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Dr. M. Paula Daoust has a doctorate in Behavior Psy-
chology and is an expert in helping people find and 
maintain their peak performance. She is also a certi-
fied hypnotherapist and seamlessly blends these tools 
into her coaching to help people easily achieve lasting 
change. Over a period of  25 years, she has taught hun-
dreds of  master-level students how to be more persua-
sive and influential, and how to successfully manage 
conflict.  

Dr. M. Paula Daoust is the expert other leaders look 
to for help in finding their peak performance. She has 
taught workshops and spoken at events all over North 

America on subjects such as conflict, change management, storytelling, influence and power, anxiety 
and stress at work, and peak performance. 

Michael Eichten, CLU, ChFC, joined Blue Cross Blue Shield of  
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Why this book?

What is the difference between a good salesperson and a leader? 

Why do some excel in their chosen profession, while others seem to barely get by? 

Is the true difference based on na-
ture or is it nurture? 

The truth is that the answer to these 
questions might surprise you. Based 
on years of  experience and research, 
we can confirm that the differences 
are not nearly as great as you might 
think! Both the good salesperson and the leader rely on integrity, confidence, pur-
pose, and persuasion. All of  these are aspects of  high emotional intelligence and 
all are learned behaviors and therefore can be developed. There are tricks of  the 
trade and techniques any salesperson can learn.

However, for long-term success it is always going to come down to whether the 
buyer trusts you personally and believes that your follow-through will be reliable. 
Depending on tricks and techniques alone might get you the initial sale but you 
won’t have a happy customer and, more importantly, your customer might not 
ever buy from you again. 

Using emotional intelligence to build 
lasting relationships with your custom-
ers is the difference between excelling 
and getting by and you can develop 
your emotional intelligence! Practic-
ing the exercises in this supplementa-
ry workbook will help you develop or 
fine-tune those skills most critical to 
trustbuilding with your customers. 

Long-term success is always going 
to come down to whether the buyer 
trusts you personally and believes that 
your follow-through will be reliable. 

Depending on tricks and tech-
niques alone might get you the 
initial sale but you won’t have a 
happy customer and, more im-
portantly, your customer might 
not ever buy from you again. 

Overview
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How to use this book

This workbook was designed to be a supplement to the book Emotional Intelligence 
in Sales. Each chapter of  this workbook will begin with a short story that will set 
up the content of  the chapter. With each chapter, we will follow Adrian's journey 
from frustration to success. Following Adrian's story, there will be a brief  over-
view consisting of  a series of  bullet points that summarize the topic. For a more 
complete understanding of  the concepts, you will want to read the actual book. 

Following each overview there will be exercises that will make the concepts come 
alive. These exercises will give you an opportunity to practice important tools or 
to think more deeply about critical concepts. This combination of  practice and 
self-reflection will guide you to a better understanding of  yourself  and prepare
you to take the steps that will lead to your increased success.
 
Each chapter is independent of  the other chapters so it is not necessary to work 
through the chapters in sequence. You can feel free to move around and work on 
those skills which you feel you need to develop or those you feel most comfort-
able using.  

What to expect 

I wish it could be so, but just reading a book will not magically create the change 
you want. Increased success will only be achieved through doing the work to learn 
new skills and to understand yourself  better. 

That’s what this supplementary workbook provides for you. Some of  these ex-
ercises might be challenging for you but stay the course. If  you stick with it, you 
will see the changes you want and selling will not only be easier, but you will also 
enjoy your efforts! Selling can become a natural, easy activity. Just imagine what 
difference that could make in your work, for your finances, and for your family. 
Improving your selling skills is a direct line to an improved quality of  life so let's 
get started!
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Soar to new heights as you learn to nurture natures gifts and move beyond the 
traditional linear sales model. Learn new techniques that compliment traditional 
selling strategies. Fully utilize emotional intelligence in selling and unlock the se-
crets of your subconscious.

Adrian's Story

“What’s up with Adrian, he was so successful in his first few years,” Avery 
said.

“I wonder if  he is having relationship issues, I heard his wife took a job in 
another city,” Tom responded.

“Maybe he’s just burned out and not putting in the same hours he used 
to,” mused Mia.

Sitting alone and unnoticed at his desk, in quiet desperation, Adrian heard 
this entire conversation between his co-workers. He would have preferred 
not to have overheard but the cubes in the office are small and it was al-
most impossible not to hear conversations between desks. Obviously, his 
coworkers thought he was out in the field.

“One thing we all know for sure is that Adrian knows his stuff  and proves 
it every time he is called on to demonstrate a skill during our practice ses-
sions,” said Tom. 

Adrian had enjoyed success right out of  the gate, winning top honors 
in his rookie year. The next three years he continued the pattern and re-
mained at the top of  the leaderboard. Over the years, his sales were con-
sistently in the company’s top three and he had started to take his selling 
ability for granted. 

However, this year something was different. He had agreed to transfer to a 
new territory and was finding it a challenge to close sales and retain key ac-
counts. He was also feeling disconnected with his customers. This was the 
first time in his long career that selling was hard. “Why have I fallen off  the 
leaderboard? Why does this year seem so tiring? I’ve never been afraid of  

Session 1
Introduction
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hard work and I enjoyed plenty of  success in the past,” Adrian wondered. 
As the year progressed, Adrian thought about how difficult it had become 
to develop strong relationships, open new opportunities, and retain top 
accounts. Doubting himself, he began wondering if  it had been a mis-
take to agree to the transfer. With this change, he had expected that there 
would be even more opportunities than in the territory he had been work-
ing for years. 

What he had failed to account for were the hidden challenges that would 
come with a new territory. Deep down, Adrian had believed that selling, 
service, and retention should be easier than ever. Especially with the skills 
he had learned in the classroom and the valuable experience he had gained 
over the course of  his career. After all, Adrian wasn’t a recent college grad-
uate nor the rookie he once was. He now had many years of  business and 
sales experience which he should be able to lean on as a resource.

Adrian’s frustration was growing, and he was even beginning to question 
whether it might be time to retire or try something else. Swallowing his 
pride and searching for answers, he had conversations with family, friends, 
and peers. “Perhaps I need more time in the classroom to brush up on 
product knowledge and practice my sales skills,” he thought. Clients didn’t 
seem to follow his lead anymore or seem to respect his extensive knowl-
edge of  the industry. Adrian also wondered whether the new territory was 
the problem. Maybe it was not as good as he once thought. Perhaps the 
problem was simply that customers in this territory were not ready to buy 
from an older salesperson who, coincidentally, also had a slight accent that 
was not common to the area. 

While family, friends, and peers meant well, they were unable to offer 
any meaningful advice to help Adrian find the answers which he needed 
so desperately. What he kept hearing from them were excuses and false 
truths. Finally, Adrian decided to reach out to Leo who was the manager 
responsible for training him when he first started out in the business. In 
Adrian’s mind nobody else seemed to care or had been able to provide any 
useful answers. The conversation with Leo did not answer all of  Adrian’s 
questions or solve the problem right away. It did, however, set the wheels 
in motion for him to discover that there is more to selling than product 
knowledge and following a well-rehearsed linear sales track. 

In the weeks that followed the conversation with Leo, Adrian began a 
program of  independent study. He read the latest books and listened to 
podcasts and a variety of  TED Talks. What he learned was that the sales 
system he had worked so hard to perfect remained valid but that it was 
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simply not enough. Adrian slowly regained his confidence as he discov-
ered the importance of  identifying and connecting with the customer on a 
much deeper, emotional level. 

Selling requires so much more than is offered by the traditional sales sys-
tem. Discussing what he was learning with Leo, Adrian came to under-
stand that selling was both an emotional and an analytical event. To be 
successful, he needed to tap the power of  the whole brain. This meant that 
he needed to present a solid, rational case for his product while at the same 
time appealing to the customer’s emotions. 

Overview

• Do great salespeople come into the world that way (nature) or rather, are great 
salespeople developed over time (nurture)?

• Leaders successful selling rely on the same things: integrity, confidence, pur-
pose, and persuasion. All of  these are aspects of  high emotional intelligence 
and are learned behaviors that can be developed.
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• The traditional foundation skills of  prospecting, qualifying, presenting, han-
dling objections, and closing a sale are essential but they are just the price of  
admission. They are necessary but not sufficient!

• Tips and techniques are useful, but long-term success in sales depends on 
building trust with your customer. The difference between excelling and 
getting by will depend on creating lasting relationships with your customers 
through emotional intelligence. 

• You are selling yourself, not your product. And you are ALWAYS selling! 

• Emotional intelligence involves the awareness of  your emotions and the abil-
ity to control and express them so that they help you achieve your desired 
outcomes.

• Integrity, confidence, purpose, and persuasion are all aspects of  emotional 
intelligence and are learned behaviors that can be developed. 

• Selling can be hard and the stress of  repeatedly being told “no” or “not in-
terested” contributes to high burnout in the profession. Increases in these 
emotional intelligence skills will translate to higher personal confidence, less 
stress, more loyalty from your customers and much more success in the sales 
arena. Instead of  burning out, high emotional intelligence can fire you up!

• People don’t buy with their logical, rational brain. Buying is an emotional 
event. If  you want to be successful, you need to understand how to appeal to 
the heart. 
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Application

1. Adrian experienced fustration, self-doubt, and found selling to be hard. Have 
you ever experienced any of  Adrian's frustrations when you have engaged in 
selling a product, idea, or service? If  yes, how did you overcome those feelings?  

2. What strategies have you used to improve your success in selling?

3. What would your world look like if, while you slept, you magically became a 
master salesperson? What would that mean for your career, your finances, your 
relationships, and your quality of  life?
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4. What are you willing to do to make that dream of  being a master salesperson 
a reality?

5. Based on your observations and/or experience, why is mastering the basic 
traditional model alone ineffective today?

6. Rate yourself  on how well you do with each of  the following stages of  the 
selling process. 

5 = Master; 4 = Good; 3 = Okay; 2 = Could Improve; 1 = Struggling

Selling Stage Rating

Prospect / Qualifying

Identifying Needs

Presenting Offer

Managing Objectives / Negotiating

Closing

Following Up / Creating Repeat 
Business
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If  you scored yourself  a four or five on any stage of  the selling cycle, de-
scribe what you do well in that stage. If  you scored yourself  below a four, 
describe what you believe is holding you back or that you would like to 
improve. 

Stage What I do well:

Stage What is holding me back:
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7. In which of  these phases do you believe that more reliance on emotional 
intelligence skills would make the biggest difference? Why do you think so? 

8. List five skills needed to be a good salesperson. Rate yourself  on each of  the 
five skills and explain why you gave yourself  that score. 

5 = I am a master at this skill!; 4 = I’m really good at this; 3 = I do alright;
2 = I struggle with this skill; 1 = This skill needs improvement.

Skill Score Why I gave myself this 
score. 

1.

2.

3.

4.

5.



E I in Sales: The Seminar Series Workbook

-11-

When following the traditional six step selling cycle, there are eleven mistakes to 
avoid. You can master the use of your emotional intelligence as you learn to iden-
tify the way in which buyer’s behavior has and has not changed over time, and 
what that means for the new sales model.

Adrian's Story

Adrian sank lower into his chair as he heard the names of  the July sales 
leaders. He remembered that it wasn’t that long ago when, year after year, 
he was atop the leaderboard. He thought to himself  that selling was once 
both easy and fun. Today, on the other hand, prospects seemed to have all 
the answers before the conversation even started or Adrian had been able 
to gather the facts from them. Why had it become so difficult when once 
is was so easy and natural? 

Not so long ago the sales process seemed to flow much easier for Adrian. 
He had a gift for quickly identifying the customer’s needs. With just a few 
well directed questions, listening attentively, gaining agreement and then 
matching solutions to meet those needs, closing the sale was almost auto-
matic. 

Adrian knew his product inside and out, easily explaining features and ben-
efits, and then asking for the order. Sure, prospects would frequently have 
objections and stalls such as “I need to discuss this with purchasing.” This 
was common but, with a little persistence, objections were easy to over-
come. “For some reason, prospects now seem to know what I plan to say 
before the words even come out of  my mouth,” Adrian thought to himself. 
“In fact, they tend to initiate the conversation with demands for unreason-
able concessions and it doesn’t seem like our price is ever low enough.”

“Where do my prospects get all their information?” Adrian asked himself. 
Longing to compete with the newer, less experienced, salespeople in the 
office, Adrian decided it was time to have a heart to heart talk with his sales 
manager, Rhea. All his independent study and the conversation with Leo 
had taught him that the sales environment had changed since he got started 
in the business. He now had a lot of  new ideas, but he was going to need 
some help in putting them into action.  

Session 2
The New Selling Landscape
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“Rhea, can you spare a few minutes?”

“Sure Adrian, what’s up?” she responded. 

“I’m embarrassed to say Rhea, but I’m getting tired of  failing and the 
harder I try, the worse it gets. Have I lost my touch?” asked Adrian. “For 
some reason, it seems like buyers are different and selling has become 
challenging, despite my over 20 years of  success with our company. You 
know that I’ve been the top salesperson in this region for years, but now 
I find myself  being outsold by new salespeople with nowhere near the 
experience I have. Why, I’ve forgotten more than most of  them have 
learned!”

“Adrian, I’m so glad you decided to open up and talk. The truth is, I’ve 
wanted to have this conversation and have just been waiting for an open-
ing,” Rhea said. She continued to explain, “I thought your pride might be 
an issue and you might not be open to learning some new truths about the 
sales process. Especially when that information is coming from someone 
that doesn’t have near the knowledge and experience that you do. I’ve no-
ticed that you appear increasingly uncomfortable during our weekly sales 
meetings and somewhat disengaged.”

