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How good can you be? Can you be a sales SuperSTAR? Scientists estimate
that the average human being uses less than 1 percent of his own potential. 

Scientists also note that over the course of our lifetime, we lose 1 percent of our 
potential. Now, we just need to make sure that the 1 percent we lose isn’t the 1 
percent we use. 

Research indicates that ongoing learning and training help people tap into 
their potential. This means that you have a tremendous opportunity to achieve 
sales success. Unfortunately, too many salespeople use excuses, which ultimately 
cap their income and limit their results. There are 7 common excuses that can be 
dangerous:

1. I don’t have time. They aren’t organized!
2. Management doesn’t support me. They blame their lack of results on man-

agement!
3. It’s a tough world. They aren’t prepared!
4. Price is the issue. They don’t know the market well enough!
5. Customers don’t understand. They’re not aware of the customer’s real

needs!
6. I tried. They aren’t initiating enough conversation with potential cus-

tomers!
7. It’s unfair; the competition has the advantage. They aren’t students of the

game!

IntRoduCtIon: 
How Good CAn You Be? 
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The complaint list could continue, but the salespeople that grumble with these 
excuses are forgetting what President Harry S. Truman once said, “The buck stops 
here.” If you are a salesperson, you are accountable and responsible for your results. 
PERIOD. Obstacles are inevitable and usually difficult, so what are you going to 
do about it?

Put YouR eneRGY Into tHe PotentIAL, not tHe PRoBLeM! 
Cliff Miedl, a 20-year-old plumber’s apprentice, accidentally drove his jack-

hammer through three high-voltage cables one day at work. His body instantly 
received 30,000 volts of electricity. That’s fifteen times the voltage delivered by an 
electric chair. The shock shattered his knees, exploded part of his skull, took off 
most of his toes, and left a hole in his back as the electricity left his body. Even 
though his heart stopped three times, he still survived. Doctors said he’d never walk 
again.

Through a slow and painful recovery, Cliff learned to walk again. Even further, 
he was inspired to start kayaking by Greg Barton, the 1988 Kayak Olympian who 
managed to win two gold medals in spite of having two clubfeet. Cliff became so 
good that he made the U.S. Olympic team. At the 2000 Sydney Games, the 603 
U.S. team members nominated Cliff to be the flag bearer for the opening ceremony 
march. Cliff turned a tragedy into a triumph.

Receiving 30,000 volts of electricity is hard. The road to recovery is hard. Prod-
uct problems and customer complaints can also be hard, but not in comparison to 
Cliff ’s ordeal. Always believe in your potential – the things you can manage and 
control. Do not waste time on things you can’t do or can’t control. SuperSTARs 
have a persistent spirit and a can-do attitude that their clients love. The payoff is in 
the increased sales and income!

Be ACtIon-oRIentAted, not APAtHetIC! 
According to research, salespeople are the single largest contributors to the 

customer’s decision-making process during a purchase. What an opportunity to 
make a difference! Too many salespeople react negatively to rejection, they quit and 
let events strain their spirit. But, SuperSTAR salespeople think proactively and take 
action to elicit positive results. This isn’t a cliché – it’s a reality.

A few years ago, there was a story published about a man in the Guinness Book 
of World Records; he held the running record for completing 90 marathons in one 
year. In honor of the new millennium, he ran 200 marathons in the year 2000! 
When asked about his purpose for the adventure, he said that he didn’t want any-
one to break his record, and he knew he could do it. What an attitude! If you’re not 
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interested in adjusting your attitude and polishing your skills, how can you expect 
your customers to be convinced that working with you is the way to go?  

stAY PRoACtIVe, not ReACtIVe! 
“All great achievers are great planners.” While you may not like paperwork or 

computers, you have to have a plan and adjust the plan as needed. Scientists say the 
DNA difference between a human and a gorilla is 2.8 percent. It’s not much, but it 
matters. Because of that 2.8 percent, humans have the ability to think – so, use it to 
your utmost potential. SuperSTAR salespeople outthink others.

Recently, the media has had a series of articles about the Human Genome 
Project, which is the effort to identify the human-DNA map, cell by cell. This evi-
dence is significant considering it could move medicine from a reactive discipline 
into a proactive discipline. Scientists predict that if a baby were to be predisposed 
to a disease before birth, doctors would have the ability to preventatively change the 
cells. While there are many ethical concerns to this debate, the bottom line is that 
this technology was discovered by the human intellect. This demonstrates a person’s 
power to identify issues and problem solve strategically. That’s an important part of 
a salesperson’s job. Think! And then, work with customers and coworkers to achieve 
the goal. Never underestimate your ability to excel and succeed. How good can you 
be?    

Read this book diligently. The material can be implemented immediately be-
cause it’s a selling workshop, designed to help you assess your strengths and areas of 
improvement. Complete the SuperSTAR selling assessment, and then explore the 
details of each element throughout the rest of the book. There are 15 sales activities 
to complete, so that you can quickly apply the ideas and skills discussed. For your 
encouragement, there are three motivational messages interlaced throughout this 
book. It’s been said that if you increase your learning, you will increase your earning!

With 27 years of sales experience, we have worked with everyone – from the 
beginner to the best of the best. SuperSTAR selling skills can catapult you into new 
levels of sales success and greater gains of income increments! So, it’s up to you now, 
isn’t it? Begin today, so that you can be on your way to SuperSTAR sales success.

Rick Conlow
Doug Watsabaugh
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SuperSTAR salespeople take the right steps, which pays off in income, success 
and happiness! Isn’t it true that when you take shortcuts during the sales process, 
it often catches up with you later? Causing problems that potentially reduce your 
ongoing sales and income? Would you agree with me that it is right to…

• Be prepared to sell everyday!
• Build rapport with customers!
• Identify a need!
• Sell product benefits!
• Address concerns, positively!
• Close the sale!
• Follow-up, follow-up and follow-up!

It’s been said that success is simple. Just do the right thing, in the right way, at 
the right time. However, in order to do what’s right, you have to think about what’s 
right. Thought always precedes action. Poor attitudes and negative thinking don’t sell 
services or make you any money. In other words, to take the right actions, you have 
to have the right thoughts. That’s the beginning of SuperSTAR sales, and the key 
to making the SuperSTAR selling process work for you.

William James wrote, “The greatest discovery of my generation is that a human 
being can alter his life by altering his attitudes of mind.” You can too! You have 
tremendous talent, skill and potential. With the right thinking, you’ll put all of your 
capabilities to use more consistently and passionately.

BeLIeVe!
In order to believe in positive results, you have to work at it. There are too many 

variables that adjust our attitudes. We know them by heart: rejection, disappoint-
ment, frustration, illness, the news, complaining friends, and other elements. Ac-

GettInG stARted 
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cording to research, the average person thinks more than 85,000 thoughts each day 
and 85 percent of those are negative. You can’t leave your attitude to chance. If you 
do, you’re destined for failure or worse yet, mediocrity.

How do you work at being positive? Start by thinking better about yourself – 
believe you are the best version of yourself. We will review this more when we dis-
cuss emotional resiliency and peak performance. Next, review these two questions 
after every sale (especially after a lost sale):

•	 What did I do right?
•	 What can I do better or differently next time?
Oftentimes, salespeople get discouraged by a no and don’t try again. Rather 

than doing this, when you get a no, think of how you feel when you get a yes. Review 
what you have done right, remind yourself that you’re the best, and then take ap-
propriate action. Contact another customer promptly, and then remember that the 
best time to make a sale is right after rejection! That’s right! You build sales success 
through successful sales activity. Steve, a new sales manager, focused his team on 
this motto: excellent sales activity = excellent sales results. It isn’t surprising that 
his team is 50-90 percent above their sales goal. So, when you get a no, ask the two 
questions, and then call another account!

LeARn!  
Do you have insurance? Auto? Health? People buy insurance for protection, don’t 
they? In case of an illness or accident, insurance protects us from financial loss. As a 
salesperson, your most important personal assets are your skills, attitude, and expe-
riences. Why not ensure that your assets are protected and that your ability to make 
money is established? Don’t be content with the way things are. Keep learning, ex-
pand your comfort zones, and work at developing new skills, tools and approaches.

Every year, as the baseball season begins, someone refuses to play because of a 
contract dispute. Consequently, the player misses part of training camp, and usually, 
starts the year poorly. In baseball and in sales, a lack of training yields poor results. 
Absorb all you can from your sales training and coaching sessions. Work on fun-
damentals by listening to tapes, reading books and attending sales seminars. Your 
thoughts will be more positive, your skills will improve, and your results will follow.

ACt!  
A goal is the most powerful motivational device known to man. It’s a documented 
fact. I’ve seen goals inspire people to lose weight, to finish a degree, to achieve new 
results, to sell a product, and to make a lot of money. Are you attracted to any of 
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these results? First, set the goal, and then, regularly review your progress.
How can you offer more value to customers? Did you earn the money you 

wanted? What’s your goal for the New Year? Take the time to make a plan and go 
for it, now! And, don’t forget, excellent selling is excellent service!

Arlene Lenarz wrote, “All the beautiful things that are going to happen in the 
future are the seeds of today. This is the year of your dreams. No matter what, if you 
want it badly enough, and you’re willing to pay the price – your dream is possible. 
No dream is too lofty, no goal is too high.” To succeed, you must be willing to do 
what others won’t do. Implement these three sales ideas: believe, learn, and act to 
acquire the right thinking, and you’ll become a SuperSTAR. Now, let’s work on the 
SuperSTAR sales process
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As sales professionals, we have the opportunity and obligation to provide the high-
est quality of products, services and information to our customers and their cus-
tomers. Notice the assessment is customer-centered. SuperSTAR salespeople are 
customer-focused not self-focused. This requires a high degree of sales knowledge 
and competence, as well as organizational support and teamwork. This SuperSTAR 
selling assessment is intended to help you self assess and develop a plan to maxi-
mize your competence and income. To build a solid foundation and to achieve bet-
ter results, review what you do well and what you need to improve. Start by looking 
in the mirror!

Indicate the degree to which you see yourself as fully competent in the sales behav-
ior described. A candid assessment of yourself is needed. Use the following scale:

1 – To no degree 4 – To some degree

2 – To a very small degree 5 – To a great degree

3 – To a small degree  6 – To a very large degree

To what degree are you currently competent in…?

A. Maintaining a Customer-Centered Focus

1_____ focusing entirely on the customer’s world?
2_____ confirming the client understands the communication?
3_____ reading the client’s nonverbal cues?
4_____ maintaining contact with customers?

suPeRstAR seLLInG 
AssessMent
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suPeRstAR seLLInG  
AssessMent

5_____ fostering long-term relationships?
6_____ adapting behavior to cater to a client’s reality?
7_____ assessing the client’s personality?
_______TOTAL?

B. sales Planning and Preparation

8_____ developing prospective customers?
9_____ accessing the decision-makers in client systems?
10_____ monitoring the competition?
11_____ establishing realistic goals?
12_____ applying creativity to the selling process?
13_____ recording sales activities?
14_____ engaging in time-and-territory planning?
15_____ participating in sales-call planning?
16_____ forecasting sales and profitability?
17_____ catering sales strategies to client information?
_______TOTAL?

C. Building Rapport with Customers

18_____ using the telephone to sell?
19_____ communicating with a wide range of people?
20_____ creating a positive first impression?
21_____ making positive contact with the customer?
22_____ building rapport?
23_____ adapting your style in order to connect with the client?
24_____ establishing a safe and constructive communication climate?
_______TOTAL?

d. Identifying Customer needs

25_____ asking the client questions?
26_____ listening intentionally?
27_____ raising the client’s awareness of unperceived  needs?
28_____ clarifying client problems?
29_____ effectively distinguishing factual information from critical needs?
_______TOTAL?
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e. Presenting to Customers

30_____ finding solutions to client problems?
31_____ generating effective selling statements?
32_____ demonstrating new products and processes?
33_____ developing clear self-expression?
34_____ maintaining active dialogue in sales presentations?
35_____ conducting yourself persuasively?
36_____ delivering presentations to a group audience?
37_____ using audiovisual aids to sell (e.g., computer technology)?
38_____ simplifying technical presentations?
39_____ identifying the benefits to the client?
40_____ using sales support (e.g., statistics, exhibits)?
_______TOTAL? 

F. Addressing Client Concerns

41_____ asking for feedback on proposed solutions?
42_____ expressing empathy for others?
43_____ managing resistance from the client?
44_____ addressing interpersonal conflict?
45_____ repairing damaged sales relationships?
_______TOTAL?

G. Closing the sale 

46_____ closing by asking for the business?
47_____ securing the client’s commitments?
48_____ demonstrating assertiveness during negotiations?
_______TOTAL?

H. Follow-up and Follow through

49_____ using the telephone to maintain sales relationships?
50_____ reestablishing dormant account relationships?
51_____ sending written correspondence to customers?
52_____ sending written correspondence within your company?
53_____ keeping adequate records?
54_____ increasing the focus on existing accounts?
_______TOTAL?
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I. Leveraging team & organizational support

55_____ functioning as a team member in selling?
56_____ relating effectively to sales-support personnel?
57_____ taking quick action in critical situations?
_______TOTAL?

J. emotional Resiliency and Peak Performance

58_____ learning your company’s products and services in depth?
59_____ staying informed about your company’s products and services?
60_____ handling rejection professionally and appropriately?
61_____ evaluating personal sales-call performances?
_______TOTAL?
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Sales professionals may be successful in a number of different ways. One may 
be particularly strong at establishing new account relationships. Another may be 
most effective at building trusting relationships and carefully understanding the 
needs and objectives of customers, while many others are highly knowledgeable 
about their products and services. Yet, research suggests that effective salespeople 
excel in several key areas. SuperSTAR selling requires versatility, a strong skill set, 
and an unwavering commitment to customer-centered activity. Here are the 10 
critical competencies that will spark success in your sales world.

Customer-Centered Activity: the ability to approach the sales relationship and 
focus entirely on the customer’s needs, wants and expectations. A commitment to 
adjust behavior accordingly, communicate effectively, act ethically, read nonverbal 
cues, help customers achieve their goals, cater to the client’s style and personality, 
and confirm that communication is properly understood during the entire buying 
process.

effective sales-Call Planning: determining your position in the sales relation-
ship, planning your sales activity sequence appropriately, generating profitable and 
mutually beneficial outcomes for you and your customers, managing your time and 
resources in ways that maximize their value, building effective business results for 
your customers, working collaboratively, and coordinating internal resources. Other 
competencies include: time-and-territory planning, individual sales-call planning, 
and annual strategic business planning.

Building Customer Rapport: establishing rapport, making positive impres-
sions, building trust, listening intently, creating a safe and constructive communi-
cation climate, building relationships with key decision influencers, and connecting 
with your customers by utilizing all communication tools at your disposal.

Identifying Customer needs: planning and executing a brainstorming session 
that enables you and your client to think through personal and professional needs 
in a way that results in a mutual realization of the best product or service solution 
that addresses the client’s unmet and undefined needs. Asking questions, listening 
carefully, and raising the client’s awareness of overlooked needs.

Presenting solutions to Customers: developing solutions to client problems, 
generating effective selling statements, demonstrating new products and processes, 
expressing yourself clearly, maintaining active dialogue in presentations, acting in 

suPeRstAR sALes deFInItIons
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a persuasive manner, presenting effectively to group audiences, using sales support 
effectively, and simplifying technical presentations.

Addressing Customer Concerns: requesting feedback on your proposed so-
lutions, expressing empathy for others, managing client resistance, dealing with 
interpersonal conflict, and repairing broken sales relationships. This competency in-
volves skillfully applying the ability to generate dialogue and mutual involvement in 
the sales process with the customer, while competently working with the customer 
when she is frustrated, angry or opposed to your solution. 

Closing the sale: all sales activity is directed toward specific outcomes. This 
competency involves encouraging the customer to commit to using your products. 
Additional elements include demonstrating assertiveness during negotiations, ask-
ing for the business, and securing client commitments.

Follow-up and Follow through: maintaining sales relationships by using the 
telephone, sending appropriate and relevant correspondence to customers, reestab-
lishing dormant account relationships, taking action, coordinating activities and 
outcomes within your company, keeping adequate records, and increasing the focus 
on existing accounts.

Leveraging team & organizational support: functioning as an external/in-
ternal team member, effectively relating to sales-support personnel, taking prompt 
action during critical situations, and aligning activities to customer commitments 
and expectations. 

emotional Resiliency & Peak Performance: maintaining proper life balance 
by handling rejection and stress appropriately, evaluating personal sales-call perfor-
mance, and committing to ongoing learning and development.

