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THE POWER OF POTATO CHIPS! 

 
 

The other day a coworker was talking about his lunch. He is counting calories and successfully 
losing weight. He was complaining about how you could not eat just one potato chip and said, 
"Never underestimate the power of potato chips!" As soon as I heard that phrase, I knew it related 
to prospecting. 
We all know you can't eat just one potato chip. They are so incredibly good! Most of us have been 
guilty of eating chips and not even thinking about the amount we’ve consumed. You keep popping 
them in your mouth. Rarely does a person say, "I am only going to eat one chip." Imagine if you 
stopped at just one chip. You wouldn't even notice that chip on the scale. Your clothes would not 
be tighter. You would not feel bloated from the salt. One chip would not change your day or your 
weight much at all. Not true for a whole bag of chips. Unfortunately, you would notice it on the 
scale and in your clothes!  
So, what does this have to do with Prospecting? Simple — one is not enough! You cannot make 
just one call to prospects and expect that to change their day or your forecast! Prospects rarely call 
you back after the first call. Unfortunately, most 
salespeople make one call, maybe two to a prospect, then 
assume there is no interest and move on. Even more 
shocking, we hear from attendees in our Prospecting 
classes that when prospecting, many don't leave 
messages! 
At Sales Concepts, we liken prospecting to a 
lumberjack. Picture a tree. Would a tree ever fall if a 
lumberjack hit the tree haphazardly with an ax on the 
trunk? Can you imagine a lumberjack just swinging the 
ax and hitting the tree wherever on the trunk? The tree would never fall. However, if you hit the 
tree consistently in the same place over and over, the tree WILL fall — approach prospecting in 
the same manner. You must be consistently persistent. You cannot make just one call. People are 
busy. Usually they will not return your calls. 
Statistics show that 48% of salespeople never follow up with a prospect after the first call. 25% of 
salespeople make a second attempt and never try again. 12% of salespeople make more than three 
attempts and become the elite group of salespeople who win the business of new prospects and 
rise to the top of their sales organization. 

Statistics also show that less than 2% of sales occur on the first contact, yet 48% of salespeople 
never reach out again. Less than 3% of sales occur on the second contact. Roughly 5% of sales 
happen on the third contact, and fewer than 10% of sales close on the fourth contact. A shocking 
80% of sales close between the fifth to twelfth contacts to a prospect! If you keep reaching out to 
your prospects, you are bound to surpass your competition and increase your odds of closing new 
business! 
So, act like a lumberjack who eats potato chips. Be consistently persistent. Treat prospecting like 
potato chips. Don't stop at just one! 
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"The reports of my death have been 

greatly exaggerated." 
-The Cold Call 

 
 
A trendy opinion is that with all of the social media available, cold-calling is no longer necessary 
or effective. At Sales Concepts, we vehemently disagree. 
 
 
Now, that is not to say that we don’t value all that the Internet has to offer. We believe the Internet 
and social media have, forever and irreversibly, changed the way we communicate. To that point, 
we offer a course entitled Selling in the Digital Age to ensure that salespeople make the most of 
the resources available on the Internet.  
 
 
We are saying that social media should be used in addition to cold calling, not in place of it. 
Salespeople who choose not to cold call do so at their peril. 
 
 
How many cold calls do you make a day, a week, a month? Tasks can be broken down into two 
categories based on their importance and urgency. Judge everything you do by these two criteria. 
When faced with a task, ask yourself: “How important is this?” and “How urgent is this?” 
Instinctively you focus on tasks that are important and urgent. It is fairly easy to shuffle less 
important non-urgent tasks to the bottom of the priority list. Most salespeople tend to get into 
trouble with less important urgent tasks. Many times we work on these tasks to procrastinate from 
doing something that is less fun or glamorous while the important but non-urgent tasks languish 
quietly in the background. Cold calling is an important task. It does not seem all that urgent unless 
you make it so. Our advice is to set appointments with yourself. For instance, this Thursday 
afternoon between 2 PM and 4 PM I am going to call new prospects. Look at your schedule, 
determine what works for you. Do what you must to make yourself accountable. 
 
 
Hold yourself to daily, weekly, and monthly prospecting goals and become an elite salesperson. 
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What is Prospecting? 
 

 
 
 
Write your definition here: 
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The Sales Funnel 
 
Successful salespeople who consistently meet their quotas set priorities for working in the 
proverbial top of the sales funnel. Salespeople describe how difficult it is to take time for calling 
The World. Ignoring this action eventually causes the stream of customers to run dry. 
 
 

 
 

 
 
Notes about the sales process represented by the sales funnel: 
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Priority 
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It all comes down to risks 
  

 
 

 
Be careful about raising red flags when prospecting. State the reason for your call clearly and 
concisely. Buyers have risks. Your job is to figure out how to minimize their risks and maximize 
their rewards. 
 
What are the risks in your prospects’ minds? Are they legitimate? 
 
  

  

  
 
What do your prospects stand to gain by becoming your customer? 
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Prospecting is not Selling  
  

 
 

 
 
Notes: 
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Why don’t we prospect? 

 

 
 
 
Reasons salespeople don’t prospect: 

 
• Fear of rejection. 
• Lack of preparation. 
• Lack of a perceived need to prospect. 
• Lack of an understanding of value. 
• Poor assumptions about the customer’s attitudes. 
• Unable to do it effectively, lack of skill. 
• Waiting for something to happen, like a new product introduction. 
• Too busy taking care of current accounts. 

• Think it’s outdated. 
• Do not believe it works. 
• General negative attitude or laziness. 
• Think it is beneath them. 
• Just don’t like doing it. 
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Lack of Enthusiasm? 
  

 
  

  

  



PROSPECTING   

   
SALES CONCEPTS, INC.   14 
salesconcepts.com  Prospecting 

 
Don’t Be Afraid 

 

 

 
The good news is that it is quite easy to overcome all of these reasons with practice and training. 
 
Notes: 
  
  



PROSPECTING   

   
SALES CONCEPTS, INC.   15 
salesconcepts.com  Prospecting 

 
Create a Prospecting Habit 
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Create a Prospecting Habit 

 

 
 

 
Notes: 
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How is Prospecting Like Cabbage? 

 

 

We know cabbage is good for us, but that doesn’t mean we like to eat it! Prospecting is like 
cabbage. We tend to push it aside. If it is on our plate, we know we should eat it. However, we 
often don’t. Prospecting is something that most salespeople know they should do but still put it off 
until later. It’s easy to justify why we should do it tomorrow or next week. The problem is that 
tomorrow is never today. 
 
You need to set aside a time each day or week, in the office, to prospect. Maybe 30 minutes each 
day at 9:00 am, two hours on Thursday at 3:00 pm, or call three people before lunch. Set aside a 
time to prospect and DO IT! Many successful salespeople believe the best time to prospect is on 
Friday afternoon! What? Are you kidding? No. People are usually in a good mood on Friday 
afternoon and anticipating the upcoming weekend. They may not want to work as hard as they 
could. They may see your call as a welcome break! Think about that the next time you want to 
slow down on a Friday afternoon. Be different! End the week strong and productive. 
 