“Rest assured, you haven’t lost it, even more importantly, the skills you 
have developed over the years remain valid, they simply are not enough. 
Buyers have not changed; however, the environment certainly has. In or-
der to adapt and get back on the right track, you will need to begin using 
the whole brain and learn new methods of  connecting with buyers. As-
suming you are serious about regaining top form, I am more than will-
ing to invest the time needed to teach you how to sell using some brain 
science. Let’s look at our calendars and get started right away. How does 
10:00am next Tuesday look?” 

Overview
• It’s not the customer that has changed. It’s the environment in which the cus-

tomer and the salesperson are interacting that has changed. 

• The customer still wants to be respected, to have a positive relationship with 
the salesperson, to receive value for their purchase, and for the purchase pro-
cess to be easy. 
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• As a salesperson, you are no longer competing only within a local market. De-
pending on your product, you might be competing with companies anywhere 
in the world.

• Easy access to information via the internet has changed the buyer’s behavior 
in the following ways:

• The buyer is often comparing many products for features, pricing, and 
customer satisfaction. 

• With many marketing channels, all competing for the buyer’s attention, the 
buyer’s tolerance and persistence is reduced. 

• The seller has a limited opportunity to catch the buyer’s attention before 
the buyer moves on to consider the next product. 

• With so many options, the recency effect, which is the tendency to remem-
ber the most recent information, can bias the buyer’s perception of  value 
and their interest in a product. 

• Good customer service is no longer a differentiator, it is now the price of  
admission. The customer has easy access to customer reviews and they 
now just expect good service. 

• With so much choice available there is a risk that the customer will be 
overwhelmed and simply not make a choice. 

• The buyer is often more educated about the product than in the past and 
will be impatient with a salesperson who insists on providing a scripted 
sales pitch.  

• To be recognized as knowledgeable, the salesperson must now go beyond 
the information the customer already has and demonstrate a much deeper 
knowledge of  their product, the industry, and their competitors’ products. 
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• Mistakes to avoid in the digital era would include:

1. Lack of  preparation.
2. Not being passionate about your product.
3. Talking more than you are listening or a failure to ask the right questions.
4. Being negative.
5. Not respecting the customer’s time.
6. Choosing the wrong words.
7. Lack of  professionalism. 
8. Failure to establish rapport.
9. Talking to the wrong person. Not knowing who is the “decider.”
10. Failing to keep the pipeline filled with opportunities.
11. Focusing on closing instead of  helping. 

• To be consistently successful in this new era, the salesperson needs to deliver 
the right information in the shortest amount of  time.

• Once a customer has bought your product, their experience with both the 
sales process and the product must be more than satisfactory. Their experi-
ence needs to be stellar so that they choose to advocate for your product and 
your organization.

• To achieve stellar success in selling, there are nine emotional intelligence skills 
that need to be added to the traditional six-phase selling cycle. These include:

1. Using motivation and willpower to energize themselves and to inspire 
their customer. 

2. Rebounding from setbacks and managing stress.
3. Aligning their core values with their work to create a clear sense of  pur-

pose
4. Using self-care to ensure that they are at their peak performance.
5. Using behavioral conditioning to ensure that they use the words that ad-

vance their goals instead of  hampering them.
6. Using non-verbal language in a way that improves credibility and builds 

trust
7. Applying the principles of  influence and avoiding counter-productive per-

suasion conversations.
8. Adjusting their problem-solving approach, communication style, and em-

ploying storytelling to super-charge presentations and demos.
9. Building authentic relationships that connect with customers. 
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Application

1. Specifically, how have you seen the buying environment change and, from 
your perspective, how has that impacted today's customers?

2. Review the changes in buyer behavior on page 13. Which of  these changes 
are true for your buying behavior? 

As a result of  any of  these changes, has your satisfaction with your pur-
chases improved? If  so, why? If  not, why not?
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3. Good service is now the price of  admission. It used to be that customers in a 
restaurant purchased a meal as described on the menu. Now, people frequent-
ly ask for substitutions, additions, or omission of  items. This is an example 
of  the change in customer’s expectations of  the vendor. What changes in 
customer expectations have you observed? 

4. Review the list of  "eleven mistakes to avoid." Identify the three mistakes that 
you believe are most problematic and explain why you think so. 

Mistake Why I chose it as most problematic.

1.

2.

3.
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5. Choose three of  the "eleven mistakes to avoid" that might be causing a prob-
lem for you or that you want to ensure they don’t become a problem.  Identify 
one or two actions you can take to avoid these mistakes.

Mistakes I need 
to avoid Actions I can take to avoid the mistake.

1.

2.

3.

Mistakes to Avoid

1. Lack of preparation.
2. Not being passionate about your product.
3. Talking more than you are listening or a failure to ask 

the right questions.
4. Being negative.
5. Not respecting the customer’s time.
6. Choosing the wrong words.
7. Lack of professionalism. 
8. Failure to establish rapport.
9. Talking to the wrong person. Not knowing who is the 

“decider.” 
10. Failing to keep the pipeline filled with opportunities.
11. Focusing on closing instead of helping. 
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6. From the list of  nine emotional intelligence skills that a salesperson needs to 
have, choose three skills that would be a priority for you as you work through 
this program. Explain why you chose the three that you did.

Emotional
lntelligence 
skills I most 

want to develop

Why I chose the skill.

1.

2.

3.
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Learn the secrets of Whole Brain Selling as you explore how the Triune Brain 
thinks, behaves, and works. Most salespeople rely too heavily by using a logical 
approach (prefrontal cortex), while ignoring the power and influence of the auto-
matic responses of the reptilian brain (survival) and the limbic system (emotional 
brain). 

Adrian's Story

“Adrian, do you enjoy working with one arm tied behind your back?” Rhea 
asked.

Adrian felt immediately defensive at this strange question, “Of  course 
not,” he responded. “What on earth are you suggesting?”

“You, like most salespeople, are trying to sell with only one part of  your 
brain, with maybe a nod to a second part. You have three brains which are 
working quietly together, but we tend to believe that our conscious brain, 
the part of  the brain which streams our internal conversation, is our only 
brain. However, you will have the power to make critical adjustments once 
you understand the three brains, how they interact with each other, and 
how they can work both for and against your goals. If  you want to make a 
breakthrough change in your selling results, you need to begin with under-
standing your three brains. Interested in learning?” Rhea asked.

“I guess so. When I was growing up, I heard that we only use 10% of  
our brains. I don’t think that’s truebut maybe I shouldn’t be so skeptical,” 
Adrian responded. 

Overview

• You have three brains, not one, and each have a different function.

• The oldest part of  the brain is the reptilian brain. It is referred to as the rep-
tilian brain because it functions in the same way across all species, including 
reptiles. 

Session 3
A Whole Brain Model
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• Survival is the responsibility 
of  the reptilian brain. Behav-
iors that support survival are 
associated with this part of  
the brain. These behaviors in-
clude aggression, dominance, 
search for a mate, sex, rigidity, 
obsessiveness, compulsive-
ness, fear, submission, sta-
tus-seeking, power and greed.

• The reptilian brain is constantly scanning all incoming stimuli for potential 
threats to survival. It automatically judges stimuli as safe or threatening.

• An unfamiliar stimulus is relegated to the suspicious category and when threat 
is detected - real or perceived -  the reptilian brain triggers the amygdala to set 
off  the stress response, also known as fight-or-flight.

• The Reticular Activating System (RAS), part of  the reptilian brain, is constant-
ly filtering out stimuli that it deems unnecessary to the current context. The 
result of  this filtering by the RAS is that the thinking brain, our prefrontal 
cortex, does not have access to all the available stimuli, but it doesn’t know 
what information is missing.

• The reptilian brain does not use language and is unable to learn from mistakes.

• Since the reptilian brain is suspicious of  anything unfamiliar, your customer 
is going to resist buying if  your product is too new. To deal with this you can 
associate your product with something with which your customer is familiar.

• The reptilian brain is sensitive to opportunities for gaining or losing power. 
Survival is enhanced when you can control your environment. Any product 
that enhances a sense of  control is going to be attractive to the reptilian brain.

• With more money comes increased access to essential resources. Any prod-
uct that suggests, even indirectly, that it will improve your life, or conversely 
that the lack of  the product will worsen your life, will get the reptilian brain’s 
attention. 
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• This also works in reverse. Any indication that something will worsen quality 
life will be vigorously resisted. 

• Loss aversion is an aspect of  the power and control concept. It has been 
demonstrated that we will put more effort into protecting and keeping what 
we already have than to acquire an equivalent gain.

• A basic need is to eat, and this is an important goal for the reptilian brain. Eat-
ing a meal with a customer does two highly related things. First, you become 
temporarily associated with satisfying a basic survival need. Second, eating 
with someone is a bonding experience. Oxytocin, the “love” neurotransmitter 
is produced when you eat with a person. This oxytocin builds a sense of  con-
nection and trust.

• Anything that promises to enhance your health or attractiveness as a mate is 
going to get the reptilian brain’s attention.

• The reptilian brain is selfish in its orientation. It is most concerned with its 
own survival and the survival of  those who carry its genes. High status in the 
tribe contributes to safety and for this reason, the reptilian brain cares whether 
others value and respect it. The salesperson can get the attention of  a custom-
er by acknowledging their expertise or offering legitimate compliments.

• There is no way to know what your customer’s RAS is filtering and for that 
reason, you need to put your message in front of  your customer in as many 
ways as possible - visual, auditory, kinesthetic, olfactory, and gustatory (VAK-
OG). 

• The limbic system, also known as the emotional brain, is responsible for feel-
ings and both long-term memories and working memory.

• Habits, patterns, preferences, and values are all stored in the limbic system.

• The limbic system drives us to seek out pleasant events and to avoid painful 
events.

• Neurotransmitters, of  which the most commonly known are dopamine, oxy-
tocin, serotonin, and endorphins (DOSE), reward us when we indulge in de-
sires by flooding our bodies with these feel-good chemicals. 
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• Cortisol does the opposite of  DOSE. It puts our system on high alert, prepar-
ing us to either fight or run from dangerous or unpleasant stimuli.

 
• We are biased toward recalling negative events more easily and more frequent-

ly.

• The limbic system operates subconsciously using pictures and visual symbols. 

• Together, the reptilian brain and the limbic system are responsible for 95% of  
your decisions.

• Our rational thought is overpowered by habits, preferences, values, and heu-
ristics stored in the emotional brain.

• The emotional brain is constantly scanning incoming stimuli for similarities to 
previous patterns.

• Habits are automatic responses. Repeating the same steps creates a pathway 
in the brain for the electrical current associated with thinking. The more often 
the pathway is used, the stronger the connections. As it is strengthened, alter-
native behavior patterns become less likely.

• Heuristics are simple strategies we use to make decisions quickly. We acquire 
heuristics throughout our life span and these “rules-of-thumb” and strategies 
allow us to move efficiently through the myriad of  daily decisions.

• We may believe that we are making decisions based on logical, rational crite-
ria, but our heuristics, values, habits, preferences, and emotions influence our 
conscious thinking. We are usually unaware that this is happening.

• Data, graphs, and logical arguments have their place in the sales process, but 
they will not be enough.

• Many neurotransmitters are influencing both your own and your customer’s 
behavior but the best known are Dopamine, Oxytocin, Serotonin and Endor-
phins (DOSE).

• Dopamine is sometimes referred to as the “more-ish” neurotransmitter be-
cause we always want more of  it.
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• Hearing your name, someone smiling at you, or receiving a compliment will all 
result in a surge of  dopamine. 

• Another way to facilitate a surge of  dopamine is to achieve a goal. The simple 
act of  checking off  boxes on a checklist will be responded to as goal achieve-
ment. 

• Oxytocin has been dubbed the “love hormone” because we feel connected to 
others when it is present.

• Oxytocin is released when we are being helpful or being helped. Small gifts, 
providing a meal, or solving a problem will increase oxytocin in both parties 
involved. 

• This increased connection will lead to loyalty toward you and your company.

• Serotonin is known for calming the body and the mind. It regulates sleep, eas-
es depression, and reduces anxiety. It is sometimes referred to as the "happy 
hormone."

• Gratefulness exercises, getting more sunshine, engaging in physical exercise, 
smiling, and meditating all increase serotonin.

• Smiling at a customer and talking positively can increase serotonin in your 
customer. 

• The “runner’s high” is what endorphins are best known for. They are also 
natures natural pain killer and when present, enhance pleasure and heighten 
the effect of  the other neurotransmitters. 
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• Visualization is a good tool for increasing endorphins, as are volunteering and 
donating to others.

• The prefrontal cortex (PFC), also known as the executive function, is re-
sponsible for reasoning, language, abstract thought, and planning. This part 
of  the brain anticipates consequences, moderates social behavior, makes deci-
sions, set goals, and differentiates between conflicting thoughts.

• Less than 5% of  our decisions are made by the PFC. The reptilian brain af-
fects what information is provided to the PFC, which then affects the criteria 
the PFC uses for decision-making.

• Most decisions are made by the reptilian and emotional brains working to-
gether. Your PFC then provides a host of  rational reasons why the choice 
made was really the right choice. 

• Breathing deeply slows down the heart rate and this allows the brain to lower 
beta waves which then improves your focus and calms any stress. Further-
more, breathing slowly gets more oxygen to the brain and oxygen provides the 
energy the brain uses to think.

• Increasing customer's thinking power can be done through the use of  mir-
roring to slow down their breathing. You can do this by slowing your own 
breathing, make eye contact, and smiling. Without being conscious of  it, sub-
tle changes in our own behavior can create similar changes in others.

