Process: Can Success Really Be Just Mechanical?
by Paul McCord
Today you hear some version of the same message almost everywhere you turn:

“What makes a company successful is process . . . . [successful companies] find a formula that works.”

“You simply cannot be successful in complex sales unless you have a solid process.  A proven process is more important than anything and everything else.”

“If you want to be successful, you must concentrate on developing an effective sales process that produces the results you want because that IS the secret of success.”

“Top producers have a repeatable process.  Everyone else has only unfounded hope.”

All of the above were picked from things I have read in just the past week.  And these are far from the only ones, I could go on and on with statements in the same vein from recent articles and forum discussions.  
Process is the concept du jour.  
Process=Success

No process=Fail  
Everyone’s on the bandwagon promoting the current hot topic.

Now, don’t me wrong, I’m a firm believer in process.  I have a process for almost everything I do and I’m a strong promoter of process.  I’ve written numerous articles and two books that are centered on process.  I firmly believe that a proven, effective, repeatable process is one of the foundations to a successful sales career or a successful business.

I don’t, however, think it is the most important ingredient or the one that determines whether or not one is successful.

Important, yes.  Absolutely, positively, 100% critical?  No, not really.

Success in sales or business is far more than simply turning the right mechanical knobs or punching the right buttons.

Don’t we wish it were that easy?  Simply create a formula that seems to work and success is guaranteed.
We can all think of companies who have a formula that works and appears to be the cornerstone of their success.  Let’s take three examples that we all know: McDonald’s, Disney, and Kentucky Fried Chicken.  I’m taking these because they are familiar to everyone and the real reason for their success is easy to identify.  We could take examples from any industry and any selling situation, but these three are very simple, straightforward examples of where the cornerstone of success for them lay.  In each instance their business formula helped, but it wasn’t the thing that exploded these companies.

What made McDonald’s, McDonald’s?  Was it Ronald or the Hamburglar?  Not at all.  Was it the machine like efficiency demanded of each franchise and the requirement that the food taste exactly the same no matter what franchise one visited?  No, that came later.  

McDonald’s success lay in the heart and soul of Ray Kroc.  Kroc was a never tiring evangelist for McDonald’s.  He lived and breathed McDonald’s.  In a sense, Kroc forced McDonald’s success because he wouldn’t settle for anything less.  

McDonald’s successful formula was built and perfected over time.  Kroc’s drive and determination gave him the time needed to refine and improve the system that the original founders of the McDonald’s concept had begun to devise.  It took Kroc three years and a bunch of money to develop his successful process—a process that is still being perfected today.  If Ray Kroc hadn’t had the passion to demand success, there wouldn’t be a McDonald’s, at least not as we know it today.

In the same manner, Mickey, Minnie, and Pluto didn’t create Disney.  Disney was more a creation of Walt Disney’s drive and passion than Mickey’s popularity.  Long before Mickey was born, Walt had to overcome lost contracts, a former buyer of his cartoons stealing his entire staff of artists save one and his at that time one original cartoon character, Oswald the Lucky Rabbit.  Oswald might have been lucky, but Walt wasn’t.  Most would have folded their tent and given up after having everything they’d built torn down—especially by someone they had worked with and trusted.
But like Kroc, Walt had passion and unlimited drive.  He believed in himself and he believed that success was right around the corner—if he just continued to sell his passion.  His dedication and drive paid off.  Shortly after losing his staff and Oswald, he found Mickey.  Although Mickey was a success, he still wasn’t the success formula that “made” Disney—Mickey gave Walt the money and time necessary to find his ultimate mega success formula which was turning cartoons into feature length animated movies and the spinoffs from them that continue to this day.
Likewise, Colonel Harland Sanders and Kentucky Fried Chicken’s success isn’t due to a business formula but rather to a man who believed so passionately in his product and his vision that retired and broke, he hit the road to sell his chicken formula to cafes and restaurants across the country—and his share if they used his secret recipe?  A nickel for every chicken they sold using it.  It’s hard to make a living at a nickel a chicken—even in 1955.

Process is a tool for a salesperson just as a paintbrush is a tool for an artist.  Put a paintbrush in the hands of an artist with the passion and drive of a Leonardo and it becomes an instrument to create beauty; put it in the hands of someone one who is only looking to make a buck and it is nothing more than a tool used to paint a wall.
The same is true with sales.  Put an effective process in the hands of someone with the passion and drive of Harland Sanders and it becomes an instrument for changing lives; put it in the hands of someone who is disconnected and only interested in making money and it becomes nothing more than a way to make a sale every once in awhile.

By all means, find a predictable and effective process; it will help you make sales.  If you want success, you must marry that process to deep, heartfelt passion and drive because whether we like it or not, success isn’t mechanical; success is nothing more than the outward expression of one’s passion, drive, and vision.
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