We recommend you monitor and track what you do hourly every day for a couple of weeks. Then 
pick a time that is best for you to prospect. Your time is expensive! 
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Now that you are making prospecting calls, you will inevitably run into voice mail. Many people 
in today’s world think that leaving voice mail messages for prospects is a waste of time. After our 
email blast on forecasting, we had a customer jokingly call to let us know that leaving voice mails 
is a waste of time if the customer does not return your call. Thanks Jimmy S. That was funny. All 
kidding aside, leaving voice mail is far from a waste of time and may ironically be one of the best 
uses of it. Look at it as a free advertisement! You’ve already made the call, why not leave a 
message? The problem with voice mail is that it usually takes a while to work. We live in an instant 
gratification world, and when our calls go unreturned after one or two messages we quit. 
 
You are going to have an awfully cold winter if you walk into the forest with an ax to chop down 
a tree for firewood and swing at the tree one or two times and say “Oh well, this doesn’t work. 
Cold calling is a waste of time.” Our research indicates that on average you have to leave eight 
voice mail messages to get a return call. Once you do get a return call after that many messages, 
the prospect feels a certain amount of remorse for not returning your calls sooner. Usually they 
will at least allow you a fair shot at their business. Very few will shout “Stop calling me!” They 
are few and far between. The new customers you win are worth one or two resisting a bit. So, 
confirm that appointment with yourself and make the calls. Sooner rather than later you will be 
able to yell “Timber!” 
 
A very wise man once said, "If I knew that I had eight hours to chop down a tree, I would spend 
the first six sharpening my ax." Welcome to Prospecting! Let’s sharpen that ax. Let’s get started! 
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8-Touch Prospecting System 
 

 

 
 

 
 
Notes: 
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Successful Prospecting 
 
Successful prospecting requires concistent activities with multiple forms of communication. 
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What do you do better? 
 

 
 
 
Write it! What do you do better than anyone else? 
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What can you say? 
 

 
 
 
Write it! What can you say that no one else can say? 
 

  

  

  

  

  

  

 
 
 



PROSPECTING   

   
SALES CONCEPTS, INC.   23 
salesconcepts.com  Prospecting 

 
How does that help? 
 

 
 
Write it! How does that help your customer? 
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Key points to remember 
 

 
 
 
Notes: 
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Revision guidelines 
 

 
 
Notes: 
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Making the Call 
 

 
 

 
Whom do you call? What do you say? 
 
Notes: 
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Appointment 
 

The first and immediate goal of prospecting is to secure an appointment or some form of further 
engagement. While prospecting, sales representatives encounter a variety of obstacles, 
roadblocks, and other deterrents to achieving their objective. The principle of Prospecting is 
NOT Selling applies here. You must be ready to speak directly to the prospect, to his/her 
administrative assistant, or leave a voice mail. Each form of encounter requires a different 
approach, all based on a well-crafted value statement. The objective is to compel the prospect 
to say yes to the appointment request. 
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Prospecting Resource Page 
 
 

All the material from this program and the manual are available on our Sales Concepts 
Prospecting Resource page located here: 

 

https://www.salesconcepts.com/prospecting-resources 

  

We hope you find the resourses on the page to be of help. Should you have any questions, 
please contact us at your convenience. We are always happy to be of help to you and wish 
you great success in your prospecting efforts. 

https://www.salesconcepts.com/prospecting-resources
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Customers value different aspects of companies, products, and services. No single item universally 
establishes value in the minds of customers and prospects. In this session, we looked at the four 
types of value and how they affect customers perceptions. We assess sources of value and build 
questions to determine what customers value and how to quantify it. Salespeople can use this 
information to maintain margins, create urgency, and differentiate themselves in the minds of their 
prospects and customers. 
 

 

 

When salespeople try to pitch their products and services, we come across as salesy or noncaring. 
We begin to look and sound alike in the minds of customers and prospects. The challenge we face 
is to look at the sale from the buyer's perspective and not our own, but this is not natural or easy 
to do. We must slow down and ask questions. 
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Nothing keeps a customer from moving forward in the sales process more than uncertainty. It kills 
more business than anything. We must ask the right questions to uncover the true doubts and 
worries prospects have. It is impossible to sell value without a full understanding of what your 
prospects and customers perceive as risk, and in the mind of your customers there is no difference 
between real risk and perceived risk. To them it’s all the same. 
 

 
 

The question everyone has whether you are working to sell them to give you a five-minute phone 
call or a 5-million-dollar solution. The question is “What’s in it for me?” You must answer this 
question soon in the process or you may lose them forever. 
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A disconnect in selling arises in the focus of the buyer versus the 
focus of the seller. 

 

 

 

When a person buys this what are they buying? 

 

 

Many people would say a drill. Wise people would say a hole! Superstars would say it is what 
the hole does. 
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What is your prospect truly after? 
 

 
 

Maybe that is drill is for someone who want to drill holes 
quickly so they can finish their project with a lot of time left 
in the day so they can focus on the hole in which they are 
truly interested! 
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Here are some key points to remember 
concerning selling value. First, you must 
know what it is. 

 

 

 

When it comes to customer benefits, more is not necessarily better. 
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What is value? 
 

 

 
 

 
The top of an iceberg is what the prospect sees of you and your company. The things 
that are easy to see or find out, with or without you, are at the top of the iceberg. 
 

 
 

What is under the water line is not intuitively obvious. You must make sure the 
customer understands what is under the water. Your job is to show prospects and 
customers what is not so obvious. If you are higher-priced, explain why you are 
worth it. They must see value from their point of view. Customers’ perceptions of 
value can vary in a wide range of products and services. An implementation plan is 
vital. 
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If product A=B=C=D in every respect—function, quality, feeds/speeds terms 
delivery, service then you have a commodity and the only differentiator is price. 
There are other companies that do what you do. Your job for the most part is to work 
in this arena where several products can perform the same function. Your job is to 
understand the customer’s needs and to build a solution so that the customer 
perceives A to be better than B, C, and D. 
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Perceived value is reality in the mind of the customer. 
 
If no one has the product you have, you have a great advantage; but only if the 
customer perceives it as valuable. You have a significant sole-source advantage—
not a product—but you. 

 

 
 
 

Uncover specific needs by asking questions. Do not treat assumptions as real. Ask 
questions. The more specific you can be, the better off you are. Start making the 
match with what you have that the prospect or customer needs. The greatest enemy 
of excellence is good. If you are happy with good, you will never achieve excellence. 
Uncover essential specific needs. 
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There are four primary sources of value we can rely on when working with 
customers. They are as follows. 
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Functional Value This type of value is what a solution does, it’s the core reason a 
customer must have or use this solution. Functional value is often 
necessary for survival and in terms of straight worth, these forms of 
value could be considered priceless and pre-empt other forms of 
value. 

 
Equipment, Property, and Operations Essential to Provide Core Business 
Replacing Damaged Facilities or Equipment 
Salaries of Key Personnel 
Meeting Regulations Compliance with Laws 

 
Monetary Value This is where the price paid is relative to perceived worth. This value 

invites an opportunity cost between other values and monetary costs. 
This is the type of value we typically think of and use to justify costs. 