To summarize, outstanding sales professionals are consistently growing in 
each of these ten competencies. You simply don’t master one, and then take it for 
granted. You keep polishing your skills and expanding your knowledge. As the old 
adage goes, “Life is a journey, not a destination.” Establishing excellence in sales 
is a process that includes periodically taking inventory of your strengths and areas 
of improvement, and then taking action. We will cover each of these areas as they 
relate to the SuperSTAR selling model. To begin, you need two things: 

A strong awareness of your abilities in each of these competencies.
A plan to excel.
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suPeRstAR seLLInG AssessMent 
sCoRInG sHeet

instructions

Transfer your scores from the assessment sheet to the appropriate spaces on this page.
Situation CompetenCy SCore

1 - 7
Customer-Centered: The ability to focus 
on the customer’s world and to avoid preoccu-
pation with your own needs.

8 - 17
Sales planning: The degree to which you 
are able to orchestrate and execute an effec-
tive, results-producing plan.

18 – 24
Building Customer rapport: The ability 
to establish rapport with customers, even when 
they are out of sync with your preferred style.

25 - 29

identifying Customer needs: The ability 
to ask the right questions to diagnose customer 
needs and to create a mutual understanding of 
client priorities.

30 - 40

presenting to Customers: The ability to 
execute a compelling and results-producing 
presentation that highlights your solutions to 
the client’s needs.

41 – 45

addressing Customer Concerns: Ef-
fectively generating feedback and constructively 
working with client objections, frustrations and 
disagreements.

46 – 48
Closing the Sale: The ability to encourage 
the client to commit, and to follow through 
with mutual action on business agreements.

49 – 54

Follow-up and Follow through: The 
ability to recognize follow-up opportunities, and 
the initiative to take steps toward building long-
term relationships.

55 – 57
Leveraging team & organizational 
Support:  Effectively orchestrating appropri-
ate resources to generate customer results.

58 – 61
emotional resiliency & peak perfor-
mance: Personally taking steps to manage in-
dividual learning and mastery as a professional.
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suPeRstAR seLLInG AssessMent 
InteRPRetAtIon KeY

SaLeS DimenSion SCore ✓✓
Customer-Centered: The 
ability to focus on the customer’s 
world and to avoid preoccupation 
with your own needs.

35-42
21-34
7-20

�  High Propensity
�  Development recommended
�  Area that needs immediate work

Sales planning: The degree to 
which you are able to orchestrate 
and execute an effective, results-
producing plan.

50-60
30-49
10-29

�  High Propensity
�  Development recommended
�  Area that needs immediate work

Building Customer rapport:
The ability to establish rapport with 
customers, even when they are out 
of sync with your preferred style.

35-42
21-34
7-20

�  High Propensity
�  Development recommended
�  Area that needs immediate work

identifying Customer needs:
The ability to ask the right ques-
tions to diagnose customer needs 
and to create a mutual understand-
ing of client priorities.

25-30
15-24
5-14

�  High Propensity
�  Development recommended
�  Area that needs immediate work

presenting to Customers: 
The ability to execute a compelling 
and results-producing presentation 
that highlights your solutions to the 
client’s needs.

56-66
23-54
11-22

�  High Propensity
�  Development recommended
�  Area that needs immediate work

addressing Customer Con-
cerns: Effectively generating 
feedback and constructively working 
with client objections, frustrations 
and disagreements.

25-30
15-24
5-14

�  High Propensity
�  Development recommended
�  Area that needs immediate work

Closing the Sale: The ability to 
encourage the client to commit, and 
to follow through with mutual ac-
tion on business agreements.

15-18

9-14

3-8

�  High Propensity
�  Development recommended
�  Area that needs immediate work

Follow-up and Follow 
through: The ability to recognize 
follow-up opportunities, and the ini-
tiative to take steps toward building 
long-term relationships.

30-36
18-29
6-17

�  High Propensity
�  Development recommended
�  Area that needs immediate work
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Leveraging team & organi-
zational Support:  
Effectively orchestrating appropri-
ate resources to generate customer 
results.

15-18
9-14
3-8

�  High Propensity
�  Development recommended
�  Area that needs immediate work

emotional resiliency & peak 
performance: Personally taking 
steps to manage individual learning 
and mastery as a professional.

20-24
12-19
4-11

�  High Propensity
�  Development recommended
�  Area that needs immediate work

     

SuperSTAr SeLLING SKILLS | suPeRstAR seLLInG
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SuperSTAr SeLLING SKILLS | suPeRstAR seLLInG

1. List 3-5 strengths based on your inventory. 
 
 

2. Choose 2-3 that would give you the biggest “bang for the buck” if you 
improved. 
 

3. What benefit is there for you if you improve in these areas? 
 

4. What efforts have you made in the past? What worked? 
 
 

5. What resources are available to support you in these developmental areas? 
 
 

6. What are your intended first steps? 
 
 

7. Who needs to know about your plan? 
 

8. How will you recruit others to help you?

 

suPeRstAR ACtIon-PLAnnInG GuIde
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To be the best, you have to be willing to do what others are unwilling to do. 
You have to be willing to learn what others don’t know. The old adage that claims 
winning isn’t everything is misleading; sales professionals of all industries know 
that although winning isn’t everything, the will to prepare to win is everything. Bert 
Jones, a SuperSTAR salesperson, understood this concept when he claimed, “You 
can’t teach others how to sell – you can only teach them how to learn how to sell.” 
Our approach in this book is similar to that belief; the SuperSTAR selling process 
is geared toward one customer and one sales call at a time.

How good can you really be? Are you willing to do the preparation required to 
achieve what you want? We have seen sales professionals develop the competencies 
and apply the SuperSTAR selling model in ways that increase their sales from 30 
to 52 percent, some even to 124 percent! Most continue to improve for 3-5 years, 
and then maintain a high level of excellence. Remember, an increase in sales means 
an increase in income!   

Why can’t you achieve this same level of success? You can! It doesn’t matter if 
you are a beginner or a sales veteran. Sometimes, veterans have created so many 
ingrained habits over the years that they have even more to learn and relearn. The 
good news is that positive change can happen, and in most cases, it can happen 
quickly! Why? Because you can start increasing sales using proven and practical 
approaches now!

Review the SuperSTAR model on the next page. Notice how it relates to the 
assessment.  Three parts aren’t on the model, but they do circumvent each step:

• Customer-Centered
• Leveraging Team & Organizational Support
• Emotional Resiliency & Peak Performance

suPeRstAR seLLInG PRoCess
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Also take note of the red, which indicates where the customer is at in the buy-
ing cycle. We need to align our approach with the customer’s position in the pur-
chasing process, if we hope to be successful. We will talk more about that later. For 
now, let’s dig into the key stages of the SuperSTAR selling process.

 
 “Excellent selling is excellent service, and excellent service is excellent selling!”
 -- Rick Conlow
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Now that you have taken the SuperSTAR Selling Assessment, learned about 
the various sales dimensions, and committed to becoming a SuperSTAR sales 
professional, it’s time for a moment of self-reflection.

1. What brought you to this book? What motivated you to start focusing on 
your selling skills?  
 
 

2. What long-term selling goals do you have that you want to use these skills to 
achieve? 
 
 
 

3. What’s in it for you to become a SuperSTAR sales professional?  
 
 
 
 

4. When you read the question above, “How good can you be?” What answers 
came to mind for you? How good can you be? (Dream big and stay positively 
focused.) 
 
 

5. What is the one thing you want to remind yourself throughout this 
SuperSTAR Selling journey?

ReFLeCtIon: stARtInG PoInt
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A 25-year study at the world-renowned Mayo Clinic determined that pessi-
mism is hazardous to your health. To identify optimism and pessimism tendencies, 
the Mayo Clinic distributed a personality test to hundreds of participants. The 
results proved that, on average, pessimistic people die 19 percent earlier than opti-
mistic individuals; in other words, optimistic people live 13-14 years longer, suffer 
less illness, and experience a better quality of life. Who wouldn’t be happy to hear 
these results?

Some people like to complain, others like to criticize everything, and then there 
are a few who have bad news by the hour. These attitudes destroy sales, decrease 
income opportunities, and according to Mayo, diminish our life expectancy. 

Positive attitudes make everything better, including sales. It all begins with 
your goals, so what do you really want in life? Recently, this question was asked of 
SuperSTAR salespeople. Their responses fit into these categories:

• Health/Wellness
• Self-Satisfaction
• Travel
• Recognition
• Security
• Success
• Happiness

• Enjoyment
• Quality Family

Time
• Material Things
• Money
• Fun

MotIVAtIonAL MessAGe #1:
wARnInG: PessIMIsM Is HAzARdous to 

YouR HeALtH!
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Where do your responses fit? These desires are the true motivators in life. It’s 
not about the contests, products, or quotas you get from your company. For any per-
son, the clearer you are about what you want, the more specific you set your goals, 
and the sooner you take action, the faster you’ll make these dreams a reality. We still 
live in a land of opportunity. William Clement Stone said, “Whatever the mind of 
man can conceive and believe, it can achieve!”

Selling is one of the highest-paying professions in the world, which gives you a 
direct line to achieving many of these goals. Truly, there are unlimited possibilities! 
Too many salespeople learn everything they can in the first year of their career, and 
then decide they know it all. But, they don’t have 10-20 years of experience – they 
have one year of experience, 10-20 times. So, some complain because they can only 
focus on how bad it is, and they forget that they are responsible for the situation 
they have created.

Why not get positive and optimistic today? Why not take action and stay fo-
cused on the SuperSTAR selling strategies? Others are doing it. You’re worth it, 
aren’t you? It comes down to accountability, right? It’s been said, “If it is to be, it’s 
up to me!” Nobody can do it for you. You have to take action and make something 
happen for yourself. Do it for your own reasons. Do it for yourself and your family. 
Remember to stay positive! May the best of success be yours!



 SUPERSTAR SELLING SKILLS | 23 

SuperSTAr SeLLING SKILLS | MotIVAtIonAL MessAGe #1

If pessimism is this bad for you, we can’t just rush right passed this point! Very 
rarely is pessimism something we’re intentionally or thoughtfully choosing; how-
ever, once it becomes our way of living, it can become so innate that changing our 
ways feels like we’re going against the wind. 

So, if you’re a pessimistic person, take some time to make a plan on how you’re 
going to head in the direction of change. Thinking, being and living positively is 
possible, even if you’re living pessimistically now. Awareness is the first step toward 
change. So, let’s start there.
1. After reading the above Mayo Clinic health study results, how did you feel? 

 

2. On a scale of 1-10 (1 = very pessimistic; 10 = very optimistic), how would you 
rate yourself currently? And why do you give yourself this rating? 

3. As you reflect on your life, has that number changed over time? What’s 
responsible for the change that’s taken place? 
 

4. Who are the 3 most positive people you know? And how does being around 
them make you feel? 
 

5. How do you want to make those around you feel? 
 

6. What are three things you want to start doing to become more positive?

If you’re already an optimistic person, great! Keep making positive living a 
priority!

ReFLeCtIon: 
oPPoRtunItY FoR CHAnGe
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sALes PLAnnInG 
& PRePARAtIon

When you think about your job as a company sales representative, how much 
of your time is spent planning for sales and generating activity that’s designed to 
sell? While there is always a certain amount of market planning and strategic effort 
required during the product-development launch stage, how much planning time 
is put into customer interactions? We have learned that whatever time is currently 
designated to planning isn’t enough, mainly because everyone is so busy with this, 
that and the other thing. SuperSTARs plan well, without overdoing it, and they 
make more sales.

We believe in strategic sales planning and preparation. In some ways, strategic 
sales planning is like chess – we must think and plan several steps ahead. We want 
to act with a more comprehensive understanding of each player’s position. And 
we want our efforts to be governed by the customer’s business, personal needs and 
goals, while we take into account our competitor’s activities and our own desired 
outcomes. Finally, we must consider selling something today, while strategically 
planning for the long-term, so that we anticipate business changes that evolve from 
customer activities.

We will consider a number of topics here:

1. The Market Potential Matrix, which helps us determine the difference between
a valued customer and an expandable customer. This matrix allows us to consider
the criteria that can be used to help us identify our accounts with the most
growth potential. The key operating principle is to utilize our scarce resources
to our advantage. One of the primary resources is the potential customer pool
at our disposal. To determine which accounts have the most potential, we sug-
gest using the Market Potential Matrix to evaluate the business within each of
our current accounts. Continued success requires an appropriate mix of cus-
tomers, balanced between the potential risk and return.
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2. To ensure that we understand how decisions are made, we will explore the vari-
ous buyer roles and decision styles within an organization. Once we are aware of
these roles, we are much more likely to tailor our selling activities accordingly.

3. The Sales Relationship Map allows us to consider our position within each ac-
count, which helps us adjust our selling activity in ways that allow us to advance
within an account. Our position on the map gives us guidance as to how to
pursue additional business, so that we can progress on the map.

4. The SWOT Analysis reviews the organization from a practical perspective, using
the identification of its strengths, weaknesses, opportunities and threats. This
allows us to focus on high-priority, high-payoff opportunities to develop our
solution. We will review and develop our skills to determine our value proposi-
tion, which includes the resources, tools, skills, services and products that our
company can provide that differentiate our offer from the competition and add
value to our proposed solution. We will also evaluate the competitors’ activity
to determine how to best counter or overcome their strategies. Combining
these tools gives us indicators and diagnostics that we can use to identify our
position in the competitive playing field. With this knowledge and awareness,
we can plan our activities more effectively and utilize our resources to achieve
our strategic objectives.
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ReFLeCtIon: 
YouR PLAnnInG PeRsonALItY

Before we move into the Market Potential Matrix, let’s stop, so that you can 
assess your planning personality. Planning is one way of preparing, it’s not the 
only way, but we believe it’s an essential part of the preparation equation.

Alan Lakein, an author and time-management expert, once said, “Failing to 
plan is planning to fail.” Now, although sometimes luck is in your favor, if you 
want to increase your odds for consistent success, start planning! Take this quick 
five-question quiz to determine your planning personality. Rate yourself 1 – 5 
depending on how likely you are to do the following. 

5 = Almost Always     2 = Seldom
4 = Often      1 = Almost Never
3 = Occasionally

1. If you spent a total of 10 hours on one customer, 2 hours (or more) of 
that time would have been committed to planning and preparing for 
the call. 
1  2   3  4  5

2. If you have a prior personal relationship with a sales client, preparing 
is less of a priority because you already know what you need to know 
about that client. 
1  2   3  4  5

3. You would feel very unprepared if you didn’t thoroughly research the 
customer sales and prepare your sales call thoroughly.  
1  2   3  4  5

4. If you were really busy and had been experiencing a lot of sales success, 
the easiest place to cut back, in order to save time, would be the plan-
ning stage. 
1  2   3  4  5

5. You would invest more time understanding your client than you would 
spend face-to-face with your client. 
1  2   3  4  5
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There are no right answers. But, to give you an idea of what we think, the higher 
the score on questions 1, 3 and 5 - the better; on questions 2 and 4, the lower the 
better.
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MARKet PotentIAL MAtRIx
Before we even begin to contact customers, an important strategy question 

must be asked: Where is the best opportunity? Where are the right targets to invest 
our time? There is a difference between valued customers and expandable customers. 
Certainly, every customer that has the potential to use our products is a valued cus-
tomer relationship that we want to foster. But, valuing a customer and protecting 
a customer from competitors require different activities, in order to build business 
and to expand sales. Making this distinction is important for us to do. 

Utilizing the matrix is one way we can look at each customer through two 
dimensions. 
1. First, we must review the amount of business we own, as a percentage of all of

the potential business. For example, if we sold 20 products a month to a cus-
tomer that occupied 50 percent or more of that area’s sales activity, we would
know we own a high percentage of activity in that area. Alternatively, if we sold
one product to one account per week, we would know we own a small percent-
age of that business.

2. The other dimension considers account growth potential. Typically, there are
two ways an account can grow. The first is to expand our market potential by
finding more new customers than we have at a given point. Do this through
conducting research, contacting marketing companies, using industry asso-
ciations, purchasing mailing lists, or hiring a consultant. The second is to win
market share. We can do this by upgrading our product advantage to current
customers to ensure our company products have a larger share of their business. 
In the matrix, the vertical access is occupied by the amount of business owned, 
whereas the growth potential is on the horizontal access. This allows us to plot
four distinct matrix positions.

Flatliner: If we own a small percentage of an account’s business and there’s
little growth potential, then there is little opportunity for our company to grow. 
Customers in this quadrant are unwilling to consider buying more of our products 
as a percentage of their overall sales. This category is not a priority; it’s more about 
maintaining the minimal sales they are contributing, without wasting too much of 
our time on them.

