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Speaker/Trainer/Coach/Author 
 
Jack Daly is an expert in sales and sales management inspiring audiences to take action in 
customer loyalty and personal motivation. He delivers explosive keynote and general session 
presentations. 

 
Jack brings 20 plus years of field proven experience from a starting base with the CPA firm Arthur Andersen to the 
CEO level of several national companies. Jack has participated at the senior executive level on six de novo 
businesses, two of which he has subsequently sold to the Wall Street firms of Solomon Brothers and First Boston. As 
the head of sales, Jack has led sales forces numbering in the thousands, operating out of hundreds of offices 
nationwide. 
 
Amongst a career of highlights, here are a couple of noteworthy examples: 

 In 1985, Jack relocated to California from the east coast and started a mortgage company with 3 colleagues. 
As CEO, Jack lead the company through robust growth in its initial 18 months to 750 employees, 22 offices 
nationwide, producing $350 million per month in mortgages, and it’s first 3 years the company reported 
profits of $42 million. 

 In 1998, working as a senior partner in a 5 year-old privately held Enterprise, Jack helped the company to be 
recognized as Entrepreneur of the Year by Ernst & Young and ranked #10 on the Inc. 500 list of the fastest 
growing firms nationwide. 

 
 
   Personal Highlights include: 

 Jack has been married 40 years to his high school sweetheart. 

 In 2007, Jack completed his first Ironman in the United Kingdom. 

 Jack has now completed four Ironmans on three continents. 

 Jack has played golf at over 79 of the Top 100 golf courses in the USA. 

 To date Jack has completed marathons in 26 states plus D.C. 

 Jack has bungee jumped the world’s first and world’s largest bungee jumps. 
 

 Born and raised in Philadelphia, Jack currently resides in San Clemente, California.  
                                                           
 

WHYjackDALY? 
JACK SPEAKS FROM EXPERIENCE 

  1. History of proven growth of clients                              5. TEC Australia Speaker of the Year. 

                                 businesses from individual success                               6. Spoken to audiences in several countries  

          stories to international size firms.                                     on 5 continents. 

  2. Proven CEO/Entrepreneur, having                               7. BS Accounting, MBA, Captain in U.S.  

          built 6 companies into national firms.                              Army, accomplished author of books,  

  3. Co-owner/senior exec, of INC #10 and                            audio and DVD programs. 

          Entrepreneur of the Year award winner.                      8. Led sales forces numbering in the  

  4. Vistage UK Overseas Speaker of the Year.                      thousands. 

                                                                                                 9. Competed in the Ironman World  

                                                                                                          Championship. Is an Ironman on 3 continents.  
 

        
 
RESULTS ∙ that’s what all of the above is about. Jack Daly delivers results.              
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NINE DOTS PUZZLE 
 
 

 
 

                 
 
 

         
 
 

         
 
 
 

 
 

Connect all nine dots with four connecting straight lines, without 
retracing one’s path or lifting the pen from the paper. 
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SMART SELLING 
―Increasing Your Sales & Margins‖ 

 
 

1. First impressions….   How is yours? 

2. Backward thinking. 

3. The short course on selling. 

4. Five laws of Self Renewal: 

   MOTIVATION IS MANDATORY, AND NOT AN OPTION! 

5. Perception of value is key. 

6. Building a touch system:  Leveraging your prospects, 

customers and clients. 

7. People are different, sell accordingly. 

8. Relationship selling process. 

9. Building your success guide: Performance follows preparation. 

10. Training:  It’s an ―Inside Job.‖ 

-Role Practice 

11. Recognition system:  Don’t leave ―THANKS‖ to chance. 

12. Model the Masters. 

13. Taking Action. 

14. Make something great, ñgoodò isnôt good enuf! 
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First Impressions….     How is yours? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Backward thinking:   
Define success, chart back to the present. 

 
-Accountability      -Measurement 
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SMART SELLING 
―Reality is What You Make It.‖ 

 
 

1.  Identify ―Where you are,‖ and your baseline. 

2.  Identify ―Where you want to be,‖  your end state goal. 

3.  Be ―SMART.‖   The ―S‖ is for Specific. 

4.  Next is ―M‖ for Measurable.  Things measured get done. 

5.  ―A‖ is for Attainable, and next on the list. 

6.  ―R‖ is for Realistic, and often tied to timeframes. 

7.  ―T‖ is for Trackable. 

8.   Beyond business is personal/life quality goals. 

9.   Accountability…Turn up the heat. 

10. Once in writing, with system for results, CONSIDER: 

 -Non-negotiable 

 -Most difficult 

 -Most important 

 

FOCUS PRECEDES SUCCESS! 
 

 
ñWhat lies behind us and what lies before us are tiny matters compared 

to what lies within us.ò     Ralph Waldo Emerson 
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FIVE FOUNDATIONAL 

LAWS FOR SELF-RENEWAL 

 
1. The law of ____________    __________________ 

 Success comes from doing what we know we should be doing, when we should be doing it, whether 
we want to or not. 

