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LEGAL CAVEAT

The Advisory Board Company has made efforts 
to verify the accuracy of the information it 
provides to members. This report relies on data 
obtained from many sources, however, and 
The Advisory Board Company cannot 
guarantee the accuracy of the information 
provided or any analysis based thereon. In 
addition, The Advisory Board Company is not in 
the business of giving legal, medical, 
accounting, or other professional advice, and 
its reports should not be construed as 
professional advice. In particular, members 
should not rely on any legal commentary in this 
report as a basis for action, or assume that any 
tactics described herein would be permitted by 
applicable law or appropriate for a given 
member’s situation. Members are advised to 
consult with appropriate professionals 
concerning legal, medical, tax, or accounting 
issues, before implementing any of these 
tactics. Neither The Advisory Board Company 
nor its officers, directors, trustees, employees 
and agents shall be liable for any claims, 
liabilities, or expenses relating to (a) any errors 
or omissions in this report, whether caused by 
The Advisory Board Company or any of its 
employees or agents, or sources or other third 
parties, (b) any recommendation or graded 
ranking by The Advisory Board Company, or (c) 
failure of member and its employees and 
agents to abide by the terms set forth herein.

The Advisory Board is a registered trademark 
of The Advisory Board Company in the United 
States and other countries. Members are not 
permitted to use this trademark, or any other 
Advisory Board trademark, product name, 
service name, trade name, and logo, without 
the prior written consent of The Advisory Board 
Company. All other trademarks, product 
names, service names, trade names, and logos 
used within these pages are the property of 
their respective holders. Use of other company 
trademarks, product names, service names, 
trade names and logos or images of the same 
does not necessarily constitute (a) an 
endorsement by such company of The Advisory 
Board Company and its products and services, 
or (b) an endorsement of the company or its 
products or services by The Advisory Board 
Company. The Advisory Board Company is not 
affiliated with any such company.
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IMPORTANT: Please read the following.

The Advisory Board Company has prepared 
this report for the exclusive use of its members. 
Each member acknowledges and agrees that 
this report and the information contained herein 
(collectively, the “Report”) are confidential and 
proprietary to The Advisory Board Company. 
By accepting delivery of this Report, each 
member agrees to abide by the terms as stated 
herein, including the following:

1. The Advisory Board Company owns all 
right, title and interest in and to this Report. 
Except as stated herein, no right, license, 
permission or interest of any kind in this 
Report is intended to be given, transferred 
to or acquired by a member. Each member 
is authorized to use this Report only to the 
extent expressly authorized herein.  

2. Each member shall not sell, license, or 
republish this Report. Each member shall 
not disseminate or permit the use of, and 
shall take reasonable precautions to 
prevent such dissemination or use of, this 
Report by (a) any of its employees and 
agents (except as stated below), or (b) any 
third party.

3. Each member may make this Report 
available solely to those of its employees 
and agents who (a) are registered for the 
workshop or membership program of which 
this Report is a part, (b) require access to 
this Report in order to learn from the 
information described herein, and (c) agree 
not to disclose this Report to other 
employees or agents or any third party. 
Each member shall use, and shall ensure 
that its employees and agents use, this 
Report for its internal use only. Each 
member may make a limited number of 
copies, solely as adequate for use by its 
employees and agents in accordance with 
the terms herein. 

4. Each member shall not remove from this 
Report any confidential markings, copyright 
notices, and other similar indicia herein.

5. Each member is responsible for any breach 
of its obligations as stated herein by any of 
its employees or agents. 

6. If a member is unwilling to abide by any of 
the foregoing obligations, then such 
member shall promptly return this Report 
and all copies thereof to The Advisory 
Board Company.
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With the End in Mind
Why Develop a Gift Officer Competency Model?