Valued: If we own a high percentage of an account’s business, but there’s little 
growth potential, we want to protect that account and take advantage of ongoing 
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profitability that’s available to us. Because the potential is minimal, we don’t want 
to over invest, but we do want to provide what’s appropriate to allow the account to 
continue using our products. We want to protect the business that’s there, maintain 
the relationship, and preserve the account, so that competitors don’t impede on our 
position.

High Potential: When we own a small amount of an existing business but 
there’s potential for growth, our strategic goal should be to build upon the existing 
potential. Increasing our market share or capturing market share from our com-
petitors may generate this growth. This category is worth our time and attention. 
Customers with high-rise potential deserve a high-level of generative activity.

Expandable: Another high-potential customer includes the expandable cus-
tomer. We already own a high percentage of this customer’s business and there’s po-
tential for future growth, so this customer deserves our best, most persistent efforts. 

•	 Low Presence & Low Potential – Don’t Waste Your Time
•	 Low Presence & High Potential – Build & Execute Strategy to Win
•	 High Presence & Low Potential – Milk It & Protect It
•	 High Presence & High Potential – Grow It & Grow With It

Market Potential Matrix
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SuperSTAr SeLLING SKILLS | sALes PLAnnInG & PRePARAtIon

 
sALes ACtIVItY #1: 

CuRRent CustoMeR ReVIews
Determine where you are spending most of your time and effort right now. Use the 

grid above to identify where each account falls on the Market Potential Matrix, and 
then determine the appropriate action based on our discussion so far. In the other sales 
activities, use the highest-priority accounts to apply the sales skills that are discussed.	

ACCount PosItIon  ACtIon

1.

2.

3.

4.

5.
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BuYeR RoLes & deCIsIon stYLes
In most organizations, we see five key roles played out in regard to how decisions 
get made for the purchase and implementation of services and activities. 

1. The financial decision maker is the person managing the account’s budget. Usu-
ally someone in the purchasing department plays this role, but a purchasing 
team, an owner, or an individual with complete financial responsibility, like 
a CFO, can also operate this position. Typically, this person makes the final 
spending decisions, such as: approving a purchase, allocating money to a par-
ticular product, or agreeing to spend more than originally anticipated. This role 
is so critical that if we don’t know who the financial decision maker is, we are 
operating blindly during the sales process. We need to understand the financial 
decision maker’s process, adapt our sales efforts accordingly, and be aware of 
the criteria she uses to make decisions.

2. The user is the individual that’s implementing the product or service. Users 
are intimately involved with the product, especially from an application and 
technical perspective. They consider the solution’s utility based on how it aligns 
with their needs; therefore, they are personally invested in the value of the of-
fered solution.

3. The influencer is an expert who has substantial product knowledge and prod-
uct experience. Influencers can be internal or external, or industry-recognized 
experts with a reputable status. Their influence is so inherently involved in the 
process that they are able to shape decisions without being present. Influencers’ 
advice and opinions hold a lot of weight with customers.  

4. The doorkeeper is the individual who gets access and insight into the process. 
They can be office managers, administrative assistants, or receptionists. A door-
keeper’s yes may not influence the process, but a doorkeeper’s no has the power 
to shut the door on a particular provider altogether. The person answering the 
phone has a lot of power because he has the authority to permit or withhold 
access.

5. A guide/navigator demystifies the organization and the roles that others play in 
the organizational setting. They can direct sales professionals to the real deci-
sion makers, and provide internal information that’s critical to the purchasing 
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SuperSTAr SeLLING SKILLS | sALes PLAnnInG & PRePARAtIon

decision. Having an effective guide or navigator is usually the difference be-
tween a successful sale and a lost sale that went awry at one point or another 
during the process.

As a sales organization, our strategic goal is to ensure that we have an accurate un-
derstanding of the varying roles that influence the decision-making process, so that 
our sales activities honor and collaborate with these roles. Review the chart below 
to put this information to use. SuperSTAR salespeople take action. So, apply this 
information to your next sales contact. Then, do it again and again.

financial decision maker user

guide/navigator doorkeeper

influencer



 SUPERSTAR SELLING SKILLS | 33 

sALes ACtIVItY #2: 
CustoMeR RoLes In deCIsIon MAKInG

Pick one customer and identify the individuals that influence that relationship. 
Make a few notes to yourself. If you get a chance, review this with a peer or your 
supervisor.
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deCIsIon stYLes
By understanding the decision-making process that will be used, we are given an-
other strategic advantage in our customer setting. Many sales are derailed because 
we have assumptions regarding how an organization will make decisions, so we 
inadvertently miss steps that would otherwise accommodate an organization’s pre-
ferred decision-making style. Although there are a number of different decision 
styles, we will discuss the four primary categories.

1. Command: one person is empowered to make the decision based on owner-
ship, position, expertise, authority, or a combination of these factors.

2. Consultative: one person makes the decision after consulting others. Con-
sulting may be done for support, advice, technical assistance, reputation 
purposes, etc. The information obtained during the consultation may or 
may not be utilized. 

3. Consensus, Collaboration or other Group Method: we all make a decision 
that we mutually accept. Or, we vote to reach a majority.

4. Laissez-Faire: all practitioners do their own thing.

Command: One person makes these decisions. Oftentimes, this person is an execu-
tive like a manager, managing partner or COO. The authority to make the decision 
is based on the individual’s expertise, level of ownership in the business, or status 
in the organization. In command decision styles, the goal is to find the person who 
makes the decision and convince her that she should use our solutions. 

Consultative: Consultative decisions are made after consulting others. Consulta-
tion may be sought for any number of reasons, but it’s important to remember that 
there’s no guarantee that the input will be utilized. In a consultative decision-struc-
tured organization, it’s helpful and important to determine who will be consulted 
and if possible, the nature of the consultation. This way, we can seek to influence the 
person making the final decision and those who will be consulted.

Consensus, Collaboration, or other Group Method: In many organizations, some 
sort of group-based decision-making style will be used formally or informally. 
Typically, this is the case for political reasons, considering the least amount of flak 
emerges when many people have been consulted, heard, or given the opportunity 
to influence. Although consensus decision-making can result in high-quality deci-
sions, it can also delay the process. Decision-making becomes even more complex 



 SUPERSTAR SELLING SKILLS | 35 

when an organization requires a unanimous decision, which requires everyone to 
agree upon a solution. By understanding a group’s decision-making process, we can 
initiate relationships and attempt to influence both the individual and the group in 
the most favorable manner. 

Laissez-faire: This sort of decision-making is when individuals do their own thing, 
and it’s fairly common in professional settings where practitioners are assumed to 
have the expertise and rationale to decide on their own. In laissez-faire, it’s more 
difficult to come to a consensus because all parties must use the same product of-
fering. 

The strategic-selling challenge includes understanding how organizations make 
decisions and accepting that there may not be one sole decision-making process 
used. Where is the customer in the decision-making process? Who will be making 
the decision? Note the SuperSTAR selling model on page 17. We want to match 
our stage in the model to the customer’s decision-making process.

Customer… …sales Rep
Interest…

Situations That Need Attention…

Learning & Analysis…

Evaluation…

Decision…

…Building Rapport

…Identifying Needs

…Presenting Product Benefits

…Addressing customer concerns

…closing the Sale
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sALes ACtIVItY #3: deCIsIon stYLes
Identify three current accounts that you have worked with at some point. 

Where are you and where is the customer? Is there anything you can do to im-
prove? For example, maybe you have been trying to close, but the customer is still 
asking for more pricing information or product options. In that case, you might 
need to identify what they need, give it to them, and then close the sale. 

CustoMeR & deCIsIon stAGe sALes ReP IMPRoVeMent

1. 

2.

3.
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sALes ReLAtIonsHIP MAP
In this section, we will discuss the five different conceptual positions that we 

may occupy within a customer relationship. Each position is descriptive, it refer-
ences a point in the relationship, and it’s instructive by addressing key factors that 
affect our ability to sell. The map offers guidance on how to alter our sales approach 
in order to achieve a more favorable status in our relationship with the customer.

We will consider each of the five positions and discuss the ease and amount of 
access that’s implied, the areas of tension and influence, and the available knowl-
edge we have about our customer and our company. Finally, we will use that infor-
mation to identify the appropriate sales strategy needed to advance.
 
the sales Relationship Map

dAMAGed  
A damaged relationship can occur in various situations, but it’s usually the byprod-
uct of falling out of favor with an account. Frequent billing, product failures, de-
livery problems, and administration issues may be responsible for creating tension 
between you and the key decision makers.

When we’re in a damaged position, our access to the account is very limited, if 
not completely restricted. This lack of access makes it extremely difficult to change 
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the quality of the relationship, to secure an approachable position, to generate a 
flow of information, and to influence effectively. At the same time, the negative 
feelings and lack of communication make it challenging to change the account’s 
perspective of our company. Trust is minimal, so any information that’s exchanged 
is generally held with a critical frame of reference. 

To repair a damaged relationship, the enforced sales strategy must focus efforts 
on eliminating negative feelings and working from a clean slate. Two of the best 
strategies include talking about change and committing to quality assurance. After 
you have established some rapport, you will need new members of your company 
to help you. Making change must be the primary focus of the activity. Often it’s 
necessary to uncover old wounds if you hope to discuss expectations, repair the 
damage, and renegotiate the relationship.

Repairing damaged relationships often requires a lot of time and energy to 
determine if it’s worth it to pursue its repair. One rationale that encourages pursu-
ing relationship repair is the reality that dissatisfied customers generally share their 
unhappiness with others. Because of this, there’s a very real risk that our damaged 
relationship with one account might damage other existing account relationships.  

InItIAtIon 
Initiation is meant to describe a new relationship, and it’s descriptive of situ-

ations where we are trying to build relationships with brand-new accounts or ac-
counts that we have not pursued yet. Cold calling and networking are two meth-
ods of access into brand-new accounts, and sometimes access is available through 
professional courtesy if our company has a positive reputation in the marketplace. 
The key is to take advantage of these offers quickly, so that you can establish value 
in your relationship in order to allow for additional exploration and sales oppor-
tunities. Your influence in these relationships is minimal and arbitrary, although 
influence may generate from the image our company holds in the industry. Dur-
ing this stage, your knowledge of the customer is limited and superficial at best.

• Pursing a new relationship.
• You have no current business with this cus-

tomer.
• You have no significant relationships in the

business.
• Your ability to influence is negotiable.
• Your knowledge of the business is insignificant.
• The customer’s knowledge of your offerings is

suspect.

what strategy must you utilize to sell and progress in this 
 position?
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This sales strategy is one that requires fairly persistent relationship-building activ-
ity that’s followed by a thorough needs identification process and an intentional 
establishment of trust. This strategy may involve a series of small steps before a 
strong relationship is possible.

sIdeLInes 
The sidelines position is similar to being on the sidelines in a sporting situation. 

Consider this: you have made the cut, you’re on the team, but at this point you’ve 
been relegated to a secondary position, so you are on the bench. But your competi-
tor has a better track run than your team, which is keeping you on the sidelines. 
Until you earn it, the crowd is going to support your competitor. 

Since the initiation phase, your access has increased, but it’s still significantly 
less than your competitor’s. The competition may still be the vendor of choice be-
cause they have established comfortable relationships within the organization. Yet, 
if you persist, you can develop a stronger position of influence and advocacy. Even 
though your knowledge of the customer and your customer’s knowledge of you are 
growing, you’re still relatively insignificant to the customer. Your urgency or the 
customer’s will determine the timing of the contract. 

• You’ve advanced in the relationship.
• You have some productive relationships.
• You may have some level of advocacy in the organization.
• You have been able to learn about the business and the main stakeholders.

what strategy must you utilize to sell and progress in this position?

At this point, the sales strategy is to consistently call on the account, to continue to 
expand the access, and thereby, to expand your influence. The biggest challenge is to 
win the opportunity to be seen, and then to take full advantage of it. When you get 
in the game by winning demonstrations, building credibility with your company 
experts, and selling related products, the pressure to deliver increases considerably. 
This helps you to further increase your visibility and viability within the account.
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PRoduCtIVe
You’ve established a productive relationship when you’re regularly talking to 

and meeting with the client. The relationship should be growing, your access to the 
account should be easier, and your influence and advocacy within the organization 
should be expanding. At this stage, you need to use your team to solidify your cred-
ibility and trust with the account. 

The increased access and strengthened relationships create a more natural flow 
of information between you and the key employees in the organization. This adds 
to your ability to influence and to advocate within the system. The significance of 
this position stems from taking full advantage of the access to deepen your business 
knowledge, both at the product and the practice level. Doing this allows you to use 
that information as a leverage to deliver an on-target proposal at the right time.

what strategy must you utilize to sell and progress in this position?

• You’ve established a relationship that’s generating business.
• You are winning profitable business; i.e., five or more products per month.
• You know the right stakeholders in the business.
• The account knows you.
• You have a position that’s somewhat influential.

Price may be more sensitive here than at previous stages. By this point, competitors 
may be awakened to your presence and determined to prevent your attempts at 
building the relationship. High-quality, professional presentations, legendary fol-
low through, and prompt responses to requests are all critical at this stage.
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PRIMARY
This final position is one in which you and your company maintain a promi-

nent presence with an account. You have gained virtually all of the profitable busi-
ness that you want, and information flows freely and frequently. Access is complete, 
so you are considered a member of the team, and it’s understood that you are a key 
player in the organization. Your influence is high, your ability to advocate is high, 
and the mutual knowledge between you and your account is high. 

This position’s sales strategy is focused on protecting your existing position and 
continuing to explore opportunities with further potential. High-quality, problem-
free results are crucial. Also, transitioning from sales to service in any company is 
essential. You must continue to follow through on your promises, communicate 
clearly to your company team, transition the account into branches, and anticipate 
organizational needs and problems. This is the ticket to maintaining full partner-
ship; otherwise, your hard work to land the account will be wasted time if you end 
up like a past vendor. 

Obviously, the goal is to be a primary player in all of your key accounts. If you 
hope to maximize territory potential, you must know your position in each account, 
set your sales strategies accordingly, and continue to feed the pipeline. You should 
always have a diverse mix of customers, some at the initiation, sideline, and produc-
tive stages, in order to support enough primary results to achieve your sales goals. 
You must continue to secure your position in each account, and remember that 
neglect can lead to competitor intrusion. One final and important truism is that it’s 
only a short distance from any of the positive relationships on the map to a dam-
aged relationship, unless you are continuing to manage and attend to your accounts.

sALes ReLAtIonsHIP MAP

1. The goal is to be a primary or secondary player in all of your ac-
counts.

2. Know your position in the account and set your sales strategy 
accordingly.

3. continue to feed the pipeline, if you hope to maximize territory 
potential. This requires a continual effort to initiate new accounts.

4. Strive to secure your position in the account. Any neglect gives 
your competitors an opportunity to intrude.

5. without continuous management, it doesn’t take much to turn a 
productive relationship into a damaged relationship.
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sALes ACtIVItY #4: 
sALes ReLAtIonsHIP MAP

Select a current account and complete the following table.

ACCount nAMe:

PosItIon on tHe MAP:

IndICAtoRs tHAt You’Re In tHAt PosItIon:

stRAteGIes to IMPRoVe YouR PosItIon:

RIsKs to ConsIdeR on tHIs ACCount, In tHIs PosItIon:
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sALes ReLAtIonsHIP MAP deFInItIons
InItIAtIon

•	 Do your homework. Review annual reports, use the Internet, and read 
articles about the individual or company you plan to meet.

•	 Learn about the company, its decision-making process, culture and his-
tory.

•	 Build relationships. Get to know others and help them get to know you. 
•	 Learn about their industry, business goals, and vision.
•	 Focus on identifying their needs and priorities. 
•	 Present high-quality literature and/or a professional presentation.  
 

sIdeLInes
•	 Continue to build on your knowledge of the company.
•	 Continue to network your way into the organization. 
•	 Be mindful that everything you do impacts your image and your com-

pany’s brand.
•	 Ask, listen, and learn. Watch for obvious and subtle cues that will guide 

you forward. 
•	 While you need to establish your credibility, don’t be tempted to pitch too 

soon.
•	 Remember, they may give you a small piece of business to “test” your 

capability. 
•	 Be consistent with your follow through.
•	 Send articles, emails, and updates to continue to build influence.  
•	 If you get an opportunity to win some business, make sure that you make 

a good first impression by starting strong.