 Conflict comes from doing what we know we should not be doing. 

 

2. The law of ____________________________________ 

 You are responsible for the outcomes you experience. 

 The actions you take determine your outcomes. 

 

3. The law of ____________________________________ 

 If you really believe you can be, have, or do something, you will create the circumstances and find the 
people to allow you to be, have, or do. 

 The subconscious mind determines your direction in your pursuit of your goals consistent with your 
deepest beliefs and thoughts input by your conscious mind. 

 

4. The law of ____________________________________ 

 Your life is a direct result of your expectations for it. 

 Focused positive expectations will create focused positive results. 

 

5. The law of ____________________________________ 

 A belief is the guiding factor, principle, passion or faith that provides direction in life. 

 Our belief systems will cause us to act in accordance with the belief, whether it is reality or not. 

 

 

ñWe canôt do business by remote controlò 
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CUSTOMER SERVICE FACTS 

 
*WHO REALLY IS YOUR CUSTOMER? 

IF YOU ARE NOT __________ THE __________  DIRECTLY YOU SHOULD 
BE SERVING ______________ WHO IS! 
 

* WHY DO CUSTOMERS QUIT? 

 

__________% Move away 

 

__________% Develop other friendships 

 

__________% Competitive reasons 

 

__________% Product dissatisfaction 

 

__________% Attitude of ___________ toward the  

          customer by ______ employee of the firm. 

 

* A SINGLE COMPLAINT? 

 

 * A typical dissatisfied customer will tell 

  _______ to _______ people about their problem. 

 

* _______ in _______ will tell _______.  

 

* It takes _______ positive service incidents to make up for ______ 
negative incident. 

 

* _______ out of _______ complaining customers will do business with you 
again if you resolve the complaint in their favor. 

 

* If you resolve it ______ ______ ______, 95% will do business with you 
again. 

  

* The average business spends ______ times more to attract new 
customers than it does to keep old ones. 
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What makes a good salesperson  consistently good?  

 
The Four Facets of Successful Selling 

Listing by R.L. Schaefer 

I.        Planning/Preparation:  Impacts quantity and quality of calls  

                   (Plan, implement, follow-up, plan again) 

A. Organization skill:  Action plans/Priorities     15% 

B. Territory management:  Business acumen/Time management   10% 

C. Briefcase management:  Have what is needed/When it is needed   5% 

30% 

II.          Presentation Technique:  Impacts quality of sales calls 

      (Prepare, present, stress benefits, assume the sale) 

 

A. Persuasion:  Effective listening     10% 

B. Product knowledge/Success guide:  Applications/Market  10% 

C. Pricing knowledge/Proposals:  Competition/Industry    5% 

                       25% 

III. Personal Drive/Ambition:  Impacts quantity of calls 

 (Know yourself, your goals, plan your work, work your plan) 

 

 A. Motivational skills:  Self-starter/Achiever    10% 

 B. Enthusiasm/Stamina:  Results-oriented    10% 

 C. Creative Action:  Direct mail, shop your, etc.     5% 

           25% 

IV. Personality/Pride:  Impacts quality of sales calls 

 

 A. People skills:  Communication/Courtesy    10% 

 B. Enthusiasm/Confidence:  Customer-oriented    5% 

 C. Problem solver:  Sincerity/Logic      5% 

           20% 

The Total Salesperson                   100% 

Note: Facets I and II can be required 

 Facets III and IV must be developed 
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Salesperson Profile 
 

 Personal integrity/Intellectual honesty 

 Sales skills/People skills/Relationship manager 

 Vision/Mission/Goals 

 Success patterns/High achiever 

 Self-disciplined/Sense of urgency 

 Good work organization 

 Goal oriented/$ hungry through value 

 Positive outlook and attitude 

 High self-esteem 

 Industry/Company/Product knowledge 

 Client market-share oriented 

 Team player/independent yet supportive 

 Understands self responsibility 

 Assertive social style/Follow through 

 Continuing education achievements 

 Public speaking ability/communicator 

 Generous with thank-you’s 

 Professional manner 

 Computer literate 

 

 

These are the attributes or character traits we have found in our  

own personal experience that represent the chemistry of the most 

successful sales professionals 
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THE GROWTH 

FACTOR 

 

 

 

              

 

 

 

 
 

 

 

 

 

 

 

 

 



   Jack Daly 

666.298-6868 

jack@jackdaly.net 

 

12 

Would You Benefit From a Professional Tune -up? 

By Jack Daly 

Our work habits, over time, determine our levels of success.  Use the following checklist to get an idea 

of your strengths and weaknesses as a salesperson.  Be honest with yourself, and score realistically to 

get an accurate picture of your professional traits. 