 
• Your PFC wants to provide a rational argument to your customers why they 

should buy your product. And your customers think that they want this ratio-
nal argument in order to make an informed decision.

• The traditional sales cycle reinforces this thinking. It begins by asking you to 
collect enough information about the problem your customer wants to solve. 
With this information, you then create a pitch that demonstrates those fea-
tures and benefits of  your product which will solve your customer’s problem. 
The theory is that, if  you do this, the customer will buy. This approach is a 
necessary, but insufficient strategy for selling.

 



E I in Sales: The Seminar Series Workbook

-25-

Application

1. Pause for one minute. What do you notice that you didn't notice when you 
were busy reading the overview? What do you hear, smell, see, and feel that 
you were not aware of  before?  

2. Copy and paste the following url address into your browser then watch the 
video: https://www.youtube.com/embed/vJG698U2Mvo. 
What did you discover?

3. Show this same video to five or more friends or family members that have not 
seen the video before. What happened?

4. How might the reticular activating system be affecting your customers?

5. The reptilian brain will resist the unfamiliar. How can you associate your prod-
uct with something that is familiar to your customer? Are there analogies you 
can make or can you compare it to another more familiar product the custom-
er might have used in the past?
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6. It's easy to list the features of  a product but, to appeal to the reptilian brain, 
you must identify benefits. List the features of  your product and then add 
the benefit of  that product in terms of  power, control, increased access to 
resources, quality of  life, etc.

Feature Benefit

7. Marketers have historically used loss aversion to their advantage. Instead of  
saying something costs $X, they will explain how buying their product will 
save $X. The corollary of  this is that if  the customer does not buy the prod-
uct, they will miss out on a savings! Fear of  missing out (FOMO) is a real 
thing. When there is a legitimate savings, or the client will truly miss an oppor-
tunity, using loss aversion to influence your customer is an ethical and effec-
tive strategy. How can you use loss aversion to better position your product. 
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8. For each of  the DOSE components, identify specific actions you can take to 
increase them in your customer.

Neurotransmitter Specific actions I can take to increase this 
neurotransmitter in my customer. 

Dopamine

Oxytocin

Serotonin

Endorphins

9. Review your list of  actions you might take and create a short checklist for 
yourself  that you can review prior to meeting with a customer. 

My Pre-meeting DOSE Checklist
During this meeting, I will...

 � 

 � 

 � 

 � 

 � 
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10. Mirrorring another person creates a subconscious connection by activating 
both parties mirroring neurons. 

• Copy and paste the following url address into your browser: 
https://www.youtube.com/embed/-9uHBEGpJm4.

• After watching this video, what caught your attention:

11. Practice using mirroring and matching. 

• Choose someone to practice mirroring with. It could be a family member, 
a friend, or a stranger out in public. Do NOT tell them what you are doing.

• When the other party moves, imitate the movement. the imitation does 
not have to be exact, just an approximation. For example, if  the other 
person scratches his head, you might simply smooth out your hair. 

• Follow the other party's movements, imitating at least five movements.
• Initiate a movement on your own and watch whether they follow your 

movement with a similar movement of  their own. 
• If  the other person did not follow your movement, continue imitating 

theirs for another five movements then try again.
• When the other person does follow your movement, you will have creat-

ed and unconscious synchrony and you have the most valuable rapport, 
which is critical to the sales process.  

• How might you use this in your next meeting with a customer?
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12. Similar to mirroring movement, you can mirror the other party's breathing. 
Once you have created a match, you can then slow your own breathing. When 
you do this, you can see an increased sense of  calm in your customer.

 
• Choose someone to practice matching breathing patterns with. It could be 

a family member, a friend, or a stranger out in public. Do NOT tell them 
what you are doing.

• Inhale when the other party inhales and exhale when the other party ex-
hales. Repeat this at least five times. 

• Now, deliberately take a slower, deeper breath than the other person. 
Watch to see if  the other person takes a slower, deeper breath. 

• If  the other person did not, continue breathing slowly and deeply, for 
another three breaths and watch for the point at which the other party 
begins matching your pattern.

• If  the other party does not match your breathing pattern, return to match-
ing theirs for another five breaths and then try again!

  
• How might this help you in making the sale in your next meeting with a 

customer?
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13. After making a decision to buy, your customer's prefrontal cortex will go into 
hyper-drive looking for logical, rational support for that decision. As a sales 
person, you can help them do so. List five ways you can help your customer 
identify solid reasons why purchasing your product was the best and perhaps 
only right decision. 

Actions I can take to help my customer identify rational, logical rea-
sons for their purchase:

1.  

2.  

3.  

4.  

5.  
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Managing emotions, self-motivation, resilience, self-talk, discipline, and commit-
ment are keys that open doors making the sales process much easier. Keep your 
tank full, as you harness new energy that powers your vessel, like a warm breeze 
that fill your sails on your journey to peaceful waters and safe harbors. 

Adrian's Story

Adrian sat, mulling over what he needed to do. On the shelf  behind Rhea’s 
desk were the many sales awards she had won over the years. The company 
didn’t buy cheesy plaques. In addition to a generous bonus, top performers 
got an exquisite piece of  glass art mounted on a stand with the year and 
the winner’s name. It was a different piece every year, but each piece was 
as beautiful as that of  the year before. They were impressive and Adrian 
thought about the few he had earned years ago. “I really want another,” 
he thought to himself. “I work hard enough, but based on what Rhea just 
explained about the triune brain, working hard isn’t enough.”  Rhea’s expla-
nation of  the triune brain was a lot to take in. 

Looking puzzled, Adrian asked, “I’ve always thought that setting goals and 
pushing myself  was a good thing. Based on what you are telling me about 
the triune brain, I’m getting in my own way. Is that what you’re saying?” 
“Not quite, Adrian. Setting goals can be a good thing but if  you want to 
achieve those goals, you have to harness your emotional brain,” Rhea re-
plied. “Right now, it looks to me like you’re letting your fears take control. 
When that happens, it won’t matter how hard you work, you’re not going 
to get the results you want. Worse, you’re putting yourself  in a downward 
spiral. The harder you try, the more worried you get. You feel like you 
earned the sale, right?”

Adrian nodded but didn’t say anything, so Rhea continued, “When you 
don’t get the result you feel you earned, you start talking to yourself  - and 
they aren’t words of  encouragement. Am I right?”

Adrian couldn’t deny it, he could be hard on himself. “Yeah, I expect a 
lot from myself. I get frustrated when I don’t meet my goals, but I really 
thought that pushing myself  was a good thing. All the sales books I’ve ever 
read say that setting goals is important and ...”

Session 4
Manage Your Emotions
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Rhea interrupted, “Setting goals is a good thing, Adrian, as long as they are 
stretch goals. If  you’re looking to hit a home run with every goal, you’re 
setting yourself  up for failure. Worse, when you don’t achieve the goal, 
you punish yourself  with criticism. That just shuts down all the feel-good 
chemicals and, at the same time, you are amplifying the cortisol in your 
system. You’re making things so hard for yourself.”

Based on what Rhea had explained about the triune brain, Adrian had to 
agree. This, however, wasn’t a whole lot of  help. Feeling frustrated and a 
little annoyed, he asked Rhea, “So, how do I break out of  this cycle?” 

“Tonya is on track to be the top salesperson this year, right?” Rhea asked.
With his annoyance growing, Adrian asked, “What does Tonya have to do 
with me?”

Rhea smiled patiently, “Do you remember when Sam had Tonya’s terri-
tory? That was just two years ago. Where was Sam on the leaderboard?”

“At the bottom.” Adrian answered quickly. 

 “You’re right, Sam was at the very bottom,” Rhea emphasized. “What 
happened to the territory when Tonya took over? Did a swarm of  custom-
er’s suddenly move in? Do you think Tonya is working harder than Sam 
did? As their supervisor, I’ll tell you that Tonya is actually putting in fewer 
hours than Sam did.” 

“I have noticed that she often takes Fridays off. How does she do that and 
still make her numbers?” Adrian asked. 

Nodding, Rhea continued, “Tonya is the most positive person I have ever 
met. She has learned to harness her emotions and, as a result, they work 
for her instead of  against her. It’s a skill and you can learn too. Are you 
open to thinking about things differently?”

Adrian nodded his head up and down slowly. “I want to believe you, Rhea, 
but this all sounds a little strange and a little soft to me,” he answered 
hesitantly. “What I’m doing now isn’t working so I’m willing to listen. Just 
understand, this may be a challenge for me. I would love to be able to take 
time off  and still make my numbers, but I don’t see how that can happen. 
It just doesn’t compute!”
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Overview

• Selling can be hard because you often hear "no" much more often than "yes.” 
Your reptilian brain interprets the "no" as a rejection of  you, personally, rath-
er than of  your product. Your emotional brain is primed to avoid unpleasant 
experiences. Being rejected falls into the category of  unpleasant. 

• You can overcome this automatic and emotional response to a “no,” but it 
takes a conscious effort to do so. 

• Personal motivation can help power you through this emotional response, but 
it is the quality of  motivation that makes the difference. 

• Junk-food motivation will not carry you for long. You experience junk-food 
motivation when you are acting because you believe you have to, to gain an 
external reward, or to avoid a punishment. 

• Healthy motivation will keep you going for much longer. Healthy motivation 
occurs when your actions are based on your values or your personal purpose.

• Willpower is like a muscle not a character trait. As with any muscle, it can be 
built up with practice.

• A stressful day, or a day in which you have had to work on tasks you don’t 
enjoy for an extended period of  time, will weaken your willpower muscle.

• You can restore your willpower muscle in various ways. The most reliable 
strategy is to get a good night’s sleep. Also, if  you have a task that you don’t 
enjoy or which is going to tax your brain, do it first thing in the morning. If  
you tackle this first it will be much easier to start and to stay the course until 
it is finished. 

• You can also restore your willpower resource throughout the day with short 
bouts of  exercise, mindfulness exercises, two or three minutes of  deep breath-
ing, guided visualization, or a self-hypnosis session. 

• You can create resilience in the face of  a "no" by engaging in thought-stop-
ping, mindfulness, and postive self-talk. 
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• Though-stopping is a process of  noticing 
when you are thinking negatively and re-
placing it with a positive thought. 

• Mindfulness is a practice of  focusing all of  
your attention on the hear and now, being 
fully present in the situation. 

• Changing your self-talk requires creating 
a self-affirmation and practicing it several 
times a day to fully integrate the thought in 
the sub-conscious. 

• Failing fast is an important strategy for staying positive. Failing fast means 
that you allow yourself  to try different things, pay attention to the result, and 
then adjust based on your observations. In doing so, you accept the fact that 
some of  your experiments do not yield the result you are looking for but you 
learn and, with continual adjustments, you improve. 

• The sales environment can best be described as VUCA: volatile, uncertain, 
complex, and ambiguous. In this environment, what was effective in the past 
probably won't work as well now. Since you cannot predict, control, or elim-
inate the chaos, failing fast is the key to success. 

• Commitment is essential to success. It is built on two things: motivation and 
confidence.

• Choose who you spend time with wisely. Negative thinking by others will 
infect your thinking and erode both your motivation and confidence. 
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Application

1. Identify at least five "I have to...," "I must..." or, "I should..." tasks or respon-
sibilities in your life. Re-state them as, "I get to...." 

"I have to...," "I must...," or, "I should..."
1.

I get to...

2.

I get to...

3.

I get to...

4. 

I get to...

5.

I get to...

Pause for a moment and review each "I get to..." statement. How does it 
make you feel to think of  each statement in this way?
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2. A simple way to translate junk-food motivation to a healthy motivation is to 
ask two simple questions:
• Why am I doing this?
• Why is that important? Repeat this question another three times. 

Choose a task that you don't like doing and ask yourself  these questions:

Task:

Why am I doing this?

Why is that important?

Why is that important?

Why is that important?

After completing this exercise, how do you feel about doing the task?
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3. Maintaining willpower requires deliberate practice and the use of  specific 
strategies. How will you maintain your willpower on days when you must stay 
focused on difficult or unpleasant tasks?

4. Practice mindfulness. This is something you can do every day. Just one minute 
will make a difference. It will help you to stay focused, to think more clearly, 
and to feel in control of  your life. It will also help you to see opportunities and 
solutions and problem-solve more effectively. 

A Simple Mindful Exercise:

• Find a place where you can be comfortable and will not be disturbed for 
a few minutes.

• Set your smartphone timer for one minute (more if  you want but at least 
one minute).

• Begin breathing deeply and slowly. Notice the coolness of  the air as you 
inhale and the warmth as you exhale.

• Focus on your breathing, counting your breaths if  you wish.
• If  your mind wanders, which it will, notice that you are having a thought 

and just let it go. The purpose of  a mindful exercise is not to empty your 
mind but to be more aware of  your present. 

• Return your focus on your breathing. 
• When the timer rings, note any thoughts that come to you as you return 

to your day's activities. 

What thoughts came to mind after this exercise?
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5. Thought-stopping is another way to build resilience. 

Thought-stopping exercise:

• Step One: Notice when you are having a negative thought. 
• Step Two: When you have noticed the negative thought, you tell yourself  

to STOP! 
• Step Three: Challenge the thought by telling yourself  why the thought is 

not necessarily true.  
• Step Four: Replace the negative thought with the opposite positive 

thought. 
• Step Five: Repeat the positive thought out loud, or with your inside voice, 

at least three times.

Test this exercise by choosing a negative thought you know that you often 
have and follow the above five steps. 