 
Saves Money Saves Time 
Makes Money Reduce Costs 
Reduces Effort Streamlines Processes 
Reduces Risks Integrates 
Increases Productivity Organizes 
Improves Quality Reduces Mistakes or Failure 
Improves Cash Flow Return on Investment 
Saves Energy Usage Increases Variety 
Simplifies Automates 
Reduces Personnel 

   
Social Value The extent to which a product or service allows the consumer to 

connect well with others or improves the corporate image. 
 

Creates Goodwill Rewards Customers 
Affiliation Improves Public Relations 
Informs 

 
Psychological Value The extent to which a product allows prospects or customers to 

express themselves or feel better. 
 

Credentials Increase Overall Comfort Level 
Reduces Anxiety Design Aesthetics 
Therapeutic Value Nostalgia 
Promotes Hope Provides Motivation 
Positive Morale Promotes Wellness 

 
This list is by no means exhaustive. There are quite possibly other items your customers and 

prospects may value. Be creative. Don’t limit yourself to what this list contains. 
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Value Source   

 
Value Proposition   

  

  

 

Target (Name, Title)   
  

 

Value Questions  List questions to discover if this is something your prospect or 
  customer values. 

1.   
  

2.   
  

3.   
  

 

Quantification Questions List questions to financially quantify any values discovered. 

1.   
  

2.   
  

3.   
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We use these sources of value to build questions. Here is an example of how 
to create value questions using the example of a drill as we mentioned earlier. 

 

 

Ask the Value question to determine if you have buy-in with this area. Ask 
the quantification questions to establish value and create urgency. 

 

The following slide provide tips on how to create and use value propositions. 
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Your Message 
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Writing Messages First Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Second Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Third Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Fourth Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Fifth Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Sixth Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Seventh Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Writing Statements Eighth Call 
 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
  
  
  
  

 
Message: 
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Managing Time and Priorities 
 
 

 
 

“The main difference between successful people and 
mediocre people is how they use their time.” 
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Your day, just like everyone else’s, is only 24 hours. Yet somehow, certain people 
seem to be able to squeeze more from that time than others. What it all comes down 
to is time management—how you choose to plan, prioritize, and spend the hours you 
have. 
 
We hope this workshop inspires you to make the most of your 24 hours every day. 
 

 

 

One of the oldest saying ever is that time is money. It’s true in many ways. For one 
thing, once you spend money, it’s gone. You no longer have that money to spend on 
anything else. It’s called opportunity cost. It’s why we have budgets. Time is much 
the same. When we spend time on one activity, it is gone forever. We can only do 
one thing at a time. Therefore, like spending money, we need a budget for how we 
spend our time. We suggest you block your time on a calendar. 
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I often hear the excuse from people who fail to accomplish a task say they did not 
have time to do it. That is not true. We all have the same amount of time in our days. 
What we are really saying is that we did not make that task a priority. In other words, 
we chose to spend our time on a different activity. 
 
 

 
 

 

 

 

“I did not have time . . .” 
 

“Yes, you did! You just chose to do something else.”  
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The Eisenhower Matrix 
 
All tasks can be based on two criteria, importance and urgency. Therefore, we can 
categorize tasks four ways.  
 

 
 
When we look at this chart, some tasks are of low importance on the left side graphed 
across the x-axis. Tasks on the left side are of low importance, and those on the right 
side are highly important. Then, there is urgency: the higher up the vertical y-axis, 
the more urgent the tasks. Now you can see tasks that are urgent and important. Some 
tasks are urgent but not as important. Importance is low, relatively speaking. You 
can divide all of your pending tasks into these four categories. When there is an 
urgent and important task, we should do it as soon as possible. 

However, we do have to define the word important! What does that mean exactly? 
One of the most common ways to define importance is to ask yourself a couple of 
questions. First, what happens if I don’t do this? Second, what’s my highest payoff 
activity right now? Ask yourself, of all the things I can be doing, which one provides 
me with the most return on my time? It might be something that helps you save more 
time in the future. It might be something that enables you to make money. After you 
consider the importance of a task, evaluate how urgent it is. Work on the tasks ranked 
highest in both urgency and importance. 

Sometimes these tasks may not be pleasant, but it sure is nice to get them out of the 
way. And if they’re significant tasks, break them down into chunks, and chunk them 
up on your calendar so that you spend maybe 30 minutes or an hour at a time working 

https://www.google.com/search?q=eisenhower+task+matrix&sxsrf=ALeKk01-98N6LdfQdZSBmJVgwngHL3st2A%3A1629142762797&source=hp&ei=6r4aYb6ELqSHwbkPvqeZ0AY&iflsig=AINFCbYAAAAAYRrM-pf4OcGnhrrIykHrHb8rWEd2DQzU&oq=eisenhower+taks&gs_lcp=Cgdnd3Mtd2l6EAEYADIECAAQDTIECAAQDTIICAAQCBANEB4yCAgAEAgQDRAeOgQIIxAnOgQIABBDOgQILhBDOgUIABCRAjoaCC4QgAQQsQMQgwEQxwEQ0QMQiwMQ0gMQqAM6BwguELEDEEM6DgguEIAEELEDEMcBEKMCOggIABCABBCxAzoLCAAQsQMQgwEQyQM6CwguELEDEMcBEK8BOgUIABCABDoFCAAQsQM6DgguELEDEIMBEMcBEK8BOg4ILhCABBCxAxDHARCvAToGCAAQFhAeUKQQWNgvYMtHaABwAHgAgAGRAYgBygqSAQQxMi4zmAEAoAEBuAEC&sclient=gws-wiz
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on them. If it takes you hours to do and you can’t set aside hours to do it, break it 
down into small bite-sized pieces. You cannot eat a nice meal in one bite. 

Get somebody else to handle less important tasks that are urgent. Use your time for 
the important tasks that matter. Have others whose time is not as expensive as yours 
tackle tasks of lower priority. 

What about the unimportant and non-urgent tasks? Drop those! The most successful 
people are good at saying no to things that are not important, especially if they are 
not urgent as well. 
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What is your time worth? 
 

 
To allocate your time properly, you need to know what it’s worth. Do you know 
what your time is worth? We were talking about time being money. Let’s suppose a 
minute is worth $1. There are 1,440 minutes in a day. You’re probably going to use 
about eight hours sleeping. Then you’ve got family time, and you have dinner, you 
should exercise and so forth. So when it comes down to it, how many minutes a day 
do you actually have to work? Let’s calculate and figure out what your time is worth 
so that you understand that the activities you’re spending on it are the ones that are 
paying you back the most return on your time. Use the following formula to 
determine how many hours you have in a year to work or see customers. 

 

 

You have roughly 233 workdays a year. So if you work nine hours a day, you have 
233 x 9 hours to work a year or 2,097 hours in a year. Of course, your numbers may 
differ if you work more or less. These are averages. 
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Take your goal or quota and divide it by the number of hours you have to work. That 
is in round figures the value of your time. So it’s not about how much you make; it’s 
about how much you produce. 