1. Do I take responsibility for my own success?  Our watchword should be, ―if it’s meant to be, it’s 

up to me.‖  Do I blame someone else if things aren’t going well?  If I am, I am misleading myself. 

No one ever has the best price, product, or service all of the time.  Superstars succeed despite 

periodic shortcomings of the company, or swings in the economy.  Like a soldier, the 

professional salesperson goes to the sound of the guns. 

2. Am I truly knowledgeable?  Am I doing my homework?  Do I understand today’s environment, 

my products, and my direct competition?  Prospects are more concerned with knowledge and 

service than they are with product and price.  What am I doing that my competition is not? 

3. Am I continuing my education?  Do I have a reading program?  Am I making the time to go to 

evening classes?  Am I continually self-renewing?  A professional who ceases getting better 

ceases being good! 

4. Am I really sensitive to the needs of those with whom I interact?  Do I truly understand their 

social styles?  Am I versatile?  People do things for their reasons, not mine.  My future success 

depends on my people skills. 

5. Do I understand that I can’t just sell anything to anyone?  People buy only what they want.  Do I 

work to learn their most important needs, and how I can help meet them?  Am I mastering the 

sales process and do I know why it works?  Do I really understand that selling is the transfer of 

trust? 

6. Am I of good cheer?  Is an interaction with me a positive experience?  Do I maintain a positive 

attitude?  Do I take myself too seriously?  A Wharton School study showed that salespeople 

who see the glass as ―half full‖ do 39 percent better than those who see it as ―half empty.‖ 

7. Do I create a good professional image?  Do I project that wherever my message goes and with 

whomever I meet?  Am I visible, available, professional in presentation, and am I businesslike?  

Do I exhibit self-esteem and competence?  Am I known for resolving the problem – now? 
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8. Am I a good manager of business relationships?  In my career, have I built loyal clients or just 

occasional customers?  Clients give me 50 percent or more of their business while customers 

give me business sporadically. 

9. Am I living on my own fat?  Do I add a trusting client at least every quarter?  Do I continually 

prospect for new client possibilities?  Have I been a career salesperson for three years, or have 

I had a one-year career three times?  Do I do my marketplace research and pre-market myself 

before I approach a prospect? 

10. Do I make only quality calls?  Do I avoid comfort calls with those who don’t produce?  Do I 

understand that I should never make a call without a clearly defined purpose?  Do I target my 

prospects and develop business opportunities, or do I do business with whoever will do 

business with me? 

11. Do I make most of my calls by appointment?  Have I interviewed the receptionist (particularly in 

closed offices) so that he or she helps me gain appointments?  Do I approach new prospects 

effectively, creating desire for them to want to meet with me? 

12. Do I conduct meaningful interviews?  Do I determine my prospects or client’s highest value 

needs?  Do I ask meaningful questions to focus on my prospect’s or client’s urgencies?  Do I 

really listen and elicit what he or she is communicating?  When on sales calls, do I listen twice 

as much as I talk?  Do I have a continuously growing profile on each of my clients?  Do I know 

their goals and objectives better than they do? 

13. Do I provide quality solutions?  Do I remember that the client’s needs come before mine?  Do I 

know that no worthwhile effort is ever lost?  If I do what’s right for my clients, I’ll be rewarded, 

and soon!  Do I strive for win-win outcomes? 

14. Do I exceed the expectations of those with whom I work?  Both inside and outside the office?  

Do I do exactly what I say I will, when I say I will, in the way that I say I will do it?  Exemplary 

service builds customer loyalty and rich dividends. 

15. Do I schedule separate, dedicated, and uninterrupted time to think every week?  Have I formed, 

and do I meet regularly with, a ―power group‖ of professionals involved in my industry?  Having 

a Mastermind Group can help us change the way we think about our businesses and ourselves. 

16. Am I really goal oriented?  Are my goals and objectives in writing?  Have I defined a strategy to 

reach each goal?  Do I know how much each hour of my time is worth?  What motivates me?  

Am I controlling my time so as to be ruthlessly effective with it?  

17. Am I under firm self-management?   Am I my own sales manager?  Am I focused on my 

mission, while assisting my clients to become more successful? 
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18. Do I make non-negotiable commitments to my family my company associates, my clients, my 

friends, my industry, and myself?  At times each of these must come first, and deserves my 

undivided attention.  An absolutely balanced life is probably impossible; but we must continually 

try for it. 

19. Do I express my sincere congratulations to those who have achieved greatness?  Do I sit at the 

feet of the masters, sublimating my ego, and model them?  Do I praise good deeds in my family 

members and support staff every day?  Do I always remember to say, ―Thank you?‖ 

20. Do I understand and practice the Japanese concept of Kaizen?  My future will be determined by 

my success in getting a little bit better every day! 

Comments: 

The difference between making a living and being very successful often comes from making only a few 

extra commitments.  Over time, this extra effort adds up. 