Negative Thought: 

Challenging Opposite Thought:

After repeating the Opposite thought, what do I notice?
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6. Self-affirmations - what you say to yourself  matters. When you criticize your-
self, you shut-off  the release of  DOSE neurotransmitters and increase the 
cortisol in your system. This change in chemistry is not good for clear think-
ing or staying the course when things get difficult. 

A good self-affirmation statement can maintain or restore healthy levels of  
DOSE and constrain the presence of  cortisol. There are, however, two is-
sues associated with self-affirmations statements. First, they have to be writ-
ten correctly and, second, they have to be practiced. With enough practice, 
an affirmation statement will replace the limiting programs you have learned 
over time, allowing you to approach your work with confidence and to see 
more success. 

Creating a strong self-affirmation statement:

• Start with the phrase “I am…”
• Use the present tense. It’s not what you are going to be, it’s what you are 

right now! 
• Make your statement positive. It’s what you do want, not what you don’t 

want. 
• Your self-affirmation statement must be believable, or you will find your-

self  quietly arguing with yourself. 
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Write a self-affirmation statement about your sales ability. Make it brief, one 
sentence is usually enough but definitely not more than two.

Writing the self-affirmation statement is a big step toward taking control of  
your thoughts but it is not enough. The statement must be practiced to be 
useful. To ensure that you practice it, it should be posted in places you will 
see it. When you do see it, you should read it to yourself  or say it out loud at 
least once. It would be better if  you repeated it a few times. Practice sessions 
should occur three times a day. 

Time of day I will practice Places that I can place/post my self-affir-
mation statement. 
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7. Complete the graphic below.

8. What examples have you seen of  VUCA in action? What organizations have
you observed that were not able to adjust to their changing competitive en-
vironment? What was the result of  their inability to change their competitive
strategy?
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9. Failing fast involves experimenting with different ideas, observing the result, 
and making adjustments. Consider your current approach with your custom-
ers. Identify at least three things you might do differently. Describe how you 
will know if  a change you made is effective and should be repeated or if  the 
change needs to be adjusted. 

Change I could try How I will know to repeat or adjust the 
change

1.

2.

3.
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Find more stamina, emotional strength, a higher energy level, and new happiness 
as you replace harmful habits with new positive habits. Keep your tank full as you 
harness new energy by eating the right foods, getting a good nights sleep, and 
committing to regular physical activity. These changes are life changing and they 
will create a feeling of running downhill with the wind at your back. 

Adrian's story

“I’m going to retain my position at the top of  the leaderboard, doing 
whatever it takes to win” Adrian had thought to himself  when he took 
over a new territory at the beginning of  the year. As the year progressed, 
he worked to apply new skills with determination and extra effort. 

He started his day at the crack of  dawn to try and maximize the opportu-
nities which he believed his new territory offered. He set a goal to make 
two extra calls each day. To achieve this, he skipped breakfast and ate his 
lunch on the run to buy extra time to knock on more doors.  He thought 
that, after all, this business is nothing more than a numbers game. Make 
more calls and you get more sales. 

Unfortunately, despite longer days and more contacts, Adrian found him-
self  more tired and less confident than ever before. “Why does this have 
to be so difficult and tiring,” he thought to himself. “This used to be fun!” 
After a couple of  months of  this extra effort, Adrian’s best suits became 
tight, especially around his waist. He also fell behind on paperwork and 
proposals which meant he often found himself  working on them well into 
the evening. When his alarm rang in the morning, he desperately wanted to 
hit the snooze button – and not just once, but three or four times. All his 
extra effort and sacrifices were not getting the results he expected. Again, 
Adrian found himself  feeling less competent and confident as his name 
drifted further and further down that leaderboard. 

Session 5
Building a Better You!
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Overview

• Taking care of  yourself  is not only good for your longevity, it is also good 
for your productivity and success. When you don’t take care of  your physical 
body, your mental acuity slows down. You are simply not firing on all cylin-
ders.

• Sleep is essential to clear thinking. There is some individual variation in the 
amount of  sleep necessary for optimal cognitive functioning, but the general 
rule is between seven and eight and a half  hours per night. 

• Your brain is the king of  your body and, as such, is an energy hog. When com-
pared to the rest of  your body, your brain demands a much bigger share of  all 
available energy. When you don’t eat a healthy, balanced diet, the energy avail-
able to your brain for cognition wanes and with it, the quality of  your thinking. 

• Being physically active will increase your physical strength and energy, im-
prove your balance, perk up your mood and lessen any depression you might 
be struggling with. It’s powerful and it only takes thirty minutes a day to get 
all these benefits. 

• When you engage in physical activity, you provide your body an opportunity 
to recover from stress. It does this by pumping more oxygen to the brain. 
Since processing information requires oxygen, you immediately improve your 
thinking power. 

• When you are physically active, you usually move your attention to that activ-
ity, thus giving your conscious brain a break from whatever you were working 
on. Your subconscious brain continues to work on the task in the background 
and when the physical activity ends, you will often discover an answer or new 
direction you can take in whatever you were working on. 
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Application

1. Sleep is important to your productivity. Complete the following Sleep Hygiene 
Assessment. 

Sleep Hygiene Assessment
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1. I go to bed at the same time every night.

2. I get up at the same time every day.

3. I include a ten-minute wind-down routine be-
fore going to bed. 

4. I avoid using electronic devices, including the 
television, in the bedroom.

5. I keep my bedroom dim or dark and quiet.

6. I keep the temperature in my bedroom at a 
consistent, comfortable level. 

7. I eat my supper at least three hours before bed-
time.

8. I avoid drinking alcohol in the evening. 

9. I avoid consuming any caffeine after 4 p.m.

10. I get at least 7-8 hours of sleep every night. 

After reviewing the assessment, what might you want to change to ensure 
that you approach each day with your best energy?
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2. When your schedule is filled and you are running from one meeting to anoth-
er, it is easy to rationalize stopping to pick up fast food for a meal or grabbing 
a snack from a machine. Healthy eating requires some pre-planning. What 
strategies can you put in place to ensure that you are providing your brain with 
the nutrition it needs to do its best work?

3. Physical exercise is not only good for your body, it's also good for your brain. 
30 minutes per day can help you clear your mind and provide your brain with 
the precious oxygen it needs to do its best work. The good news is, you can 
break the 30 minutes into smaller chunks and get the same benefit. Exercise 
includes any activity that increases your heart rate for a sustained period of  
time so housework and yard chores qualifies as exercise. 

What activities can you include in your daily routine to achieve the minimum 
of  30 minutes per day of  exercise?

Combining traditional aerobic exercise with something to occupy your brain 
such as a podcast, music, audible book, t.v., or even a movie can make the time 
go faster and the experience more enjoyable. What might you experiment with 
to make exercise more enjoyable for you?
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Discover six tools of influence that work effectively to increase you power of per-
suasion and develop new skills in negotiating more sales. Reciprocity, likability, 
commitment and consistency, social proof, authority, and scarcity can work like-
magic, especially when used sincerely and ethically. 

Adrian's story

The coffee shop was busy this morning. There was a lineup practically out 
the door. Adrian thought about skipping the coffee, but he had promised 
to bring Rhea her favorite latte to their morning meeting. As he stood in 
line, he thought about their last meeting and was grateful for her willing-
ness to help. “I guess this line isn’t that bad, it’s the least I can do for Rhea 
and besides, I need a coffee too,” he thought to himself. It had been a 
crazy morning and he was feeling rushed, but this line might just be what 
he needed to get his head in the right space for today’s meeting. 

The last time they met, Rhea had asked him, “Do you enjoy working with 
one arm tied behind your back?” Just thinking about that question made 
Adrian bristle. Of  course, he didn’t want to work like that! It was a stupid 
question. To make it worse, when he told her so, her only response before 
walking out was, “Good, we’ll talk more about it the next time we meet.”

With the coffees in hand, Adrian walked the last block to the office, still 
wondering what Rhea had meant by her question. As he walked, he thought 
some more about the things she had shared with him about managing his 
emotions and building a better me. He could see the value of  these ideas 
for selling and was excited to add to his growing understanding of  whole 
brain selling - but what did Rhea mean by “selling with one hand tied be-
hind his back.” 

Settling into the easy chair in Rhea’s office, Adrian blurted out, “Okay, 
Rhea, how am I working with one hand tied behind my back?”  

“Adrian, think back to your first year in sales. I’ve been told how much 
your customers loved you. You would freely offer relevant information, 
no strings attached.”

Session 6
Influence, Persuasion, and Negotiation
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“Yeah, I remember that. I still do that, don’t I?” Even as he asked the 
question, Adrian knew that lately his focus was on closing a sale and get-
ting to the next customer. There wasn’t a lot of  time for side talk during 
his meetings. The result was that he didn’t even know what additional 
information his customers might need or want. Recognizing this pattern 
in his interactions with his customers made him squirm a little.

“What does it matter,” he continued, “as long as I get the sale?”

“You’re getting some of  the sales, but not as many as you could. You 
know that, Adrian, that’s why we are meeting.”

Adrian slunk a little deeper into his chair. Rhea was right.

Rhea didn’t seem to notice Adrian’s reaction as she continued. “You didn’t 
know it at the time, but you were very effectively applying a very powerful 
influence strategy, the principle of  reciprocity, to your sales approach. 
Influencing your customer to buy is so much easier than persuading your 
customer.”

“What do you mean, influencing instead of  persuading? Aren’t they the 
same thing?” he asked.

“No, not at all. You are using your sales skills to persuade and honestly, 
if  you continue along the path you are on, you’re going to keep strug-
gling. You’re stuck in a riptide, swimming as hard as you can, and going 
nowhere fast.”

Adrian frowned at that thought but knew Rhea was right. He was work-
ing hard but progress was slow. How do you escape this pattern?

“Adrian, there are several principles of  influence. If  you begin leveraging 
them in an honest and ethical manner, you will start seeing much better 
results. I can see your mind drifting, even as I am talking to you. Selling 
doesn’t have to be so hard. If  you pay attention to these principles and 
stop trying to persuade your customers, you will enjoy your work so much 
more,” Rhea explained. “It’s time to untie that hand and use both hands 
and your whole brain. I’m going to go over six principles so you might 
want to take some notes. By the way, I forgot to thank you for the coffee. 
They make the best lattes at that coffee shop.” 

Adrian pulled out his note pad and began listening carefully to Rhea’s 
lecture. 
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Overview

• There is an inherent conflict in the negotiating process that makes it a chal-
lenge. The seller is focused on maximizing profit. The buyer is trying to min-
imize their effort and financial  investment while also gaining the maximum 
benefit from the purchase.  

• There are ways to make negotiating easier but you can’t begin negotiating until 
you are in front of  your potential customer, whether that is in person, virtual-
ly, or in a written form. To do that, you will want your skills of  persuasion and 
influence to be at their best.

• Persuasion and influence are not synonyms. 

• Persuasion means that you are inducing a person to believe your argument 
by appealing to reason or understanding. It involves convincing someone to 
do something or to believe something. Persuasion depends on the conscious 
brain, but the conscious brain is not the real decision-maker.

• When you influence the behavior or opinions of  others, you do so without 
any obvious exertion of  effort. Influence involves the subconscious. 

• Influence is often accomplished 
through heuristics. A heuristic reduc-
es the mental effort needed to make 
decisions. They simplify what would 
otherwise be complex or difficult 
questions. Essentially, they are a fast, 
and usually accurate, way to arrive at a 
conclusion. As such, they are our most 
dependable problem-solving tool.

• Cialdini has identified six principles of  
influence that are heuristics that most 
people in western cultures use to de-
termine the appropriate behavior in a 
variety of  situations.
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• The six principles of  influence are: reciprocity, commitment and consistency, 
social proof, liking, authority, and scarcity. 

• Each of  these principles can, by themselves, increase the probability of  a cus-
tomer saying yes to your request and buying your product or service. When 
you combine them, the probabilities will increase. However, at no point will 
using these principles of  influence guarantee a sale.

• Reciprocity is active in all societies because we are socialized to feel a strong 
need to return in kind whatever another person has provided to us.

• As a salesperson, you can use reciprocity by offering the best service possi-
ble to your customer. This includes providing clear and honest information 
about your product and helping your customer to find the right product to 
meet their need. Listening to your customer is a gift to them. Taking time to 
honestly take an interest in the things your customer cares about is also a gift. 

• A special kind of  reciprocity is making a concession. You will often have a 
basic verion of  something in your product inventory and a dressed-up, more 
expensive version of  that same product. If  you offer the more expensive ver-
sion first and your customer resists the price, you can then retreat to the less 
expensive product. Your concession of  offering a less expensive product will 
frequently result in the customer responding with their own concession and 
agreeing to the purchase.

• We expect that there will be consistency between what others say and what they 
do. When we detect incongruence, we become suspicious. When people don't 
follow through on commitments we lose trust. 

• Once we say something out loud, or put even a minor effort toward some-
thing, we feel some pressure to remain consistent in our words or our actions.

• Cialdini identified three factors that make this principle work: making a public 
commitment, putting some effort toward the commitment and believing that 
you freely chose to make the commitment.

• A simple question such as, “How does [your product] fit your needs?” asks the 
customer for a quick review of  the match between what you are offering and 
what the customer is looking for. In doing so, all three of  the commitment 
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and consistency factors are being used.

• Offering to get the paperwork started can be enough to influence a customer 
to make a decision to buy. The simple act of  giving you some information, 
even very basic information like name and address, is a first step in the direc-
tion of  making a commitment.

• Using a "yes set" can also influence a decision. This involves asking your cus-
tomer at least three questions or comments that they will readily answer with 
a “yes” or a “right.” This creates psychological momentum to agree with your 
requests. When you ask for a decision, the buyer is primed to say yes.