PRoduCtIVe
•	 Given you’re probably competing against other major players, your price 

and quality of work are pivotal to your ability to dominate the account.
•	 Remain close to your major contacts and listen to their guidance and 

feedback. 
•	 Communicate clearly to your operations team, updating them on expecta-

tions, needs and promises that you’ve made to the account.
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•	 Maintain and continue building the close personal relationships responsi-
ble for getting you where you are.

•	 Look for opportunities to deliver the solution and to meet with key 
stakeholders. 

•	 Ensure that you’re well prepared to hold results-focused meetings every 
time you engage with them. 

PRIMARY
•	 Quality and delivery will determine your success for the next contract 

period. 
•	 Maintain contact throughout the delivery of the contract, so that you’re 

positioned well for the next contract renewal.
•	 Remember, you are now the target of all of your competitors. 

dAMAGed
•	 You have made a mistake in one-way or another. 
•	 Relationships are damaged, and the business is in jeopardy.
•	 You must mend the relationships in question.
•	 Determine what caused the problem and seek to get the issue corrected.
•	 Take responsibility for your mistakes, apologize and identify an equitable 

resolution. 
•	 Work to reestablish relationships and look for ways to rebuild credibility.
•	 Ensure that you explain what you’ve changed, so that the problem doesn’t 

re-occur. 
•	 Invest the necessary time and money required. 

“We are what we repeatedly do, 
excellence is not an act, but a habit.” 

-- Aristotle
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swot AnALYsIs 
You have identified the right customer target and have gained extensive knowl-

edge of the prospect. You have developed relationships with the right players and 
have determined the roles they play in the decision-making process. You have de-
ciphered the motivational preferences of each decision maker, and you’ve analyzed 

the organization’s preferred decision style. Now, you are well positioned to do a 
practical analysis of the organization. Strengths, weaknesses, opportunities and 

threats are commonly assessed to analyze a business. Initiating strengths-focused 
conversations with a variety of decision makers gives you an opportunity to see 

what strengths drive a business’s success. A similar conversation focused on weak-
nesses, opportunities and threats will give you important data to consider when 

forming your sales strategy.

swot AnALYsIs

STRENGTHS wEAKNESSES

oPPoRTUNITIES THREATS

wHY use swot?
A SWOT Analysis is a helpful framework that identifies the situation’s 

strengths and weaknesses, while examining existing opportunities and threats. 
Completing a SWOT analysis helps you to focus your activities into areas where 
you are strong and where the greatest opportunities exist.

strengths

• What advantages does your customer have?
• What does your customer do well?
• What resources are available to your customer?

Keep in mind that you may see strengths that your customers do not. Consider 
their strengths in relation to their competitors’ strengths.
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weaknesses
• What could your customers improve?
• What do you think they do poorly?

Again, consider this from their stance, as well as your professional perspective.
Do their own customers seem to recognize weaknesses that they don’t? Are their 
competitors doing better than them?  

opportunities
• What good opportunities are present?
• What trends are you are aware of?

Useful opportunities can emerge when changes take place in technology, mar-
ket trends, social systems, lifestyle preferences, and population patterns. Also, local 
events should be considered when evaluating potential opportunities. A useful ap-
proach is to review the strengths, and then to determine whether these strengths 
create opportunities. Alternatively, consider the customer’s weaknesses to decide 
whether opportunities exist if you can eliminate the weaknesses. 

threats 
• What obstacles do your customers face?
• What is their competition doing?

Are technology changes threatening their position?
Oftentimes, completing this analysis will help to identify what needs to be

done and to put problems into perspective.

“Strategic plans are often worthless, but planning is absolutely essential.”
                              -- Peter Drucker
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sALes ACtIVItY #5: 
usInG swot In sALes PLAnnInG

Complete this in-depth SWOT planning tool for your sales activities. It will 
help you to focus on your priority sales opportunities, so that you can make more 
money.

CustoMeR needs

Key Considerations:
• Past or current Sales Products (ex. your per month per year)
• Problems/complaints
• Decision-Making Process
• Relationship to Decision-Makers
• The customer’s Marketing Efforts
• Knowledge of Industry Products and/or Software
• Use of Marketing Support Efforts
• Business Issues/Goals/Success Measures
• other: _______________________________________________

strengths? weaknesses?

opportunities? threats?
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CoMPetItIVe ReVIew

Key Considerations:
• Top competitors
• competitors’ Strengths & weaknesses
• Market Strategies & Impact
• Position with Top Accounts
• other: _______________________________________________

strengths? weaknesses?

opportunities? threats?



 SUPERSTAR SELLING SKILLS | 49 

CuRRent BusIness sItuAtIon

Key Considerations:
• YTD Sales vs. Goals
• Volume of Business vs. Potential Volume
• Relationships with customers
• The Reason customers Buy From You
• Price vs. Value
• Product Benefits
• other: _______________________________________________

strengths? weaknesses?

opportunities? threats?
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MARKetInG suPPoRt

Key Considerations:
• company Literature
• company website
• customer Incentive Programs
• Demonstrations/Presentations
• Marketing Materials
• Training
• other: _______________________________________________

strengths? weaknesses?

opportunities? threats?
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sALes teAMwoRK

Key Considerations:
• Internal & External Sales communication
• Job Roles & Expectations
• Problem-Solving complaints
• commitment Follow Through
• Procedure Effectiveness
• Training & Meetings
• other: _______________________________________________

strengths? weaknesses?

opportunities? threats?
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stRAteGIC GoALs & PLAns

Priority Strengths (top 3-5)

Priority weaknesses to Improve (top 2-3)

Priority opportunities (top 3-5)

Top Threats to Neutralize (top 2-3)

SMART goals & action steps

Business Volume & Profitability

Action Steps?

Targeted contacts & Marketing Strategies

Action Steps?

other Goals

Action Steps?
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suMMARY 
Through this process, you ought to be focusing on one customer and planning 
how to approach her based on your planning efforts. As opposed to shooting 
from the hip, top sales professionals have a game plan for each customer visit. This 
means planning your approach For each step of the sales process. We will review 
this more later, too. Both the overall sales planning and sales call planning are 
vital steps to put yourself in a position where you can establish credible rapport 
with prospects.

A review of the sales process steps:

•	 Call Objectives
•	 Building Rapport
•	 Identifying Needs
•	 Presenting Product Benefits
•	 Addressing Concerns
•	 Closing the Sale
•	 Follow-Up and Follow Through

Finally, make sure to document what happened, taking note of the next steps that 
should be done in order to meet the customer’s needs. With a little extra fore-
sight and effort, sales professionals can master this part of the SuperSTAR selling 
model to gain an edge over the competitors that are vying for the customer’s busi-
ness. Today, most big companies have all of this automated through sales contact 
management software. If your company doesn’t, you can take the lead now that 
you have this information.
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MotIVAtIonAL MessAGe #2:
How to Be A wInneR!

Success is indeed a state of mind. Winning is a state of mind. Successful selling 
is a habit that can be cultivated through intentional training and positive perspec-
tive. It’s similar to a farmer’s attitude about his crops. Obstacles will emerge, and 
the farmer will face hazardous weather, pests, and market deviations; however, the 
successful farmer is persistent, day-by-day and season-by-season. Similarly, Super-
STAR’s remain dedicated, regardless of the product, customer or market condition.

so, How do wInneRs suCCeed? 
Winners go within. They imagine the best, not the worst. They think about what 
they want, not what they don’t want; they pre-play positives rather than ruminate 
over the negatives. Winners create the futures they want and don’t dwell on past 
mistakes or lost opportunities. They practice relentlessly and act persistently to 
achieve perfection. Attitudes, images and commitments are pivotal to achieving 
peak performance.

Dick Fosbury, inventor of the Fosbury Flop, used his imagination and dis-
cipline to set a high-jump world record of 7’3” and to win a 1968 Olympic gold 
medal. He’d rock back and forth a few times to spur his run and jump, and then 
he’d run and high jump backwards over the bar. He was a world champion – a 
winner! All champions train intensely and imagine positively. Jean-Claude Killy 
won three Olympic gold medals using his technology. Jack Nicklaus, Tom Wat-
son, Gary Player, and Tiger Woods would visualize a golf shot before they would 
swing. Why? It refocuses them on their best form, instead of leaving their atten-
tion on previous errors.

Astronauts are some of the most exceptional examples of this discipline. No-
body really knew what the Apollo moon expeditions would be like, except maybe 
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Jules Verne or Ray Bradbury; however, the astronauts performed their tasks with 
precision. They spent thousands of hours practicing in the desert and the ocean. 
They replayed the desired end result with NASA simulations. In fact, Neil Arm-
strong even said the moon expedition was “beautiful, just like the drill.”

Do you face obstacles? Sure! But, so did the POW’s in Vietnam. Many spent 
years behind bars, deprived of physical comforts and intellectual activity. To fight 
boredom, they took self-development into their own hands by mentally challeng-
ing themselves.

Do you want to be a winner and achieve sales excellence? Start imagining 
superior results and successful sales. Continue to learn during every training ses-
sion and customer interaction. Finally, remember to be persistent, to act as a team 
player, and to know your numbers. Now, watch your sales and income increase!
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PRACtICe: see YouR suCCess
If success is really a state of mind, how do you feel about your current frame 

of mind? Are you doing the internal, intellectual imaginative exercises that’ll help 
make your success a reality? We hope so! Do you see yourself as a success? We 
hope so! 

In order to help you get to a place where seeing yourself as a success becomes 
second nature, we invite you to take 10-15 minutes to complete the below medi-
tation practice. 
1. Find a quiet place that’s free of loud noises, other people and distractions.

2. Pick one thing in your life [make it very specific] that you want to accom-
plish.

3. Close your eyes. Imagine yourself getting into your car. Put whatever “it” 
is in the direction of NORTH. Anything east, west or south is away from 
“it.”

4. You start your car, you know your destination, and you begin your journey. 
As you head north, an intense wind heads in your direction. It’s not in your 
favor, in fact, it’s keeping your car from continuing north. You stop your car, 
you take a walk, you think about what “it” is that’s waiting for you, and you 
get back into your car. Take a moment here to imagine doing each one of these 
things. Stop. Walk. Think. Restart.

5. You pull into a rental car agency that’s right off the road. You swap your 
little two-door for a large, heavyweight pick-up truck. You know the high 
winds won’t be able to stop this vehicle.

6. You get back on the road and embrace the winds. 200 miles later, there’s a 
detour. You can’t continue directly north, you have to head one of two ways: 
east or northeast. The NE detour takes much longer, but it’s still heading 
halfway in the direction you want to go. So, you take it. It’s a dirt road that’s 
full of potholes you must dodge, slower speeds you must accommodate, 
and less scenery you can enjoy.

7. The journey is long. You get tired. You get hungry. And most of the ride, 
there’s no service on your phone or your radio. You have no one to talk to 
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or keep you busy. You start to wonder if it’s worth it. So, you stop, take a 
walk to awaken yourself, and get some fuel for your car and your appetite. 

8. You feel refreshed; you get back on the road. After five long days, the de-
tour finally starts to head north again. You get excited as you remember 
what “it” is you’ve traveled all this way to accomplish.

9. You are heading fully north, and you see a sign that says “’IT’ – THIRTY 
MILES.” You can’t believe it; you’re almost there! Five miles later, your 
pick-up truck dies. Something in the engine went wrong. You cannot be-
lieve that you’ve made it all this way, only to be left without a way to travel 
to “it.” You sit on the side of the road, and you begin to sob. You get angry. 
You feel defeated. You feel lost and afraid and every other emotion, all at 
once.

10. You tell yourself to take a few breaths, and you do. You gather your thoughts. 
You compose yourself. And you decide – you haven’t come this far to let 
“it” go.

11. You begin to walk. You know that if you keep reminding yourself of how 
important “it” is to you, you will find the energy to walk every single step 
of the next twenty-five miles. You walk for hours and hours. The daylight 
leaves, and you’re left in darkness. Finally, you see a sign that says “’IT’ – 
TWO MILES.”

12. You start to run. No matter how tired you feel or how exhausted your body 
is, you dig deep to use every last ounce of energy to make your legs move 
as fast as they are able. And you run. You are sprinting. And then, you see 
“it.” “It’s” now within feet of you. You stop.

13. You want to take “it” in. You take a minute to remind yourself of the jour-
ney. The wind, the detour, the car exchange, the exhaustion, and the hun-
ger. You decide that every minor disappointment was worth it – you have 
reached your destination. “IT” is yours.

14. You take your final steps to reach “it.” And you think, “I’ve made it!”

15. Take five minutes to write your thoughts about this imaginative exercise. 
How did you feel when you envisioned yourself experiencing this journey? 
How did you feel when you reached your goal and achieved “it”? 



58 | RIcK coNLow and DoUG wATSABAUGH

BuILdInG RAPPoRt
You must understand and constantly review the dynamics of the sales process 

in order to successfully offer customers the products and services that meet their 
needs. While all steps are important, none is more critical than building rapport. 
Without rapport, your customers will doubt, resent and reject you. With it, you 
earn the opportunity to continue the sales process by gaining their trust, confidence 
and business. 

To begin building a partnership and establishing rapport, get specific before 
you engage with the customer. For this reason, complete the Sales Planning and 
Preparation prior to your customer visit. 

PRosPeCtInG wItH PoweR
In the average salesperson’s day, 75 percent of the time is spent on something 

other than face-to-face customer interactions. By increasing your customer time to 
consume at least 50 percent of your time, you will increase your contacts, appoint-
ments, sales and income. We recommend a five-step process to help you achieve 
this.
1. First, use a customer-management system (CMS) like Salesforce.com. Tools, 

such as Sales Cloud, help to document and track your customer activity. Today, 
many companies provide similar systems like ACT or Goldmine. Sales Cloud 
is Internet-based and includes sales-tracking software. It’s a time saver and 
organizer.

2. Second, determine your metrics. Selling is a number’s game and a relationship 
profession. The sales process helps you distinguish yourself in the relationship. 
The metrics help you to win with numbers. By knowing the numbers, you can 
predict your success by your sales activity, which you will track with your CMS.
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• How much money do you want to make?
• What’s your average commission per sale?
• How many sales do you need to close to achieve your income goal?
• How many appointments do you need in order to make a sale?
• How many point-of-sale contacts (by email, phone or mail-

ing) do you have to make to set an appointment, whether that’s
on the phone or in person?

3. Third, you need a good list of prospects. Begin with your current accounts. In
our Strategic Planning section of the book, you can review how to best mine
sales. What types of companies are you approaching? What are others selling?
Who are the top sellers selling to? What are your competitors doing? Your
analysis here should help you determine who to contact. With the Internet,
you can learn just about anything about any client. Put all of this information
in your customer contact database. Refine your list as you progress, and start
contacting them.

4. Fourth, discipline yourself by organizing your schedule to make calls and other
contact efforts regularly. One of our clients uses Dun and Bradstreet for their
prospect’s list. They have an assistant who loads all of their qualified prospect
data into their CMS, which saves them time and effort. They set aside a Sale-
sPower day, on which they make all of their calls. They use the rest of their week
to visit potential customers face-to-face. Another client of ours requires 50
daily phone calls. A study of their metrics proves that they secure 8–10 qual-
ity appointments per week. The key is to schedule your time, all of the time.
Prospecting is the fuel that fires your sales engine. Without it, your sales career
can’t get anywhere.

5. Fifth, be persistent. Persistence separates the winners from the losers. More
prospecting means more rejection; but remember, it isn’t personal – it’s just
the way it is. Stay positive by reading the motivational messages in this book,
listening to inspirational CD’s or studying other self-help books. Do whatever
it takes to create the sort of mindset that will be free of frustration.

At first, it will be tough, but network your way into a web. Who do you know that 
knows somebody you want to know? Do an informational interview with whoever 
it is. Or send a series of value-added dynamic letters, followed by phone calls. Al-
ways make your calls professional and courteous. To help you contact new business, 
the next few pages include valuable resources:
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•	 A sample phone call to a prospect
•	 A sample letter to a prospect
•	 An agenda for the first meeting with a new prospect

Your level of professionalism will affect your rapport and credibility, so be well 
prepared when approaching a customer on the phone, through letters or by email. 
These tools will work, once the samples are modified to your industry and prod-
uct.
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ReFLeCtIon: 
YouR PRosPeCtInG PoweR

Before we move onto ways of establishing rapport, it will be valuable for you to 
review your prospecting power. What sort of potential do you have that you should 
be using to your advantage? If you don’t know the answer to that question, it’s time 
to gauge just how much opportunity there is to pursue. Reflect on where you’re at 
when it comes to the five-step prospecting process.

1. Do you currently use a customer-management system?

a. If so, identify 2-3 features you should learn or use more often.

b. If not, identify 2 customer-management systems that fit your budget and 
meet your immediate needs that you can commit to considering.