For instance, if your sales goal is two million a year, your time would be worth 953.74 
per hour! 

 

 

 

Now that you know what your time is worth, you should not spend it doing anything 
worth less than $953.74 per hour, or you will not accomplish your goal! 
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How do you allocate your time? 
 
 
Now it becomes easier to figure out how much time you should spend on specific 
activities. For example, how much time should you invest in acquiring $100,000 of 
business? The answer is 104.9 hours, or 11.65 days if you work nine hours a day 
using the formula below. 
 

 

 
 

But wait! That’s not all! There is more to the story. For example, suppose you only 
have a 50% chance of winning this business? Then, we must account for the risk to 
account for all of your time accurately. So the numbers change like this: 50% of 
104.9 hours is 52.4 hours. So now we only have 5.8 days to gain this business. If it 
takes longer, we will have to make up the difference elsewhere or risk coming up 
short of our goal at the end of the year. 
 
 

 
  



Managing Time and Priorities  
 

   
SALES CONCEPTS, INC.   62 
salesconcepts.com  Managing Time and Priorities 

 
Plan and Budget Your Time for the 
Greatest Return 

 

 
 
Now that you understand the value of your time, you can use it strategically to 
develop longer-term plans. Block your time on a calendar. To-do lists are not as 
effective. 
 
 
 

 

 
 
What do you want to accomplish in one year? What about two to three years from 
now? Where do you want to be five years from today? Now is the time to start 
thinking about this if you are not already. Work backward from your long-term goals. 
Divide them up into short-term goals and review your progress regularly. 
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Successful People Set and 
Accomplish Goals 
 
According to Ink Magazine, only 8% of businesspeople set and achieve goals! That’s 
one out of every twelve people. 
 

 
 
Most people react to things that happen to them and don’t proactively plan. Of 
course, when you plan for things, you are going to deviate from the plan! That’s why 
you should keep a third of your time open in your calendar so that you have time to 
do the inevitable things that pop up throughout the day. With a third of your time 
open, unexpected events don’t throw your whole day or week out of whack. As with 
do with our finances with unforeseen expenses, we must budget our time for 
unforeseen events. 
 
The best way to be prepared for unexpected activities is to block time for all the tasks 
you want to accomplish on your calendar, and you can just drag them and move them 
around so that at the end of the week, you’ve done what you want to do.  
 
 Why don’t we accomplish our goals? Do you find that there are things you wanted 
to get done at the end of the week that aren’t done? It could be for two reasons. One, 
you put too much into your week you didn’t properly allocate for the time you have. 
In other words, you over-budgeted your time. Or two, you misjudged how long the 
activities will take. Either way, you have more work than time. That is why it is 
important to set SMART goals with your time and budget your time strategically. 
 

 



Managing Time and Priorities  
 

   
SALES CONCEPTS, INC.   65 
salesconcepts.com  Managing Time and Priorities 

 
Successful People Set SMART Goals 
Writing your goals, reviewing them, and putting them on your calendar helps you 
get things done. Unfortunately, most people lack the discipline to live up to the 
commitments they made to themselves. We all need a documented plan to achieve 
each of our goals, and that’s why we need to use a calendar to allocate time for each 
goal. 
 

 

 

So how do you know when you’ve set a reasonable goal? A goal is not a goal unless 
it is a SMART goal. 
 

 

 

SMART goals are specific. They’re measurable. They require action on your part. 
They’re something you do. They’re something you control; they’re proactive. 
They’re realistic. You don’t want to create a goal that you know you can’t meet. 
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“I’m going to double my sales in the next year.” Well, maybe that’s possible, 
perhaps it’s not. But make sure that the goals you set for yourself are realistic. They 
should cause you to stretch, but they should also be something you can achieve. 
Don’t make them easy. Make it so that you’ve got to push yourself to realize them. 
Lastly, they need to be time-oriented. So this is the criteria that whenever you write 
a goal, do you have these five criteria? Is it specific? It should cover one thing. Is it 
measurable? How are you going to know if you’ve done it or not? Is it time-bound? 
When are you going to achieve it? 
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Customer Buying Styles 
Understanding How Customers Buy 
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Customer Buying Styles is a method of relating to different types of people to 
better meet their expectations. It is about working with people the way they want, 

not the way you want. 
 

Customer Buying Styles is about behavior. It is not about personality. 
 

Personality is why you do what you do. 
Behavior is how you do what you do. 

 
Customer Buying Styles focuses on HOW one does things, not WHY. 
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Buying Styles increases your awareness of other people’s behavior, your 
effectiveness in communications and teamwork. By using this method, you’ll be 
more effective at understanding and meeting the expectations of prospects and 
customers. You also see where potential conflicts may arise. Customer Buying Styles 
is only what you see of someone on the surface. It’s not rocket science. It is what is 
observable. Two research psychologists and one research assistant from Stanford 
University developed this model, although it has roots going back to the time of 
Aristotle and Plato. 
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Buying Styles has nothing to do with morals or values. It is simply a way to describe 
one’s usual behavior—how a person behaves most of the time. At various times, 
anyone can exhibit all forms of behavior. We are talking about usual and consistent 
behavior over time. This also relates to the first few minutes of an encounter.  
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PLATINUM RULE 
 

“Do unto others the way they like.” 
 

It works! 
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To determine a person’s behavior style, you must evaluate two dimensions of their 
behavior. Pace and Priority. 
 

 
 
The First Dimension of human behavior: Pace 

 
 
Relaxed people: Quick people: 
 Do things by asking questions. Do things by telling. 

 Prolong decisions.  Make quick decisions. 
 Tend to be more cautious. Tend to take more risks.  
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The Second Dimension of human behavior: Priority 

 
 
Task oriented people: People oriented people: 
 Show little facial expression.  Easy to read. 
 Aare private—hard to tell what they think.  Share their emotions. 
 Are not comfortable showing their feelings.  Extremely outgoing. 
 
 
 
Now combine the two axes. 

 
 
Where do they intersect for you?   
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We give these boxes names and call them human behavioral styles, and when people 
are buying, we refer to them as customer buying styles. 

 
There is no right style. 

 
People of all styles are successful in business and otherwise. 

 
 

The four styles 
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Summary 
 

Analyticals are detail oriented, task oriented, quiet, make decision fairly slow, ask, 
and show little emotion. 
Assertives are tough, task oriented, go-getters, always on the go, finger-pointers, and 
tell and show little emotion. 
Amiables are sociable, nice, warm, supportive of ideas, easy to be around, and ask 
and share their emotions. 
Animateds move fast, like to tell jokes and stories, want to see the big picture, and 
tell and share their emotions. 
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Key points to remember: 

• This is what you let the outside world see of you. Most of us are, whether we 
know it or not, already using a categorization of this kind. A lot of this really 
is common sense! However, research had revealed that your success 
interacting with others is greatly enhanced when you use it deliberately and 
not by accident. 

• Quick people tell. They act on decisions quickly. 

• Relaxed people ask. They act on decisions over a longer period. 

• Task oriented people share little emotion. They are task oriented. 

• People oriented people share facial expression, gestures, and emotion. They 
are people oriented. 