One such commitment is the willingness to pay the price for success.  Another is developing the 

capacity to be realistic about our strengths and areas for improvement. 

Clients differentiate one account executive from another not because one does some aspect of the 

business 100 percent better, but because he or she does 100 things one percent better. 

We can model the masters because their success leaves clues for us all to emulate.  We shouldn’t 

copy them, but instead adapt their winning concepts and strategies to our own style and temperament.  

Based on our experiences, super-star salespeople do things that other salespeople don’t want to do.  

They do not necessarily enjoy doing them, but they can subordinate their dislike for the task in order to 

accomplish their goals. 

One of the things that they do that others will not is to analyze and evaluate their own performance.  

They observe their performance objectively, with they eye of an uninvolved third party.  They identify 

their strengths and weaknesses and develop a plan to improve themselves. 
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PERCEPTION OF VALUE IS KEY! 
 
 

ñWhat is your perception of value?‖ 
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
____________________________________________ 

 
 
 
List several examples: 
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
__________________________________________________
____________________________________________ 
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TARGET AND PERSONAL MARKETING 
 

 
Who is your customer? 

 
 
 
 
 
 
How much is a customer worth? 

 
 
 
 
 
 
Target marketing/valuing each customer. 

 
 
 
 
 
 
Share of customer vs. market share. 
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Interpersonal Relations 

 People do things for their reasons, not ours. 

 People accept our ideas not so much because they fully understand our ideas, 

but because they feel we understand them as people. 

 Empathy with our dynamic marketplace and our different prospects is vital. 

 PEOPLE ARE DIFFERENT!  We know this, and we learn to adjust to people 

intuitively.  We can, however, learn to do so more effectively. 

 How you invest your time will define your personal management style. 

 An individual’s personal example creates the environment surrounding him or 

her.  ―You are the message.‖ 

 The determination of your style and an understanding of how your 

communication is processed by each of your associates is at the heart of your 

personal success. 

 

ñTwo people who want to do business together wonôt let the 
details keep it from happening.  If two people donôt want to do 

business together, the details wonôt make it happen.ò 
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Relationship Management 

 

RELATIONSHIP  

TENSION  

 

          

 

 

           

 

 

TIME 
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Relationship Management 

 

RELATIONSHIP  

TRUST 

 

 

          

 

 

           

 

TIME 
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Relationship Management 

 

RELATIONSHIP  

                                           TRUST 

 

 

          

 

RELATIONSHIP  

TENSION 
           

 

T I M E 

 

 

 

 

 

 

 

 
 
 
 
 

 

RESISTING   
ACCEPTING 
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DIMENSION I 
 

 

From the columns below, please pick the dominant character trait, which most 
accurately describes you.  Do this for each of the 15 rows. 

 

 
       A               B 
*  Tend to be less forceful in groups  *  Tend to ñtake chargeò in groups 

*  Move more slowly, deliberately  *  Walk quickly, often run 

*  Are less willing to state opinions  *  Are quicker to voice opinions 

*  Are more systems oriented   *  Are more results oriented 

*  Are more reserved    *  Take the interpersonal initiative 

*  Mare a better listener    *  Tell, donôt ask 

*  Tend to lean backwards   *  Use assertive body language 

*  Respect the ñspaceò of others  *  Will invade the ñspaceò of others 

*  Are more serene     *  Are impatient 

*  Are less forceful when speaking  *  Speak loudly and with conviction 

*  Use less frequent eye contact            *  Use frequent and steady eye contact 

*  More thoughtful decision-maker        *  Make decisions more quickly 

*  Are less comfortable with risks  *  Will take risks more readily 

*  Less comfortable with exerting will  *  Will pressure others for decisions 

*  Are less confrontational   *   Are more confrontational  

 

TOTAL________________     TOTAL__________________ 
 
 

 

 

 



   Jack Daly 

666.298-6868 

jack@jackdaly.net 

 

22 

DIMENSION II 

 

From the columns below, please pick the dominant character trait, which most 
accurately describes you.  Do this for each of the 15 rows. 
 

 

          A          B 

*  Use fewer gestures when talking  *  Are animated, a gesturing speaker 

*  Use fewer facial expressions   *  Use more facial expressions 

*  Move around less    *  Move about a great deal 

*  Are more product centered   *  Are more people oriented 

*  Make decisions based on facts  *  Are an intuitive decision maker 

*  Are more task oriented    *  Are relationship oriented 

*  Are less motivated by ñgutò feelings  *  Will go with hunches, feelings 

*  Can appear somewhat rigid    *  Seem more relaxed, friendly 

*  Are less likely to share feelings  *  Will share personal feelings 

*  Prefer more traditional dress styles  *  Dress less formally at work 

*  Will keep distance, wonôt touch  *  Like to touch, stand close 

* More time and structure conscious    *  Less time and structure oriented 

*  Are often an impersonal manager  *  Are a more ñpersonalò manager 

*  Prefer little small talk    *  Enjoy small talk, anecdotes 

*  Are a comparison shopper   *  Are an impulse buyer 

 

