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Module One: Getting Started 

“Sales” is much more than providing the customer with the goods, in 

exchange for money. Sales involve a relationship not only between 

the sales representative and the customer, but the company and the 

customer. There are many traits that customers look for in not only 

products, but in sales people also. Being the only link between the 

product and the customer, it is important to develop these important 

traits. 

 

 

 

Workshop Objectives 

Research has consistently demonstrated that when clear goals are associated with 

learning, it occurs more easily and rapidly. With that in mind, let’s review our goals 

for today.  

At the end of this workshop, participants should be able to: 

• Learn how to develop effective traits 

• Learn how to “know” your clients better 

• Better represent the product/service 

• Cultivate effective leads 

• Sell with authority 

• Learn how to build trusting, long term relationships with customers 

 

  

The difference between try and triumph is 

just a little umph! 

Marvin Phillips 
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Module Two: Effective Traits 

We usually end up avoiding the pushy salesperson. The one 

that follows you around the store, asking a million 

questions. There are many traits in a sales representative 

that we all avoid. Being that salesperson that a customer 

wants to see and to talk to takes a little bit of practice. But 

with these traits, you will become that salesperson, and 

that will eventually lead to the customer making a 

purchase, and beginning a positive, long lasting 

relationship with you. 

 

 

Assertiveness 

There is a fine line between being assertive and being 

aggressive. Being pushy and overly aggressive can not only 

offend customers but also scare away perspective customers. 

On the other hand, being assertive, and in tune with the 

customer’s needs, you can draw in customers.  

Before you begin the sale, know the objections/concerns the customer may have and be prepared to 

respond. Give all of the supporting data when delivering the sales pitch. Always be calm, positive, and 

honest about the product/service. This will convey the message that you are an authority in the field. 

Assertive behavior: 

• Calmness 

• Positivity 

• Enthusiasm 

• Honesty 

 

 

Timid salesmen have skinny kids. 

Zig Ziglar 
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Emotional Intelligence 

What is emotional intelligence? It is the ability to identify and controls one’s 

emotions, and to recognize and manage others’ emotions. In short, being 

aware of one’s emotions and being able to control them, along with having 

empathy for others, are both signs of emotional intelligence. People with high 

emotional intelligence are usually better team players, better problem solvers, and overall better 

“people” persons.  

Those with high emotional intelligence are very aware of their own emotions. They know their triggers 

and are capable of controlling their emotions, even in stressful situations. High emotional intelligence 

also involves a motivation to understand other’s situations and empathize with them. Improving all of 

these traits is important to developing a high emotional intelligence.  

Traits of a high emotional intelligence:   

• Self-awareness 

• Self-regulation 

• Empathy 

 

Solve Problems 

Sales = problem solving. If you want to be valued by your customers, you have 

to solve their problems. Customers that need solutions to high priority issues 

are willing to pay for those solutions. But first, you must identify the customer’s 

problem. What are they missing or needing? Then you must analyze that 

problem. What causes the problem? What could solve the problem? Then you 

need to formulate several options to remedy the situation for the customer. Which products/services 

will solve this problem? And lastly, assist the customer in choosing the option that best suits their needs. 
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Close  

The hardest thing to learn as a sales person is to close the deal, make the sale; 

no matter how you word it, there are many techniques to getting your 

customer to put their name on the dotted line. After you have presented all of 

the facts, and the customer wants the product, you may still need to gently 

push your customer to actually committing to the sale. 

One of the techniques used is the assumptive technique. You assume the sale is completed and you say 

something like, “So you would like your delivery date to be next week?” Another technique is the bonus. 

Hold back a low cost, high value bonus to purchasing. Use this bonus to sway your customer into the 

purchase. Another way to close the deal painlessly is to put a deadline on the deal. This works well when 

offering sale prices. “This sale is about to expire, so I assume you want to take advantage of this pricing 

now?” would be a good example of this technique. 

 

Case Study 

Toni and Bob are attending a sales training workshop for newly hired sales people. They 

are learning some of the basics of sales and customer relations. At the end of the 

workshop, they meet to have coffee and review what they had learned that day. They 

plan on practicing their closing techniques with team members later. 

Bob really enjoyed the session on problem solving. He had never considered sales as being a problem 

solving position. He thought approaching the sale asking “What is the problem and how can I solve it,” a 

very good idea to start using immediately. Toni attended the workshop on becoming more assertive. 

She learned that she doesn’t have to be aggressive to get the sale. She can be enthusiastic, 

authoritative, and positive to win over her customers. 

They both attended the emotional intelligence workshop. They both scored highly in many areas, like 

empathy and self-awareness. Toni admits she cries easily when stressed, so she scored slightly lower on 

the self-regulation part of the test. They both admit that they learned a lot and are excited to start using 

all of the good advice. 
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Module Two: Review Questions 

1. Which is not an assertive trait? 

a) Manipulative 

b) Calmness 

c) Enthusiasm 

d) Positivity 

2. Most customers purchase from sales people who are: 

a) Aggressive 

b) Intimidating 

c) Overbearing 

d) Assertive 

3. What is emotional intelligence? 

a) Your intelligence, as in IQ 

b) How well you identify and control emotions 

c) How well you score on emotional stability tests 

d) An analytic market, used to recruit 

4. Which is not a trait of someone who has a high emotional intelligence? 

a) Empathy 

b) Calmness 

c) Problem solver 

d) Hot temper 

5. Customers value sales people that ___________. 

a) Close the sale quickly 

b) Only visit when called 

c) Solve their problems 

d) Gives them discounts 

6. Sales are essentially __________ for the customer. 

a) Problem solving 

b) A waste of time 

c) Money losses 

d) Cause of problems 
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7. After you present the data, the customer wants the product; the _____ is the next step. 

a) Money transaction 

b) Close 

c) The sales pitch 

d) Research 

8. Which technique is not used to close the deal? 

a) Assumptive 

b) Bonus to purchase 

c) Threats 

d) Calendar deadline 

9. What was one weakness Toni identified in her emotional intelligence scores? 

a) She couldn’t identify her emotions 

b) She has no empathy for others 

c) She has a problem with self-regulation 

d) She has no motivation 

10. What was the sales trait that Bob liked at the workshop? 

a) Ability to close 

b) Sales are the same as problem solving for the customer 

c) Ability to identify his emotions 

d) Ability to be assertive 

http://www.atlanticspeakersbureau.com/
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Module Three: Know Clients 

Customers expect you to be knowledgeable in several 

areas. They expect you to know your own product and 

your company. They also expect you to know something 

about them and their company. It is also helpful to know 

about your competition. By doing some simple research 

before the sales call, you can determine the customer’s 

values, needs, and possibly have an analysis of the needs 

before you arrive. Being knowledgeable with the 

customer and their environment is a trait that every sales 

person needs to possess. 