• There is no right style. No one style is better or worse than any other. People 
all four quadrants are successful and people from all four quadrants struggle. 
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Recognizing Customer Buying Styles 
 

 
 

Recognizing a person’s style can be accomplished 
quickly over the phone, by  

e-mail, on the Internet or in person. 
 

The same procedure is used. 
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First, look at priorities. 
 Does this person show lots of facial expression, express emotion, sound friendly? 

If you say yes, the person is people (social) oriented most of the time. S/he is 
people oriented. 

 
Does this person show little facial expression, emotion, and sound guarded? 
If you say yes, the person is task oriented most of the time. S/he is task oriented. 

 
 
Next, look at pace. 

Does this person ask questions and make decisions slowly most of the time? 
If you think the person asks questions and makes decisions slowly most of the 
time, S/he is relaxed. 
 
Does this person make statements and make decisions fast? 
If you think the person moves fast and tells most of the time, S/he is quick. 

 
 
Now, combine the two. 

If you think a person emotes and asks questions most of the time, s/he would be 
an amiable. 
 
If you think a person is task oriented and makes statements most of the time, s/he 
is an assertive. 

 
 If you think a person emotes and makes statements most of the time, s/he is an 

animated. 
 
 If you think a person is task oriented and asks questions most of the time, s/he is 

an analytical. 
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This is Easy. This is not Rocket Science. 

Just Think. 
 

Do they move quickly or slowly? 
Are they task-oriented or people-oriented? 

 
 

Make a jingle out of it in your head if you want… 
Every time you meet someone ask: 

 
“Fast, Slow, Task, People”

https://www.salesconcepts.com/
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Selling or Working with the Styles 
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Checklist for Working with Assertives 

 
 

Do Don’t 
1. Be clear, specific, brief, and to the point. 
2. Stick to business. 
3. Come prepared with all requirements, objectives, and 

support material in well-organized package. 
4. Present the facts logically, plan your presentation 

efficiently. 
5. Ask specific, preferably what questions. 
6. Provide alternatives and choices for making decisions. 
7. Provide facts and figures about probability of success or 

effectiveness of options. 
8. If you disagree, take issue with the faces, not the 

person. 
9. If you agree, support results, not the person. 
10. Motivate and persuade by referring to objectives and 

results. 

1. Don’t ramble on, or waste their time. 
2. Don’t try to build personal relations. 
3. Don’t forget or lose things, don’t be disorganized or 

messy, don’t confuse or distract their mind from 
business. 

4. Don’t leave loopholes or cloudy issues — if you don’t 
want to be zapped. 

5. Don’t ask rhetorical questions or useless ones. 
6. Don’t come with a ready-made decision, and don’t 

make it for them. 
7. Don’t speculate wildly or offer guarantees and 

assurances where there is a risk in meeting them. 
8. If you disagree, don’t let it reflect on them personally. 
9. If you agree, don’t reinforce with “I’m with you.” 
10. Don’t try to convince by personal means. 

 
 
 
 
 
 

Checklist for Working with Animateds 
 
 

Do Don’t 
1. Plan interaction that supports their dreams and 

intentions. 
2. Leave time for relating, socializing. 
3. Talk about people and their goals, opinions they find 

stimulating. 
4. Put details in writing, pin them to modes of action. 
5. Ask for their opinions/ideas regarding people. 
6. Provide ideas for implementing action. 
7. Use enough time to be stimulating, fun-loving, fast 

moving. 
8. Provide testimonials from people they see as important, 

prominent. 
9. Offer specials, immediate, and extra incentives for their 

willingness to take risks. 

1. Don’t legislate or muffle. 
2. Don’t be curt, cold, or tight-lipped. 
3. Don’t drive on to facts and figures, alternatives, 

abstractions. 
4. Don’t leave decisions hanging in the air. 
5. Don’t waste time trying to be impersonal, judgmental, 

and task-oriented. 
6. Don’t dream with them or you will lose time. 
7. Don’t kid around too much, or stick to the agenda too 

much. 
8. Don’t talk down to them. 
9. Don’t be dogmatic. 
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Checklist for Working with Analyticals 

 
 

Do Don’t 
1. Prepare your case in advance. 
2. Approach in a straightforward, direct way, stick to 

business. 
3. Support their principles, use thoughtful approach, and 

build your credibility by listing pros and cons to any 
suggestion you make. 

4. Make an organized contribution to their efforts, present 
specifics and do what you say you can do. 

5. Take your time, give them time to be thorough, but be 
persistent. 

6. Draw up a scheduled approach to implementing action 
with step-by-step timetable; assure them that there 
won’t be surprises. 

7. If you agree, follow through. 
8. If you disagree, make an organized presentation of your 

position. 
9. Give them time to verify reliability of your actions, be 

accurate, realistic. 
10. Provide solid, tangible, practical evidence. 
11. Minimize risk by providing guarantees over a period of 

time. 

1. Don’t be disorganized or messy. 
2. Don’t be giddy, casual, informal, and loud. 
3. Don’t rush the decision-making process. 
4. Don’t be vague about what is expected of either of 

you, don’t fail to follow-through. 
5. Don’t dilly-dally. 
6. Don’t leave things to chance or luck. 
7. Don’t provide special personal incentives. 
8. Don’t threaten, cajole, wheedle, coax, or whimper. 
9. Don’t use testimonies of others or unreliable sources, 

don’t be haphazard. 
10. Don’t use the opinion of just anyone as evidence. 
11. Don’t use gimmicks or clever, quick manipulations. 
12. Don’t push too hard or be unrealistic with deadlines. 

 
 

Checklist for Working with Amiables 
 
 

Do Don’t 
1. Start, however briefly, with a personal comment. Break 

the ice. 
2. Show sincere interest in them as people, find areas of 

common involvement; be candid and open. 
3. Patiently draw out personal goals and work with them 

to help achieve these goals, listen, and be responsive. 
4. Present your case softly, nonthreateningly. 
5. Ask how questions to draw their opinions. 
6. Watch carefully for possible areas of early disagreement 

of dissatisfaction. 
7. If you disagree, look for hurt feelings, personal reasons. 
8. Define clearly (preferably in writing) individual 

contributions. 
9. Provide guarantees that their decision will minimize 

risk, and give assurances that provide them with 
benefits. 

10. Provide personal assurances, clear, specific solutions 
with maximum guarantees. 

1. Don’t rush headlong into business or the agenda. 
2. Don’t stick coldly or harshly to business, on the other 

hand, don’t lose sight of goals by being too personal. 
3. Don’t force them to respond quickly to your 

objectives. Don’t say, “Here is how I see it.” 
4. Don’t be domineering or demanding. Don’t threaten 

with position power. 
5. Don’t debate about facts and figures. 
6. Don’t manipulate or bully them into agreeing because 

they probably won’t fight back. 
7. Don’t patronize or demean them by using subtlety or 

incentive. 
8. Don’t be abrupt and rapid. 
9. Don’t be vague, don’t offer opinions and probabilities. 
10. Don’t offer assurances and guarantees you cannot 

fulfill. 
11. Don’t keep deciding for them or they will lose 

initiative, don’t leave them without backup support. 
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For you Analyticals, more information is available on this  
 
YouTube video here: Customer Buying Styles 
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Buying Influences 

 

 

 
 

 

 

“Penetrate Accounts at all Levels.” 
  

https://www.salesconcepts.com/


Buying Influences  
 

  
SALES CONCEPTS, INC. 89 
salesconcepts.com Buying Influences 

 

 
 
 
Business sales are different from personal sales because: 
 

• Corporate dollars are spent versus individual dollars. 
• Frequently there are more decision-makers in a corporation.  
• Often a committee is involved. 
• The risk can be greater—more people know in a corporation. 
• Making a bad decision for the company is not good for one’s career. 