• You can increase the probability of  repeat business by helping the customer 
identify logical, rational reasons why the decision to buy was the only right 
decision. 

• Testimonials are a great strategy to strengthen a customer's commitment and 
satisfaction with your product. The act of  publicly stating their approval of  
your product solidifies that commitment. 

• Social proof influences our behavior because membership to a group or a tribe is 
essential for survival. We will usually behave according to social norms rather 
than risk being excluded from the group.

• There are two situations in which the influence of  social proof  is particularly 
strong. First, if  the model is similar to you, their endorsement will influence 
your behavior. The other way in which social proof  works well is through 
celebrity endorsements. In this case, the person endorsing the product is not 
similar to you, but you admire and respect the person endorsing the product 
or, you would like to be like them.

• Social proof  through testimonials from other, similar customers can influence 
the decision to buy. The key is that your customer must be able to relate to the 
person giving the testimonial.

• Providing images, either pictures or videos, of  people similar to your customer 
using or demonstrating your product and appearing to be happy while doing 
so can also create social proof.
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• Sharing some statistics on the number of  people who have purchased the 
product, or the number of  years your company has been in business are addi-
tional strategies for making use of  social proof.

• Liking influences behavior because we naturally want to cooperate with and 
help people we like, or people who we believe like us. When we feel connected 
to the other person, we trust them. 

• The surest way to get someone to like you is to find something about them 
that you like.

• Another way to build liking is to deliberately look for something you can 
praise or compliment.

• Discovering that you have something in common with the other person cre-
ates a bond and triggers liking. This commonality between you and the other 
person can be quite arbitrary but it is so powerful that it works even if  you are 
not consciously aware of  it.

• Showing an interest in the things the other party cares about can create liking.

• Being a good listener is another way to create liking. Asking follow-up ques-
tions, using encouraging filler words, leaning in to the conversation, making 
eye contact when the other person is talking, and looking away briefly when 
you speak make it easy for the other person to share their experiences with 
you. 

• If  your customer perceives you as a friend, then they will trust what you tell 
them about your product because, as a friend, you wouldn’t deliberately harm 
them. Further, because they are your friend, they will look out for you and that 
means they will be loyal to you and your product and probably advocate for 
you and your product to their other friends.

• The principle of  authority is based on our tendency to acquiesce to people to 
whom we believe to be in an authoritative role, who demonstrate authority 
through expertise, or who exhibit symbols associated with authority. 

• You can use the principle of  authority in sales by establishing your authority 
as an expert. 
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• Symbols associated with authority roles confer authority to the person using 
that symbol. Looking professional through grooming and dress increases your 
authority.

• Scarcity works because we value what we can’t have or what is difficult to have.

• When we can’t get something that was, at one time, plentiful or when the pro-
duction of  a product is restricted to create an artificial scarcity, people want 
it more. We tend to view opportunities as more valuable when they are less 
available.

• The scarcity principle is in action when there are limited numbers of  some-
thing, when there is a time limit on the availability of  something, or when we 
are told that we are not allowed to do something or have something.

• When you use the six principles of  influence well, negotiating becomes much 
easier and often unnecessary.

• Searching for a win-win in the negotiating process will create a happier cus-
tomer and repeat business. 
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Application
1. Consider a customer that you are currently working with or would like to work

with. For each category below, list at least three things you could do to build
social credit and trigger reciprocity.

Tangible Item Experience Service Social Praise

2. If  given a choice of  similar products at three price-points, most customers
choose the middle-priced product. To increase the probability that your cus-
tomer will buy from you, you can use concession reciprocity by offering your
highest priced product first. If  your customer hesitates, you can then offer the
middle and lowest-priced versions of  the product. Consider your product and
identify at least three price-points for it.

Product:
Name of Product Features Cost

Most expensive version

Mid-range version

Least expensive version

3. To get commitment and consistency working for you, a good question to ask
is: “How does [your product] fit your needs?” What other questions might you
ask to create the same pressure to be consistent?
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4. Having your customer write something down, give you some preliminary in-
formation, or begin filling in a form is a good way to get commitment and 
consistency. How might you use this strategy?

5. The "yes set" uses three questions to which there is only one reasonable an-
swer to create a pattern of  saying yes to your requests. What three questions 
will you ask a customer to put a "yes set" into play. 

1.

2.

3.

6. How might you follow-up with a customer to help them identify logical, ratio-
nal reasons why their purchase was a good one. 

7. Identify at least three customers that you can ask for testimonials for your 
product, your organization, or your service. How will you ask for the testimo-
nial?

Customer How I will ask for the testimonial
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8. Identify three current customers or potential customers. For each customer, 
explain what you genuinely like, respect, or appreciate about them. 

Customer What I genuinely like, respect, or appreciate about this 
customer. 

9. Identify three current or potential customers and for each customer, provide 
three honest compliments you could give them. 

Customer Three  honest compliments

1. 
2. 
3. 
1. 
2. 
3. 
1. 
2. 
3. 
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10. Identify three current or potential customers. What might you have in com-
mon with each of  these customers?

Customer What we might have in common.

1. 
2. 
3. 
1. 
2. 
3. 
1. 
2. 
3. 

11. Identify three current customers or potential customers. For each customer, 
what might you show an interest in? What hobbies, social groups, or charities 
might they be associated with? What sports are they interested in? 

Customer What interests they might have. 

1. 
2. 
3. 
1. 
2. 
3. 
1. 
2. 
3. 
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12. Identify areas of  industry knowledge you could improve to be a better re-
source for your customers.

13. Create a brief  checklist for yourself  to ensure that you make a good impres-
sion each and every time you meet with your customers. 

My Good Impression Checklist

 �  
 �  
 �  
 �  
 �  

14. How can you legitimately use the principle of  scarcity with your customers? 
What exclusive information can you offer? Is there a limited time to take ad-
vantage of  an offer? Is there a limited number of  products available?

15. One way to remember the six principles of  influence is with the following 
CLASPRS acronym. Fill in the blanks below:

C_____________________ and consistency;

L_____________________;

A_____________________;

S_____________ P_______________;

R______________________;

S______________________
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Communication skills are the foundation of effective sales. Letters, hand written 
notes, listening, spark words, body language, and C.A.R.E. work best. Email and 
social media have crowded thoughts and can be easily lost in the shuffle. Take the 
road less traveled and enjoy a more pleasant journey. 

Adrian's story

Adrian could hardly contain himself  as he practically bounced into Rhea’s 
office. “Rhea, you aren’t going to believe what happened this week,” he 
blurted out as he grabbed a chair and plopped down. 

“Wow, I can’t remember ever seeing you this excited. What happened?” 
she asked.

Grinning, Adrian leaned forward in his chair, “Do you remember that 
mega account we talked about? The one we both thought I had blown?”
Rhea knew exactly which account Adrian was referring to. Adrian had a 
habit of  talking too much and not asking the right questions and she sus-
pected that is what happened on Adrian’s last visit with this customer. Be-
fore Rhea had been promoted to sales manager this customer was in her 
territory. She knew that, more than most, he wouldn’t buy if  he didn’t feel 
connected to the salesperson. 

Rhea was curious, “What happened? How did you get this account turned 
around? Last time we talked; I was pretty sure it was over.”

“Honestly, I was pretty annoyed after our last conversation. You reminded 
me that I had two ears and one mouth and that I should remember the 
ratio of  listening more and talking less when I was with my customers,” 
he said.

Rhea nodded as she said, “Yeah, your body language gave you away. I could 
tell you didn’t like my saying that and I didn’t think you would pay any at-
tention to it.”

“During the first half  of  my drive home I argued with you in my head. I 
was pretty sure you weren’t being fair. I kept thinking that it’s my job to sell 

Session 7
Communicating
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and how could I sell if  I didn’t talk? Then I started thinking more about 
the principles of  influence, particularly reciprocity and liking. I realized that 
I had them backwards. If  I asked more questions and listened carefully to 
my customer’s answers, they would be more willing to listen to me. That’s 
the principle of  reciprocity, right?” 

Before Rhea could say anything, Adrian continued, “I figured that if  I took 
your ear-to-mouth ratio seriously and listened twice as much as I talked, the 
customer would feel like I cared and the principle of  liking would be work-
ing for me, too! It finally hit me. There was just no way I would ever be able 
to get back on track with this customer, or probably any of  my customers, 
if  I kept dominating the conversation. I could see that you were right. My 
pattern was to talk a mile a minute and dump out everything I knew about 
our product and our deals. The customer would have a hard time getting a 
word in edgewise and I’m guessing that wasn’t much fun for them. It’s no 
wonder they would cut our meetings short!

By the time I pulled into my driveway I had an idea. I went straight to my 
desk and brainstormed the questions I could ask this customer. Once I got 
started, it was so obvious to me why I had been missing my target. It was 
easy to come up with a long list of  questions, but when I looked them over, 
I recognized that I hadn’t asked any of  these questions on my last couple 
of  visits with this customer.”

Rhea leaned back in her chair, looked out her window and then back at 
Adrian, “Awesome, Adrian. I’m impressed. So, tell me, how did you man-
age to get another appointment with this customer? I was pretty sure I was 
going to have to assign another salesperson. I didn’t think you would ever 
get back into this guy’s office after your last visit.” 

Adrian got even more animated, “I wrote him a note! Nobody hand-writes 
a note anymore so I thought it might stand out. I made a copy for my files. 
Do you want to see it?” 

“Absolutely!” Rhea said while getting up from behind her desk and ap-
proaching Adrian so that she could get a better look at the paper in his 
hand. 

The note said:
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Jim, 

Thanks for taking a minute to read this note. I believe that Walker’s Inc. 
deserves the best plan possible. While I felt my proposal was a good fit for 
you, you were hesitant about committing to the purchase.

Meeting your needs is my priority. Would you have time to talk with me? I 
want to understand how I can better serve you and Walker’s Inc.? I believe 
I can put together an ideal package for you if  I had a clearer understanding 
of  your concerns and challenges.

Would a lunch meeting work for you? I hear the new bistro in your build-
ing is getting great reviews. 

Sincerely,
Adrian 

 After Rhea read the note, she handed it back to Adrian and grinned. “That 
was a really good idea, Adrian, and it obviously worked because Jim did 
met with you.”

Adrian’s knitted his brow and explained, “Yeah, but the meeting wasn’t 
easy at first. Jim was very guarded, but I kept my list of  questions handy. 
As I asked a question and he answered, more questions came to mind. I 
stayed focused on letting him talk and I took notes. It’s amazing what a 
difference a few well-placed questions can make. Jim told me everything 
I needed to know to close the deal. When I did talk, knowing what his 
concerns were changed what I emphasized. It wasn’t about the features of  
our plan; it was about how those features fit his needs. Then it was easy 
to show him how he and his company would benefit from the features in 
our product.”

“That’s just basic Sales 101. You always talk about the benefit, not the 
features…”

Adrian interrupted, “Listening is the secret sauce. I knew exactly what 
benefits Jim was looking for. That took all the guesswork out of  it. I love 
getting the answers to an exam before I have to write it!”

“So, Jim agreed to a contract?” Rhea asked.
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“He sure did, and he surprised me - he doubled his order! That mega ac-
count got even bigger! I just can’t believe my luck!”

“There was no luck involved, Adrian. You made it happen. I am so pleased 
for you and I think I will need to buy the coffee for our next meeting! 
There’s no question that listening is powerful but there are ways to make 
your listening even more effective,” Rhea responded. “Are you ready to 
add a few more tools to your belt?” 

Overview

• Selling is an interactive event and it is all about communicating. When we 
think about communicating, especially within the context of  selling, we tend 
to emphasize the “telling” side of  it. It’s easy to forget that there is another 
side, the “listening” side. 

• Listening is much more than asking the right questions and then matching the 
answers to your product.

• When you take the time to truly listen to your customer, you are giving them a 
gift. It is the gift of  time and attention, and it is a gift most people crave.

• When you listen to your customer, you trigger the influence tools of  liking 
and reciprocity. 

• Listening provides you with the "answers to the exam" before you take the 
exam.

• "CARE to Listen" is an effective tool for better listening. The acronym stands 
for clarity, assure, rephrase, and encourage. 

• Getting clarity means being sure you understand what the other person just 
said. That may require questions for understanding.

• Assure your speaker that you accept, recognize, and appreciate them. 

• Rephrasing involves repeating the essence of  the other party's communication 
in your own words. When you do so, you demonstrate that you understand 
their situation or their concern. 
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• Encourage the other party to continue speaking with gestures and simple words 
or phrases such as, "go on," "and...," or, "tell me more."

• There are words that we are all conditioned to respond to in a very predictable 
manner. These are referred to as spark and trigger words.

• A spark word is any word that creates a positive, energizing effect. Spark words 
work because they induce the release of  the feel-good hormones: Dopamine, 
Oxytocin, Serotonin, and Endorphins (DOSE).

• Trigger words, under the right conditions, provoke the listener to shut down 
and to withdraw mentally from the conversation. They often create defensive-
ness.

• Adding spark words to your dialogue will be helpful, but minimizing your use 
of  trigger words will have an even greater impact on your success.

• Your body is communicating to both you and to your customer. Confident 
people take up space. They stand up straight, shoulders back, and head up. 
When you are huddled down, whether sitting or standing, you will use less as-
sertive language and others will perceive you as unsure of  yourself. It’s a simple 
thing to adjust.

• It is important to understand what your preferred communication style is be-
cause if  it is different to that of  your customer, someone is going to have to 
adjust or there will be miscommunication and frustration. Adjusting takes a 
combination of  awareness and focus. 