2. On a scale of 1-10 (10 = all the time; 1 = never), how often do you utilize the 
resources you have available to you?

a. If you answered with a number between 1-5, identify 3 resources you 
need to utilize more often.

b. If you answered a number between 6-10, identify 1 resource you need to 
utilize more often.
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3. Do you know your numbers? Could you answer the questions asked
above? [If not, go back to the questions and answer them before progress-
ing forward].

4. Are you reviewing the numbers you ought to know, often enough?

a. If so, great job! Keep up the good work.

b. If not, how often would you like to review the numbers? Identify
2-3 concrete ways you can remind yourself to review them more
often.

5. What percentage of your calendar is scheduled? In other words, how
much time is organized into sections, time slots or windows?

a. What’s your goal for amount-of-time scheduled?

b. What is one thing you can do immediately that will help you
increase the percentage that’s scheduled?

c. What is one thing you can do long-term that’ll help you increase
the percentage that’s scheduled?
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6. Identify one positive, self-help strategy you want to start, so that when 
frustration, disappointment or rejection takes place, you have a strategy in 
mind to execute.

7. Take this last bit of space to really reflect on your abilities in the follow-
ing areas: networking, discipline, organization, persistence, and metric 
retention. Write about where you’re at, where you want to be, and how 
you hope to get there. Believe in yourself and set SMART goals! 

ReLAte, FoCus & CHeCK 
You have done your homework, and now you are on the phone or face-to-face 

with the customer. Now what? How do you use your knowledge and plan effec-
tively? 

Whenever two people get together, a climate is inevitably created. It is not 
physical but attitudinal in nature. You do certain things that make it positive or 
negative. Many times, you are not even aware of how you affect the customer. The 
more positive actions you take, the more rapport and trust you will build with the 
customer. Three key actions help you do this quickly and professionally: Relate, 
Focus and Check.

Relate: Relating is a process that involves getting acquainted, building a work-
ing relationship, making friends, and establishing credibility with a customer. Take 
these steps to begin relating and building rapport:
•	 Be prepared.
•	 Be on time.
•	 Smile and shake hands firmly.
•	 Make eye contact.
•	 Introduce yourself.

•	 Be courteous and use good man-
ners.

•	 Ask for his/her name.
•	 Look sharp, dress appropriately.
•	 Engage in pleasant small talk.
•	 Listen closely.
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Focus & Check: After you have established a professional presence and con-
nection, you need to focus on your original purpose for the customer contact. 
You may have already established this during prior discussions, but you need to 
reconfirm to verify that your agenda is the same as the customer’s agenda – gain 
agreement early.

“Mrs. Jones, you’ve indicated to your Business Development Manager that 
you’re interested in exploring a partnership with our company. With your per-
mission, I’d like to get to know you more by asking you a number of questions 
that will help me learn about you and your needs. After understanding this, we 
can focus on the extensive product options that we could offer you through our 
distribution. Then, I’d like to review some market data I have for you. This way, I 
can identify the most effective way that I can be of service to you. Do you mind if 
I proceed according to that plan?”

Most of the time, if you have done your homework, the customer will agree 
with your plan. Your goal is to make sure you and the customer are on the same 
page. If you are planning to go one direction and the customer is going the other, 
it will be a tough appointment. Also, this simple communication technique gives 
your customer the chance to add an extra objective that you may need to know to 
successfully offer and deliver the service that’s needed. Occasionally, there might 
be an unexpected problem to solve before you get to your agenda.

Building rapport is similar to laying the foundation of a building. Although 
there is still work to do after it’s laid, a solid foundation provides critical sup-
port to the rest of the structure. Your main objective during this step is to reduce 
tension and to create a positive climate with your customer. Your thinking should 
be focused: What can you do to make customers feel comfortable when discuss-
ing their most pressing needs? This is often done through the simple, yet signifi-
cant steps we have described. However, the steps must be crafted delicately and 
uniquely to fit each unique customer contact. 

The biggest barrier to completing a sale is often distrust. Take time to get to 
know more about your customer, be sincere, thoroughly prepare and approach 
the customer professionally, and you will have a good start. Customers will buy 
from you because they like you and they feel understood by you - not because 
they entirely understand your products or services. Building rapport is a process of 
creating trust – you should constantly be working on this during the sales pro-
cess. Think of how you treat your best friends, and then show your customers the 
same level of respect. They will be more likely to share their situation with you, 
to remain interested in working with you, and to develop a long-term, profitable 
partnership with you.
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sAMPLe teLePHone CALL to A PRosPeCt

I. Introduction and Opening

“Mr. Jones,” (pause for yes response) “Good morning! This is Sarah with ABC Com-
pany. I’m glad I reached you! Do you have a quick minute to talk? My (special) 
reason for calling today is…”

• Add a pleasantry before, “…reason for calling today is…”
• Be positive and upbeat.
• Use his name and give your name.
• Do not tell the prospect that you are “just in the neighborhood.”
• Tell him you’ve done some homework.
• Tell him that you’ve thought about him and his particular business situa-

tion.

II. Gain Interest With a Benefit or a Hook

Do not choose all at once. Personalize the statement to your industry.

• “We are creating exciting, new programs that go far beyond what you may
have with your current product or service.

• “In today’s competitive marketplace, the results your employees produce
can have a major impact on attracting new business. (pause) Our company
provides incentives that attract new contacts to your office to help your
business grow.”

• “We have some new and unique product styles that we are really excited
about, and I thought you might be interested.”

III. Schedule and Ask for an appointment

• “Would (day/time) be convenient to meet for 30 minutes to discuss our
program?”

• “Would Tuesday or Thursday A.M. be more convenient to meet for 30
minutes?”

• “Mr. Jones, could we meet for approximately 30 minutes next Wednesday?”
• “We could evaluate this in about 30 minutes. Would Monday or Wednes-

day afternoon work for you?”
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sAMPLe LetteR oR eMAIL to A PRosPeCt

Your Name
Your Address
City, State and Zip

Today’s Date

Mrs. President of xYZ Company
Street Address
City, State and Zip

Dear Mrs. President:

ABC Company has won the Consumer Choice Award eight years in a 
row as the best company in our industry! (The goal with this sentence is to grab 
their attention – this heading can be up to 10-12 words).

At ABC, we have worked with a number of companies in the retail indus-
try, and we have successfully helped them to:

•	 Improve their company image.
•	 Enhance their safety.
•	 Increase their employee morale.

Currently, we are working with many other reputable companies, which 
include: DEF Company, MNO Company, and RST Company, to name a few. 
(Pick other companies that would be relevant to their industry).

Within the next three days, I will call you to arrange an appointment. 
During this meeting, we can clarify your priorities, review what I’ve learned 
about your organization, and highlight your potential options. (Focus on suc-
cessfully meeting their business needs and ask for an appointment).

Sincerely, 

Your Name
ABC Company

P.S. I have attached a testimonial letter from one of our key customers at 
IJK Company. (Always provide them with a little something extra).
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sAMPLe outLIne FoR InItIAL MeetInG wItH A PRosPeCt  

(30 MInutes)

A. Introduction
•	 Relate
•	 Focus
•	 Check

B. Use The OPEN Model to Clarify Needs
•	 Check to ensure you have correctly understood the customer’s 

expressed needs. 

C. Make a Power-Selling Statement
•	 Tailor this to the customer’s needs and the benefits of using 

your company. 
Mrs. President, we have worked with DEF Company for 15 years, 
and through our program, we have helped them to improve their 
image. They will be the first to tell you that we’re highly responsive 
to ever-changing needs and market trends.

 

D. Give a High-Level Overview of Capabilities
 

E. Ask for Questions

 

F. Suggest a New Step
 

G. Thank the Customer & Close the Meeting
 

H. Follow-up
•	 Send a thank you note to let them know you appreciated their 

time.
•	 Send an email or letter to summarize the conversation that 

took place.
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PRACtICe: MAKe A sAMPLe ReALItY
Now that you have seen various examples of sample calls, emails and letters, 

it’s your turn! Take 30-45 minutes to create your own call outline, email or letter 
for an actual client. Take your time and do it right. This is something you will want 
to really use with a client, so don’t waste the time on something you won’t apply. 
When you are done creating your real-life sample, answer these questions, so that 
you can reference them in the future when you complete this process again (and 
again and again).

1. Why did you choose the format you chose?

2. What are 2-3 things that you think would be important to take into 
consideration when putting together a call outline, email or letter in the 
future?

3. What’s one thing you learned during this process that you hadn’t previ-
ously considered?

4. How will you apply that learning in the future?
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5. What was difficult when you were creating this real-life sample?

6. What did you enjoy about creating a real-life sample?
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sALes ACtIVItY #6:  
BuILdInG RAPPoRt

In the space below, identify 6-8 behaviors that you want to use to make a posi-
tive impression on the customer. Also, add 2-3 behaviors that you want to avoid 
because they could have a negative impact on the customer.

PosItIVe neGAtIVe

“All excellence is equally difficult.” 
-- Unknown
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IdentIFYInG needs
Focus on the customer instead of yourself ! Just like us, customers are motivated 

by what they need. So, identifying needs successfully allows us to give the custom-
ers what they want, which ultimately means that we get what we want too. Focus 
on your customer, not your commission.

Nearly every customer’s purchase is an attempt to solve a problem or to satisfy 
a need. This step is one of the most important because if it’s done properly, it posi-
tions you to address real, viable, high-priority customer needs. If it’s done poorly, 
your presentation will likely be scattered, disorganized and arbitrary. This step can 
transform an average sales professional into a consultant who’s able to offer high-
impact solutions instead of razzle-dazzle remedies that say all the right things but 
fail to deliver anything. This step is about identifying and addressing the customer’s 
priorities.

To understand the physical and personal concerns of the customer, you can 
strategically ask the customer questions. An outcome is successful when a product 
or service is identified as the solution to a customer’s concern or objectives. This 
step should answer the question: How can I listen more effectively to understand the 
customer’s real needs?

PuLL, PusH And MoVe AwAY stRAteGIes  
As salespeople reflect on the influence they have on customers, they ought to ask: 
Do I know what it would be like for me to be on the other side of my sales efforts? In other 
words, can you determine how you affect others?

To have a positive influence means that your approach is constructive and re-
spectful. This means that you don’t have any hidden agendas, but that you have in-
tegrity – you believe in your goals and what they represent. There are three different 
modes to explain the different ways of navigating communication: 
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Push: Whenever you are advancing your own agenda, you are using a push 
strategy. You are willing to tell others directly what you want, persuade them, con-
vince them with evidence or entice them with logic. Essentially, if you are focused 
on accomplishing your own agenda, you are in push mode.

Pull: Whenever you are authentically establishing common ground, actively 
listening or supporting areas of agreement, you are using pull energy. You are will-
ing to be influenced by others when you’re in this mode.

Move Away: We can move away for two reasons. If we temporarily disengage, 
we are typically trying to think, refocus, or buy time, with the intention of return-
ing our attention at some point. Examples include: walking away from a car dealer 
during negotiations or taking a break when tension escalates during a meeting. The 
second type of moving away occurs when we are diplomatically trying to avoid 
something that has become a distraction to our priorities. 

In the U.S., we tend to value the push strategies. We are an achievement-ori-
ented culture, and push is the straightforward way to get from point A to B. In 
business situations, we tend to want to fight every battle and tackle every issue. We 
are not very judicious when it comes to moving away from some things to focus 
on other, more important issues. Typically, when we need to influence, we are more 
likely to be in your face than we are to move away.

Identifying needs is primarily a pull strategy. It works best when orchestrated 
with skill and authentic concern regarding the customer’s needs. Without concern, 
the very same skill set and methodology can become manipulative and ineffective; 
at best, it could feel like a scam to the customer. The strategy of questions identifies 
and understands customers’ problems, hopes, and concerns.

The most effective way to approach the identifying needs process is to initiate 
general conversation that focuses on isolating the priorities that need attention. 
Much like a funnel, the questions begin with information that you have gathered 
during the pre-visit planning and progress toward understanding more specific 
needs.
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ReFLeCtIon: stRAteGY PIt stoP
As you can see, there are advantages to each strategy, depending on the sce-

nario, the client and the goal. So, the real question is: “What’s it like to be on the 
other side of your sales efforts?” Find out, so that you can further your development 
and your success!

1. After reading the section above, which strategy resonated with you the 
most?

2. Why were you drawn to that particular strategy? List at least 2 reasons.

3. What strategy were you the least interested in using?

4. What about your personality or experience do you believe influenced your 
lack of interest in that particular strategy?

5. What is one thing you can do now that can help you become more com-
fortable with the push strategy? 

6. The pull strategy? 

7. And the move-away strategy?  
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questIons  
When initiating the identifying needs process, there are two types of questions that 
are very helpful: open-ended and closed-ended questions. 

Open-ended encourage customers to share additional information and to ex-
pand upon already-stated information. Generally, these cannot be answered with 
a brief yes or no. Open-ended questions give customers the control; they can take 
their responses in whatever direction they choose. Examples include: Can you give 
me an idea of how you feel about your advertising? Can you tell me more about that 
particular need?

Closed-ended questions require brief answers (yes or no). They are used to limit 
the customer’s response, but when they’re overused or used improperly, customers 
can feel manipulated or shut down during the conversation. Closed-ended ques-
tions give the question asker most of the control, which is why they are helpful to 
define and clarify facts. An example would be: Does category A need improvement?

Fact questions allow sales professionals the opportunity to gain objective back-
ground information, which can lay the foundation for identifying customers’ priori-
ties. Fact-based questions are terrific tools that shed light on a customer’s situation, 
previous experiences, and general areas of concern. Once understanding the back-
ground, you have a much better chance of understanding the real need and right 
solution. But be careful, inexperienced professionals can run into the trap of trying 
to influence merely with factual information, which can come across as impersonal 
and generic.

Priority questions encourage customers to provide their subjective feelings, 
opinions, preferences, priorities, problems and objectives. Skillfully used, the ques-
tion-asking process enables the sales professional to separate the trivial from the 
vital, by sifting through many different facets during the course of one meeting. Af-
ter identifying the real need, you can proceed by exploring other customer concerns 
and priorities. Your consultative questions may serve a specific purpose or may just 
be used to move the conversation into varying directions.

tHe oPen ModeL  
On the next page, you will find an overview of the OPEN model, which provides 
guidance during the identifying needs process. The model is designed to encourage 
a flow of questions that progresses along a continuum of customer information, 
from general concerns to specific problems. Questions should emerge naturally as 
you respect and assess the customer’s comfort level.

There is a list below that includes key questions and examples of customer 
concerns. It’s important to remember that each customer experiences problems 
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uniquely, so it’s not acceptable to stop once you understand that the customer is 
concerned about the organization’s loyalty – you must go deeper. You must make an 
effort to see the experience through the customer’s eyes.

tYPes oF questIons & exAMPLes
overview questions

• Tell me about your company’s advertising efforts?
• How do you execute in-store promotions?
• What steps do you take to ensure minimal product waste?
• How do you currently train employees on new products?

Priority questions
• What results have your advertising efforts produced?
• What sort of responses do your sampling programs generate?
• What are your expectations for a supplier?
• Last year, what key business objectives did you miss?
• This year, what are your success factors?
• How do you want us to help you the most?

elaborate questions
• Can you tell me a bit more about your category reports? Let’s look at one,

okay?
• Please explain the decision-making process you referenced.
• Can you talk more about your company’s campaign to improve its image?
• Can you share a few examples of situations when you lost business?
• What I hear you saying is that your advertising helps to distinguish your

business from your competitors, is that right?
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need questions
• I hear you saying that increased efficiency is your top priority, am I on

track?
• What impact would it have on your business if we improved this?
• Bottom line: What are your top two priorities to improve business this

year?
• Your key priority is to provide a cost-effective, high-quality product mix,

is that correct? If we achieved this goal, how would you be affected?

Remember that the identifying needs process is customer-centered, so you should:
• Transition from general information to more specific, focused informa-

tion.
• Earn the right to ask the sensitive questions.
• Strategically attend to your pace, tone and sequence matter.
• Build questions upon each other by preparing plans, reviewing previous

discussions, and having a sense of direction.
• Facilitate a mutual understanding around the key objectives by asking

questions.
• Avoid proposing solutions – this is not when they should be introduced.
• Remember OPEN (Overview, Priority, Elaborate, and Need).

suMMARY
The identifying needs process may take more than one visit, it will all depend 

on the customer’s needs. Some situations may be complex, requiring a series of 
meetings to unfold the information gradually, while others may be simple and 
straightforward. The degree of difficulty and depth in this process will vary pri-
marily because each customer is different and each salesperson is different. Some 
customers may be completely candid about their concerns, whereas others may not 
even know the root cause to their problem, or even be aware of their problem at 
all. In a case like that, a skilled sales professional may use consultative questions to 
uncover priorities, so that over a series of sessions, mutual realization can happen. 
The key steps include asking questions, listening, and raising awareness – all of this 
must be done skillfully, competently and effectively.