 
You probably, from time to time, work with many people who have various roles 
and positions within a company. We believe all companies are alike in that they all 
have four buying influences based on what they do. They are Users, Technical 
Influences, Coaches, and the Economic Buyer who is often referred to as the final 
decision-maker. 
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The first influence we evaluate is the user influence. 
 

 
 
 
Users may often recommend. Seldom can they say “Yes”. 
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The second influence we evaluate is the technical influence. 
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Use the following to reduce risks for technical influences 
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The third influence we evaluate is the coach. 
 

 
 
Coaches usually have little direct risks. 
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Coaches are often passive. They do not get directly involved in proactively helping 
you by influencing others into action. 
 
 
A champion will directly intervene on your behalf and proactively work to 
influence others and help you win the business. 
 
 

 
 
 
A champion usually perceives and encounters more risks that a coach because they 
may go so far as to put their reputation on the line to convince others to work with 
you. In the world of selling champions are your most vital resource. We must 
strive to develop champions throughout the organization and work to support them.  
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The final influence is the economic buyer. 

 
 
Even on buying committees, there is usually one person with more influence than 
the others. This is who we call the Economic Buyer. Their risks are many. After all 
the first rule of leadership: “Everything is your fault!” 
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They are usually interested in the following. 

 
 
This is different for operations or maintenance people who focus on these items: 
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Purchasing people tend to focus on these items: 
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Asking Questions 

 

 
 

 

“Qualify – Ask Questions – Challenge Assumptions.” 
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Something to think about: “What separates successful people from mediocre ones?” 
What do you believe are the top three traits of a highly successful salesperson? 
 

1.    
2.    
3.    

 
How about “Curiosity?” 
 
We believe curiosity is essential for excelling in any job and doing it better because when you 
are curious, you ask questions, learn from others, and look for innovative ways to do your job 
better and help others. If you show more interest in what you are doing, you indicate that you 
care and want to learn and progress. 
 
Quote:  
 
“Our world is drowning in a sea of self-centeredness. You can make yourself unique right away 

by leaving this ocean of selfishness and choosing to be curious about other people.” 

– John Bytheway 

 
Curiosity is a quality that can be strengthened, but why become more curious? 
 

• You become more likable 

• You have stronger relationships 

• Improves the quality of your life 

• Improve your health 

• You become happier 

• Personal Growth 

• It helps you learn almost anything 

• Gain a better understanding of yourself and other people 
 

Questions open minds. 

Statements close minds.  
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How to become more curious: 
 

• Call new people. Do something different. 

• Ask different questions. 

• Be willing to ask seemingly dumb questions. 

• Listen without judgment. 

• Resist the temptation to interrupt. 

• Be present. Don’t worry about the future or the past. Just be in the moment. 

• Do things you don’t know how to do. Push you out of your comfort zone. 

• Put other people before yourself. Ask yourself: what do they want and why? 

• Consume information from sources with which you disagree. 

• Read widely. 

• Be willing to be wrong. Be eager to learn and grow. 

• Be willing to admit you don’t know. 

• Quit trying to be an expert . . . even though you may be! 

 
 
 
 
Three questions all customers ask which you must answer: 
 
 

• Can I trust you? 

• Can you help me? 

• Do you care for me? 
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Why asks questions? 
 

• Gain Information 

• Uncover concerns, objections, and perceived risks 

• Confirm understanding 

• Validate assumptions 

• Avoid Mistakes 

• Establish Credibility 

• Establish Value 

• Create Interest 

• Move the process forward 

 

Why don’t we ask questions? 
 

• Assumptions 

• Too busy. Not enough time. 

• Not listening 

• Lack of understanding 

• Not wanting to look foolish 

• Afraid of the answer 

• Lack of interest 

• Lack of caring 

• Lack of preparation 

 

Guard against assumptions!If you don’t 

know exactly what your customer 

means… ASK! 
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Questioning Funnel 

 
 
  

Surface Questions 

Who – What – When – Where 

(Questions Everybody Asks) 

Follow Up Questions 

Validate Assumptions – Seek Clarity 

(Avoid Mistakes – Check for Understanding) 

Insightful Questions 

Inspire – Create Conversation – Reveal 
Opportunity 

Why – How – Tell Me – Describe – Please 
explain… 

(This is where you differentiate yourself) 

Closing Questions 

Call For Action or Commitment  
(Move Process Forward - Reveal 

Intent) 
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Examples 
 
Surface Questions 
 
 What is your timeline for making a decision? 
 When do you want to get underway? 
 What is your total budget? 
 How may I assist you today? 
 What does your business do, and what is your role there? 
 Who is my competition? 

 
Results 

• Everyone asks them. 
• Not detail-oriented. 
• Don’t lead to many follow-up questions. 
• Don’t get the customer to open up. 
• Are often be answered with one word or sentence. 
• Don’t cause your customers to think very hard. 

 
 
 
Follow Up Questions 

 
 So what you’re saying is… 
 Can you tell me more about that? 
 Let me see if I understand… 
 Is there anything else you want to add… 
 Can you say that again? I want to make sure I get it right. 
 How does that impact… 

 
Results 

• Go deeper by asking follow-up questions.  
• Coming up with a great list of questions is only the first step. It’s the 

follow-up questions that will really tell you who you’re dealing with. 
• For example, “if you find out they like dogs, take it a bit deeper by asking 

them what they like most about their dog or what kind of dog is their 
favorite and why?”  

• In answering, they are revealing a little more about themselves and their 
preferences. 
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Insightful Questions 
 
 Aside from all that, what else is there keeping you from…? 
 How can I make the process easier for you? 
 To best be of help with all the resources we have. May I ask what is driving this 

directive? 
 What can we do to help you please your customer’s customers? 
 What could we do to help you set your company apart from your competition? 
 Have you experienced a service issue or issues in the past you could share with me so I 

can take extra steps to ensure those types of details are addressed before we begin? 
 How are you going to measure the success of this endeavor? 

 
Results 

• Deeper Questions: Why… How… Tell me… Describe…  
• Should… Would… Could… What if? 
• Ask about their Knowledge, Feelings, Opinions, or Thoughts 
• Ask for explanations. Could you please explain… 
• Create conversation because they lend themselves to follow up 

questions. 
• Come in many forms. 
• May not be easily answered. 
• Cause your customers to think. 
• Allow them time to formulate and answer. Silence is good! 