• Once you understand the different communication styles, it isn’t difficult to 
identify which style your customer is using. Because we are all  capable of  any 
style, you can adjust to match your customer’s style. When you do that, your 
customer is more comfortable and rapport between the two of  you will be 
better. 

• Another consideration is conation drives. Conation refers to your instinctual 
talents, the way in which you strive to accomplish things. It is your approach 
to problem-solving. Conation is how you act when you are free to be yourself.
(See www.kolbe.com)
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• When you understand your own conative modus operandi (MO), which is 
simply your four strengths, you can be more deliberate in using them and 
therefore more effective.

• Understanding conation and learning to recognize strength indicators in oth-
ers can be invaluable in understanding how best to present information to 
your customer.

I took the road 
less traveled by, 
and that made

 all the difference. 
Robert Frost
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Application

1. Write the CARE to Listen on a post-it note or the back of  a business card:
Clarity; Assure; Rephrase; and, Encourage. Choose a friend or family mem-
ber with whom to have a conversation. Ask them an opening question about 
some issue you know is important to them. Practice "CARE to Listen" while 
engaging in the conversation. Keep your note handy to remind yourself  of  
what you want to do. Focus entirely on understanding their perspective with-
out adding your perspective, opinion, or advice.

What did you learn from this experience?

2. Add at least two spark words to each of  the following five statements. If  you 
want, you can add a second sentence to your adjusted sentence. 

Some Spark Words

Dopamine Oxytocin Serotonin Endorphins
You / your
Customer’s name
Success
Wow
Want
You deserve
Greatest / best
Exclusive
Ideal
Perfect
You might...

Belong
Support / help / assist
Guide
Together / partner
Team
Secure
Peace of mind
No pressure 
Journey
Earn your trust

Imagine
What if…
I wonder…
Possibility
Idea
Creative
Accelerate 
Increasing
Potential
Boost
Enhance

Adventure
New
Change
Better / best
Challenge
Surprising
Unconventional
Instant / instantly
Powerful
Secret

a. Good morning. Do you have a minute to talk?
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b. Our product can increase your production by 15%.

c. I would like to show you how my organization's product would work for you. 

d. How many years have you been buying from our competitor?

e. What are the challenges you are facing today?

6. Rewrite the following statements, removing trigger words but maintaining the 
same meaning. 

Trigger Words

Universals* Absolutes* Other Triggers
Always, never, every, all, 
and nobody.

Avoidable, exact, defec-
tive, harmless, needless, 
obvious, total, thorough, 
useless, unimportant and 
wrong.

why
just / at least
you need to... 
you should ... 
you have to ...

* These are just examples and do not represent the entire category of words that would 
qualify as a universal or an absolute. 

a. Our customers always prefer our product. You should consider switching. 

b. If  you purchase our product, you can avoid needless loss.
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c. Why wouldn't you want to buy this product? You have to at least consider the 
benefits it would offer you. 

d. You will never find a better deal than the one I am offering you right now. 

e. The cost of  this product is just $___. It is obvious that nobody else can offer you 
this deal. 

6. Stand up. Place your feet shoulder-width apart and place your hands on your 
hips. Lift your chin. Take five deep breaths. How do you feel?

7. If  you do not know your communication style, you might consider searching 
the internet for a Myers-Briggs Type Indicator (MBTI) or DISC assessment. 
The free versions are not entirely reliable but they will give you a starting point.   
If  possible, it would be better if  you are able to take the assessment from a 
valid vendor. 

Once you know your preferred communication style, consider how this 
might impact your communication with a specific customer. 



Dr. M. Paula Daoust and Michael G. Eichten

-68-

8. If  you are interested, you can complete the Kolbe A at www.Kolbe.com. Re-
cord your MO here: ____ ____ ____ ____

How would your MO show up when interacting with a customer? What 
advantages do these strengths offer you in sales? What drawbacks might you 
encounter with this set of  four strengths?
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"Facts tell, stories sell" is more than a clever rhyme. A well rehearsed elevator 
speech or story, combined with the ability to quickly recognize the personality 
(DISC) and/or modus operandi (M.O.), will lead to forming long lasting relation-
ships. Unlock the truth in how these secrets improve your ability to connect with 
buyers faster and with laser focused accuracy. 

Adrian's story

Riding the good feelings of  his successful sale, Adrian approached his 
next few sales meetings with renewed enthusiasm, but something was still 
off. His customers weren’t responding in the way he was expecting. In one 
presentation the customer kept looking at his phone and in another, the 
customer asked him to wrap up his presentation because he had another 
meeting in ten minutes. He knew that today’s meeting with Rhea was going 
to focus on presentations and it couldn’t come at a better time. 

Rhea smiled as he entered her office. “How’s it going, Adrian?” she asked.
Adrian knew she saw the weekly sales report so there was no point in pre-
tending, “It could be better. I made a couple of  sales but not as many as I 
wanted. We’re going to talk about presentations today, right?”

“That’s the plan,” she responded. “Do you think that’s the issue?”

With a sigh, Adrian answered. “I’m beginning to wonder if  I’m a little 
stale. I’m not having any trouble getting potential customers to agree to a 
meeting but when I start presenting, they seem to tune out. I think it’s time 
to rethink my approach.” 

“Let’s start at the basics. Do you have an elevator speech?” Rhea asked.

“A what?” Adrian asked with surprise. 

“An elevator speech. A short summary of  your business proposition. Sure-
ly, you’ve heard of  an elevator speech before,” she said. “From the look 
on your face, I think we need to start there. And what about stories, have 
you integrated some stories in your presentation? You know what? I think 
it would help me understand how to help you if  you just ran through your 

Session 8
Presenting and Storytelling
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presentation as if  I were your customer. Would you be willing to do that?”
Adrian took a deep breath and began pulling his computer out of  his bag, 

“I guess, if  you think we need to do that. Can’t you just give me a few 
pointers?”

Rhea got up from her desk and moved to a chair beside Adrian. “If  I’m 
going to help you, I need to understand what the issues are. Let’s get start-
ed.”

With a sense of  resignation, Adrian started. Thirty minutes later he folded 
his computer and looked expectantly at Rhea. “So, what do you think? You 
took a lot of  notes. How bad is it?”

“Some of  my notes were good things, Adrian. It’s clear that you know and 
believe in our product. That’s important. You have a pleasant voice and 
you delivered your presentation with a good level of  energy,” Rhea ex-
plained. “There are areas that could use some work, however. Your slides 
are complicated, and your entire presentation is heavily weighted with 
data. Frankly, Adrian, your presentation felt canned, like it’s the same for 
all your customers. Is that right?” 

“Not exactly, but it’s pretty close. I do change it up a little for some cus-
tomers,” Adrian responded defensively. 

“Adrian, I don’t want you to feel attacked. You’re doing well but, as you 
said yourself, there are some sales you are leaving on the table. There are 
some things you can do to make your presentations a lot more interesting. 
If  you can keep your customer’s interest, you can create a positive vision 
for the future, one that would include the use of  our products. Do you 
want to talk about what those things are?”

“What about the influence principles and everything we discussed about 
communication? How do they fit with presentations?” he asked.

Looking puzzled, Rhea answered, “Everything we have talked about is 
important and when you build your presentation, you want to be looking 
for ways to integrate those tools. The presentation is your opportunity to 
put all these tools into action.”

Adrian settled himself  into his chair, knowing that this was going to be a 
long, but truly valuable session. 
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Overview

• Good presentation skills are at the base of  identifying customer needs, pre-
senting an offer and negotiating the terms or managing objections. If  you can’t 
capture the customer’s attention you might not even get past the first phase of  
the selling process which is prospecting and qualifying your customer. 

• Be sure to understand the value proposition of  your product. What makes 
your product different and more valuable to your customer than that of  your 
competitor?

• First impressions matter in the sales game. You need a solid elevator speech 
that catches the prospect's attention.

• Your elevator pitch opened the door but now you need the next step. If  you 
are delivering information, you might be using brochures or slides on your 
tablet. There are some things to consider:

• Fewer words and more graphics are better.
• If  you are using slides, less is more. That includes the number of  slides 

and the number of  words on each slide. Be aware of  the emotional asso-
ciation with colors.

• Direct your customer’s attention to the points on your brochure or your 
slide that will be most relevant to their problem.

• Keep the words on your materials simple. You are already paring down the 
number of  words you will use but you also want to keep the reading level 
at or below the eighth grade.

• Your materials should finish with a call to action that asks for the sale.

• Understanding conative styles can also help you to tailor your presentations 
to specific customers in a very powerful way. Without this understanding, you 
will design your presentation according to your own MO. This will be fine for 
some customers, but for others you will miss the mark entirely.

• The communication style you use can change given the context and your 
mood. You can and do shift your style, often unconsciously. This matching 
to another’s style is the result of  mirroring neurons that are influencing your 
energy and helps you to feel more connected with the other person. 
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• You might not know your customer's preferred style, but it is not very difficult 
to determine what style they are using in the moment.

• “Let me tell you a story,” are six powerful words. They catch attention imme-
diately. Everyone loves to listen, to read, or watch stories on television or the 
movies. Stories allow us to briefly leave our present world and enter another. 
Whenever possible, start your presentation with a story and include additional 
stories later.

• There are different types of  stories and they serve different purposes.
• Springboard stories: Use them to spark action toward making a change.
• Who you are or who your organization is: These stories build trust and 

credibility.
• Transmit values: These will prompt discussion about values.
• Sharing knowledge: Use when you want to share lessons learned.
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Application

1. Write your unique value proposition. 
• What makes your product different and more valuable to your customer 

than that of  your competitor?

• What does your customer want, need or value?

• How does your product meet that need? 

2. Write an elevator speech. 
• What problem is your customer looking to solve?

• Begin your elevator speech with a very quick introduction, “Hi, I’m 
______.” Then follow with a question or a statement that catches your 
listener's attention.
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• Your next sentence (or it might be integrated with your first attention-get-
ting sentence/question) identifies the problem the customer is trying to 
solve.

• Briefly explain how your product differs from others or how your product 
works and what outcome your customer can expect.

• Review what you have written and tighten it up. Look for unnecessary ad-
jectives and adverbs and be sure to pepper in some spark words. Continue 
to work on it until you can get it down to that magical 80-90 words.

3. Creating a plan for following up your elevator speech.

• Ask a question and wait for an answer.
• Paraphrase the main issue in your customer’s response and watch for a 

nod or some non-verbal indication that you got it right. If  you didn’t, ask 
another question to clarify your understanding.

• Use the yes-set sequence. 
• Finish with a call to action.

Create your plan: 
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4. Use the following checklist to evaluate a slide deck or a brochure you use to 
explain your product to a customer. 

Presentation Checklist

 � Used fewer words and more graphics for slides or brochure.
 � Additional information to support points in the slides or brochure is 
readily available, if requested. 

 � When slides are used, the "less is more" was honored.  The number of 
slides and the number of words on each slide was minimized.

 � Black and red backgrounds are used sparingly. 
 � The color of the background was carefully chosen based on the emo-
tion wanted.

 � Fonts are large, easy to read, and contrast distinctly with whatever 
background was chosen.

 � Only 2-3 ideas are highlighted in the slide deck or brochure.
 � Reading level is consistently at the 8th grade level.
 � The slide deck or brochure includes a call to action. 

Based on this evaluation, I will need to change:

5. Fill in the blanks:

Facts _________________; Stories __________________.
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6. Consider a customer that you have worked with. After reviewing the following 
chart*, estimate the strengths of  this customer.

*Chart is based on the Kolbe Conation model. 

Customer: _______________________________________________

Fact Finder: ___________________ Follow Thru: ___________________

Quick Start: ___________________ Implementor: ___________________

• Given your customer's modus operandi (MO), how should you adjust a 
presentation? Use the chart on the following page to help you with your 
plan.  
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7. Use the following chart to estimate your customer's preferred communication 
style. 

Customer communication style:____________________________________
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Given your customer's preferred communication style, how will you further 
adjust your presentation?

8. Review the following chart on types of  stories. 
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Choose one type of  story and write a short story that you could use with a 
customer. 

9. Getting a testimonial from a customer.
A testimonial is a Lessons Learned story. To get a testimonial from a cus-
tomer you will want the testimonial to answer the questions below. Some 
customers will be able and willing to write a good testimonial, others will 
need help.

Use these questions to interview your customer or send them the form and
ask them to answer them. Adjust the questions to suit your customer. You
can then use that information to write the testimonial for them.

To practice using the questions, choose a product that you have purchased
and complete the form.

Name:_______________________ Organization:____________________
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Communication Coaching
$150 value

FreeFree
www.EIInsales.com/Applied

Increase your success in sales!Increase your success in sales!
Sign up for your FREE 45-min. coaching session. 
• Prepare powerful presentations that get results. 
• How to best take advantage of your DISC or Kolbe-A results;
• How to find good stories to use in presentations;
• How to write a good story.
• How to get "killer" testimonials.

Why did you purchase [product name]? What was the problem or challenge
you wanted to solve?

What result did you get and how did that benefit you? What difference did it
make to you or your organization?

If  you have used a similar product from a competitor, why did you switch? 
How did this product achieve a better result for you or your organization?

How does it feel to have overcome your challenge or solved your problem?
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Buyers don't really care what you do, or how you do it. You what and how won't 
differentiate you from your competition. What buyers do care about is why you 
do what you do. They will pay closer attention when you sell with a strong pur-
pose that is consistent with your genuine core values. Self-image, belief, and con-
fidence are shaped by our thoughts, feelings, and a lifetime of experience. 