One of your responsibilities is to help customers discover opportunities they 
would not have considered, recognized or pursued without your involvement. In-
evitably, this will involve the finances of your business. This is how you deliver value, 
not only from the products and services you offer, but also from the expertise and 
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experience you possess. If you complete any part of this process without genuine 
concern, your behavior could appear manipulative or futile. With the right inten-
tions, you won’t waste anyone’s time.  

The final step involves recapping and transitioning the process, so that you can 
request the opportunity to present the suitable solutions. The goal is to effectively 
summarize and recap in a way that accurately reflects the customer’s need from the 
customer’s perspective. This is a complex, yet subtle process that separates the ama-
teur salesperson from the SuperSTAR. Beginners often make the all-too common 
mistake of discounting prices before they fully understand needs – this approach 
won’t get you anywhere. To be successful and effective, you must:

•	 Master the application of the various types of questions.
•	 Be mindful of the impact different questions and styles have on the cus-

tomer.
•	 Generate dialogue by using the OPEN model.
•	 Highlight relevant areas of need and opportunity.
•	 Capture the customer’s attention by exhibiting genuine intentions.
•	 Initiate and increase the customer’s motivation to do business with you.

“The best product must be sold.
People don’t come to you and take it away from you.

You must go to them.”
-- Edna Newman
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sALes ACtIVItY #7: 
IdentIFYInG needs

On the left, list your customer’s key needs. On the right, list specific ques-
tions that will help you to explore those needs. Remember to consider the OPEN 
model.

key customer needs questions to explore those 
needs
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PResentInG soLutIons
Once you have effectively identified the customer’s needs, captured the cus-

tomer’s attention, and expressed the powerful area of opportunity that exists, you 
are well positioned to present a solution. Identifying needs is based on listening and 
understanding, whereas presenting solutions is based on giving. So, when present-
ing solutions, one must make it a dialogue rather than a monologue. During this 
step, we will focus on three key areas: 

• Clearly presenting the right product and service solutions.
• Developing powerful influencing statements.
• Focusing on the information that was illuminated during the identifying

needs step.

The question you want to answer during this stage is: How can I best align a solu-
tion to meet the customer’s needs and priorities?

PResentAtIon CoMPetenCIes & FAB 
Some of the competencies that are required to effectively present solutions in-
clude:

• Acting in a persuasive manner, which includes utilizing the influencing
techniques we discussed earlier. Also, balancing the different commu-
nication modes (push, pull and move away) is essential to presentation
effectiveness.

• Presenting in ways that are suitable to both individuals and groups. In
many instances, you will need to influence a committee.

• Using marketing materials competently will help to compel the audi-
ence, while increasing the impression the content can make. In fact, the
solution itself will be constructed in the FAB format. FAB = features
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+ advantages + benefits. Proper use of the FAB format allows you to 
describe your solution in a way that directly connects the solution to the 
customer’s high-priority needs. FAB enables you to maintain balance 
amongst the different modes of communication. 

Features: Features describe or define a characteristic of the product or service. 
For example, “Our business provides financing for in-store purchases.” The feature 
defines the solution. Features are usually tangible – something you can see, feel or 
measure.

Advantages: Advantages describe how the feature works or explains its purpose. 
An example would be, “The advantage of our financing is that it allows you to find 
the right option for your financial situation.” It’s important to note that in order 
for the feature/advantage to result in a benefit, customers must be able to clearly 
see how that aspect addresses a high-priority need they have experienced and 
acknowledged.

Benefits: Benefits explain the value of the product or service to the customer 
by directly addressing the customer’s objectives that were identified during the 
identifying needs stage. Benefits focus on the outcome and demonstrate how the 
solution addresses the customer’s objectives. For example, “Our performance-
driven plan that we discussed will help you combat your competition and increase 
your revenue.”

There are a number of areas that can be adapted using the FAB format, including:

Increased sales
Better reporting
Improved customer service

Increased data credibility
Upgraded quality
More convenience

Feature – Advantage – Benefit statement Areas: 
•	 Quality
•	 Products
•	 Services
•	 Systems

•	 Ideas
•	 Yourself
•	 Your Company

Feature/Advantage/Benefit statements should be carefully selected and highly 
customized to meet the specific needs you’ve identified with your customer. 
The focus of each statement should be as precise and detailed as possible, while 
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answering the question what’s in it for me? Benefits can be experienced in various 
categories and across a wide variety of personal and lifestyle needs.

ABout stYLe
A highly focused and well-organized solution is only one element of the sales-

person’s success. Your style and presence can add a captivating quality to your pres-
entation prescription. Let’s face it, we’ve all been bored by the uninspiring speaker 
that presents what would otherwise be an effective message. Instead of a stellar 
speech, the result is a so-so experience. 

As you tell the story of your solution, your ability to compel your customers and 
capture their interest is what separates standard skills from sales success. Pay atten-
tion to the style you bring to the solution process. Here are some quick pointers:

•	 Keep your customer engaged. Remember, it’s not a monologue; it is about 
maintaining a dialogue. If you notice customers’ eyes glazing over, you can 
be certain they’ve lost interest and quit listening. The best way to reen-
gage your customers is to ask questions.

•	 Appropriately balance push, pull and move away behavior. Maintain an 
awareness of the impact your presentation is having; if you aren’t sure of 
its impact, the equation to an effective prescription is: adjust your style, 
ask questions, and determine your next push statement.

•	 Distinguish yourself from other professionals by ensuring your style is 
unique and personalized. 

Effective interpersonal communication and powerful presentations have the fol-
lowing things in common:

•	 Appropriate eye contact and other nonverbal cues.
•	 Voice alterations, tone adjustments and a positive presence.
•	 Genuine concern and care for the customer.
•	 An interest in listening to the customer.
•	 Excitement around the message.
•	 Varying paces to set different cadences to the message at different times.
•	 Authentic and good intentions.
•	 A smile.

suMMARY
An effective presentation involves aligning your solution to your customer’s 

high-priority needs, creating high-impact influence statements with the FAB for-
mat, and developing an engaging style. Also, by using displays and other physical 
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resources, the customer can tangibly interact with the features by seeing, feeling 
and touching the product. With discipline and practice, you can significantly 
improve you presentation delivery. SuperSTAR salespeople don’t settle for their 
current level of performance, but rather, they constantly look to improve their cus-
tomer care and sales skills. Use the next two activities to help you achieve a higher 
level of performance.

“A man’s reach should exceed his grasp, or what’s a heaven for?”
-- Robert Browning
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sALes ACtIVItY #8: 
PResentInG soLutIons – FAB

Identify one of your products and list its FAB. Review this with a peer or man-
ager. 

product name:

feature advantage benefit

Ex. computer – its 
hard drive, the mem-
ory.

Ex. A smaller computer, 
but a larger memory.

Ex. Less space and 
weight are needed.



84 | RIcK coNLow and DoUG wATSABAUGH

sALes ACtIVItY #9: 
deMonstRAtIon AssessMent

At this point, it’s important to take some time to review your strengths and 
areas of improvement. Continually ask yourself, “How can I help my customer more 
effectively?” Distribute 5 points in each section. If you cover every area, give your-
self a 5. If you miss most of the areas, give yourself a 1. 

name: ___________________________________
PLAnnInG:
organizes material
Understands the demo
Knows how to show the demo

sHowInG:
Explains the goal, process and outcome
Shows the customer the product
Reviews how the product works with the customer
teLLInG:
Remains focused on the customer’s needs
Allows the customer to use the product
Is helpful and considerate
Reviews one benefit at a time
Empathizes with the customer
AsKInG:
Asks the customer for input
Specifically responds
Listens intently
Maintains an appropriate pace
Gains commitment
stRenGtHs:

AReAs FoR IMPRoVeMent:
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MotIVAtIonAL MessAGe #3:
wHAt’s HoLdInG You BACK?

Cut tHe RoPe tHAt HoLds You CACK!
Throw a rope around a calf ’s neck and it’s caught. It may struggle and kick 

to get away, but it can’t because someone else is in control, holding the other end 
of the rope. Have you ever felt like you have a rope around your neck? Have you 
ever felt like you weren’t making any progress in your job? Have you felt like the 
rope pulls you back every time you try to move forward? Let’s face it, custom-
ers complain, sales are missed, your friends don’t support you, the competition is 
rough, your company changes, there are quality problems, and so on. You become 
frustrated, confused and tired.

RIGHt & wRonG FoRCes
In every person, there’s an odd combination of right and wrong thinking. For 

the purposes of this message, right means what works and wrong refers to what 
doesn’t. For every dream, there’s darkness; for any ounce of confidence, there’s an 
equal amount of doubt; for every mountain of hope, there’s a valley of despair; for 
every mile of determination, there’s the same amount of apathy. Too often people 
let the wrong thoughts dominate their thinking, or they let the right thoughts 
pass by unnoticed. Which pattern will control one’s life? Which will prevail? Each 
person experiences this struggle that never ends. Right living is like the game of 
golf. Hit a few good shots, and you feel great, but once you flub a few, your con-
centration and confidence slip. 
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Right living has to be worked at, again and again! In business, there’s an 
unlimited opportunity to do well. Yet, many well-intentioned people fall short of 
their potential. Sometimes, the idea of doing business with integrity and provid-
ing excellent customer service can seem foreign to people in business, particularly 
when it comes to applying these principles daily. It is one thing to talk it, and it’s 
another thing to walk it everyday! Their negative habits and poor images from the 
past stop them in their tracks. Yet, there are a few enlightened leaders that are 
propelled toward success. In spite of obstacles, their vision of professional service 
is brilliantly executed, which attracts customers and attention from all angles. 
Think of the salmon that swims upstream every year to spawning waters. The trip 
is difficult and often fatal, but an inner echo drives them forward to their goal. 
Isn’t every experience in life a possible victory or failure? As Shakespeare said, it’s 
your choice: “Nothing is good or bad, except thinking makes it so.”

CHoose RIGHt tHInKInG!
Think of a time in your life when you did your best work, closed your largest 

sale, cared for a friend, laughed hysterically, or romanced your spouse or signifi-
cant other. How did you feel? How did time pass? You might have been elated, 
satisfied, happy and energized. Time most likely passed without notice. Now, 
think of a time in your life when you did poor work, neglected your friends, cried 
mournfully, or argued with someone? How did you feel? How did time pass? You 
might have felt rejected, disgusted, sad or exhausted. Time most likely moved at a 
snail’s pace. Any of the situations recalled have a number of common characteris-
tics. First, your mind was filled with thoughts about each experience. Second, you 
experienced feelings. Feelings are just there, they don’t need to be good or bad. 
Third, the passing of time was as constant as the heavens, although you may not 
have experienced it that way. And fourth, you responded in each experience. What 
did you do during and after each experience? That is the key to success in providing 
great sales and service and the key to a successful life.

Did you reach up and pull down the best there is to offer, or did you curl up 
in a ball and let the world push you along? When things didn’t work out, you may 
have focused on the problem and took minor action, if any. But, when things tri-
umphed, you probably envisioned all of the possibilities and let the creativity flow. 
You had right thoughts about the experience, and then you took action to make 
positive things happen, rather than lashing out in fear or frustration. What you 
think – you become! It’s always pure choice.

Professionally and personally, your greatest gift is your ability to choose your 
thoughts and actions. We must do this in good times and bad to be true cham-
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pions in life. How? Take a break and think, review your goals, remind yourself 
of your purpose in difficult situations, and remember to focus on the customer’s 
point of view and needs. By learning to think right, you’ll do what’s right more 
often. Once you do, you possess the ability to cut the rope that holds you back 
from achieving excellence in sales.

tAKe RIGHt ACtIon!
A prophet was on a hill one day. He told his followers, “I quit.” They were 

aghast and cried out that they needed him; they would do anything for him, they 
would die for him. The prophet smiled and requested, “Live joyously.” But the fol-
lowers put their heads down and walked away slowly. That was too hard to do. All 
they wanted was to talk and dream about it. If you’re not willing to take action, 
you’re no better than the man who starved in a kitchen full of food because he 
didn’t have the sense to cook it.

Our customers define what’s right for them. By listening and paying careful 
attention to them, you’ll know the right actions to take. That’s the only way to 
overcome objections, rejection, complaints and dissatisfaction. Do your work with 
a smile. Be polite and say thank you. Think innovatively about how you can help 
customers. Solve problems, quickly and kindly. Work cooperatively. Give custom-
ers the value they deserve.

You make a difference! You can generate premier results by choosing the 
right thoughts and actions. A frog once let a scorpion hitch a ride on his back to 
get across the stream. Somewhere along the way, the scorpion stung the frog. The 
frog cried, “Why did you do that, now we’ll both drown?” The scorpion replied, “I 
don’t know, I guess it’s just in my nature.” What’s your nature? Is it to be tied up, 
negative about your efforts to sell? Or is it to satisfy customers and do your best? 
The choice is in your thinking and your actions. Cut the rope that holds you back 
– today! 
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exeRCIse: IdentIFY YouR RoPe
If you don’t know what your rope is, it’s going to be pretty hard to cut it. So, 

first things first, identify your rope, so that you can take your scissors to it! Don’t 
let it hold onto you anymore. Reflect on your feelings, thoughts and actions to be 
freed!

First, read the last few pages again. This time, as you read, answer each question 
that’s asked above. Use the space below to journal your answers and thoughts. 

 
Now, really use this space to focus on your feelings as they relate to feeling held 
back.

 
Now that you know how the rope makes you feel, identify your rope(s). 
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Now that you have an idea of what your rope is and how it makes you feel, list 
3-5 steps or actions you can take in the next week to minimize the rope’s grip (if
not cut it completely).
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AddRessInG CustoMeR 
ConCeRns

Oftentimes, salespeople can set the tone for their own success by handling cus-
tomer objections and concerns professionally. Research indicates that 80 percent 
of sales are made after the fifth point of contact; however, 80 percent of salespeo-
ple quit trying after the first or second attempt. So, despite challenges they might 
face, SuperSTAR salespeople continue to give themselves another chance for the 
business. The number one reason salespeople fear objection is because they lack 
problem-solving skills, so they avoid confrontational situations, quit too early and 
derail their sales success. 

So what are the objections you get from customers?
• The price?
• The quality?
• The technology?
• The responsiveness of customer service?
• The customer doesn’t need or want the offer?
• The customer is happy with his current product or service?
• The customer wants to think about it?
• The customer needs to talk to a manager or group?
• Other: __________________________?
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Remember, if it weren’t for valid customer objections, selling wouldn’t be that 
hard, right? Wrong! Without customer concerns, you would be an order taker; in 
that case, anyone could do your job. Resistance means you’re approaching the real 
matters, where the rubber meets the road. It takes a professional to engage the cus-
tomer on these issues. That’s why selling is considered the lowest-paying easy work 
and the highest-paying hard work. The sooner you get to the objections, the closer 
you are to the sale.

You are a sales professional. Professionals understand the dynamics of making a 
decision for a customer. Sometimes, what customers actually object and what they 
say they object are two different things. Most of the time, it’s the fear of making a 
decision that drives customers to delay saying yes to a professional. This is why com-
mon concerns are: it will cost too much, I have to think it over, I need to see if we have 
room in the budget, and I think your product is more than we need. The key question to 
solve this issue is: How can I positively deal with customer resistance?

The sales process is not a contest, a battle, or even a game – it’s not a win-or-lose 
scenario. Obviously, it could be if you don’t care about your potential customers. It’s 
really a relationship-building process, and your goal is to help your customers solve 
problems, meet needs, and enjoy satisfying and successful lives. SuperSTAR Sell-
ing is about creating win-win relationships through integrity, positive performance, 
and genuine care and trust, in order to form profitable and mutually beneficial 
long-term partnerships. Anyone can sell something once. But, a professional can 
sell the same product repeatedly to loyal customers, while turning current custom-
ers into great references for future business opportunities.
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exeRCIse: oBJeCtIFY YouR  
oBJeCtIons

So, if you’ve been a sales professional for more than a day, the chances you’ve 
been given an objection – are greater than the chances you’ve made a sale. That’s 
just the reality of sales. That’s not meant to discourage you; it’s meant to normal-
ize the selling environment, so that you don’t take things personally when it’s not 
always about you.