 
 
Closing Questions 

 
 What do you think? 
 What concerns do you have at this point? 
 Shall I send you a contract/quote? 
 Are you ready to move forward? 
 Are you ready for me to send you the contract now? 
 Do we meet your expectations? Let’s get your order in now. 
 Would you like to schedule a demo or evaluation? 
 Since you seem to like what you see, shall we move forward? 
 Are there any decisions that need to be made today? 
 Is there anything else besides that keeping you from moving forward? 

 
Results 

• Closing Questions – Questions that call for action or reveal intent. 
• Short words – Short Questions. Then Quiet! 
• Use short words like, Do…, Is…, Would you…? May I…?, Can we…?
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Active Listening 

 

 

 
 

“No one ever listened themselves out of a sale!” 
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The Dunning–Kruger Effect postulates that those people who are least competent at 
a task often incorrectly rate themselves as high-performers because they are too 
ignorant to know otherwise. They don’t know what they don’t know. Most drivers 
think they are better than most drivers. I’ve even heard it said that 90% of the drivers 
think they are better than 90% of the drivers. Most of us believe we are better 
listeners than we are as well. We are not. 

This bias was first described by social psychologists David Dunning and Justin 
Kruger in 1999. 
 

Listening is more than you think! 
 
• Don’t just listen for words. 
• Body language 
• Tone 
• Context 
• Feeling – Emotions 
• Perspective 
• Objectives 
• Meaning  

https://www.salesconcepts.com/
https://en.wikipedia.org/wiki/Dunning%E2%80%93Kruger_effect


Active Listening  
 

  
SALES CONCEPTS, INC. 107 
salesconcepts.com Active Listening 

 
 

 
 
 

No one ever listened themselves out of a sale! 
 
How does it make you feel when someone listens to you, really listens to you? Do 
you provide that kind of feeling for your prospects and customers, or anyone in your 
life for that matter? Actively listening to them shows how important they are to you. 
Listening is a skill that can only improve with practice. Next time you will know 
when someone says, “Where were we?” 
 
Quote: 
 

“Speech is a joint game between the talker and the listener 
against the forces of confusion. Unless both sides make the 
effort, interpersonal communication is quite hopeless.” 

Norbert Weiner 
 
 
Effective listening occurs when there is a high degree of 
correspondence between the sender’s original message and the 
listener’s re-creation of that message. 

Castleberry & Shephard 
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What is Listening? 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

• Acquiring information from others in an empathic and nonjudgmental 
way to  

• understand their meaning.  
• Questioning and restating to ensure understanding.  
• Acknowledging the speaker inviting communication to continue. 
• Providing limited encouraging input and giving appropriate feedback. 

 
 

  

 

 

 

 

 

 

“Assuming one can listen because they can hear is like 
assuming one can read because they can see.”  

Listen Hear 

• to pay attention to sound 
• to pay attention; heed; obey (often 

followed by to) 
• to hear something with thoughtful 

attention : give consideration 
• to be alert to catch an expected 

sound 
• to wait attentively for a sound 

(usually followed by for) 

• to perceive sound with the ear 
• to sense audio energy with the ear 
• to receive information by the ear  

Listen Hear 

• Active 
• Voluntary 

• Passive 
• Involuntary 
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Why should we listen? What’s in it for 
us? 
 

• Learn 

• Show you care 

• Build rapport 

• Be a team player 

• Be valued and trusted 

• Respond appropriately 

• Stay out of trouble 

• Solve problems 

• Make good decisions 

• Make money 

• Enhance relationships 

• Inspire confidence 

• Make accurate evaluations 

• Provide maximum value 

 

 

Listening impacts: 
• Relationships 

• Self Awareness 

• Professional Development 

• Interpersonal Power 

• Your Value to Others 
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We know we should, but why don’t we 
listen? 

• It takes too much work 

• No interest 

• Not caring 

• Not seeing the value 

• Close-minded 

• Judgmental – Emotional 

• Lack of skill 

 

 

Average listening efficiency is about 
26% 

 

According to the work of Dr. Ralph Nichols and the International Listening 
Association 

The International Listening Association is an organization developed to promote 
the study, development, and teaching of listening. The association is “dedicated 
to learning more about the impact that listening has on all human activity.” The 
ILA was founded in 1979 in Minneapolis, Minnesota, USA 
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Listen carefully for specific directions and mark the following diagram accurately. 
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Ways to improve our listening ability: 
 

• Realize it takes work. 

• Work to avoid distractions. 

• Listen to understand. 

• Remain quiet. Don’t chirp. 

• Don’t interrupt. 

• Avoid judgment. Keep an open mind. 

• Picture what is being said. 

• Ask questions to check for understanding. 

• Wait for a pause before clarifying. 

• Work to feel what the speaker feels. 

• Listen for what isn’t said. 

• Pay attention to their body language and eye contact. 

• Listen for context. How does it fit together? What is the meaning? 

• Be curious. 

• We must want to listen. 
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Four Key Points to Remember to 

Improve Your Listening: 

 
1. Concentrate on what the other person is saying, not what you will say. 

 

2. Develop a Method for Listening. 

 

3. Focus on what the speaker truly means. 

 

4. Ask Questions to Validate Assumptions. 
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Listening ideas and resources: 

 
• Amazon search for books on listening. 

The Lost Art of Listening – Michael Nichols, Ph. D. 

Just Listen – Mark Goulston 

Everyone Communicates, Few Connect – John Maxwell 

• International Listening Association. 

• Search and read articles on listening. 

• Search for listening exercises on Youtube. 

• Get an accountability partner. 

• Ask for help. 

 

 

 

No one ever listened themselves 
out of a sale! 
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Selling Benefits 

 

 

 

 

 

 

 

“What’s in it for the customer? Respond to objections.” 
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The one thing you must always do to be successful in selling is. 

 

 
 

Salespeople typically sell what something is; customers typically buy what 
something does. This creates an inherent disconnect between salespeople and 
customers. Salespeople typically know and talk about the features and advantages 
of their products and services and seldom speak of what they do for their customers. 

 

Customers buy for their reasons, not ours. This makes it difficult for us to sell to 
them the way they want to be sold, or more importantly, to help them buy the way 
they want to buy. Helping customers buy the way they want to buy is critical for any 
meaningful success in selling and is a recurring theme throughout all our workshops.  
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People buy for their reasons not ours and many times it is not for the reasons we 
think. 
 

 
 

Do you believe people buy on emotion? Have you ever bought a pair of shoes you 
didn’t need? Do you have a hobby? What do you enjoy? Golf, fishing, sewing, 
scrapbooking, woodworking? If you are passionate about a hobby, chances are you 
have bought something just because you wanted it and you believed at the time you 
purchased it that it would just make you happy. 

The adage “The customer is always right.” Is a myth! Think about it. Your customers 
certainly may not fully understand all the value and benefits you, your company, and 
your products and services provide. It is your job the help them understand so they 
can make an informed decision.  
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Your customers did not go to customer school, and they may not know what they 
don’t know. It’s your job to help them understand, but you can’t do it until you 
know what they don’t know. You learn by asking questions and having open and 
engaging conversations. 
 