 

 

Research 

Customer satisfaction many times is reflected in the research performed by 

the sales person. Finding out your customer’s opinions is beneficial. 

Conducting primary research, by collecting data from the customer 

themselves is usually cheap and quick. This can be as simple as asking them 

their ideas, their observations, and opinions.  Observation of the customer 

themselves, is also important. If you watch how they handle your product and you can discover what is 

important in the product, what is the customer looking for, and in turn better take care of their needs. 

  

If you are not taking care of your customers, 

your competitors will. 

Bob Hooey 
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Customer Values 

What is customer value? Is it the value that the customer adds to the company? 

No, it is just the opposite. A customer benefits from the product, but at a cost, the 

price paid for the product/service. Customer value can be simply defined as the 

traits that a customer requires from their purchases, for the money they spend.  

What are some of the things that customers value? Much research has gone into 

trying to pin down exactly what customer’s value. And generally speaking, here are 

the top five: 

• Ease of doing business 

• Quality of the product/service 

• Reliability of product and provider 

• Customer service 

• The overall value for the amount of money spent. 

 

Customer Needs 

In this age of technology, you almost need to know what your customer needs, 

almost before they do. The only way to accomplish this, or attempt to, is to 

understand your customer. Immerse yourself in their world, and understand all 

aspects of your product in their world. Consider the shipping, the payment, the 

product’s function. You also should fully understand all of the disadvantages to your 

product’s use, and also the choices that may lie with your competition.  

Another way to determine the needs of the customer is to simply ask them. Ask their employees if 

possible. See what their ideas or suggestions are for the product. This will better help you in presenting 

your customer with solutions and build rapport with the client. 
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Anticipate Needs 

Up until now, you have completed the research, and you understand your 

customer’s values. You understand their challenges. What can you do to make your 

service above average? Foresee the future. Now, none of us have a crystal ball, but 

we can foresee challenges that may be in the customer’s future, and help the client 

overcome these challenges. 

How do you do this? You take a little extra time to make sales calls “just in the nick of time”. For 

example, if a customer has a big event coming up, and is going to need extra paper supplies, make 

contact with that customer before they call you. Call on your seasonal clients, before the season starts. 

This not only beats the competition to the customer, but it will also show the customer that you take 

interest in them and their world. 

 

Case Study 

Tammy decided to find a mentor to help her with the new sales career that she started. 

Jenna was happy to help and first told Tammy that they needed to review how Tammy 

viewed her customers. Jenna asked Tammy how much research she had put into her 

customers. She told Tammy that she needed to research the client and understand 

their company to understand their needs. 

Tammy asked what in specific she needed to concentrate on, while researching the clients. Jenna said to 

look to find the client’s values and what they hold important. Jenna also suggested defining the 

customer’s needs so that Tammy could anticipate those needs. A simple survey or face to face questions 

could lead to Tammy being able to foresee sales opportunities with her clients. Tammy was extremely 

thankful for all of the good information, and plans on continuing her mentoring with Jenna. 
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Module Three: Review Questions 

1. How is primary research conducted on customers? 

a) Third party researchers 

b) As the second phase of an organized project 

c) Through funded research projects 

d) With the customer themselves 

2. Which is not a reason to perform research on your customers? 

a) Learn industry trends 

b) Learn customer concerns 

c) Save money by saving time 

d) Learn customer needs 

3. Customer value is defined as: 

a) The benefits to the customer, less the cost to the customer 

b) The benefits of having a customer, less the cost to acquire that customer 

c) The financial abilities of the customer 

d) The cost of retaining a customer 

4. How can you determine your customer’s values? 

a) Do a background search 

b) Hire a private investigator 

c) Do a credit check 

d) Ask the client 

5. How do you know your customer’s needs? 

a) Ask the client 

b) Know your product well 

c) Know your customer well 

d) All of the above 

6. Knowing your customer’s needs is _______? 

a) A trait you should strive for 

b) Costs money 

c) Takes too much valuable time 

d) Not needed in this day and age 
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7. How can you anticipate a client’s upcoming needs? 

a) Guess 

b) Call before the client’s big event 

c) Ask your competitors 

d) Read the local newspaper articles on the client 

8. Anticipating the client’s needs is a trait _______ by customers. 

a) Hated 

b) Unheard of 

c) Paid extra for in the past 

d) Appreciated 

9. Why was Jenna giving Tammy advice? 

a) Tammy asked her to mentor 

b) Jenna is bossy 

c) Tammy paid her to help 

d) Jenna is her boss 

10.  Why should Tammy better know her customers? 

a) To be able to anticipate their needs 

b) To be nosey 

c) To steal their customers 

d) To leave an online review 

 

  

http://www.atlanticspeakersbureau.com/
http://www.humanskillsdevelopment.ca/


Page 12  Atlantic Speakers Bureau and Human Skills Development  

Module Four: Product 

Now that you have all the desired qualities in a sales person, and you 

have identified your customer’s values and needs, all you need is a 

product or service to sell them. What is your product? Do you know 

everything there is to know about the product? How can this 

information be beneficial to the customer?  

 

 

 

 

Know Your Product 

Before you can sell your product/service, essentially sell your company, 

you must know what you are selling. You need to know your company’s 

vital statistics and your products, both inside and out. How can you 

answer a customer’s questions if you do not fully understand the 

product? How can you persuade a non-customer into being a customer if 

you do not know the options that your company offers? Being completely 

educated on not only the product you are selling, but also the company you are selling for, will be 

evident to your customers. This will increase the customer’s level of trust and hopefully close the sale. 

  

The best sales questions have your expertise 

wrapped into them. 

Jill Konrath 

 

http://www.atlanticspeakersbureau.com/
http://www.humanskillsdevelopment.ca/


Page 13  Atlantic Speakers Bureau and Human Skills Development  

Believe in the Company and Product 

Have you ever had a sales person that didn’t believe in their company? 

Maybe they were unhappy in their position or just didn’t like the 

product. It influenced you in your decision to make the purchase, didn’t 

it?  Being a promoter for the company, can greatly increase your sales. 

Point out the awards your company received, the high points they 

received in the last consumer survey, etc.  

Know the company that you are working for, know their selling points in addition to the selling points of 

your product. Be knowledgeable in the product’s options, added values, etc. If you believe in your 

company, your customers will too. 

 

Be Enthusiastic 

Good sales people aren’t enthusiastic because of the sale; they make the sale 

because of their enthusiasm. Where does enthusiasm come from? Can I drink an 

extra cup of coffee for more enthusiasm? Enthusiasm can be grown, through a few 

simple steps.  