Adrian's story

Driving to the office, traffic was heavier than usual. Adrian wondered if  
he was going to be late for his meeting with Rhea. He smiled to himself  as 
he thought about Rhea. She was a stickler for time and probably wouldn’t 
accept the “slow traffic” excuse but that wasn’t going to be a problem 
today. He had left his house in plenty of  time, even if  traffic was an issue. 
Glancing down at his watch he realized he had another 30 minutes before 
his meeting to travel what would ordinarily be a five-minute drive. His 
thoughts drifted off  to the meeting and he wondered what Rhea had in 
store for him this morning. His sales had improved considerably since 
beginning these talks with Rhea, but they still weren’t exactly where he 
wanted or expected them to be. 

As he entered Rhea’s office, she looked up and then glanced directly at the 
two cups of  hot coffee on her desk. Bonus, there were two sweet buns on 
a plate beside the coffee! Adrian thought to himself, “This is a good start!”
Grinning, Rhea said, “Congratulations, you are making your way up the 
sales leaderboard! Your sales this month placed you third from the top. 
Are you ready to be number one?” 

“Always!” Adrian responded. “Some of  the things you’ve said were tough 
to hear but I have to admit that I’ve learned a lot or, in some cases, re-
learned things I had forgotten. I can’t imagine what more could be added 
to everything else you have talked about.”

Still smiling but with a devilish twist, Rhea answered, “There’s more. It’s 
time to talk about your relationship with yourself.”

Looking confused, Adrian asked, “I thought we covered the issue of  self-

Session 9
Knowing What Matters the Most and 

Connecting with Your Customers
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talk and motivation earlier.”

“Yes, but I want to go a little deeper,” Rhea responded. “It’s really import-
ant that you have a clear understanding of  who you are and what matters 
most to you. Have you ever heard of  Earl Nightingale?”

“That name is familiar. Back in my early days of  selling I think I listened 
to one of  his tapes, The Strangest Secret. That’s really old stuff,” Adrian 
replied.

Rhea frowned, “Just because it’s old, doesn’t mean it isn’t still relevant. I 
think it’s time for you to get back in touch with his message. You have done 
well, but if  you want to really excel, today’s discussion will turbo-charge 
your success.” 

Adrian picked up his coffee and one of  the sweet buns and dropped down 
into the chair in front of  Rhea’s desk, “I’m ready! I’m all ears!”

* * * * * * * * *

It was a warm, sunny day and the sun pouring into Adrian’s office matched 
his own sunny feelings. Things were really turning around for him and, 
whether he was the leading salesperson on the team or not, he was feeling 
good about his progress. 

“Earth to Adrian, are you here?” Rhea asked.

“I’m sorry, Rhea. I guess my mind wandered off.” Adrian sat up in his 
chair and took a sip from his coffee cup. “I was just thinking about the 
sales I made this week. Now that I understand how my work supports 
what really matters to me, I feel like I am on a mission. The work is so 
much easier than it was.”

Rhea leaned forward in her chair and began tapping her pen on her note-
pad, “That’s good to hear but let’s take this a little further, Adrian. Aligning 
your work with your core values helps you to get your relationship with 
yourself  right. Now let’s give your relationship with your customers a little 
love.”

Adrian was confused, “What do you mean? I took our conversation about 
influence principles to heart and before each meeting with my customers I 
give some thought to everything we talked about, especially the reciprocity 
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and liking tools. I feel like my relationships with my customers have im-
proved dramatically.”

Rhea nodded agreement, “Absolutely, I can see that. It’s one of  the rea-
sons your sales have improved but there’s more you can do. The great 
thing is, when you do more, you will feel even better about your work than 
you do now, and you will deepen your customers’ loyalty to you. They will 
become repeat customers and even sell their friends on our products for 
you. Are you interested in learning more about deepening your relation-
ship with your customers?”

“Of  course, just let me get a refill on my coffee and I will be all ears! Could 
I get you another cup?” When Adrian returned, he passed a fresh cup of  
coffee to Rhea and settled back into his chair, anticipating another good 
session. 

Overview

• The motivation to do the hard work needed for success depends on feeling 
good about yourself. Earl Nightingale’s strangest secret is simply, “We become 
what we think about.” 

• With increased understanding of  how the brain processes information, we 
know that what we visualize becomes the program that our subconscious runs. 
A vivid picture of  our future becomes our self-fulfilling prophecy. Therefore, 
it is essential that we focus on what we want, not on what we don’t want.

• Self-affirmations move us toward feeling good about ourselves. 

• When our actions are aligned with what 
matters most to us - our core values - 
our lives take on a deeper purpose. This 
purpose, our mission, energizes us to do 
the hard work needed to fulfill our goals.

• The twins, Fear of  Failure and Fear of  
Rejection, stand between you and your 
success. People who are successful in the 
field of  sales consciously and deliberate-
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ly work at removing these twin barriers. They do the things that less successful 
people don’t want to do because their higher mission that pushes them past 
the twin fears.

• Under normal conditions, it is too easy to exhaust your willpower but when 
you are faced with the twin fears - which for most sales professionals are in-
tegral to the sales context - willpower or determination are just not going to 
be enough.

• Inscribed on the Temple of  Apollo in Delphi is the maxim, “Know thyself.” 
When your actions are in accord with your core values, your self-esteem in-
creases because your actions have purpose. What you are doing matters and, 
even if  it is difficult or unpleasant, you are on a mission and that mission is 
fueling you. Your mission can power you past the twin fears. 

• Every decision is based on a value. We are constantly judging things as better 
and best, good or bad, safe or dangerous, or pleasant and unpleasant. A value 
is just an estimation of  something’s worth, importance, or usefulness. This 
means that we have countless values and they can easily change.

• You have many values but some values are at your core. They represent the 
essence of  who you are and serve as the foundation of  how you think, feel, 
or act. These are called core values. You will pursue your core values relent-
lessly, whether anyone else cares or even notices, because they are what’s most 
important to you. Core values are your most deeply held, cherished ideals or 
beliefs.

• Misalignment between your work and your values will result in an inability to 
live up to your potential because cognitive dissonance will interfere with your 
focus. Cognitive dissonance is the internal conflict you experience when you 
become aware that your thoughts and/or actions are inconsistent with your 
values. This is the reason why belief  in your product or service is essential to 
your success in selling that product or service.

• Behavior is based on two criteria. To do those things success depends on, 
you must want to do them, and you must be able to do them. Your attitude makes 
all the difference. With a positive, confident attitude both criteria can be met, 
creating a virtuous cycle between want and ability.
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• It can be difficult to identify your core values because they are so much a part 
of  you. It takes a deliberate effort to truly recognize your core values. A search 
on the internet will yield several strategies and exercises for identifying your 
core values.

• Without deliberate effort, you can easily confuse the low hanging fruit of  
social idealisms with what is truly your own unique set of  core values. Social 
idealisms are traditions, conventions, and the socially acceptable way of  think-
ing. They frequently include the words should, ought to, or have to. 

• The principle of  liking is the most powerful and easiest influence tool to put 
into practice. It is also the easiest to use ethically. You can’t fake liking. You 
either like someone or you don’t. If  you truly like someone, you will want to 
be helpful to them. If  your customers like you, they will want to do business 
with you. Liking is not a guarantee of  a sale, but it goes a long way toward it. 

• First impressions matter a lot in a relationship. If  you instantly like someone, 
the relationship is off  to a promising start. Unless that person gives you con-
crete evidence that you shouldn’t like them, the relationship will grow and get 
stronger. 

• If  you feel an instant dislike for someone you will need clear evidence of  
something that you can respect or a reason to like the person to just return to 
the neutral point.

• An instant liking reaction to a new person is more likely to happen if  one or 
more of  three things are present. The new person was perceived as physically 
attractive, they were smiling, and their body language was open and inviting. 
You can ensure that all three criteria are present in a meeting by small adjust-
ments in grooming and attire, and self-awareness of  your body language.

• The key to building a healthy working relationship with a customer is to be-
come interested in what interests the other person. Be interested, not inter-
esting. 

• You can cement a trusting relationship by building a history of  service. You 
want your customer to see you as a friend, ally, and collaborative problem-solv-
er.



Dr. M. Paula Daoust and Michael G. Eichten

-86-

Application

1. In the appendix of  the book, "Using Emotional Intelligence in Sales," is an excel-
lent exercise for discovering your core values. Here is a shorter exercise that 
can get you started.

Step 1: 
Describe a peak moment in your life when you felt happy, fulfilled, aligned, 
in control, and completely yourself. 

Step 2:
What values were associated with that moment?

Step 3:
Of  these values, which one or two are most important to you?

Step 4:
Explain what your chosen values mean to you. Create your definition for 
each of  the values. 
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Step 5:
Repeat steps 1-5 until you have identified four or five final core values. 

How can you use these core values to help you stay focused on achieving 
success in sales?

2. Purpose determines drive. When you are clear on your purpose, it is much 
easier to invest the energy needed to achieve your goals. 

Step 1: Identify your strengths. Reflect on your personal successes. What 
strengths contributed to these successes?  
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Step 2: List your 3-5 core values you determined in the previous exercise.

Step 3: Consider how your strengths and core values might contribute to 
solving real-world problems. 

Step 4: Based on your strengths and your core values, write a personal pur-
pose statement that summarizes what contribution you intend to make in the 
world. 

Step 5: How does selling your product, service, or idea align with this per-
sonal purpose statement?
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Communication Coaching
$150 value

FreeFree
www.EIInsales.com/Applied

Increase your success in sales! 
Sign up for your FREE 45-min. coaching session. 

• Get step-by-step help in completing a values exercise and 
clearly identify your core values.

 
• BONUS - Transform your work to a purpose-driven mission 

by aligning your core values with your work and enjoy the 
amazing difference that this can make in your success.

3. Salespeople who have a can-do attitude, belief, and positive self-image will 
invest the time to master skills, which in turn impacts motivation. 
Where, in your experience, have you observed this dynamic in action? 

Likability and the Law of Cause and Effect

Likability will be returned in direct proportion 
to ones genuine feelings toward the other person. 
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4. Actions I will take to increase the probability that my customers like me?

5. General questions I can use to discover my customer's interests or hobbies.

6. Things to look for in my customer's location that might indicate an interest 
or hobby. 
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Failing to plan is planning to fail. In this final session we will recap key concepts 
learned in sessions 1-9 and connect the dot, as you put in place your actionable 
practice and work plans. Desires become reality when goals are specific, mea-
surable, attainable, relevant, and timebound. SMART goals become reality and 
achieved when you put in the work. 

Adrian story

As Adrian entered Rhea’s office, she jumped up and raised both fists above 
her head in triumph. “You did it, you are the top salesperson this month 
and not by a little, you are way ahead of  everyone else. Congratulations!” 

Adrian grinned, “That was my goal when we started meeting but, you 
know, now that I have hit it, I have mixed feelings about it.”

“I get that,” Rhea responded. “It happens a lot. When you stop focusing 
on competing with others and place your focus on your customer instead, 
everything changes. It’s the paradox of  sales. When you try too hard to 
sell, you don’t. When you make every customer your priority, everything 
becomes easier and your sales success improves. I could not be prouder 
of  you, Adrian!”

“Thanks, it’s been a long journey and I learned a lot. Thanks so much, 
Rhea.”

Sitting back down in her chair, Rhea became more serious. “Adrian, what 
do you think made the difference for you? We have really talked about a lot 
of  different things, what did you find the most useful?”

Adrian settled into a chair in front of  Rhea’s desk and reached into his 
portfolio, “Hmm, that’s a good question, Rhea. I’m not sure that it was any 
one thing; it really depended on the customer. After each of  our coaching 
sessions, I would go over my notes and I would add tips to an inventory I 
was building. I think it was this tip sheet that kept me focused.”

“Is that the tip sheet in your hand?” Rhea asked. “Can I see it?”
Adrian put the papers on Rhea’s desk and she quickly picked them up. As 

Session 10
Do the Work and You're on Your way
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she scanned the list, she asked eagerly, “This is really good. Could I share 
it with others?”

“It’s your material, Rhea. I just translated it into actions I could take. I 
would be honored if  you shared it with others.”

Overview
Inventory of  Sales Tips

The triune brain:

 � Make the unfamiliar, familiar. Associate a new, unfamiliar product or ser-
vice with something the customer is already familiar with. 

 � Create interest by making the familiar feel less familiar by rebranding or 
reframing the product or service.

 � Help the client picture how the product, service, or idea will enhance their 
quality of  life or, conversely, how not having the product or service will 
reduce their quality of  life. 

 � Whenever possible, increase the bond with customers by “breaking bread” 
with them. 

 � When a product or service can increase your customer’s sense of  safety 
(physical, emotional, or financial), emphasize this fact. 

 � Acknowledge your customer’s expertise and offer legitimate compliments.
 � Put your message in front of  your customer in as many ways as possible. 
Your customer needs to see and hear your message frequently.

 � Use your customer’s name early in the conversation and, if  the conversa-
tion is extended, two or three times more. 

 � Smile when talking with your customer. 
 � When you identify a goal your customer is working toward, look for an 
opportunity to help your customer to achieve that goal. Do so even if  the 
goal is not directly related to your product or service. 

 � If  the purchase process involves several steps, a checklist can serve as a set 
of  mini goals for a customer. Give your customer the list of  steps or tasks 
needed to complete the purchase. Encourage your customer to check off  
items as you progress through the process. 

 � Always speak optimistically about the future. Create a reputation for hav-
ing a positive outlook. 