 

 

Customers buy benefits, but what is a benefit? 
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A benefit is what something does. A feature is what something has or is. 
Customers buy for what things do, not what they are. 

 

A benefit is the solution. 
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Not all customers buy the same benefits. Think about all the different cars on the 
road. Every single vehicle on the road was purchased by a customer for a specific 
set of reasons. Your products and services are no different. Some auto buyers are 
concerned about safety, while for others, performance might top the list. Still, 
others might be interested in economy, and others are interested in status and the 
statement the car makes about them when they drive it. The point is that we are all 
different. 

Remember that when you are working with customers and make sure you fully 
understand what they want. 
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As simple as this seems, most salespeople do not sell benefits. We only have the 
perspective to see things our way, not the way of the customer. It takes desire and 
practice to see things from the customer’s point of view. 

 

https://www.salesconcepts.com/


Selling Benefits  
 

  
SALES CONCEPTS, INC. 122 
salesconcepts.com Selling Benefits 
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Salespeople frequently find themselves in a situation where they present a benefit(s) 
to a customer, and the customer understands the benefit, but they still do not buy. 
Why? Often because the customer does not see the benefit as worth the effort to 
change or they are uncertain about the anticipated results. Customers must have a 
full understanding of what’s in it for them and how they stand to win. The more 
effort it takes on their part to buy from you or make a change, the more resistance 
you will face in compelling them to do it. This effort matrix demonstrates this point. 
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We must mitigate risk and demonstrate reward. 
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All too often, salespeople assume prospects make the mental leap between what we 
are offering and what they have in the way of needs. Simply put, the greater the 
match between need and solution, the more satisfying result for all parties. This 
exercise guides you through the process to arrive at a system for matching what we 
offer to what they need. 

 
 

1. What are the fundamental needs of every customer? 

2. What are the needs that are unique to our industry? 

3. What are the unique needs for this specific prospect? 

4. How are these needs currently being met? By whom? 

5. Where is the opportunity to make a difference? 

6. Who are the best prospects for the unique benefits we provide? 
Why? What impact will our solution have on them? 

7. What advantages do we have over our competitors? 

8. What advantages do they have over us? 

9. Attach a critical importance grade to each? Prioritize each need 
and determine how well you meet the essential requirements. 

10. How do we leverage our advantage? 

11. How do we compensate for our disadvantage? 

12. Develop a chart for the best prospects for each of our advantages. 

13. Develop a chart for answering each of our disadvantages. 
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Feature:   

 

Possible Benefit:   

 

Questions to ask: 

1.   

2.   

3.   

4.   

5.   

 

Buy-in Questions: 

1.   

2.   

3.   

4.   

5.   
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Key points to remember: 
 

• Question and address your customer’s needs. 

• What your people design into a product or service is only one-half of the story. 
The other half is what the customer gets out of it. The benefit. 

• You cannot define the benefit for prospects and customers. You must ask 
questions to determine the benefit to them. They tell you what the benefit is. 
Customers look for solutions. They each have personal benefits. 

• Relate the benefit to value. 

• What is the benefit of what you sell? The benefit is different for every 
customer. 

 

 
 

Benefits answer the so what question. 
If prospects and customers are thinking or saying, 

“So what?” 
they perceive no benefit to what you are selling. 
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Closing 

 

 

 
“Earn the right to close.” 
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What does closing mean to you? 
 

 

 
 
We must be proactive about closing. Closing is a process that parallels the sales 
process. Closing starts at the beginning of the sales process and continues 
throughout. 
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Why don’t salespeople close? 
 

• They don’t have a closing strategy. 

• They have different communication styles. 

• They don’t listen. 

• They are unorganized. 

• They don’t understand that closing is a part of the 
process. 

• They are afraid of being too pushy. 

• Lack of confidence. 

• They don’t know how to close. 

• They forget. 

• Fear of rejection 
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Closing often seems awkward because we, as salespeople, have not earned the 
right to close. To earn the right to close, we must approach the sale from the 
customer’s perspective. We do this by asking questions and challenging our 
assumptions. In our decades of working with hundreds of salesforces all across 
the world what we have found is that salespeople do a good job of asking 
questions to be able to complete a quote. We seldom ask inspiring questions to 
gain an insight as to what our prospects and customers truly want and what they 
are truly working to accomplish. We have to help them answer the main question 
all customers have: 

 
“What’s in it for me?” 

 

 
“Ask for the business when you sincerely believe it is the right 

thing for the customer to do.” 
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Closing do’s and don’ts 

 
Do! Don’t 

Always close for something Be nervous 

Be prepared Use cheesy techniques 

Know where you stand Be manipulative 

Use feedback questions Be overbearing 

Look for buying signals Be selfish 

Be empathetic Talk after you ask 

Use their dates 

Paint a picture of success 

Instill confidence 

Use calendar invites 

Give an assignment 

Have a reason 

 

Remember, nothing kills an opportunity faster than fake enthusiasm. Watch what 
they do and how they do it. Ask feedback questions to tell if you are on target like : 

“How does it look so far?” 

“What do you think at this point?” 

“How do you feel about this?”  
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Look for buying signals 
 

Buying signals are an indicator of when it might be time to close. 

 

• They ask for a better price. 
• They ask for something specific. 
• They ask if dates are available. 
• They tell you something like  “This 

sounds good.” 
• They begin to calculate total costs. 
• They study your information. 

• They bring in someone else. 
• They become less formal. 
• Lean forward. 
• Make stronger eye contact. 
• They say “Thank you.” 
• They become creative. 
• They ask more questions. 
• They start planning. 

 

Mistakes made at the beginning of the sales 

process reveal themselves toward the end of the 

process.  
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Six Key Elements of Closing 
 

1. The prospect accepts your value proposition. 
You have buy-in. 

2. You have uncoverd the key, specific needs 
and wants. 

3. You have identified the economic buyer and 
determined his/her buying criteria.  

4. You have a consensus that accepts your 
solutions and your ability to provide them. 

5. You have successfully presented your 
solution. 

6. The customer or prospect can visualize 
success. 

W 
I 
I 
F 
M 
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Twenty Questions 
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1. Why do people buy? 

  

  

2. What is the biggest killer of all sales? 

  

  

3. How must we approach every sale? 

  

  

4. What is the one question that must be answered for all customers? 

  

  

5. What are the two dimensions to determine a person’s buying style? 

  

  

6. What are the four buying styles? 

  

  

7. What are the four types of buying influences? 
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8. What are the top traits one must have to be an exceptional 

salesperson? 

  

  

9. What is the best thing we can do to be successful in sales? 

  

  

10. What is a salesperson’s greatest enemy? 

  

  

11. What is the questioning funnel? 

  

  

12. How is listening like driving? 

  

  

13. How does listening impact the sales process? 

  

  

14. What are objections and how do they impact the sales process? 
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15. What is the three-step process to responding to any objection? 

  

  

16. What is the difference between a benefit and a feature? 

  

  

17. What is time importance of the benefit/effort ratio? 

  

  

18. What is closing? 

  

  

19. When should you close? 

  

  

20. What will you do differently because of this program? 
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