First, be interested. Take an interest in your company, its vision, its products, etc. If you are not 

interested, neither will your customers. Next, be knowledgeable. Through your knowledge, you can 

educate your customer to their options, needs, and future needs. Finally, be motivated. You can’t sit 

back on the sidelines, and be enthusiastic. Being enthusiastic means getting out there and showing it. 

Enthusiasm is composed of: 

• Interest 

• Knowledge 

• Motivation 
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Link Product to Customer’s Values 

Linking your product to the customer’s values can often be the tipping 

point to making the sale. Being able to offer the same standards to the 

customer, as they hold themselves too, allows the customer to be able to 

relate to and support the product. If you want to know what values they 

hold dear, ask the customer. Questions like “What are you looking for in a 

provider?” and “What have your challenges been in the past?” can reveal what they feel is important in 

your services. 

Point out what your product includes, things like service, response time to inquiries, quality of product 

and guarantees. These are all things that the customer values not only in the purchase, but in their own 

day to day life.  

 

Case Study 

Tim called home to tell his Dad about his new sales job. His dad asked him what he was 

selling. “I don’t know. I think they are energy bars.” His dad then asked him who his 

customers were, and Tim answered, “Just some people at the gym.” Tim’s Dad knew 

that Tim was not going to sell very many energy bars with an approach like that one. 

Tim was definitely lacking in enthusiasm. Having been in sales before, Tim’s Dad told 

him these few tips to try: 

First, know your company and their products, inside and out. The more you know, the more you can sell. 

Secondly, you need some energy to your sales pitch. You need to get excited about the product, so that 

you can get the customer excited about the product. If you can link your product to your customer and 

their own values, you will be a more effective sales rep. If you try all of these tips your customer will be 

more confident in your company, your product, and you. 
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Module Four: Review Questions 

1. What should you know about your product? 

a) Everything from conception to present 

b) Price, weight, shipping times 

c) Price 

d) Shipping times 

2. Besides your product, what else should you know before you start to sell? 

a) The miles you traveled 

b) The competition’s product 

c) The amount of money spent producing the product 

d) The company that employs you 

3. What will influence a customer’s decision to purchase? 

a) Color of the sales person’s attire 

b) Training time the sales person has received 

c) Sales person’s knowledge of the company 

d) None of the above 

4. What is not a fact to know and use to sell your company to a customer? 

a) Years in existence 

b) Number of recalls 

c) Positive reviews 

d) Charitable work in the community 

5. How can you get more enthusiastic? 

a) Coffee 

b) Knowledge 

c) Genetics 

d) You can’t be more enthusiastic 

6. Why should sales people be enthusiastic? 

a) Increase sales 

b) Blow off steam 

c) Make friends 

d) Increase karma 
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7. Good sales people align their product with the customer’s _________. 

a) Budget 

b) Expectations 

c) Future needs 

d) Values 

8. Which of the following items is not an example of aligning the product with the customer’s 

values? 

a) Guaranteed product 

b) Limited customer service hours 

c) #1 rating in the market 

d) Payment plans 

9. If you do not have faith in the product, neither will the _________? 

a) Producer 

b) Sales force 

c) Tim’s Dad 

d) The customer 

10. Tim’s Dad, by suggesting these tips, was acting as Tim’s ________. 

a) Boss 

b) Competitor 

c) Mentor 

d) Mom 
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Module Five: Leads 

The definition of a lead has changed drastically as technology has 

changed. Some define a lead as a click on a website; others think it’s 

the number of visitors to a vendor booth. But to truly be a qualified 

sales lead, the customer must have a need for your product or 

service. Just because the person has an interest in talking, does not 

mean that there is a sale looming soon. 

 

 

 

 

Sift Leads 

Your time is very valuable. Time wasted on leads that go nowhere, is time that 

could be closing the deal with another customer. You wouldn’t try to sell ice to 

the folks in Alaska, instead sell it the people in Hawaii. Let’s say you have a list of 

names, but where do you go from there? You must prioritize, research, or “sift” 

through the names to find where your time is best spent. Breakdown the names 

from least to most profitable. 

Some of the criteria you should use to do this are: 

• Is this person qualified to make the purchase? 

• Is this person interested in making a purchase? 

• Is this product really appropriate for the situation? 

  

Begin by always expecting good things to 

happen.   

Tom Hopkins 
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Time vs. Cost of Pursuing Leads 

You need to constantly be mindful of the time you spend pursuing your leads. 

For example, it is not profitable for you to spend hours and miles to visit a lead 

that will purchase $20 worth of product. You can however, stop by their shop on 

your way from the million-dollar sale. You need to keep a positive relationship 

with the $20 client, but you can service them, without a lot cost. 

After sifting your leads and prioritizing, keep your leads list up to date. Make sure that your contact list 

is current. Little details like that can steal your valuable time.  

 

Let Go of Leads Going Nowhere 

A solid list of leads is a must have, but in this case, bigger is not necessarily better. 

In a long list of possibilities, good and bad, the leads that need your attention, 

could get lost. Letting go of the leads that are not profitable, is a task that needs to 

be done frequently. 

How do you let go? Prioritize your list of leads. First, weed out the prospects that 

do not need your product or service. Often times, leads are generated from competitors, contests, etc. 

Get rid of the leads that will never purchase from you. Second, you can lower the priority of those that 

cannot financially afford your product. Set an alert for in the future, and check on the client at that time. 

Another customer you can lower the priority on are those that are unpleasant or difficult. These 

customers cost you in labor hours, motivation, and your time is better spent with positive leads. 

 

Focus on Positive Leads 

You have your list of leads. You have updated all of the information and 

contacts. Where do you start? Focus your attention on the positive. Yes, that is 

a good attitude for day to day life, but you can also apply it to your sales. Focus 

your attentions on the leads that want to talk to you, not the ones that have no 

use for your product. It makes no sense, or profit, to spend your time and 

energy on the leads that lead to negative results. 

Get to know the positive leads on your list. Hopefully, you will be able to not only solve their current 

problem, but possibly uncover other solutions that you may have for them. 
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Case Study  

Andrew just returned from the vendor show with a list of one hundred names of 

visitors. Feeling overwhelmed, he asks Pat to assist in sifting through the leads. They 

decide to prioritize the leads first. Pat tells him to focus on the positive leads. Which 

ones are genuine possibilities and which ones just wanted the free cookies at the show. 

