Scott then
moved into the social space dedicating his career to transforming
other people’s lives by bringing business rigor and experience to
solve social problems. Scott developed the holistic model that sits
at the middle of an ethical sales approach - R=A+C+E: Results =
Attitude + Competence + Execution™, which he has used for over
30 years to train thousands of salespeople and sales leadership.
Boiling Point speaks to Scott about his motivation and experience
working with social enterprises in the Global South.

When did you get started working in the
Global South?
In 2006 while I was in London, I read
an article in The Times about Voluntary
Service Overseas (VSO). It was a story
about the need for short-term volunteers
who were experienced business executives
and it really struck a chord with me. It was
a new, exciting idea, so I looked into it. I
ended up spending six months in Cambodia
working on a livelihoods program and had
a very profound experience.
While in Cambodia, I made friends
with the country director for International
Development Enterprises, Mike Roberts.
He helped me understand that what
I knew about sales and building sales
organisations would be enormously useful
in the developing world, because the
concept of selling to the poor, rather than
giving stuff away, was just beginning to
gain traction. The new market oriented
approach in development was that when
people buy something, they “buy in.’’
How did it grow from there?
A year later, Mike invited me to come
back to Cambodia to design a new
agricultural project, Farm Business Advisers
(FBA), aimed at selling inexpensive farm
inputs to the poor by building a direct
sales organisation. I designed the sales
and business part of the program and then
coached the key leaders from my home
in London.
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The FBA program went on to win the
inaugural Creating Shared Value Award
from Nestle Corporation, which was a big
shot of confidence. I executed a couple
of other sales projects with water filters
and sanitary latrines, both of which met
great success, so I knew we were onto
something. It was not about the products,
but the process we designed and how we
executed it.
Do you specialise in certain sectors?
No, not at all. We specialise in building
sales strategy and sales functions across
all sectors, like recruiting, training,
compensation, measuring, etc. In the
Global South, we have delivered over 100
sales transformation projects that cover
agriculture and drip irrigation, purified
water, solar lighting, sanitation, clean
cooking, and others. We are also product
agnostic about our work in the commercial
sectors in the west. We build the sales
process and the skills to deliver it, then
deliver it to our clients and embed it. We
call it Human Centred Sales™, where we
take any product or service, and design
sales strategy, process and skills to bring it
to market.
Tell me about Human Centered Sales™
In the diagnostic and design stages, we
start with an archetypal consumer who has
a problem. The question is then how will
we speak to the issues she is already aware

So is that enough for people to then
change their mind and buy?
No, it’s half of the equation. After
the problems are well defined and clearly
understood, and there is palpable concern
realised by the buyer, there is another step.
This is an explicit cost calculation of what
their current habit is costing them, adding
up both direct and indirect costs, must be
expressed in real money terms. This figure
is what creates urgency to change, which
then leads to looking for a solution that will
solve the problem. This approach stands in
stark contrast to what we normally find in
sales practices.

of to then help her become aware of the
problems and impact of which she is not
fully aware. Then we design interactive
conversational frameworks that can be
built into sales aids, and then teach sales
people, many of whom are not highly
educated, how to use them.
Let’s face it, when you’re wanting
to change how someone cooks, you’re
talking about changing long lived,
entrenched habits that have been passed
down through generations. It is very
substantial behaviour change. So, you
might say the person whom you are
trying to change to clean cooking will
be very resistant to adopting a new way
of cooking.
For instance, one of our clients is
moving women from burning wood over
to using induction stoves. One of the
biggest concerns they had to overcome
was, “How am I going to prepare chapatti
for my husband now?” The importance
of creating the toasted surface of the
chapatti was greater than considering the
damage to her health.
What is required to open people’s
minds is a penetrative experience,
delivered conversationally. It must
create vivid, piercing awareness, which
generates concern and interest. It’s more
effective to do this one-on-one, but it
can also be fairly replicated in a group
setting. But the key is the interactivity of
the experience, not a lecture.