Back to the Future

Create briefings and webinars 
for gift officers to advance their 
knowledge of higher education

Use Education Advisory 
Board content to inform 
gift officer conversations

Access easy-to-use 
database containing 
information about 
institution and peers

Identify competencies and 
motivations of top gift officers

Develop skills-based 
hiring model to source 
and evaluate gift officers 
from out of industry

Improve offer 
acceptance rate

Determine the performance 
attributes of the best gift 
officers vs. core performers

Design trainings 
targeting most 
significant skill and 
competency gaps

Deliver online and onsite 
training and workshops 
to gift officers

Enhance Gift Officer 
Knowledge Base

Expand, Examine and 
Engage the Talent Pool

Up-Skill Existing 
Staff

Potential Applications of Research on
Gift Officer Competency Models

©2013 The Advisory Board Company • eab.com
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Source: http://www.usatoday.com/story/money/cars/2012/12/06/car-
shopping-prices-roundtable/1749101/

Balancing Information Asymmetry
The Transaction Has Changed, But Have the Salespeople?

Why Now?

2013
Buying a Car: Then And Now

Financials:
• Sticker Price
• Personal Budget

Priorities:
• Safety
• Towing and Storage 

Space
• Reliability
• Color: Red

Financials:
• Invoice Cost
• Financing Options

Safety:
• Rating
• New Airbags

Towing and Storage
• Competitor Specs

Reliability
• Repair frequency  
• Cost to repair

Color
• Availability of other 

colors

1997

Consumer Salesperson

Salespeople Have Exclusive 
Access to Product Details

• Invoice price
• Rebates
• Shows 

distribution of 
prices paid

• Reliability data
• Safety ratings

• Dealers bid 
for sale

• Buyer selects 
most 
favorable deal

• Aggregated 
car availability

• Specs for all 
models

Post-purchase surveys indicate transaction speed, not 
price, is more impactful on purchase satisfaction

In oice price

Readily Available Information 
Shifts Power to the Consumer

Information Asymmetry Makes Trust 
(i.e., Relationship) A Critical Factor In Sales Process

The End of an Era

“When I graduated from college [in 
1984], the factory invoice of a car was 
locked in a safe…Today, the customer 
is telling me [what the cost is].”

Tammy Darwish
Owner, DARCARS

From Supplier to Clarifier

“When buyers know more than sellers, 
sellers are no longer protectors and 
purveyors of information. They’re the 
curators and clarifiers of it—helping to 
make sense of the blizzard of facts, 
data, and options.” 

Daniel Pink, 
To Sell is Human
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9Considerable Findings on Structure, Few on Competencies

Sales reps with 
clients organized by 
only one dimension 
(e.g., geography, 
market) are 
less successful

Sales reps working in 
well-designed sales 
territories perform 
better and stay longer

Narrower managerial 
span of control is
related to lower levels 
of role ambiguity and 
role conflict 

Increased 
supervision of sales 
reps results in 
stronger performance 
and satisfaction of 
both rep and 
supervisor 

1982 20051992

Sales training is a
key factor for 
addressing a sales 
rep's failure 

Pay raises are 
more important 
than promotion 
opportunities, 
incentive awards, 
recognition and 
fringe benefits 

Selection of Most-Cited Research on Sales Performance

1996

Pay level is
negatively related 
to sales rep 
satisfaction with 
pay 

Sales territory 
decision
constitutes one of 
the most 
overlooked factors
for improving sales 
force performance 

2000

More “How” Than “Who”

No Meaningful Findings On Sales Competency
Since 1976,  researchers have produced 137 studies and articles and conducted over 
1,600 regressions examining hundreds of variables and have found no meaningful 
correlation between any one characteristic or behavior and performance.   

1994 2011

Availability of a 
stretch role is
top factor in job 
offer acceptance 
for healthcare 
gift officers

Haven’t We Seen This?

Advance planning 
of at least 6-12
months before 
solicitation is key to 
increasing gift 
officer productivity

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 
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More Than One Road to Success
Global Survey Finds Five Archetypes Dominate Sales Force

Looking Out of Industry

Sister company to 
The Advisory 
Board

Provides best 
practice research 
(and meetings) to 
CXOs of the 
Global 1,000

Sales Executive 
Council serves 
450 heads of 
sales at 
companies with 
revenues of $1 
billion+

Data Gathered From 
Thousands of Sales Reps

Survey of over 6,000 business-to-business sales reps 
across both domestic and international industries

Responses were self-reported by sales reps

High-performers defined as top 20% of peers

Survey tested attributes, skills, behaviors, activities, 
and knowledge

Multiple Statistical 
Methodologies Used 

Multivariate regression identified little correlation 
between performance and individual factors tested

Cluster analysis used to examine groupings of 
variables revealed five distinct types of sales staff

All five types were similarly represented in the overall 
sample

Massive Study Seeks to Answer “What Drives Sales Performance Today?”