TOTAL      TOTAL     
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Interpersonal Relationships 

 

        L E S S   R E S P O N S I V E  (Logic) 

 

      L   M                           

      E O  O 

      S              R 

      S              E 

 

      A              A 

      S              S 

      S              S 

      E              E 

      R              R 

      T              T 

       I                I 

      V              V 

      E              E 

 

 

  

M O R E    R E S P O N S I V E   (Emotion) 
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THE CRITICAL PATH  
 

  

 

 

 

 

 

      

       

 

 

ACTION  

 

 

 

 

 

     SOLUTION 
 
 
 
 
 
          MOTIVATION 
         

 

 

 

       NEED ï OPPORTUNITY ï PROBLEM 
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Relationship Selling 

 

 To create a perceived value in the customerôs eyes, we must 
differentiate ourselves from all the other account executives.  
We must provide ñvalue-addedò benefits and service by 
exceeding the expectations of the customer. 

 Value-Added is defined as:  Giving the customer more than they 
expected on a per transaction basis. 

 Do you want more business ï see fewer people!  Target your 
market! 

 Get many from few instead of few from many. 

 YOUR GOAL:  To know your customer and your customerôs 
business so well that your satisfaction of needs is perceived by 
your customer as professional counseling ï not selling. 

 The quality and quantity of your relationships is directly tied to 
the amount of value you continually inject into them. 

 Relationships are targeted efforts ï not random occurrences. 
 

 

 

               

 

 

 

 

 

 

 

 

 

 

ñRelationship Selling is a productivity game,  
not a numbers game.ò 
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The Salesperson Pie 

 

 

 

 

 

 

 

 

 

50% Product Pusher 

30% Hesitant Visitor 

15% Relationship Manager 

5%  Continuing Resource 

 

 

 

 

 

    5%  

 

           15% 
  

50% 

 

        30% 



   Jack Daly 

666.298-6868 

jack@jackdaly.net 

 

27 

RELATIONSHIP SELLING PROCESS 

              

              

   

 

 

 

 

 

 

 

 

 

 

 

 

        
 *Highest Value Need  

 

 

 

 

 

 

 

ñNever quote price until you have established value.ò 
 

 

 

 

APPROACH 

INTERVIEW 
DISCOVER 

(HVN)* 

ASK 
FOR THE 

BUSINESS 

PRESENT 
SOLVE 
(HVN)* 

DISCUSS 
MANAGE 

OBJECTIONS 
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BUSINESS PARTNER      POSITIONED  
                     FOR FOLLOW-UP 
            
 

         ACTION:        
          AFB 

 

 

 

      
      SOLUTION: 
         Benefits 
 
               

                  

  SUMMARY: 

            HVNôs 

 

 

 

 

     MOTIVATION: 

     Social Style 
                      HVNôs 
           Objections 
      Current Relationships 

                

      INTERVIEW: 
          Highest Value Needs 
  

       

 
                        

   Appointment  
Thank You 
Questions 

Notes 
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PROFESSIONAL SALES COACH  

CUSTOMER PROFILE 

 
Date_________________            

Last Updated _________________  

By _________________ 

 

Customer 

1. Name: _______________________ Nickname: __________________________ 

 Title:   _______________________ Social Style: _________________________ 

2. Business name & address: ______________________________________________ 

________________________________________________________________________ 

3. Home address: ________________________________________________________ 

4. Telephone:  Business __________________ Home ___________________________ 

5. Birth date and place: ___________________________________________________ 

 Hometown: ___________________________________________________________ 

 

Family 

6. Marital Status: __________________________ Spouseôs name: _______________ 

7. Spouseôs interests/activities/affiliations: ___________________________________ 

_______________________________________________________________________ 

8. Wedding anniversary: _________________________________________________ 

9. Children (if any), names and ages: _______________________________________ 

_______________________________________________________________________ 

10.Childrenôs interest (hobbies, problems, etc.): ___________________________ 

_______________________________________________________________________ 

 

Business Background 

11.Previous employment: (most recent first) 

 Company ____________________________________________________________ 

 Location _____________________________________________________________ 

 Dates _______________________ Title ____________________________________ 

 Company ____________________________________________________________ 

 Location _____________________________________________________________ 

 Dates _______________________ Title ____________________________________ 

 Company ____________________________________________________________ 

 Location _____________________________________________________________ 

 Dates _______________________ Title ____________________________________ 

12. Any ñstatus symbolsò in office? _________________________________________ 

________________________________________________________________________ 

13. Professional/trade associations: _________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

Office/honors  ___________________________________________________________ 

 

14. Mentors: ____________________________________________________________ 

________________________________________________________________________ 
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________________________________________________________________________ 

