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Use this list to jog the memories of you and your prospects when you are determining typical reasons customers choose to do business with you. Note that these reasons do not get into the “How” of what you do—just the results. You helped them save or increase the supply of money, time or other resources by: Reducing the time for a specific process to be completed “We reduce the turnaround period of printed materials for our clients by an average of 50%!” “Our customers are enabled to reduce the time needed to dispatch and get a cleanup crew on site to an average of 35 minutes!” 
Increasing the effectiveness/output/usage/uptime of an inputted resource “We enable our clients to get over four times the number of pillows manufactured using the same amount of goose down as before!” “Our customers experience uptimes of 99.9%!” 
Lowering the amount of labor/manpower needed to complete a task “Our customers can process recyclable paper materials with just half of the production staff that they previously needed!” “We give our customers the tools to eliminate maintenance personnel by one-third!” 
Raising the speed of a process or system “We give our clients the ability to send twice as many board-feet through their mill compared to their old equipment!” “Our customers run and print their invoicing in a few hours, when it used to take them days!” 
Improving the perception as well as results of a process “We improve quality and reputation of our customers so much that they receive industry recognition!” “Our clients become recognized experts to important decision makers in their field within three months!”
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Who You “I” and What You “R”

Regular sales training doesn’t stick because it works on the wrong side of the problem.

You are made up of 2 elements: identity (I) and roles (R). You without roles have a great
value just as you are. You have an | value of 10.

Rule: you will perform your roles only in a manner with how you see yourself
conceptually.

You are similar to islands, surrounded by others but living in our individual worlds. You
came into this world without roles. You didn’t bring them, but acquired them (or were
given them) along the way. Responsibilities come with roles = you spend energy to
maintain roles instead of building your identity.

3 psychological situations:

e Winner, |7-10
e At-Leaster, | 4-6 —doesn’t win, but at least doesn’t lose, feels good sometimes, bad
others

e Non-Winner, | 0-3 — lets role performance affect how he feels about himself
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Comfort zone = stuck no matter what technique. We work on | side = quick
improvements.

Role failure = just role failure; painful for a few moments, but shouldn’t affect your |
value.

Castle = your | side, core where you started when you were born

Moat around castle

Drawbridge to R world

1 10 beginning day, take healthy self-image into the R world

Some interactions will be conflict, role failure

Mentally take your | back inside and look back at the R world with a clear perspective
Don’t get emotionally involved in sales

No one can enter your castle without your permission.
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No one can devalue your | 10 rating.

| is conditioned in childhood by how much pressure is placed on R performance.
We can consciously work on overcoming our R and | conditioning.

Attitude makes an | 10. Wants, expects and works to win. Not expecting easy wins nor
wanting easy wins.

Getting Good Clients

We do not want everyone to become a client or customer. Many people are a BAD FIT
for us.

We sort by three factors:
e Need

e Budget

e Personality fit.

If one or more of these factors is not present, the prospect is not a good fit and should
be discarded.
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If one or more of these factors is not present, the prospect is not a good fit and should
be discarded.

YOU have the final say on whether any prospect gets to become a client or a customer.

If you don'’t tell a prospect or client they can’t do something, you can’t get upset at
them for doing it.

If you're resentful because a client can’t pay you what you feel you deserve, it’s your
fault. YOU took them on even though they weren’t a fit on budget.

A strong up-front contract can stop most issues from becoming serious problems.




image5.jpeg
WESMDs