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 

Attitudes Skills and
Behaviors

Activities Knowledge

Desire to seek 
issue resolution Business acumen Sales process 

adherence
Industry 
knowledge

Willingness to risk
disapproval

Customer-needs 
assessment

Evaluation of 
opportunities

Product 
knowledge

Accessibility Communication Preparation

Goal motivation Use of internal 
resources Lead generation

Extent of outcome 
focus Negotiation Administration

Attachment to the 
company

Relationship 
management

Curiosity Solution selling

Discretionary 
effort Teamwork

Partial List of Variables Tested
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More Than One of a Kind
Five Profiles of Top Sales Reps Defined Through The Challenger Survey

Colors of the Rainbow

The Relationship Builder
21% of Sample

Builds strong advocates in 
customer’s organization

Generous with their time

Gets along with everyone

The Hard Worker
21% of Sample

Always goes the extra mile

Refuses to give up

Is highly self-motivated

Responds proactively to 
feedback and development

The Challenger
27% of Sample

Has a different world view

Understands customer’s 
business

Enjoys debate

Pushes the customer

The Lone Wolf
18% of Sample

Follows own instincts

Possesses strong self-
assurance

Difficult to control

Does not file trip reports

The Reactive Problem 
Solver
14% of Sample

Responds reliably to internal 
and external stakeholders

Works to ensure all 
problems are solved

Focuses on the details

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 

©2013 The Advisory Board Company • eab.com
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23%

15%
22%

14%

26%

39%

25%

17%
12%

7%

The
Challenger

Lone
Wolf

Hard
Worker

Problem
Solver

Relationship
Builder

High Performers Underrepresented

One of These Things is Not Like the Others
Cluster Analysis Reveals Lack of Uniformity Among Top Sales Reps

Aha!

Sales Profile Representation Among 
Core Performers and High Performers 

Goes “extra 
mile”

Doesn’t give up

Self-motivated

Interested in 
feedback

Follows own 
instincts

Self-assured

Difficult to 
control

Different 
world view

Understands 
customer’s 
business

Reliable and
responsive

Ensures that all 
problems are 
solved

• Builds 
advocates 
among 
customers

• Gives time to
others

Core Performers

High Performers

High Performers Overrepresented

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 
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Take control of the sale 
by discussing money 
and, when needed, 
pressing the customer

Seek to leverage 
constructive tension to 
their advantage across 
all dimensions of the 
sale

Challenger reps openly pursue goals in a 
direct but nonaggressive way to overcome 
increased risk aversion

Teach for differentiation 
by engaging in a robust 
two-way dialogue

Deliver insight that 
reframes the way 
customers think about 
their business and their 
needs. 

Teach Tailor Take Control

Maintain Constructive Tension

T

Challenger Reps…

Setting Themselves Apart
What “Challenger” Type Reps Do That Others Don’t

Take control of the 
sale by discussing 
money and, when 
needed, pressing the 
customer

Seek to leverage 
constructive tension 
to their advantage 
across all dimensions 
of the sale

Openly pursue goals in a direct but 
nonaggressive way to overcome 
increased risk aversion

Teach for 
differentiation by 
engaging in a robust 
two-way dialogue

Deliver insight that 
reframes the way 
customers think 
about their business 
and their needs

Tailor their approach 
for resonance by 
understanding a 
customer’s value 
drivers

Communicate sales 
messages in the 
context of the 
customer

The Sales Snowflake

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 
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Complexity Favors the Challenger
Does Size of Donation Add to Complexity?

Environmental Factors

Performance Gaps 
Arise in Complex 
Negotiations

“In a transactional selling 
environment, the 
performance gap 
between average and 
star performers is 59%. 
In…solution-selling 
models, [stars] 
outperform by almost 
200%.”