15. What business relationship does he/she have with others in our company? 

________________________________________________________________________ 

16. Is it a good relationship? ________ Why? _________________________________ 

________________________________________________________________________ 

17. What other people in our company know the customer? 

________________________________________________________________________ 

________________________________________________________________________ 

18. Type of connection: __________________ Nature of relationship:_____________ 

19. What is clientôs attitude toward his/her company? _________________________ 

________________________________________________________________________ 

20. What is his/her long-range business objective? ____________________________ 

________________________________________________________________________ 

21. What is his/her immediate business objective? _____________________________ 

________________________________________________________________________ 

 

 

Special Interests 

22. Clubs or service clubs (Masons, Rotary, etc.): _____________________________ 

_______________________________________________________________________ 

23. On what subjects (outside business) does customer have strong feelings? 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

_______________________________________________________________________ 

 

 

Lifestyle 

24. Medical history (current condition of health) ______________________________ 

25. Hobbies/recreational interests: __________________________________________ 

 What does customer like to read? ________________________________________ 

26. Vacation habits: ______________________________________________________ 

27. Spectator-sports interest (sports/teams): __________________________________ 

________________________________________________________________________ 

28. Conversational interests: _______________________________________________ 

29. Whom does customer seem anxious to impress? ___________________________ 

_______________________________________________________________________ 

30. What adjectives would you use to describe customer? ______________________ 

_______________________________________________________________________ 

31. What is he/she most proud of having achieved? ____________________________ 

 

The Customer and You 

________________________________________________________________________ 

32. What do you feel is customerôs highest value need? _________________________ 

________________________________________________________________________ 

33. What do you feel is customerôs immediate personal goal? ___________________ 

________________________________________________________________________ 
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34. What moral or ethical considerations are involved when you work with this customer? 

______________________________________________________________ 

________________________________________________________________________ 

35. Does customer feel any obligation to you, our company, or your competition? 

__________ If so, what? ___________________________________________________ 

36. What is customerôs opinion of our company? ______________________________ 

________________________________________________________________________ 

37. What motivates customerôs buying decisions? _____________________________ 

________________________________________________________________________ 

38. Is he/she primarily concerned about the opinion of other? ___________________ 

________________________________________________________________________ 

39. Any special customer support actions? ___________________________________ 

________________________________________________________________________ 

40. What are the key problems as customer sees them? ________________________ 

________________________________________________________________________ 

41. What are key problems as you see them? _________________________________ 

________________________________________________________________________ 

42. What are his/her product likes and dislikes? ______________________________ 

________________________________________________________________________ 

43. What is value of this account to us? ______________________________________ 

________________________________________________________________________ 

44. What are priorities of customerôs management? ___________________________ 

________________________________________________________________________ 

 Any conflict between customer and management? __________________________ 

 Any credit consideration? _______________________________________________ 

45. Can you help with these problems? ________ How? ________________________ 

________________________________________________________________________ 

46. What is our customer market share? _____________________________________ 

________________________________________________________________________ 

47. Does your competitor have better answers to the above questions than you?   

________________________________________________________________________ 

48. How profitable is this account to our company? ____________________________ 

49. What is our customer market share? _____________________________________ 

50. What are key strategies to take over this account? _________________________ 

________________________________________________________________________ 

 

 
**Adapted from Mackay Envelope Corporationôs Mackay 66 
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Listening 

 
We know that the person who listens responsively control the interv iew.  
 
If we are going to improve our communication skills in listening, we need to remember the 
study, which indicated that most people are more impressed with our nonverbal 
communications than they are with our message.   This means that to improve liste ning we 
pay more attention to verbal response, and put aside nonverbal communication as best we 
can. 
 
Another study, made by Dr. Ralph Nickold, professor of speech at the University of Minnesota, 
found that students who completed a listening -training course improved at least 25% in their 
ability to understand others.  Some improved over 40%.  With thought to this very important 
ingredient in the sales process we can learn to be better listeners. 
 
Professor T. Harrel Allen of the University of Southern California lists eight ways to improve 
your listening effectiveness. 
 

1. Resist Distractions.  A good listener constantly fights distractions.  We live in a noisy 
environment, but many distractions can be avoided.  Turn off the television, shut the 
door, and move closer to the speaker if necessary.  If the distraction persists, the 
listener must concentrate as intently as possible. 

2. Listen to complex material.  Many people avoid difficult, tough, technical, expository 
types of material.  The poor listener prefers ma terial that is light, amusing, and easy.  
When faced with listening to a complex explanation, as we often are today, we cannot 
deal with it.  Studies show that patients frequently understand les than half of what 
their doctors tell them.  To be able to lis ten effectively to complex material, the listener 
must practice.  Effective listeners seem to go out of their way to expose themselves to 
unfamiliar subject areas. 