What kind of sales practices do you
normally find?
Unfortunately, we find that most people
the world over think selling is ‘pitching,’
just talking at people and trying to convince
them to buy. There is no listening, no
engagement with the customer’s current
situation, and certainly no financial case to
motivate changing to something better.
Deeply held beliefs, cultural norms, and
ingrained behaviours require something
much more robust than a features-andbenefits pitch. If you’re going to change
behaviour, the best way to do so is by
peeling open the problem. You must lead
people through an experience of opening
their eyes to what they have been putting
up with for their entire lives. This is
one of the reasons why “above the line”
traditional advertising has had generally
weak results in the Global South when it
comes to behavioural change products.
ATL methods simply don’t cut deeply
enough to wake people up.
Once they are awakened and motivated
to do something to change their situation,
they are ready to hear your solution,
i.e. ‘the pitch.’ This is where effective
selling matches the features and benefits
of the product to the problems that were
uncovered earlier in the conversation.
Finally, the cost of the problem that was
calculated earlier in the sales conversation
comes back into the conversation and
should be used as a comparison to the
investment in the solution that is required,
which should offer an attractive return on
investment (ROI).
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Is your approach hard to learn?
It requires teaching, no doubt. But this
stands in sharp contrast to the poor quality
sales training we usually encounter in sales
organisations, both in the Global South as
well as Western countries. We’ve worked
in 24 Global South countries across Asia,
Africa and Latin America, and we’ve found
it to be an approach that can be learned
and is effective.
There are many false beliefs about
sales and sales people that must be
overcome, such as the belief that you
have to be a ‘natural-born’ sales person or
that you should only recruit experienced
sales people. My 40+ years in the sales
profession has taught me that recruiting
people who have a good attitude and a
good work ethic is the best bet. Then it’s
up to me to teach them what I want them
to do. It’s much easier to do this than to
correct bad habits.
How have you applied your approach to
clean cooking?
One example of our work is with a
social enterprise based in South East Asia
that sells bio-digesters. While we often are
called in to work with businesses already
in motion, we had the opportunity to
collaborate with this organisation before it
began selling.
One challenge faced by organisations
that sell bio-digesters is the cost of the
system. However, the cost calculation
for continuing the current habit is what
answers the question for customer about
the investment they will have to make. If
there is an attractive ROI, then this will
help the customer to decide ‘yes.’ However,
there are three problems the sales person
must not miss.
And they are?
First, the tendency for sales people is to
move through the problem exploration too
quickly. Once they have done a hundred or
more sales conversations, it is easy for them
to begin assuming the customer knows all
about the problem or is picking it up quickly,
so the sales person will tend to cut corners.
The impact is that the problem never sinks
in deeply enough for the buyer to wake up
and see what they have been missing.

The second problem is that if you
have a very convincing ROI, it’s easy to
go more or less directly to the cost savings
and convincing financial argument rather
than dive deeply enough into the problem.
However, logic alone is not enough to change
lifelong, encrusted behaviour. Waking up to
the problem must come first, then the logic of
the money needs to be built on top of it.
Third, very importantly, sometimes you
won’t have the advantage of a convincing
ROI based on direct costs (fuel and stove
costs). Instead, you must be very good at
defining the problem, then find indirect costs
that can be translated into money terms.
Health matters, lifestyle inconveniences,
safety concerns with children, etc., can all be
monetised. The impact of money – whether
direct or indirect – creates the strongest
motivation to change, almost always. At the
risk of ‘beating a dead horse,’ any financial
argument, as convincing as it might be, must
first be built upon a very well understood
problem.
Any last thoughts for organisations in the
clean cooking arena?
The one thing that comes to mind
is that you must be judicious with the
product, balancing technology and user
experience. Recently, we were involved
in testing a product for market that was,
from a technical standpoint, outstanding.
However, the organisation that designed
and manufactured the stove did so in a lab,
isolated from end users.
The result was an expensive stove,
relative to the current dominant utensil,
that used only one kind of fuel, which did
not fit the market in which it would be sold.
While some people would have bought the
stove, it would never have been enough to
justify bringing it to market, so we advised
our client to find a better product.
Even great selling can’t make up for
product development that misses the
audience.
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