Objections have great potential because once we understand why we’re get-
ting them, what kind we’re receiving, and how we’re reacting to them – we can 
develop strategies to respond more effectively and professionally. Answer these 
next few questions to look at your objections objectively.

1.	 List 5 objections that you have received at one point or another (ideally, you 
would list the most common objections you hear).

 
 
 
 
 

2.	 How do you feel when you’re given an objection? List at least 2-3 emotions.
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3. On a scale of 1-5 (1 = highly unlikely, 5 = highly likely), how likely is it that
your customer knows your feelings (in Question 2)?

4. What do you think when you’re given an objection? List 2-3 thoughts that
come to mind in that moment.

5. On a scale of 1-5 (1 = never, 5 = always), how often do you share your
thoughts with your customer (in Question 4)?

6. If you have a hard time keeping your thoughts or feelings from your cli-
ent, what is one thing you believe you can start doing now to minimize the
amount that seeps through during the sales process?

7. In your opinion, is there any benefit to sharing your feelings and thoughts
with your customer(s)? If so, list the benefits you believe exist.
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8.	 When reviewing your own answers to Question 1, brainstorm a list of reasons 
that your customers could have when raising the objections they do. In other 
words, dig deep into the reasons behind their objections. Why might they be 
saying what they are saying?

9.	 After making a list of possibilities in Question 8, do most reasons involve 
you?

10.	In this space, document any thoughts you have after completing this exercise.
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tHe LeAd ModeL
So, how do you address customer concerns? First, you need to change objec-

tions into concerns, as the above perspective discussed. If someone objects, she is 
building barriers or opposing views; whereas, if a person has a concern, he needs 
help with an issue. That’s where the SuperSTAR selling process intersects with the 
LEAD model. There are four key ingredients to the model:

•	 Listen – Are you really customer-centered?
•	 Explore – Do you know what the customer is trying to communicate?
•	 Attend – Is your attitude and behavior demonstrating that you care?
•	 Deliver – Do you have a customized solution that addresses the customer’s 

needs?

Sales professionals seek out concerns by checking in periodically during the 
sales process instead of waiting until the end of their sales presentation for the 
inevitable objection. It’s about understanding the customer’s position in the buying 
process: interest, clarity of concerns, learning and analysis, evaluation, and decision-
making. A customer-centered focus ensures that you understand: are we on track? 
Do you have questions so far? And does this make sense or seem helpful?

As you experience reactions, clarify misunderstandings, defuse emotions in dif-
ficult areas, handle objections, and resolve differences that emerge – are you ac-
curately and appropriately addressing concerns by maintaining an open dialogue?

Listen: Are you really customer-centered? Your goal is to focus on the customer’s 
needs and objectives, rather than your need for a sale or a quick resolution. This is 
a pull process to understand the concern and to extract your level of engagement:

1.	 Do you want to listen?
2.	 Do you make appropriate eye contact?
3.	 Do you use verbal cues (e.g., yes, I see, okay, I understand)?
4.	 Do you use nonverbal cues (e.g., take notes, nod, use relevant body language)?
5.	 Do you paraphrase or summarize your understanding of the issue (e.g., If I 

understand you correctly, you mean…)?

explore: Do you know and understand what the customer is trying to say? Use 
questions to gain better perspective from the customer’s point of view. 
This could include pull or move away behavior.
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1. Do you maintain your composure and act professionally?
2. Do you ask open-ended questions (e.g., what, how, where, why) to gather in-

formation?

3. Do you use closed-ended questions (e.g., yes or no) to gain agreement or clo-
sure?

4. Do you use directives to obtain additional information (e.g., Tell me more about
that.)?

5. Do you paraphrase for understanding?

Attend: Is your attitude communicating that you care? Positive pull communica-
tion is a result of three things:

• Words– use constructive, conversational and non-confrontational lan-
guage; this equals 7 percent of your communication’s impact.

• Tone of voice– maintain a similar volume and tone of voice as the cus-
tomer; this equals 38 percent of your communication’s influence.

• Physiology– ensure that your actions and body language are congruent
with a real desire to be of service; this equals 55 percent of your com-
municative power.

1. Do you maintain your focus on the customer by withholding your response
until you have gained an accurate and complete understanding?

2. Do you pay attention to the customer’s demeanor and emotions?
3. If needed, do you ask more clarifying questions?

deliver a solution: Do you have a customized solution that is customer-centered? 
In other words, are you ready to respond based on understanding the customer’s 
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perspective of the situation or problem? This is push behavior.
1. Do you summarize your understanding?
2. Do you specifically respond?
3. Do you seek agreement on the issue, address next steps and ask for the busi-

ness?

The LEAD Model includes a balanced understanding and an appropriate pres-
entation of your product solution. But, it begins by understanding: listen, explore, 
and attend. This will decrease the customer’s resistance because it allows you and 
your customer the chance to unpack emotional responses constructively. Finally, it 
ensures a focused response that’s more likely to address the customer’s actual con-
cerns. The LEAD model is visually represented below. You’ll notice that the process 
is iterative, with repetitive Listen, Explore and Attend steps. This is to ensure that the 
customer’s concern is correctly identified before attempting to deliver the solution.

usInG tHe LeAd PRoCess – exAMPLes
SP = sales professional; C = customer

Example #1: I think I can get along a little longer with my current vendor.

SP: It sounds like you have a concern about making a 
change? Can you tell me about it?

Listen – Ex-
plore

C: Yes, I’m just not sure it’s worth it to make the switch.
SP: Can you tell me more about what you mean by worth 

it?
Attend 

– Listen –
Explore

C: This seems so complicated – so hard. I just don’t know 
if it’s worth it for me to go through all the bother and 
effort to switch.

SP: It sounds like you’re concerned about whether the 
value of our service outweighs the effort to change 
your process, so you’re questioning whether it makes 
sense to switch. Is that right?

Attend 
– Listen –
Explore

C: Yes, that’s exactly how I feel.
SP: Is there anything in particular that you’re concerned 

about, as it relates to your service we’ve been discuss-
ing?

Explore

C: I’m afraid we won’t be a priority, and that it will be 
too pricy.
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SP: You’re concerned that you won’t be able to afford the 
change, and that you won’t be important to us, is that 
correct?

Attend – 
Listen 

C: Yes.
SP: That’s why I’m here to help. We have an array of op-

tions to ensure the transition happens as efficiently 
and effortlessly as possible. Also, with the size of our 
distribution network, all of our customers are a prior-
ity. Why don’t we review the process and some af-
fordable options, so that I can get you what you need 
in a timely manner?

Attend –  
Deliver 
Solution

C: Yes, that sounds good. Let’s do it!

Example #2: Your price is too high. 

SP: Ms. Jones, usually when customers are con-
cerned about prices, they are questioning the 
value of the product or they’re concerned 
about their budget. Can you share a bit more 
about your pricing concerns with me?

Listen – Explore – 
Attend 

C: I know I can get the product at a better mar-
gin than you are offering.

SP: So, your prices from another supplier give 
you a better margin. Is that what you are say-
ing?

Attend – Listen – 
Explore

C: Yes, I’ve talked to the competition, and they 
can beat your price.

SP: So, you have a proposal from them that is 
guaranteed and comparable to the param-
eters I recommended?

Attend – Listen – 
Explore

C: Not yet, but their price is 10-15 percent bet-
ter in the long term than your offer.
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SP: Based on initial discussions, I can understand 
how you might think our price is high. We’re 
aware of the other supplier’s offer and em-
phasis on price. We want to provide you the 
right product mix to meet your needs and 
to help you build a profitable and success-
ful business over time. If you’ll work with 
us, we’ll carefully determine a business plan 
that’s right for you. We’re confident that 
you’ll find our price to be very competitive, 
and even more importantly, we’re convinced 
that our plan will help you meet your cus-
tomer’s needs more effectively. May we pro-
ceed on that basis?

Attend –  
Deliver Solution – 

Explore 

C: Sure. But, I still need a great price.
SP: Great, may I ask you a few more questions to 

determine what the best options are?
Attend – Explore 

C: Yes.
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sALes ACtIVItY #10: LeAd CHeCKLIst
Rate yourself on a scale of 1-5 based on how well you do with objections. What 

do you do well? Where do you need to improve? Ask your manager to observe one 
of your sales calls, and then request feedback on how you handled objections. This 
sheet can be used to record the feedback. 

Listen:  
	F Wants to listen
	F Makes eye contact
	F Uses verbal cues
	F Uses nonverbal gestures
	F Paraphrases the concern

explore:  
	F Maintains professionalism and composure
	F Uses open-ended questions to understand
	F Uses closed-ended questions to focus
	F Uses directives to gather more information
	F Paraphrases again, if appropriate

Attend:  
	F Remains focused on the customer’s needs
	F Pays attention to the customer’s demeanor
	F Asks additional clarifying questions if needed

deliver a solution:  
	F Summarizes understanding of the concern
	F Specifically responds
	F Asks for the sale

stRenGtHs AReAs to IMPRoVe
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CLosInG tHe sALe
AsK FoR tHe BusIness!

When closing the sale, the key question is: How can I help my customer make 
the right decision that addresses her needs and priorities? You do that by presenting 
product benefits, providing appropriate pricing options, guiding the customer to an 
understanding of the solution, reviewing the key elements of a solution, and asking 
for the sale. 

If you want your sales to grow, you need to summarize the needs and product 
benefits, gain agreement, and ask for the business! Some salespeople are reluctant 
to close a sale or to offer specific solutions. That’s not surprising – for a couple of 
reasons:

•	 People are taught not to ask for what they want. Instead, they’re supposed to 
wait for an offer, direction, or an inspiration. Being direct is often looked at 
as being pushy or insensitive. But when appropriate, it’s important to ask. 
The customer knows why you are there, so unnecessary pressure is created 
if you leave him wondering.

•	 People fear rejection. It’s like asking someone on a date and getting turned 
down. Who wants that sort of pain or embarrassment? Salespeople often 
worry that if they present specific solutions, the customer will offer an 
objection or say no.

Unless you present a solution and ask for the sale, you’ll never know what the 
customer thinks. Presenting and closing gives customers the chance to improve 
their business by saying yes to the opportunity that meets their need. Objections 
imply that the customer needs more information to proceed or has a concern that 
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needs to be addressed.

Although there are a number of best-selling books that teach selling tech-
niques, all of that advice isn’t necessary. Sales professionals don’t need to wear ex-
travagant clothes to sell effectively; they simply need a genuine desire and honest 
attitude to be of service. You need to help your customers meet their needs, solve 
their problems and feel good about the business solutions you’re proposing. If you 
tenaciously follow the SuperSTAR selling model and remain customer-centered, 
these four steps will help you close sales, so that you can gain the business – again 
and again:

•	 Present Product Benefits– You are a trained professional. And, if you 
have worked closely with the customer, you know the right solution that 
addresses her needs.

•	 options– When multiple options can meet the customer’s needs, be sure 
to offer all alternatives to the customer, so that she can consider which she 
prefers.

•	 Review– Evaluate the information you have gathered about the customer 
in order to come to the right solution.

•	 Assume– Pretend that you know the customer wants it, and then ask him. 
If you approach the solution tentatively, the customer will see your uncer-
tainty as doubt, which may force him to question your recommendation. 

Here are four ways to ask:
1.	 Action Close– Can I get your approval?
2.	 Assumptive Close– Do you want to add this feature once it becomes avail-

able?
3.	 Alternative Close– Do you want to meet Tuesday or Thursday? 
4.	 Added Step– Let’s also meet next month, what works for you?

stePs to CLose tHe sALe
Effectively selling and closing is a process more than it is a single act of influ-

encing, which is why so many sales professionals aren’t good at it. It begins before 
the initial meeting, continues during the identifying needs stage, and requires su-
perb follow-up service and care. 

•	 What can you do to better prepare the customer to make a commitment?
•	 What shortcuts do you take? How can you avoid taking these?
•	 What will you do today to improve your closing ratios?
Use this checklist for better closing and increased sales success! 
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1. Before the sale  - Prepare
• Understand communication preferences and personality styles of custom-

ers.
• Prepare for potential questions or objections.
• Arrange your tools, samples and materials, so that they are ready and ac-

cessible.
• Remember that your goal is to meet a need and to solve a problem.
• Know the FAB of your solution.
• Practice different closing approaches.
• Mentally rehearse a successful sale.
• Thoroughly understand the customer and her market: website review,

company market data, possible referral information, financial analysis, etc.
2. during the sale – Follow the superstAR selling Model

• Take the time to build trust and rapport.
• Ask probing questions to identify needs and priorities.
• Listen carefully and summarize by paraphrasing.
• Present your solution benefits effectively and honestly.
• Demonstrate your product. Help the customer to buy wisely.
• Avoid judgmental or defensive behavior especially when addressing con-

cerns.
• Use LEAD.
• Ask for the sale!

3. After the sale  - Follow-up
• Check that you and your customer are in agreement on the idea.
• Follow-up in a number of ways at different times, examples include: thank

you notes, letters, phone calls, emails and personal contacts. Satisfied cus-
tomers will give you more business and refer other business your way.

• Deal with problems directly, promptly and professionally.
• Keep your commitments. If you can’t, call, explain and reschedule.
• Ask for referrals.
• Continue to add value through newsletters, consumer and industry infor-

mation, new ideas, personal interest and the unexpected recognition.

CLosInG suCCess
Experience indicates that if you do an excellent job during the sales process, as 

we have discussed in each aspect of the SuperSTAR selling process, 50 percent of 
customers will ask you how they can buy the product. Essentially, they will close 
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their own sale. So, sales professionals just need to follow through. And when they 
don’t close their own sale, salespeople need to ask for the order. Yet, research still 
shows that salespeople only ask about 10 percent of the time. Can you believe that? 
With all the work it takes to secure a customer opportunity, salespeople still don’t 
ask. Instead, they say things like:

•	 Do you have any questions?
•	 Do you have my card?
•	 Do you understand the features?
•	 Can I give you some additional resources?
•	 You may want to look us up on the Internet.
•	 If you’re interested, just give me a call.
•	 Oh, um, let me know if you need anything else.

One professional consultant that worked with us just couldn’t look someone in 
the eyes and ask for the sale, yet he was good at every other step of the process. So, 
why don’t more salespeople do this? It’s fear – fear of rejection, resistance and even 
success. It’s very similar to what we discussed when addressing customer concerns 
and objections. Remember the LEAD Model when closing. Closing is about the 
ability to guide someone to a decision. We have found that the entire SuperSTAR 
sales process centers around closing, yet with preparation, practice and persever-
ance, you can learn to close more effectively.

“Winning isn’t everything...
the will to prepare to win is everything.”

-- Brian Tracy
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sALes ACtIVItY #11: 
GAInInG CoMMItMent

Answer the following questions: What are you doing well? How can you improve?

1. Why do many sales professionals avoid saying the words that close the sale?

2. What mistakes do sales professionals often make in gaining commitment?

3. What must sales professionals do better to close more effectively?

4. What does the following quote mean? “Don’t oversell. If you do, it’s like knock-
ing on a turtle shell trying to get him to stick his head out.”
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PRACtICe: sALes CALL PRePARAtIon
Use this as a guide to plan a sales call. Or use any of the accounts you’ve used 

in other sales activities. Remember, winning isn’t everything, the will to prepare to 
win is everything. You plan so that you’re prepared to think on your feet. So, take 
30-45 minutes to plan an actual sales call with a prospect to get an idea of what 
things to ask, consider, and do when conducting a real live call. Practicing this 
plan will prepare you!

ACCount BuILd RAPPoRt – ReLAte, FoCus & CHeCK

IdentIFY needs – exPLoRAtoRY questIons

PResent soLutIon

FAB: Reinforcers: Extra-Value Benefits:

AddRess ConCeRns

Potential concerns: Potential Response:

CLose tHe sALe – ReCAP tHe needs, ReVIew KeY BeneFIts, & AsK FoR tHe 
sALe.

 

Post-call Review – objective Achieved?

Opportunities Identified:
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suCCess PRACtICes & 
PeAK PeRFoRMAnCe

YouR MentAL ModeLs
Eight decades ago, Dr. Evan O’Neill Kane of New York’s Kane Summit 

Hospital felt doctors were losing too many patients during appendectomy surgery, 
many because of the effects of general anesthesia. He felt that local anesthesia 
would be better for the patient but, not surprisingly, no volunteers opted to test 
his hypothesis. Until, February 15, 1921. That’s when he finally performed an 
appendectomy with local anesthesia – on himself ! During the procedure, he 
changed the way this surgery was practiced in medicine. To be your best, you 
often need to change too – sometimes that change requires operating on yourself !  
Begin analyzing your mentality by counting how many times the letter F appears.