3. Work at listening.  Man has always assumed that since he learned communication 
naturally as a child, it must be a simply process.  That just is not the case.  Listening is 
hard work and requires increased energy ï your heart speeds up, your blood circulates 
faster, your body temperature goes up.  

4. Learn to use ñthought speed.ò  If speech could be produced articulately and normally at 
400 to 500 words per minute, many of our listening problems would disappear.  
Unfortunately, the average person speaks only about 125 words per minute.  Since 
most people think at a rate equivalent of 400 words per minu te, a gap develops. 
The poor listener uses this time to think about other things.  His thoughts dart back and 
forth between what the speaker is saying and his own private thoughts.  The good 
listener, however, constantly mulls over what is being said.  

5. Focus on the speakerôs meaning, not his delivery or appearance.  The effective listener 
is able to disregard the speakerôs clothes, hairstyle, voice characteristics, and social 
status.  He focuses, instead, on finding out what the speaker knows.  

6. Listen for the main ideas and concepts.  The poor listener tends to remember facts and 
details, whereas a good listener concentrates on the broader picture, the central ideas 
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in messages.  Every speaker gives cues to alert listeners of important ideas.  The 
effective listener recognizes these cues and thus understands the speakerôs ideas.  He 
remembers the facts only long enough to understand the ideas that are built on them.  

7. Actively seek areas of interest.  Poor listeners tune out a conversation if the first few 
sentences are dull.  The good listener always asks himself, ñWhat is being said that I 
might use?ò  By staying with the conversation, the listener may be able to sort out an 
element of value. 

8. Be aware of emotional filters.  Listening is affected by our emotions.   Whenever 
someone touches our most private notions, prejudices, and biases, figuratively we 
reach up and mentally turn off what we do not want to hear.  On the other hand, when 
someone says what we really want to hear, we listen openly and attentively.  

 
 
What can we do about these emotional filters?  To put it simply ï hear the speaker out.  
Withhold your evaluation, even though it may require great self -control.  The listener should 
try to comprehend each point made by the speaker.  Judgments and decisions should be 
reserved until the speaker has finished.   
 
Keys to Effective Listening: 
 

 Listening ï itôs your professional duty ï 2:1 
 Use positive body language 
 Ask more questions 

 Listen for opportunities 
 Take notes ï rewrite ï expand  
 Listen objectively 
 Give feedback 

 
 

ñI lose interest when Iôm not talking.ò 
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Success Guide 

 

 

 Why me? 
 

 

 Why MY company? 
 

 

 Feature and benefits of each product. 
 

 

 Objection Guide. 
 

 

 Comfortable power phrases. 
 

 

 Success examples. 
 

 

 

This guide is dynamic!  Constantly improve it 
by observation of responses and listening to 

the superstars. 
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Benefits vs. Features 

 
 

Converting product features to customer benefits is one of the more difficult skills 
for a professional salesperson to learn, but it can be done. 
 
This is a skill that all the top sales professionals have mastered.  Most sales 
professionals are fairly well indoctrinated as to their product features, but they 
are usually less well indoctrinated as to what meaning these features have for 
prospects. 
 
Product features are anything attached to, or descriptive of, the physical makeup 
of the product itself.  Customer benefits are the intangible mental concepts, and 
advantages, that these product features provide the customer. 
 
Customer benefits answer the often repeated, self-centered question that all 
customers consciously or unconsciously ask themselves every time they 
approach a buying decision:  ―What’s in it for me?‖ 
 
Customer benefits are pleasant physical sensations and mental concepts that 
buyers—all of us—value. 
 
The knowledgeable salesperson ties these to the product features existing in the 
product/services he/she sells.  The successful sales professional dramatizes the 
benefits, makes the irresistible, frames them in terms of customer concepts that 
have much more meaning for the listener than any dry outpouring of product 
features can have, however interesting they may be. 
 
 
 

Features explain. 
Benefits excite! 
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The Solution 
 
 

Gaining Commitment Through Benefits 
 
       HVN      Solution        Benefits 
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Managing Objections 
 

 To turn objections into positive action, we must let our prospect know that 
we share his/her concerns before offering additional information.  We 
should approach objections from a ―win-win‖ standpoint. 

 To get people to take action we must understand that a ―no‖ does not mean 
―no, I don’t like you,‖ but ―no, I’m not comfortable with going ahead with a 
decision just yet.‖  To get people to take action we must get them to feel 
good about the action first. 

 Objections are ok – if your prospect doesn’t object, they aren’t interested. 

 Selling is easy if there is a true need.  Where it becomes difficult is if you try 
to sell something to someone who doesn’t feel they need it.  Interview and 
Present. 

 

 Highest Value Objection – Qualify any objection so to focus on the 
primary reason preventing the prospect from moving ahead.  Answer this 
Highest Value Objection first, as the rest are usually the details that can be 
worked out later. 