They go through the list, listing the clients by possibility of purchase. Then they did 

some research and found out that several of the clients were out of town, and would cost more to call 

on. The two of them worked on the list until they had let go of several of the clients that were not 

financially able to purchase, or were not authorized to purchase. When they were finished, Andrew was 

not as overwhelmed, and he had a great list to get to work on the next day. 
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Module Five: Review Questions 

1. Why is it important to “sift” your leads? 

a) It makes more sales calls 

b) It gets you home earlier 

c) It saves time and money 

d) It is required by law 

2. Which option is not a criteria for “sifting”? 

a) If the client is able to purchase 

b) If the client is a man 

c) If the client is interested 

d) If the client is financially able 

3. Which is not a cost to pursuing a lead? 

a) Time 

b) Stress 

c) Cost per mile 

d) Added sales 

4. You want to spend more time on: 

a) The bigger sale potential 

b) The “for sure” sale 

c) The client with interest and means 

d) All of the above 

5. Which statement is true of your lead list? 

a) The longer the better 

b) The shorter the better 

c) Prioritize often 

d) Keep the contacts that cannot afford your services 

6. Which lead should be let go? 

a) Bankruptcy 

b) Sent an email asking for pricing 

c) Left name at a vendor booth 

d) Listed on a list of competitor clients 
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7. What is the benefit of focusing on the positive leads? 

a) Lower sales results 

b) You are not wasting your valuable time 

c) Fewer relationships 

d) Less travel 

8. Which lead would be a positive lead? 

a) A cold call out of state 

b) A client filing bankruptcy 

c) Yourself 

d) A client that stopped by a vendor show 

9. Andrew had a client list from? 

a) Vendor show 

b) Online 

c) Pat 

d) His boss 

10. What was one thing Pat did to prioritize the list? 

a) Bought a computer 

b) Called Ann 

c) Let go of leads that were going nowhere 

d) Arrived early 
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Module Six: Authority 

Sales persons that have no idea what they are selling do not have 

great sales records. Sales reps that know their product, know their 

business, and are authorities in their field, are the sales people that 

have the sales records that they can brag about. But what is 

authority, and how is it acquired? And then once you have 

authority, how is it used properly? 

 

 

 

Develop Expertise 

Expertise in your field can be acquired at any age. Learning about your market, 

its products and competitors can only improve your sales skills. There are many 

ways that you can further develop your knowledge. One of the most valuable 

tools you can use is a mentor in your field. Find someone is outstanding in sales, 

and become their student. They have lots of hints and tips that are not taught in 

school.  

Become an expert in your product and the industry. Customers appreciate an expert’s opinion. Continue 

your education, learn the trends, be a sponge when it comes to information on sales and your industry. 

Watch the experts in action and pattern your own sales techniques after theirs. And finally set goals for 

yourself. See what the expert sales reps are doing and strive for the same.  

 

  

Nobody likes to be sold, but everyone likes to 

buy. 

Earl Taylor 
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Know Your Competition 

By knowing and watching your competitors, you can understand their 

strategies, and sometimes even predict their next move. It isn’t a one-time 

Google search, but by doing a little bit of research, and using some of the 

available tools, you can keep up to date with your competitors, and be able to 

plan your own strategy.  

Research your competition. Perform a SWOT analysis from their point of view. Go to their website and 

see what their marketing strategies are. You can also monitor their social media sites. Here you will be 

able to not only see announcements the company makes, but you can also see their customer reviews. 

You can also monitor the other company’s key players and their activity on social media. Setting up 

Google Alerts is a handy internet tool. This will alert you to the movements of the other companies. 

Staying informed will do nothing but keep you in the race. 

 

Continue Education 

Your industry is constantly changing, technology is constantly changing. You 

need to learn and keep current on all the changing elements when it comes to 

your company, your product, and your customer. It is important to continue to 

learn tips on sales, communication, and the ever changing ways to be in 

contact with your customers. Sound like a lot? Sound expensive? It’s not. All it 

takes is a little bit of time. Subscribe to online trade magazines, surf the net for 

new technologies and how they could work for you, communicate with the product’s developers, etc. 

There are many ways to learn more about your marketplace and how it relates to you. 

Become an expert in your field. Read the industry magazines, monitor the trends, and go to workshops. 

If you are able to supply your customer with facts and information it can increase the rapport with the 

customer, and you will be the first one they call when they are ready to make a change. 
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Solve Customer Problems Using Authority 

“Solve your customer’s problems using your authority.” All sales tips list this 

one. But what does it really mean? First you need your customer to view you as 

an authority. You need self-confidence, and to be assertive. Know your product 

and use that knowledge to educate your customer on how you can solve their 

problems. This will help you gain their confidence and their trust in you. 

Another way to show your authority in your area is to have several options for solving their problem. 

Give them several choices to choose from, and then assist them in making the correct choice for their 

situation. This will also help you gain authority with the client. 

 

Case Study 

Carol’s customer does not want to make the big purchase, and would prefer to do 

some research on her own. Carol tells her co-worker, Cindy and Cindy suggests reading 

an article in the trade magazine about gaining authority and using it. Cindy tells Carol 

to learn everything about the product and all of its options. That way she can teach the 

client the different choices that can possibly work for them.  

Carol went home and looked up the article that Cindy recommended. It also spoke about self-confidence 

in speaking and being assertive. She knows that she could use more of that when it came to speaking to 

this customer. After researching several products that could help the client, Carol decides to call on the 

client in a couple of days and try these techniques. 
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Module Six: Review Questions 

1. Why is expertise in your field important? 

a) Better schedule 

b) Better sales 

c) Better likeability 

d) Better sales leads 

2. Which is not a technique to gaining expertise? 

a) Continued learning in the field 

b) Mentors 

c) Expensive certifications 

d) Setting goals for improvement 

3. Why is knowing your competitor important? 

a) So that you can avoid selling the same products 

b) So that you can avoid calling on the same customers 

c) So that you can have different marketing strategies 

d) So that you can capitalize on their weaknesses 

4. Which of the following tools is not used to “know your competition”? 

a) Google Alerts 

b) Social media 

c) SWOT analysis 

d) Online purchases 

5. Why is continuing your education important? 

a) The world is always changing 

b) It will get you a better job 

c) It will keep you busy 

d) It is a requirement 

6. Which is not a recommended way of continuing your education? 

a) Workshops 

b) Online trade websites 

c) Communication with research and development 

d) Twitter 
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7. How can you gain authority? 

a) You can’t, it’s genetic 

b) 5 years of service 

c) Educate yourself in the industry and the product 

d) Send more emails 

8. What is not a way to show your authority with the customer? 

a) Know the different options of the item you are selling 

b) Know that your competitor doesn’t have the same product 

c) Give the client options to choose from 

d) Authorize a purchase without the client’s knowledge 

9. Carol lacked _______ in her sales calls? 

a) Class 

b) Respect 

c) Authority 

d) Time 

10. What did Cindy recommend that Carol do? 

a) Read an article from a trade magazine 

b) Get a new wardrobe 

c) Never go back to that customer 

d) Send another sales rep 
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Module Seven: Build Trust 

Building trust with your clients is a key to successful sales. If the customer 

does not think that you have their best interests at heart, they will not 

buy from you. Customers buy from the people they trust. To build that 

trust, the customer must know that you have empathy for them, that you 

are genuine and honest and that they can trust your product. Using 

testimonials and customer reviews is one of the many useful tools that 

you can use to build your customer’s trust not only in the product, but in 

you. Without these traits, your customer will find another sales rep to give their business.  