20%

54%
25%

25%
26%

10%
18%

7%11%
4%

Low Complexity Sale High Complexity Sale

Percent High Performers Across 
Levels of Sale Complexity

Challenger

Lone Wolf

Hard Worker

Problem Solver

Relationship Builder

The Challenger Sale

Clear Disparities Emerge When Comparing by Sale Complexity

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 
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Who Is the Best In Your Organization?
What Defines Your Top Performers

That reminds me of someone…

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 

How do they behave? 

What are they better at than everyone else?

What do they do differently?

On what subjects are they an expert?

Challenger Self-Diagnostic
Evaluate Each Statement (1-5) 1=Strongly Disagree; 5=Strongly Agree

1. I often form enduring and useful relationships with customers. 

2. I can effectively offer my customers a unique perspective, teaching them new, unique insights that lead 
to my company’s products and services. 

3. I am a true expert in the products and services I sell, comfortably exceeding the knowledge that any 
expert purchaser might have. 

4. I often risk disapproval in order to express beliefs about what is right for the customer.

5. When negotiating with customers, I understand what drives value with different customers, adapting my 
message accordingly.

6. I can identify the key drivers of a customer’s business and use that information to customize my 
approach.

7. When it comes to fulfilling customer requests, I usually resolve everything myself. 

8. In more difficult sales situations, I feel comfortable influencing the customer to make a decision. 

9. I can effectively discuss pricing and reimbursement concerns with my customers, on their own terms. 

10.I am likely to spend more time on preparation in advance of any sales calls or meetings 
than everybody else. 

How to interpret the answers: 2,3 are teaches for differentiation; 5, 6 are tailors for resonance; 8,9 are 
Takes control. 1 is relationship builder; 4 is lone wolf; 7 is problem solver; 10 is hard worker.  Add up 
scores in each category.   
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Connecting the Dots
A Few Hypotheses About What Makes a Top MGO

Drawing the Model

Source: Advisory Board interviews and analysis.

Behaviors
Use data to guide efforts
Solicit donors for gifts early in 
cultivation
Present to donors a balanced 
perspective on their universities
Are upfront with donors about 
why they are reaching out

Beliefs and Attitudes
Remain stoic through challenges and successes
Believe results are within their locus of control
Maintain optimism in the face of rejections
Understand and feel how their work benefits others 
and the institution

Motivations
Driven more by 
quantifiable individual 
goals than by team 
goals
Strive to be “the best”; 
highly competitive

Background
Have some 
connection to the 
institution (e.g., 
alumni/parent status)
Are passionate about 
higher education

Job Structure
Earn variable 
compensation
Have substantial 
autonomy in their work

Interests
Knowledgeable about higher 
education 
Possess strong intellectual 
curiosity
Develop expertise in some area 
of faculty research
Enjoy soliciting prospective 
donors for large gifts

©2013 The Advisory Board Company • eab.com
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Transposing the Model
What Types of Gift Officer Profiles Might Be Present in Higher Education?

Drawing Comparisons

The Relationship Builder
Patiently cultivates long-term 
relationships

Builds relationship prior to 
making ask

Focuses more on breadth 
than depth of network

The Hard Worker
Goes above and beyond to 
respond to donor inquiries

Persists through trials and 
tribulations

Executes most visits per 
year among staff

The Expert
Develops and maintains 
expertise on particular areas 
of research or discipline

Focuses on a specific unit, 
school, or subject area

Exhibits strong passion for 
specific subject matter

The Loyal Employee
Possesses strong 
connection to institution, 
perhaps as an alumnus/a

Cultivates long-term 
relationships within 
institution 

Exhibits strong passion for 
higher education

The Scientist
Uses data and analytics to 
manage portfolio

Conducts or uses 
considerable donor research

Focuses on performance 
goals

Source: Matthew Dixon and Brent Adamson, “The Challenger Sale” The Corporate Executive Board (2011).; Advisory Board interviews and analysis. 
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Source: Advisory Board interviews and analysis.

In Practice
Feedback to Inform Model Development

Open to Discussion

Logistics
What is the right length to ensure that respondents complete the 
survey? 

Performance
How do we define a top MGO in relative or absolute terms?

The Whole Picture
Should other organizational factors also be considered?

Feasibility
What information will be difficult to get and should be avoided?

Consider…

©2013 The Advisory Board Company • eab.com
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