 Managing objections is selling – seek first to understand then to be 
understood. 

 Think of objections as the details that need to be worked out. 
 
WHY DO WE GET OBJECTIONS? 
 

 People don’t like change – fear of a bad decision 
 

 People don’t trust you or your solution 
 

 Previous bad experience/bad reputation 
 

 Lack of HVN development 
 

             
        

 

 
 

 
 
 
 
 

ñThe primary reason your customer does not buy  

is his or her fear of making a bad decision.ò 
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MANAGING OBJECTIONS 
 
 
* Objection: 

________________________________________________________________
______________________________________________ 
 

* Response: 

________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
___________________ 
 
* Objection: 

________________________________________________________________
______________________________________________ 
 

* Response: 

________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
___________________ 
 

* Objection: 

________________________________________________________________
______________________________________________ 
 
* Response: 

________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
__________ 
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ROLE PRACTICE 

 

 

I 

 

 

 

 

 

 

 

 

 

     II           III 

 

 
The purpose of this exercise is to  
learn to ask questions and listen  

comfortably and effectively.  There is a  
difference between gathering information  

and interrogation. 
 

 

 

                         Å DEMONSTRATION 

 

                            Å PRACTICE      
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IMAGE MANAGEMENT STRATEGIES 
 

 

In Person: 
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
_______________________________________________ 
________________________________________________________________
______________________________________________ 
 
 
In Writing: 
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
___________________ 
________________________________________________________________
______________________________________________ 
 
On Telephone: 
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
_ 
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TRAINING PERFORMANCE ANALYSIS 
 
 
Salesperson: ___________________________  Location: __________________ 

Start Date: _____________  Prepared By: ____________________  Date: ______ 
            (Sales Manager) 

     
    Does Not Meet  Meets or Exceeds 
    Requirements  Requirements 
 
     Problem           Fair               Good           Excellent              Remarks 

Industry Knowledge 

Company Knowledge 

Product Knowledge 

Relating to Customers 

Developing Clients HVN’s 

Asking Questions 

Listening 

Solving 

Managing Objectives 

Follow-up 

Quality of Sales Calls 

New Account Development 

Time Management 

Order Management 

Attitude 

Dependability 

Enthusiasm 

Professional Presence 

Team Support 

Accuracy 

Call Reports 

Self Discipline 

Integrity 

Overall Progress 

Sales Managerôs Comments 
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INSTRUCTION:  Complete immediately    YES   NO  
After call in the shortest time possible. 
 
Did I make a professional impression?     _____  _____ 

Did I talk too much?       _____  _____ 

Was I an effective listener?      _____   _____ 

Did I pick up the personality style?     _____  _____ 

Was my interview/presentation tailored?     _____   _____ 

Did I find the needs?       _____  _____ 

Did I cover the features/benefits?     _____  _____ 

Did I address objections properly?     _____  _____ 

Did I ask for the business?      _____  _____ 

Did I get a commitment?      _____  _____ 

Did I make the transfer?       _____  _____ 

Overall, was the call effective?      _____  _____ 

WOULD I DO BUSINESS WITH ME?     _____  _____ 

 

 
What would I have done differently? 

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
_______________________________ 
 
What will I do differently next time? 

___________________________________________________________________________
_____________________________________________________ 
___________________________________________________________________________
_____________________________________________________ 
 
 
 
 
 

 
 

CALL CRITIQUE 
 

             
___________________           ______________________ 

   Client        Date 
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PLANS AND OBJECTIVES FOR 20____ 
 

 
Personal Desires:  (What I want to accomplish most is 20__ in order of importance) 
 
1. 
 
2. 
 
3. 
 
4. 
 
5. 
 
6. 
 
7. 
 
8. 
 
Business objectives:  (In order of importance) 
 
1. 
 
2. 
 
3. 
 
4. 
 
5. 
 
Assistance:  (What outside sources of assistance am I going to need?) 
 
1. 
 
2. 
 
3. 
 
4. 
 
5. 
 

ñYou cannot motivate another person, but you can put them in an  
environment where they will motivate themselvesò 
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SMART SELLING 
 
 

11. Recognition Systems:  Donôt Leave ñTHANKSò to Chance 
 
 
 
 
 
 

A. Prospects, Customers, Clients 
 
 
 
 
 
 
 
 

B. Sales Team 
 
 
 
 
 
 
 

C. Support Team 
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A Contract With Myself 
 

         Action Item!            What Iôm going to do about it! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

It isnôt what you know that counts,  
itôs what you do with what you know that counts. 

 
 

 



   Jack Daly 

666.298-6868 

jack@jackdaly.net 

 

46 

The Real World 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



   Jack Daly 

666.298-6868 

jack@jackdaly.net 

 

47 

 
 
 

MAKE SOMETHING 
 

GREAT! 
 

GOOD ISNôT 
 

GOOD  
 

ENUF!



 