 

Testimonials 

Testimonials are useful in that they are evidence. Customers often buy because of 

the evidence of positive results for others who have made the same purchase. 

Referrals and testimonials are very persuasive when used during the sale. They 

are hard core evidence that the product or service was worthy of a five-star 

review. 

Testimonials aren’t written in a “tone” coming from the producer or the sales department. They are 

written in the tone of another customer, something your client can relate to. They usually use industry 

terms and phrases and are familiar to the client. Testimonials will often times overrule any skepticism 

that the client may have had coming into the meeting. 

 

Be Transparent 

Customers appreciate, and look for transparency in their business network, and 

especially from their sales people. What does transparency mean? It means exactly 

what you think it does, you are open and honest about everything. You are open 

about the successes and equally honest about the failures. Customers need to 

know that you are human, and you have ups and downs just like them. Being open 

to discussing the bad with the good creates a connection with the client that will 

build a positive relationship in the future. Transparency shows that you have nothing to hide. 

  

Integrity is what we do, what we say and 

what we say we do.  

Don Galer 
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Be Genuine 

First what is genuine? Genuine is defined as authentic, honest, and free of hypocrisy. 

Authentic people are usually open, have solid self-esteem, and freely voice their 

opinions. But how does this relate to sales and traits that your customer is looking 

for? Let’s see…. 

Customers want open and honest sales people. The customer associates upstanding 

character with people that are genuine and trustworthy. This can only come from 

someone who is authentic, and willing to talk about not only their successes but also their failures. 

Genuine people respond to their own internal expectations, and not those of others. Being truthful 

about your product, your company, and delivering what you promise will show your customer that you 

are a genuine sales person. 

 

Take on Customers’ Point of View 

“Walk a mile in my shoes,” how many times have we heard that old saying? In 

respect to getting your customer’s point of view, this old saying says a lot. The best 

way to make the sale is to understand your customer’s point of view. This includes 

their point of view on your product/service, your company, and also your 

competitors. How can you gain this knowledge? Get to know your customer. 

You know what it is like to be a customer. What is important to you? Quality or price? Find out what is 

important to your customer. It is probably similar to your needs. If it is not evident, ask your customer. 

You can do this in a survey, face to face, or email. Listen to your customer and the answers that they 

give. Make sure that you listen more than you talk when getting to know your customer.  

 

Case Study 

Casey cannot seem to convince one of his best customers that by purchasing from him, 

they would save money, and be able to easily expand later. Casey has only been in sales 

for a couple of months and is not accustomed to being told no. To try and get some 

insight he practices his pitch on his co-worker Steve. Steve realizes quickly that with 

Casey’s inexperience with the customer, he probably hasn’t built any trust with the 

customer yet. He sits down with Casey to try and improve his standing with the client. 

First, Steve downloads the customer testimonials that pertain to Casey’s product. These will help the 

customer see the quality that the product offers, just what they value. Steve tells Casey that he has to 

be transparent, maybe tell the client that he has struggled with the customer’s lack of commitment. 

Casey should tell the client that he genuinely wants the best for them, and that saving money would be 

the best choice. Casey calls the client and soon has their trust also.  
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Module Seven: Review Questions 

1. ________ are considered evidence of a good product to the customer. 

a) Sales projections 

b) Sales receipts 

c) TV commercials 

d) Testimonials 

2. Using testimonials during a sales pitch will build ________ with the customer? 

a) Aggravation 

b) Mistrust 

c) Trust 

d) Impatience 

3. Being transparent is a trait that sales people________? 

a) Should avoid 

b) Should strive to possess 

c) Should not show to customers 

d) Should not show to team members 

4. Transparency in a sales rep is a _________ trait. 

a) Costly 

b) Negative 

c) Positive 

d) Ridiculous 

5. Genuine sales people are: 

a) Valued by customers 

b) Not effective 

c) Cost the company money 

d) Born being genuine 

6. How does one become genuine? 

a) It is genetic 

b) Practicing secrecy 

c) Being dishonest 

d) Practicing genuine traits 
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7. What action will help you see the sale from the customer’s point of view? 

a) Perform a Google search on the product 

b) Prioritize your leads list 

c) Be self-confident when speaking 

d) Ask questions and listen to their response 

8. Why should you see the customer’s point of view? 

a) It makes them feel important 

b) It will help you better understand their needs 

c) It will make you feel important 

d) It will improve your listening skills 

9. Why is Casey’s customer not buying? 

a) He doesn’t trust Casey 

b) He doesn’t like saving money 

c) He doesn’t know Casey at all 

d) Casey isn’t the sales rep for that area 

10. What did Steve download to help Casey? 

a) Purchase order 

b) Online book 

c) Evaluation form 

d) Customer testimonials 
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Module Eight: Relationships 

Now that you’ve started in the job that you have desired, it’s important 

to stay focused enough to keep this job long term and maintain your 

performance and achievements. Simply working the job every day is 

not enough – you must know what is expected of you and how your 

boss or manager will measure that for you. You must also know who 

you can ask for help if you feel that your performance may be slipping 

and how you can get it back on track. 

 

 

 

 

Listen Actively 

Active listening is a skill that almost everyone needs to develop, but 

definitely appreciated by all. Active listening is much more than a few 

“uh-huhs” and “mmms”. Active listening shows your customer that 

you are hearing what they are saying, that you are engaged, and that 

you appreciate them and what they have to say. 

Active listening is just that, listening, not interrupting, not daydreaming, but concentrating on what the 

other person is saying, their body language, etc. Active listening involves facing the person speaking, 

blocking out all distractions, and concentrating on what they are saying. Do not interrupt, instead, wait 

to speak when the other person is finished or pauses. 

How to actively listen: 

• Block out distractions, or remove them 

• Face the speaker 

• Notice their body language 

• Never interrupt 

  

To build a long-term, successful enterprise, when 

you don't close a sale, open a relationship. 

Patricia Fripp 
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Communicate Often 

Have you ever heard the saying, “out of sight, out of mind?” If you don’t see 

something, you don’t think about it. You do not want your clients to think this 

way about you. If a customer doesn’t hear from you for an extended time, they 

assume that you don’t like them, or do not want any of their sales, or their 

money. There are many ways for you to communicate or check in with your 

clients. A quick stop in their shop, or a telephone call/voice mail, lets them know that you are thinking of 

them. Another way to communicate with your clients is to email them the newsletter, or latest 

promotion that your company is offering. 