 � Create opportunities for your customer to recall happy or fond memories 
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by asking about family pictures, planned vacations, or recent achievements.
 � Volunteer some time to causes that are important to your customer, or 
provide some financial support to these causes.

 � Soon after closing a sale, send a note congratulating your customer that  
lists all the reasons why they have made a good decision. 

 � Focus on maintaining calm, even breathing throughout any interaction 
with a customer. 

Managing emotions:

 � Reframe “I have to…” to “I get to….”
 � Be clear about why whatever you are doing is important to you. 
 � Do the more difficult or unpleasant tasks first thing in the morning when 
your willpower is at its strongest.

 � Take short breaks throughout the day to restore your willpower. 
 � Bounce back from rejection by building mental toughness. Mindfulness, 
meditation, guided visualization, or self-hypnosis will all contribute to in-
creased resilience.

 � Use thought-stopping to maintain a positive outlook.
 � Practice a self-affirmation several times a day. 
 � Take some risks by experimenting with new strategies, but monitor your 
results and make adjustments early. 

 � Ensure that you spend time with people who are optimistic and support-
ive. Avoid the “buzzards” who don’t put in the effort and then have ex-
cuses for not getting their desired outcomes. Their negative self-talk is 
contagious. 

 � Recognize what is, and what is not, within your control. Focus your effort 
on your own behavior. 

A better you:

 � Get seven to eight hours of  sleep each night. 
 � Pay attention to nutrition. Keep healthy snacks handy and plan for busy 
days. That way you will have easy access to foods that help you think clear-
ly and support both a positive mood and sustained energy. 

 � Get 30 minutes of  exercise each day. On busy days, this may mean several 
short bursts of  exercise. 
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Influencing others:

 � Ethically integrate the six principles of  influence into the sales process.

Reciprocity: 
 � Listen to your customer and they will listen to you.
 � Offer the best service possible.
 � Help your customers to solve their problems.
 � Show an interest in the things that your customer cares about.
 � When appropriate, give your customer small gifts. 
 � Create an opportunity for making a concession by offering the “Cadillac” 
version of  your product first. If  the customer hesitates, you can then sug-
gest another product that might also meet the customer’s needs. 

Commitment and Consistency:
 � Ask your customer the question, “How does [your product] fit your 
needs?”

 � Offer to get the paperwork started while the customer is still considering 
whether they want to make the purchase.

 � Give your customer a pen and ask them to fill in some of  the blanks on 
the contract or proposal. 

 � Use the “yes set” to create an emotional pattern of   saying yes to you. 
 � After completing the sale, ask your customer for a testimonial or a sum-
mary of  the benefits that they expect to get from your product or service. 

Social Proof:
 � Share testimonials from similar customers. 
 � Provide visual examples of  similar customers using your product or ser-
vice. 

 � Give your customer data demonstrating the number of  people who have 
purchased your product or service, customer satisfaction scores, or infor-
mation about your organization’s years in business. 

Liking:
 � Like your customer! Find those things that you can truly admire and re-
spect about your customer and let your customer know what you like 
about them. 

 � Offer your customer sincere compliments.
 � If  you legitimately have something in common with your customer, make 
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sure that they are aware of  it.
 � Be a good listener. Say less and hear more. 

Authority:
 � Be a valued resource for information about your industry and your prod-
uct or service. 

 � Dress the part and use your appearance to increase your credibility. 

Scarcity:
 � Share information with your customer that may not be readily available to 
everyone. 

 � If  there is truly a limited supply or an anticipated limited supply in a prod-
uct or availability of  a service, share this information with your customer. 

 � When it’s time to negotiate, focus on a win-win. Make sure both parties to 
the negotiation are getting what they need. 

Communicating:

 � Use CARE to listen: Clarity, Assure, Rephrase, and Encourage.
 � Use words that are known to spark the production of  the feel-good hor-
mones - DOSE.

 � Avoid using words that are known to trigger defensiveness and withdraw-
al. 

 � Pay attention to non-verbal communication, particularly your posture. 
 � Pay attention to your customer’s communication style and adjust your 
style to match – think DISC.

 � Look for clues about your customer’s problem-solving instincts and adjust 
your presentation to their way of  processing information – think KOLBE. 

Presenting and storytelling:

 � Know the value proposition of  your products or service. What makes 
your product or service different or more valuable compared to that of  
your competitors?

 � Know what your customer wants, needs, or values and adjust your presen-
tation accordingly.

 � Have a solid elevator speech ready for those unexpected, brief  opportu-
nities. 

 � Follow up the elevator speech with a question, paraphrase, or yes-set and 
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finish with a call-to-action.
 � When using slides remember that graphics are more memorable than 
words and fewer words are more powerful. 

 � A one-size-fits-all presentation is deadly. Point out what is relevant to your 
customer and let the rest go!

 � Avoid trying to sound smart by using multi-syllabic, complex words. Use 
straightforward language. 

 � Tailor your presentation to your customer’s problem-solving instincts – 
think KOLBE and their preferred communication style – think DISC. 

 � Use lots of  stories throughout the presentation. 

Know what matters:

 � Know what your core values are.
 � Align your core values with your major work tasks and your organization’s 
goals.

 � Frequently review your core values and how they are aligned with your 
work to ensure that you remain purpose driven. 

Connecting with your customers:

 � First impressions matter. Make sure that your grooming and attire are 
appropriate for the situation, that you are smiling, and you have an open 
posture.

 � Focus on being interested, not interesting. The paradox is, the less you say, 
the smarter you sound. 

 � Immediately following a meeting or a brief  conversation with a customer, 
make some notes about their interests or important events in their life. 
When you meet again, refer to the items in your notes. 

 � Build a consistent history of  service. To do this, you will need to have a 
solid understanding of  your industry, trends, regulatory constraints, barri-
ers and hurdles. This takes research and constant updating. 

 � Eliminate the selling mindset. Focus on building trust. 

Some additional thoughts:

• Patrick Lencioni once said, “If  everything is important, then nothing is.” This 
thought is particularly relevant to this tip sheet. There are a lot of  ideas on the 
tip sheet and you cannot implement them all at once.
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• Use a journal for your review process. Journaling is a powerful strategy for 
noting your progress, your goals, capturing ideas, and processing your feelings 
around your selling experience. A very old cliché says that what gets measured, 
gets done. The journal will become both a qualitative and quantitative mea-
surement system for you.

• To quote Don Berwick, “Some is not a number and soon is not a time.” Goals 
are necessary to success. 

• There are three major problems with goals: schedules of  reinforcement, set-
ting the wrong goals, and setting the wrong metrics.

• Goals are built on a combination of  a fixed ratio and fixed interval schedule 
of  reinforcement. With a fixed ratio schedule, the reward is given after a spec-
ified number of  desired behaviors has been demonstrated. The fixed interval 
schedule provides the reward after a specified amount of  time. 

• Both the fixed-ratio and fixed-interval schedule of  reinforcement have very 
predictable effects on the rate of  behavior. Once the reinforcement has been 
awarded, there is an immediate post-reinforcement pause in the behavior. The 
participant takes a break or rests before beginning the cycle again.

• There are two ways to counter-act the negative effect of  this schedule of  rein-
forcement: First, when a personal sense of  self-esteem is attached to achieving 
and going past goals, the salesperson will provide their own self-reinforce-
ment. This is why purpose-driven work can be so powerful to success in sales. 
The other way is to provide additional incentives for achieving more than the 
minimum goal.

• Setting unrealistic goals can have major implications for future sales. When it 
becomes apparent that the goal cannot be achieved, the salesperson is likely to 
give up and apathy or lost confidence can set in.

• The impact of  goals on other areas of  an organization need to be considered. 
When organizations develop firm silos between departments with little com-
munication between these silos, the effect can be devastating on the organiza-
tion’s long-term success.
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• To avoid setting the wrong goals, key stakeholders need to be a part of  the 
planning.

• Since a goal assumes a metric, some consideration must be given to what met-
ric will be used. It has long been observed that what gets measured gets done. 
Set the wrong metric and the wrong behavior will emerge.

• The salesperson can control their own behavior leading up to the sale but 
in the end, they cannot control the decision-maker. They might do all the 
right things and still not get the sale. Over reliance on outcome goals can be 
counter-productive. In addition to outcome goals, production goals such as 
the number of  contacts made, or proposals prepared, should be set and cele-
brated. If  production goals are met, outcome goals are likely to be met as well.  

• There are far fewer people that achieve a goal than the number of  people who 
set the same goal. One might say setting a goal is the easy part - achieving a 
goal is where the rubber meets the road.

• Achieving goals doesn’t just happen. It takes work, measurable steps, and grit 
to turn a goal into reality. Grit means continuing to work on something even 
when it is uncomfortable or unpleasant and there is no guarantee that the ef-
fort invested will yield the desired result. Grit means that you push through, 
even if  at first you don’t succeed.

• You must put the time and effort in, doing what others don’t want to do, not 
knowing whether the effort will yield the result you want. That is grit and with 
grit comes increased self-confidence and the belief  that, despite the detours 
and the occasional slips, your many steps will get you to the finish line.
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Application

1. Identify five things from the Inventory of  Sales tips that you will implement.

1.

2.

3.

4.

5.

Keep a journal to record your progress on these five strategies. When you 
are ready, at another five strategies. 

2. Set three goals for yourself. Be specific about the action and set a time for 
completion. Explain how you will measure progress toward the goal - what 
metric will you use?

Goal Measurement of Progress Completion 
Date

1.

2.

3.
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Communication Coaching
$150 value

FreeFree
www.EIInsales.com/Applied

Increase your success in sales!Increase your success in sales!
Sign up for your FREE 45-min. coaching 
session. 

• Using the Inventory of Sales Tips.
• Setting goals and creating the right condi-

tions for executing on your goals.
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A final thought:

Mike's grandmother was known to have had a green thumb. Does such a thing ex-
ist, or rather, did she simply understand that growing a bountiful harvest requires 
planting the right seeds, at the right time, in fertile soil, free from weeds, and with 
enough moisture? 

Salespeople face the constant challenge of  keeping their mental garden free from 
weeds, which seem to grow like children, regardless of  circumstance. Negative 
thoughts choke a salespersons mind and will tend to multiply faster than weeds 
taking over a garden. Positive thoughts will struggle to grow without a healthy diet, 
exercise, fertilizer, and enough moisture. Put in the work and sow what you reap! 

Adrian found success after he discovered the power of  ethical influence and form-
ing effective habits. Effective use of  reciprocity, commitment and consistency, and 
liking improves the odds of  success in selling. Free yourself  from getting stuck in 
a rip tide by telling the right story that present the facts in ways that are both inter-
esting and memorable. Again, "facts tell, stories sell."

Remember to bring your pal along on every sales call. Use PAL, "Purpose, Agenda, 
and Limits" when meeting with a potential buyer. Remember, you are the guest 
and must respect the fact that your host is busy and cannot afford to waste time. 

Don’t be a Debbie Downer! It is best to speak positively and focus on the needs 
of  the customer. Your job is to raise spirits, not to drag others down asking them 
to join your pity party. 

Serve, Don't Sell!!
 

Wrapping Up



Would you like get a reputation for getting difficult projects done on time, 
within budget, and with outstanding quality? 

Imagine how much more you could get done without corporate politics or if 
there was more collaboration and cooperation within your team and with oth-
er teams! 

When you handle conflict well, you can get the results you need and want 
while strengthening important relationships. If you want to differentiate your-
self from other managers, this is the book for you. 

Would you rather sit in an ice cold bath tub then have to speak to a 
group? 

Whether it’s a formal presentation, sharing ideas in a team meeting, talking 
with someone in authority a job interview, or giving a toast at a wedding, we 
all have to deal with a high-stakes speaking situation from time to time. It is a 
challenge to show up with our best self when we need it the most. 

What difference would it make to your career if you could show up with your 
best performance when you need it the most? This book is chock full of practi-
cal, easy tools to get you there! 

Do you ever say to yourself, “The work is great, I just wish I didn’t have to 
deal with the people”? 

If you are tired of dealing with conflict, then it might be time to take action. 
Use this workbook to master the right tools and create a culture of collabora-
tion and respect.

How great would it be if, at home and at work, you could get the results you 
need and want while strengthening important relationships? Learning to use 
the conflict management tools in this workbook will get you there!

Get your copy of this workbook and get started on creating that better world 
for yourself! 

Other books by Dr. Daoust



You are invited!

Do you have a team or a group that would benefit from 
improved skills in conflict resolution or speaking in high-
stakes situations?

If  you want an experience that gets results, let's talk!

With over 20 years of  experience in instructional design and 
facilitating corporate training that gets results, Dr. Daoust 
can provide a workshop tailored specifically to your needs. 

Whether you looking for a keynote overview of  essential 
concepts or you want a deeper dive, with practice exercises 
that can change behavior, Dr. Daoust has the proven results 
you are looking for. 

Would your team or a group benefit from using authenticity toward new clarity, energy, and profes-
sional results, while learning a more effective way to set goals and achieve desired results, unlocking 
the power of  storytelling, or discovering how to use emotional intelli-
gence to improve sales?

With over 40 years of  experience as a master salesman, sales manager, 
coach, and entrepreneur, you are bound to be entertained as you learn 
how to get results with less effort. Michael Eichten, CLU, ChFC delivers 

presentations and work-
shops tailored specifically 
to your needs. Whether 
you want a keynote pre-
sentation, focused training 
or personalized coaching, 
Mike has the proven re-
sults you are looking for.

785-640-4525

meichten@gmail.com
michaeleichten.hearnow.com

www.michaeleichten.bandcamp.com

785-633-6078

DrPaula@behaviortransitions.com
www.behaviortransitions.com
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