FEATURE FILMS ARE THE RE-
SULT OF YEARS OF SCIENTI-
FIC OF STUDY COMBINED WITH THE
FORMAL ExPERIENCE OF YEARS

How many did you get? 4? 5? 6? 7? There are a total of eight! If you missed 
any, why did you? Why would anyone miss an F or two or three? It has to do with 
our mental model or the way we perceive things and act on them. This little exer-
cise illustrates that what you are missing in terms of performance improvement is 
most likely right in front of you. Sometimes the solutions to your challenges are 
there, but you just don’t see them. Why? Because of deep-rooted habits, percep-
tions and beliefs. In fact, when you make efforts to improve, it can seem as futile 
as trying to lose weight with fad diets.
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So, what’s the key? How do you break through? Dr. Charles Garfield of the 
Peak Performance Institute has discovered exercises that help individuals reach 
their personal best performance levels. Garfield experienced these techniques 
himself as a world-class weight lifter and researcher. Garfield explains, “In the 
process, the researchers discovered that mental training techniques not only 
combated negative reactions, but also threw open the doors to hidden reserves 
of energy and endurance.” In his own work with Olympic athletes and business 
people, Dr. Denis Waitley found similar peak-performance strategies. To begin, 
remember these important principles:

•	 Self-development is self-management. There is no self-improvement; 
it’s about increasing your ability to be all that you already are. You can’t 
change others, but you can change yourself.

•	 If you hope to sell more effectively by managing yourself, you must be 
willing to change some habits to increase your productivity.

•	 A basic self-management principle is to respond to all events based on 
your goals and priorities, rather than reacting to spot urgencies, problems 
or needs.

•	 Mind and body are intertwined: to control what you do, control what you 
think.  

Just like a champion systematically, physically and mentally prepares to win 
the gold, SuperSTAR salespeople do the same. Know your product, learn selling 
techniques, become customer-centered, and prepare yourself mentally to handle 
setbacks. We call it emotional resiliency. In the following sales activities, you will 
learn four success practices that will inspire you to SuperSTAR selling excellence. 
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ReFLeCtIon: 
seLF MAnAGeMent & ResILIenCY

Before starting the next few sales activities, it’s time for some self-reflection. 
You can’t fully comprehend all you can be, if you don’t know what you think about 
yourself now. So, are you prepared to take a peak into your perspective on your 
potential? Rate yourself 1-5 (1 = not true at all; 5 = very true) on each of the ques-
tions. Be honest about what you currently believe about yourself.

1.	 Most of the time, I think good things about myself. ____
2.	 I am open to feedback, even if it’s constructive. ____
3.	 My feelings and my thoughts are typically congruent. ____
4.	 I tend to do what I think I should do. I am consistent. ____
5.	 I know I have more potential than I’m utilizing right now. ____
6.	 I get disappointed on occasion, but eventually I regain my confidence. ____
7.	 It’s easy for me to see the positive in a situation. ____
8.	 When I’m not feeling ‘at my best,’ I do whatever it takes to get there! ____
9.	 I look at what I can do differently before I look at the faults of others. ____
10.	I tend to respond more than I react. ____

Review your answers. The higher your answers, the more positive you are 
about who you are, what you offer, and the potential you have. The lower your 
answers, the more time and attention you might need to give to develop a more 
positive self image. How you think about yourself and your abilities will inher-
ently affect your interactions with customers, your reactions to objections, and 
your resiliency over time. 

Mentally, you have the potential to model your best! It’s up to you! 
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sALes ACtIVItY #12: 
Best oF tHe Best exeRCIse

Think of a time during your sales career when you did your best work. Choose 
a situation that exemplifies your highest performance. Get a clear mental picture 
of the event. As if it were a movie, replay it in your mind. Think of the details: the 
people, problems, sounds, feelings, and surroundings. Mentally review what hap-
pened, how you behaved, what you felt and achieved. Capture your thoughts in 
the space below:

Briefly describe the situation:

What was your motivation to succeed or act?

How did you feel?

What key behaviors or strategies did you use?

What lessons can you learn or relearn from your peak performance experi-
ence?

By learning to replicate that experience and improving the results, you’ll 
become a sales leader. To be the best you can be, make a commitment to personal 
development and excellence. If you want to be exceptional, do exceptional things. 
The difference between sales winners and losers is that the winners do what losers 
won’t do. Never forget that success is not accidental. 
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sALes ACtIVItY #13: 
GoAL ACHIeVeMent

The best salespeople are goal achievers. They are meticulous about their num-
bers and what they have to do to achieve them. Goals become realities when you 
act on them; therefore, nothing great in sales has ever been achieved without ac-
tion. “The great end in life is not knowledge, but action,” declared Thomas Henry 
Huxley. Goals are the motivators behind your actions. When you are discouraged 
or disappointed, review your goals to remind yourself of who you are, what you 
want and what you are becoming. Remind yourself what you have to gain by tak-
ing action, and what you will lose if you don’t.

Effective goal achievement involves writing a specific and realistic goal. Then, 
you must separate the goal into smaller steps that you can take action on. The first 
step is the most important, since it’s where you start. Many goals are unachieved 
because people fail to begin. Remember, the journey of a thousand miles begins 
with the first step. And then, follow through. Just as you wouldn’t start a car and 
expect to go anywhere without putting it in gear, you shouldn’t expect your goals 
to be achieved without taking action.

Finally, successful goal achievement includes reviewing your progress. People 
rarely grow from experience because they don’t choose to learn from it. After each 
action you take, you must evaluate the results. In summary, close the GAP on goal 
success by: 

G – writing the goal
A – establishing action steps
P – proactively reviewing progress regularly 

You won’t need a detailed plan for every goal. For example, let’s say your 
goal was to buy a puppy for a family pet. By talking with your family, you could 
determine the kind of puppy wanted and decide on a budget. The final step would 
be purchasing the puppy at a pet store, through a want ad or the Humane Society. 
You could record this process, but it may be simpler to think it through. However, 
some goals require more details. For example:
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GoAL ACtIon stePs PRoGRess ReVIewed/ ResuLts

To be promoted 
to Regional Sales 
Rep by the fall of 
this year. 

• Make 3-5 extra calls
a day.

• open 2-3 new ac-
counts each week.

• write a proposal for
a new    advertising
theme by April.

• Each extra call has increased
my income by $100 a week. 

• 5 new accounts opened in
two weeks.

• First draft completed.

Getting a promotion is a more complex goal and will require more attention, 
time and effort than buying a puppy. Apply these steps on the next few pages for 
your goals. Include at least one work-related goal. If you need more, feel free to 
copy the pages.
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GoAL stAteMent

ACtIon stePs tIMeLInes

1.

2. 

3.

4.

5.

6.

7.

8.

9.

10.

11.

PRoGRess ReVIew
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GoAL stAteMent

ACtIon stePs tIMeLInes

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

PRoGRess ReVIew
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sALes ACtIVItY #14: 
PosItIVe AFFIRMAtIons

Henry Ford said, “If you believe you can or you can’t, you’re right.” All sales-
people talk to themselves. It’s called self-talk, and it’s done in your thinking. Most 
of the time, it includes negative thoughts. Affirmations are deliberate thoughts, 
declarations, images or feelings aimed to produce a desired result. Affirmations 
help you reprogram your mind; they are positive and often start with “I am.” Af-
firmations are peak-performance statements you say to yourself to remain positive 
and on track toward sales success.

Examples:    
•	 I am a loving parent and spouse.
•	 I am an excellent cook, and people enjoy my meals.
•	 I am filled with joy because I’m achieving my goals.
•	 I am in excellent shape.
•	 I am achieving and exceeding my sales goals.

stePs:
1.	 Write three affirmations (each) related to business and personal situations.
2.	 Get comfortable. Take a few deep breaths. Think of your job. State your af-

firmations.
3.	 Repeat your affirmations at least three times a day. Say them at times when 

you think about them and when you feel discouraged.
4.	 Know that affirmations are changing you now. It will take time to change old 

habits into new results. Add to your affirmation list.

business personal

1.

2. 

3.

1.

2.

3.



116 | RIcK coNLow and DoUG wATSABAUGH

sALes ACtIVItY #15: 
MentAL ReHeARsAL

Visualizing includes mentally picturing your desired result. Mental rehearsal 
is another name for it. Carpenters use blueprints, advertisers use television, and 
a business uses a strategic plan – people use visualizations to imagine an idea’s 
reality. It’s the master skill of peak performers. In sales, mental rehearsal is a great 
technique to prepare for a sales call, to visualize goal achievement, or to stay posi-
tive after a lost sale.

stePs:
1.	 Get comfortable and relax in a pleasant place.
2.	 Close your eyes and think about one of your goals.
3.	 Imagine achieving that goal.
4.	 Picture a movie going on in your mind. The title is, Success in Achieving My 

Goal.
5.	 Note your feelings at the time of success. Notice other images, scents, sounds 

or details in your mind.
6.	 Repeat your affirmation with enthusiasm and excitement.
7.	 Say thank you.
8.	 Record your observations on the following page.
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FeeLInGs?

snAPsHot oF tHe PICtuRe? IMAGes?

sounds? sCents? detAILs?

PHYsICAL suRRoundInGs?

AttItude?

“Think big, act big and believe big.”
-- Dr. Norman Vincent Peale
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A ReVIew: 
suPeRstAR seLLInG ACtIon PLAn

LeArNING AppLIcATIoN
what did you learn or relearn about 
being more customer-centered?

what did you learn or relearn about 
SuperSTAR selling strategies?

what did you learn or relearn about 
pre-call planning and sales documen-
tation?

what did you learn or relearn about  
emotional resiliency?

In summary, identify 4-6 selling 
strengths.

In summary, identify 2-3 areas to 
improve.

How will you apply this to your sales  
activities?

How will you apply this to your sales  
activities?

How will you apply this to your sales  
activities?

How will you apply this to your posi-
tion?

How will you apply these strengths 
more?

How will you take action on these?
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MAnAGInG tIMe FoR 
suPeRstAR ResuLts

Talent, information, and desire are not enough to be successful in sales. 
Change in self-perception and behavior is required, especially when implement-
ing new techniques and ideas. But, don’t worry – big changes aren’t usually 
required. It’s the little things that make a difference. Everyone has comfort zones 
and blind spots. Sometimes, we miss the obvious. Read the sentence aloud in each 
illustration below.

 

 

Did you just read the sentences as you remembered them? Notice each has an 
extra word – a, the, the. Most people don’t see this the first time. This is another 
example of our mental models. What are you missing that’s right in front of you? 
Sometimes, it’s an idea, a solution to current problems, or an answer to future 
sales. What you need is often in front of you, but you don’t see or use it. Why? It 
happens to everyone. It has to do with the blinders you have on, which are caused 
by the beliefs you’ve accepted over the years:

•	 I can’t change!
•	 I am what I am!
•	 I’m not that kind of person.
•	 That’s just me.
•	 I always do it this way; it has worked before.
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Excellent salespeople have their own problems; however, they are more will-
ing to change and try new things to get different results. When it makes sense, 
they shed old habits and beliefs as naturally as leaves fall from trees in the au-
tumn. You can’t really manage time because it’s constant, but you can manage 
yourself ! Successful self-management requires you to continue learning as you 
have in this book and to:

•	 Expand your comfort zone.
•	 Establish positive beliefs.
•	 Increase your productivity.
•	 Be satisfied with your life.

Over the next two days, there will be four exercises that will help you bring 
these four concepts to life. For today, expanding your comfort zone and establish-
ing positive beliefs will be the two discussed.

 
expand Your Comfort zone: All of us have self-imposed limitations. Don’t stay a 
creature of habit. To expand your potential, you need:

•	 Feedback – positive and negative; ask for it!
•	 New Ideas – try different methods; brainstorm!
•	 Failures – Andrew Carnegie said the way to succeed is to fail more often.
•	 Change – make a new habit and stay with it for 30 days.

establish Positive Beliefs: Don’t you want to increase your sales performance, 
energy and success? Never forget that talent, knowledge, and desire aren’t enough 
to achieve what you want. You have to change your beliefs. Your beliefs shape 
your attitude. Your attitude determines how you use your talent, knowledge, and 
dreams– all of which determine your action. Here’s how to establish positive 
beliefs:

•	 Maintain a positive focus. Sounds simple, but psychologists tell us that 85 
percent of our thoughts are negative.

•	 Mentally rehearse. Pre-play positive results on sales, goals, and customer 
contacts.

•	 Try self-talk and positive affirmations. Take time to put positive words in 
your mind. Positive IN, positive OUT (PIPO) – not garbage in, garbage 
out (GIGO).
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Try affirmations like:
• I am an excellent salesperson!
• I am healthy and fit!
• I communicate well and with sincerity!

Review your own affirmations regularly. Make them personal, present tense, posi-
tive.
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PRACtICe: exPAnd & estABLIsH
To apply these two concepts immediately, complete the following activities and 
write about your experience in the space provided.

• Solicit feedback from a coworker; specify that you’d like him/her to give
you at least one positive point of feedback and one constructive point of
feedback.

• Brainstorm a list (5) of things you could change in your daily work rou-
tine.

• List 2 failures you’ve had in life that led to great things.

• Identify 3 habits you would like to change. Choose one that you want to
focus on doing differently for the next 3 days.
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• List 5 things you would like to think about yourself. Choose one that you
will repeat to yourself at least five times today.

• Write about your experience doing these activities here.

Increase Your Productivity: Many salespeople spend most of their time respond-
ing to fires and chaos. Not enough time is spent talking to customers, planning, 
learning and following-up. Your payoff activities involve these functions. Be a pro 
and find time to complete these activities. Eliminate the word can’t, and in the 
words of Winston Churchill, “never give up, never, never give up.” 

Implement these peak-performance techniques:
1. Follow a personal-management system for organizing, scheduling, goal

tracking, and time-managing purposes. Suggested programs are ACT,
Day-Timer, Palm, Microsoft Outlook, and Time Design. Each includes key
elements:
• Annual & Monthly Calendar Overview
• Daily Calendar (to-do list, calls, and appointments)
• Telephone Log
• Notes Section

2. Find one planner and use it. Don’t use two or three, you’ll be ineffective.
Also, if it’s important, write it down (meeting, idea, activity, goal). Test
this concept in a personal planner, and you’ll truly save an hour a day.

3. Write goals and action plans. Again, if it isn’t written down, it’s not
important to you. All great achievers are great planners. Opportunities
prefer the prepared mind.

4. Keep learning. Read, listen to tapes, and take courses on management.
No matter how successful you are now, you will only limit yourself if you
stop learning.
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Be satisfied with Your Life: Live each moment to the fullest. It’s important to 
plan for the future and to get things done; however, it’s easy to get trapped by a 
whirlwind and never enjoy or appreciate who you are or what is really important. 
While we want to succeed in sales, what is the success really for? Remember these 
five great ideas:

1. Nurture your relationships.
2. Take care of your spiritual needs.
3. Help others in need.
4. Find alone time.
5. Do nothing sometimes.

“Does thou love life? 
Then don’t squander time. 

It’s the stuff life is made of.”
-- Benjamin Franklin
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PRACtICe: InCReAse PRoduCtIVItY 
& sAtIsFACtIon

To apply these two concepts immediately, complete the following activities and 
write about your experience in the space provided.

• Identify the peak-performance technique you currently use the most, or
determine why you don’t currently use a technique.

• Identify the peak-performance technique that might make more sense
for you personally, and review why it makes more sense for you to use.

• Determine 3-5 steps you will take to put your peak-performance tech-
nique into practice. In other words, determine what you will need to do
between now and then to implement a technique successfully.

• Brainstorm a list of 10 things that are important to you.

• List 5 things you would like to devote more time to enjoying.

• List 5 things you currently make time to do that you would like to
reevaluate.
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FInAL ReFLeCtIon: 
YouR suPeRstAR seLLInG 

exPeRIenCe
Use this space to reflect on your experience reading, engaging and interacting 

with the stories, activities and information in SuperSTAR Selling Skills. Pay special 
attention to your feelings, thoughts, goals, or ideas. This is a valuable page to refer-
ence from time to time. It can serve as a reminder, a motivator, a passion-starter 
or proof that you always had the potential to be a SuperSTAR!

For more information about RCI go here:
 Rick Conlow International 
Superstar Leadership Blog
RCI store
Superstar Leadership eBook
RCI online training

https://rickconlow.com/
https://rickconlow.com/superstar-leadership-blog/
https://rickconlow.com/store/store/
https://rickconlow.com/product/superstar-leadership/
https://rickconlow.com/online-training/
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