Ways to communicate, other than the sale: 

• Phone call 

• Email  

• Offer promotions 

• Visit other than appointment 

 

Rewards 

Rewarding customers is a great sales tool. It not only increases the 

communication chances between you and the customer, simply put, everyone 

likes a present. Rewarding customers does not have to cost your commission, 

there are many things that you can do, to show the customer that you appreciate 

their business. Happy customers write positive reviews and glowing testimonials. 

Upgrade something for the client, maybe a membership, or their shipping. Give 

the customer coupons off the next purchase, or contact them early about 

upcoming promotional periods. Try giving out free stuff like swag; everybody enjoys free promotional 

products, so keep lots of that handy. Something that speaks volumes is a hand-written note. A quick 

thank you will let the customer know how much you appreciate their business. 
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Build New Relationships 

Building new relationships can be difficult for some people. 

Reaching out to new people can be intimidating, but necessary 

in the sales profession. Use your communication skills with 

every person that you encounter. Don’t ignore a client or give 

them less of your time, just because you think they may not be 

interested. Go the extra mile to reach out to everyone. You 

never know when a client will reveal a new problem that you will be able to solve. 

After making the connection, you must grow that new relationship. Call on the client, follow up with 

them, ask for reviews and give rewards. The way that you would like to be treated as a new client, that 

is the extra attention that you should give your new customers.  

 

Case Study 

Stacy has a new client that just completed his first purchase. She goes to her manager 

Phil to tell him the news. Phil takes this time to make sure that Stacy knows how to 

build a good relationship with this client. First, he suggests that Stacy actively listen 

when the client speaks, listen more than she talks. He also suggested that she check in 

on the customer periodically, even though they may not be making a purchase. Lastly, 

he suggested that she send the client a thank you gift, with a note. Rewarding the customers is a way to 

be memorable, and show the customer that they are appreciated. Stacy left and applied Phil’s 

suggestions. Two weeks later, she had a repeat sale, and a great review online from this customer. 
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Module Eight: Review Questions 

1. Which is not a way to actively listen? 

a) Face the speaker 

b) Take notes quickly 

c) Do not interrupt 

d) Focus on the speaker 

2. Why is it good to actively listen to your client? 

a) It will speed up the appointment 

b) You won’t have to answer questions 

c) You can check your emails at the same time 

d) Your customer will know that you appreciate their time and business 

3. Why should you communicate often with your clients? 

a) Your boss said so 

b) You want to get free food from them 

c) You want the customer to know you are thinking about them 

d) You want the frequent flyer miles 

4. How can you communicate often with your customers? 

a) Email your newsletter along with coupons 

b) Have your assistant send them an e-mail 

c) E-mail them a survey 

d) None of the above 

5. What is an acceptable reward for a customer? 

a) $1,000 cash 

b) Swag or small gift 

c) A new car 

d) Gifts are not recommended 

6. A ________ will show your customer that you appreciate them. 

a) Few extra sales calls 

b) Few less sales calls 

c) Reward 

d) New product 
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7. Building new relationships will lead to possible _________. 

a) Termination 

b) New sales 

c) Overtime hours 

d) Extra desk work 

8. When is it recommended to build a new relationship with a customer? 

a) Two months after meeting 

b) A year after meeting 

c) When the customer makes ten purchases 

d) Immediately 

9. What did Stacy report to Phil? 

a) Her termination 

b) Her new client 

c) Her upcoming promotion 

d) Her annual reviews 

10. What was the outcome of the meeting? 

a) None 

b) Stacy was fired 

c) Stacy was promoted 

d) Stacy had repeat sales from the customer 
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Module Nine: Communication 

Communication, this is a trait that you can use not only in 

your work, but in your personal life also. Good 

communication is something that you learn and then practice 

for the rest of your life. But there are many ways that you can 

improve your communication, from sounding natural to a 

reward system for your purchasing customers. There are 

many ways that you can reach your customer in a positive 

way that builds a long lasting relationship. 

 

 

Be Prepared, Not Scripted 

If you sound like you are reading a script while you are selling your 

product, the odds of you making the sale drop immensely. No one 

wants to think that they are being read the same speech that everyone 

gets from you. The trick is to be scripted and prepared without 

sounding like it. It all begins in how you approach the sale; make it a 

conversation that occurs between you and the customer. Ask the client 

questions and genuinely listen to their answers. Do not begin the exchange with exactly how you are 

going to solve their problems. 

Try not to start your conversation with the tired, old “How are you today?” Try to come up with a newer 

and more personal opening line. “How’s pencil sales doing today Bob?” or a “How’s this week been 

going for you?” Try to get your main points said, in as few sentences as possible. Do not draw out your 

sales pitch, droning on and on about your product and how great it is. Always be prepared for the 

client’s questions. You may not have practiced these questions, but you need to sound prepared, so try 

and anticipate the questions they may have. 

 

  

Nobody counts the number of ads you run; they 

just remember the impression you make. 

William Bernbach 
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Use Humor 

Although you need to include all the pertinent facts and options of the 

product, a good thing to include is some humor. This humor needs to be 

appropriate for the product and the customer and used occasionally.  

Humor can break the ice with a new customer. If the customer comes into 

the appointment with a bad mood, humor can lighten the conversation, 

and hopefully help the customer to focus on the product and you. Good 

humor, when well placed, can make you and your product memorable to 

the customer and maybe push the customer over the tipping point and into the sale. 

 

Be Yourself 

One of the best sales techniques that you will learn from this training is to be 

yourself. Being fake is as obvious to your customer as a scripted sales pitch. Being 

yourself shows your customer that you are real, that you are genuine, and more 

importantly, you can be trusted. By being yourself and building trust you are 

building a relationship between you and the customer. 

How do you say, be yourself? That’s easy, if you are usually enthusiastic, use that 

quality in your sales let that light shine. If you just got soaked in the rain and the warmth of the store 

feels good, tell the client. They will appreciate the fact that you are showing them part of you. What if 

you do not think that your product is right for this customer? Tell them so but continue to sell. The 

customer will appreciate your candidness, and possibly be referring you for someone else. 

 

Thank and Reward 

It’s the little things that mean a lot. That sentence says volumes. Customers notice 

the little things that you do or don’t do for them, both during and after the sale As 

we covered before, rewarding customers is simple and inexpensive; and means so 

much to the client. It shows that they are more than just dollars to you; they are a 

person behind the purchase. 

A simple thank you note or small box of chocolates can say that you appreciate your client. A “thank 

you” basket of flowers or a hand written card sent soon after the transaction sets you apart from the 

competition. These often forgotten good deeds can often build a positive relationship for future sales. 
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Case Study 

Tom has just come back from an unsuccessful sales call. Sherry, Tom’s mentor feels 

sorry for him and asks him to tell her his sales pitch; maybe she can give him some tips. 

Tom present’s his presentation and quickly Sherry could see what the customer had 

seen, Tom needs a little help with his communication of his points. Tom says very 

blandly, “Hi, my name is Tom. I would like to talk to you”. Sherry tells him that he 

doesn’t even sound like himself, “You have to be yourself, not the person that wrote that horrible 

script.” She also told him to use some of that wonderful humor that she knows he has. Sherry added 

that he should also thank each customer and reward them in some way for their time and/or purchases. 

Tom nodded in agreement and went back to his desk to work on his new presentation. 
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Module Nine: Review Questions 

1. Why is it bad to sound scripted? 

a) You sound fake and not genuine 

b) It’s hard to remember all the script 

c) It is time consuming 

d) It takes years of practice 

2. What is not a way to sound unscripted? 

a) Being prepared for questions from the client 

b) Making it conversational 

c) Start with “How are you today?” 

d) Ask the client questions 

3. When can you use humor during the sale? 

a) Never 

b) Anytime it is appropriate 

c) Only in the thank you/reward phase 

d) Only in the follow up 

4. Which is important when using humor? 

a) Appropriate material 

b) Unscripted delivery 

c) Doesn’t overshadow the product 

d) All of the above 

5. What is not a way of being yourself? 

a) Be honest 

b) Act like your personality you are 

c) Be candid 

d) Try to act like your mentor 

6. Why should you be yourself? 

a) It shows that you are honest 

b) It shows that you are genuine 

c) It builds a relationship with the client 

d) All of the above 
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7. You should thank and _________ your customers? 

a) Call on again 

b) You’re welcome 

c) Reward 

d) Payoff 

8. Saying thank you ________. 

a) Shows the customer that you appreciate him/her 

b) Shows the monetary value of the sale 

c) Shows the customer your company has finances 

d) Says that you are superior to your customers 

9. Who is Sherry to Tom? 

a) Mother 

b) Girlfriend 

c) Mentor 

d) Employer 

10. What personal trait did Sherry suggest Tom use in his presentation? 

a) Persuasion 

b) Humor 

c) Gift of gab 

d) Deception 
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Module Ten: Self-Motivation 

Keeping yourself motivated can be a daunting task at 

times. It can be especially difficult if the task is unpleasant 

or unknown. But motivation is a trait that all sales people 

need to have unlimited amounts of, at hand and ready at 

any time. You may even be asked to share your 

motivation with others. The following modules will give 

you tips on increasing your self-motivation skills that can 

then in turn, improve your sales and life in general. 

 

 

 

Value Your Work 

You must first begin to motivate yourself, by acknowledging the 

value of the work that you have completed already. Things like 

the employee of the month you won, the day you closed ten 

sales, in other words. Brag on yourself, list the things that you have accomplished and be proud of them. 

Maybe a post-it note placed on the cube wall to remind yourself that you are extremely valuable. 

It is easy to value your exceptional work, but you need to celebrate the not so exceptional occurrences 

also. Always remind yourself that there are no failures in sales, only learning experiences. Every failure is 

a time to learn something new, something that you obviously weren’t doing before. Look back and 

proudly say that this is the day I learned to………; not this is the day I failed. 

 

  

Business is like riding a bicycle, either you keep 

moving or you fall down. 

Frank Lloyd Wright 
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Reward Achievements 

When you first read the name of this section, one may automatically think that we 

are talking about the customers. No, this section is dedicated to the subject of you. 

You need to be rewarded also. Promise yourself a prize or reward when you 

complete a specific goal, and hold yourself to this promise. Do not reward yourself 

early, or you will not finish. Just like if you put off rewarding yourself until later, the 

purpose of rewards is erased. 

The reward does not have to be monetary, or time consuming. The simple process of checking off 

completed tasks on a list as they are completed is rewarding. I also promise myself a break when I 

accomplish the task entirely. I also respond well to chocolate chip cookies. What is it that you can 

reward yourself with for closing that big sale tomorrow? I promise; I will buy myself a new desk 

calendar, when I get the desk cleaned. Things like this are great self-motivators. 

 

Focus on Success 

Focus on your past successes. Maybe you aren’t a particularly boastful person, but 

to some extent you need to brag on yourself, to yourself. Your past successes are 

essentially the times that you did everything right! And now you need to replicate 

that success again, and again, and again. Maybe you completed a large task one day 

by closing your office door and getting the work done. Celebrate that and continue 

the habit. 

Why did you get that award or that sale? Was it your winning smile and positive attitude? Maybe it was 

your motivation in getting not missing a day of work? Whatever it was, it was positive and a reason to 

celebrate, and repeat the behavior. And finally, focusing on your successes also gives you less time to 

focus on your failures.  
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Do Not Procrastinate 

Procrastination, the delaying of an action, the postponing of movement forward. We 

all have a tendency to procrastinate, especially those things that are difficult, or 

unpleasant. Procrastination is a negative trait that can lead to many negative results. 

Sometimes there is procrastination out of the fear of failure; there is also 

procrastination out of the fear of success. Whichever category you find yourself, 

here are some steps to fight procrastination and its triggers. 

Break large, seemingly unmanageable tasks into smaller steps. If you are fearful of a particular client, 

first you must get to the client’s store. Then you must open the door. Now you must speak to his 

assistant; see where this is going? Each smaller goal gets celebrated, and the next small goal identified. 

Another way to avoid procrastination is to schedule your “unpleasant” tasks for the times that you are 

your best. If you are a morning person, don’t schedule the previous appointment for the afternoon.  

 

Case Study 

Debbie and Ann are trying to improve their self-motivation. They both decide to do 

some research separately and met the next day to compare notes. Debbie went online 

and researched how to value your work, through recognizing your accomplishments 

and rewarding yourself when goals are achieved. Ann researched how to stop 

procrastination by breaking difficult tasks into more manageable smaller tasks. She also 

found some tips on focusing on success by realizing that even failures in life have moments to learn and 

improve. Both decided to start using these tips to improve their outlook and in turn improve their 

motivation.  
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Module Ten: Review Questions 

1. Which statement is true? 

a) Only closing sales is valued work 

b) You should value your successful tasks only 

c) Failures should be ignored 

d) You should value all your work, successful or not 

2. Who should value your work? 

a) The customer 

b) The competition 

c) Your co-worker 

d) You 

3. Who should you reward to motivate into action? 

a) The boss 

b) You 

c) The product designers 

d) Your competition 

4. Which is not an example of rewarding yourself for motivation? 

a) Ordering pizza before finishing the project 

b) Getting one last sale before going home 

c) Making one more sales call before going to lunch 

d) Cookies when you get the task completed 

5. If you are focusing on your successes, you can’t focus on the _________. 

a) Important things 

b) Future plans 

c) Failures 

d) Cold calls 

6. Which is not a way to focus on your successes? 

a) Not trying cold calls because you have not been successful 

b) A list of your closed sales that you can refer 

c) Finding ways to improve on less than positive interactions 

d) Rewarding yourself 
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7. Procrastination is _________.  

a) Avoiding all failure possibilities 

b) A positive trait 

c) Egotism 

d) Delaying a difficult project 

8. Procrastination can be stopped how? 

a) Smaller goals 

b) Avoidance 

c) It can’t be stopped 

d) You can take vitamins 

9. What were Debbie and Ann trying to achieve? 

a) Learn how to set goals 

b) Be better human beings 

c) How to self-motivate 

d) Having more emotional intelligence 

10. What did Ann learn about procrastination? 

a) It is incurable 

b) Difficult tasks can be broken into smaller easier tasks 

c) Difficult tasks can be grouped into a larger task 

d) It is a fallacy 
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Module Eleven: Goals 

Setting goals is critical to your performance. You 

wouldn’t go through life without goals, goals like 

getting the rent paid, being on time for work the entire 

month, etc. Just like in life, setting goals at work, both 

short and long term, are important also. Learning to 

set “SMART” goals, analyzing your performance and 

modifying your techniques are all important to 

successfully setting your goals. 

 

 

 

SMART Goals 

SMART Goals is an acronym for the important criteria for 

setting a successful goal. Specific – The goal should be specific, 

simple, and clear. Measurable – The goal should able to be 

measured, not vague or open ended. Achievable – The goal 

should be achievable, a challenge, but not impossible. Results 

focused – The goal should focus on the end result, not on number of sales, the amount of dollars spent, 

etc. Timely – The goal should have a fairly short end time, to allow for maximum performance. 

• S – Smart 

• M – Measurable 

• A – Achievable 

• R – Results focused 

• T – Timely 

 

  

A goal properly set is halfway reached. 

Zig Ziglar 
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Long-Term Goals 

Setting long-term goals is a trait that will force you to focus on your performance, 

your motivation, your priorities, etc. Long-term goals are generally completed 

more than a year from now and force you to work to achieve them and are 

practiced by all successful people. Learning how to set effective long-term goals 

is a trait that can be easily learned and practiced. 

The first step is to select the subject of your goal. Next, create a list of possible goals related to that 

subject. Ask yourself, what would you like to achieve in regards to this area? From this list determine 

which of these goals is the most important. Which ones may not be as realistic? Finally, take the key goal 

or goals and refine them into SMART goals. Make sure that they fit the criteria.  

 

Short-Term Goals 

Long-term goals are good, for example, your five-year plan, but don’t forget the 

small, short-term goals that will get you to that five-year plan. Short-term goals are 

goals achieved in less than a year. These goals are usually easier to attain, and can be 

a stepping stone to the long term goal. But they can be completely unrelated too. Use 

the same SMART goal criteria as you did with the long term goals. 

Do you have a subject in mind? I am sure you do. Whether it’s increase your sales by 

5% within the next two months, or to cold call at least one client a day, write your short term goals 

down. Keep them handy so you can keep your focus on achieving them. 

 

Track and Modify 

You must keep current on your progress on your goals. Keep track of your progress, 

identify where you may need to put in a little more effort. If you fail to track your 

goals and your progress, you will probably lose interest, get distracted, or give up. 

Take pride in the progress you make and reward yourself. 

Many times goals need to be modified to better fit the situation. It’s okay, goals are not laws. Let’s say 

that you change your job and you are now a sales person in the restaurant industry. It’s not going to be 

easy to keep your goals from the shoe business. That’s okay, don’t give up on your goal to climb the 

ladder, modify your goals to better fit your new career if that is where your interest lies. 
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Case Study 

Harold is Julie’s manager. He asks Julie to set three SMART goals for the year, in regards 

to her job. He explained to her the acronym “SMART” goals. She sets her sales goals for 

the month. Once she had revised her goals to adhere to the SMART goal criteria, they 

wrote them down and put them in her personal file to be reviewed at the end of the 

month. He then explained to her the importance of setting both long and short term 

goals. He explained that it will keep her motivated to learn and achieve more in her career. She asked if 

they both need to be SMART goals also. He explained that all goals can use that format.  

A couple of weeks later, Harold sat down with Julie and they reviewed her goals and her progress on 

achieving those goals. They discussed putting a little more work into her cold calls to be able to stay on 

track. They are going to set an appointment for next week to check in again. 
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Module Eleven: Review Questions 

1. Which option is not one of the criteria for a SMART goal? 

a) Timely 

b) Specific 

c) Thorough 

d) Achievable 

2. When should you use the SMART goal technique? 

a) Long term goals 

b) All goals 

c) Short-term goals 

d) Financial goals 

3. What does setting a long-term goal force you to do? 

a) Spend money 

b) Be discouraged 

c) Be wealthy 

d) Focus 

4. How long is a long term goal? 

a) Longer than a year 

b) A year 

c) A month 

d) A week 

5. How long is a short-term goal? 

a) It doesn’t have an end date 

b) A year or less 

c) Two years 

d) Thirteen months 

6. Short term goals are _________ to achieve. 

a) Harder 

b) Impossible 

c) Never 

d) Easier 
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7. Tracking your goals is _________. 

a) Necessary 

b) Not necessary 

c) Detrimental 

d) Pointless 

8. Modifying your goals is? 

a) Not recommended 

b) Not performed by you 

c) Rare 

d) Recommended when necessary 

9. Harold wanted to discuss Julie’s: 

a) Pay scale 

b) Sales report 

c) Goals 

d) Paperwork 

10. SMART goals were _______ to Julie. 

a) Stupid 

b) Useful 

c) Not applicable 

d) Too difficult 
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Module Twelve: Wrapping Up 

Although this workshop is coming to a close, we hope that your journey 

to Understanding the Top 10 Sales Secrets is just beginning. Please take 

a moment to review and update your action plan. This will be a key tool 

to guide your progress in the days, weeks, months, and years to come. 

We wish you the best of luck on the rest of your travels!  

 

 

 

 

 

Words from the Wise 

• Henry Ford: "It is not the employer who pays the wages. Employers only handle the money... It 

is the customer who pays the wages." 

• Charles Schwab: “A man can succeed at almost anything for which he has unlimited 

enthusiasm.” 

• Henry David Thoreau: “Go confidently in the direction of your dreams! Live the life you’ve 

imagined”  

 

 

Risk something or forever sit with  

your dreams. 

Herb Brooks 
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