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ENDORSEMENTS

Paul conducted agreat training session, and | saw alot of enthusiasm with
the crew. They haven®stopped talking about how they fed it will makea
hugedifferencein their rapport building and increased sales. Thanks.
Bob Baliatico, Mercedes-Benz USA Market Manager, Prestige Audi/ Lamborghini

| am currently experiencing two to threeadditional saleseach month be-
cause of Paul@strategies. | strongly encourage anyone in sales to apply
thisprogram to their monthly prospecting agenda.

Jeff Miller, SalesManager, Ken Grody Ford

After our team went through the second week of the three-week Sales
MastersIn-Dealership Workshop, wehad an increaseof 15 unitsper week,
for acombined increase of 45 units, representing an additional profit of
$54,000 to the dealership.

Ted Pyle, Walters Porsche/ Audi/ Mercedes-Benz

Dueto Paul Webb® professional and customized style of training, Pey-
ton Cramer Ford haswon the President®Award from Ford Motor Com-
pany. It isan overall team effort for a dealership to win this prestigious
award, and Paul@participation as Director of Training for the past year
and ahalf wasakey ingredient to our team winning.

Jff Zwerling, Peyton Cramer Ford

Paul Webb is a fascinating and engaging educator. His ability to infuse
enthusiasm into hispresentationscreatesacatalyst for learning hisprofit-
producing techniques. If you are one of thefew who haven®hired himK
what areyou waiting for?

Amy Keys, Director, Administration and Marketing
Florida Automobile Dealers Association (FADA)



Best_SeI|ing_Book_Automotive_TX_B-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 2

Paul Webb will help you immediately change the way you approach
sdling. Hisinsightsinto real behavior and engagement help unlock
opportunitiesand move businessforward. His passion isto connect
with peoplein away that easily transfershisknowledgeto others. His
book, The Number One Best Selling Book, captureshisinsightsand pres-
entsthem in adigestible format that will help sales leaders unlock
thetalentsin their organization and driveresultsto new heights.
Alex Vetter, Senior Vice President, Cars.com

Based on what | heard and the materials that we reviewed during
Paul@training session, | can now create positive changes with my
team! Thetraining was excellent.

Sid Barron, GSM, Braman Porsche

All | can say isPaul@classwasexcellent, and | learned alot! Thank you,
Paul, for theopportunity to attend!
Brian Omatsu, Internet Fleet Manager, Porsche, Rusnak Automotive

Paul Webb® new book builds on his unsurpassed knowledge of the
intricacies of the used car market and whereit®going in thefuture.
Paul@training classes are second to noneand in thisbook he@care-
fully encased his practical learning and insights from working with
literallythousands of dealersover thepast 20 years. Thereareso many
profit-improving gemsin thisbook that thereader@biggest challenge
will bein deciding which onesto go after first.

Chip Perry, President and CEO, AutoTrader.com

Allow meto thank you for sharing thisvaluableinsight. You®@e shared
with Mercedes-Benz Corporate, at large, and me, personally, over the
past four years. | often consider the different learning styles you®e
presented as a guide in my conversations and coaching with differ-
ent team members. All of thisinformation and insight helpsmeto be
abetter leader.

Karen Matri, Department Manager, Customer Advocacy, Mercedes-Benz USA
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WHY THIS
SALES BOOK IS
DIFFERENT

You can read alot of booksthat giveyou techniquesfor closing a
sale, and thisbook doesan outstanding job of that. In fact, you®
beamazed at how practical these salestechniquesareand howim-
mediately successful they will befor you.

Thebiggest thing that setsthisbook apart from all therest is
what happensafter you closeasale. Through thetechniquesgiven
in thisbook, you® havetheability to open arelationship and turn
afirst-time customer into a customer for life. As a sales profes-
sional, if my goal isto make you a customer for life, my actions
will reflect that. Instead of just using slick gimmicks or salesfor-
mulas, | @ treat you with integrity. | @ beearnestly working to iden-
tify and understand your needsin order to help you find the best
fit with the products or services | offer. I@ be striving to create a
relationship of trust and rapport, resulting in agenuinedesireto
bring out thebest in everyone.

Thiscan easily becomeyour favorite salesbook. It hasthepo-
tential to changetheway you sell and make you more successful
than you ever imagined. It combines research with practical
strategies. We@e excited that you have chosen to giveusachance
to provethat themethodsin thisbook really work!

Massive Success All Ways,
TheAuthors

PauL H. WEBB WITH CYNTHIA TOBIAS
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INTRODUCTION

FASTEN YOUR
SEATBELT

A W0ORD FrRoM PauL WEBB, MASTER TRAINER

Ifit’s possible, it’s possible for you. It’s only a matter of how.

PauL WEBB

| went to alocal Southern Californiacar dealership to provethat
thetechniquesyou@eabout to learn in thisbook really work. The
average auto salesprofessional considersit agood month if heor
she sdlls 10 cars. However, during a 31-day period, | sold 77 cars.
|@n actually on my way to breaking theworld recordNarecord un-
challenged since 1978Nof 187 carsin onemonth. 1@ goingto sell
at least 188. That@not arrogance on my part; it@ confidence. |
know what works, and in the past 20 years, |®ebeen teachingit to
thousands of othersin practical, straightforward terms.
Although sdling comesto measnaturally asbreathing, | didn®
get to this point without alot of trial and error. 1@ a second-
generation salestrainer. | grew up with aflip chart in our living
room. | wasonly threeand ahalf years old when my dad, amotor-
cycle cop in Asbury, New Jersey, died of a heart attack. | wasthe
youngest of threechildren, and my mom knewthat shewould have
tofind away to providefor us. So, theday after Dad®funeral, Mom
went knocking on doors, selling the World Book Encyclopedia. Within
three years, she had one of the top-producing territoriesin the
country. By thetimel wasnine, shehad 16 salespeopleworking for
her, and shewaswinning every sales award that was given out.

PauL H. WEBB WITH CYNTHIA TOBIAS
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10 BeEsT SELLING Book FOR AUTOMOTIVE SALES PROFESSIONALS

| remember being nineyearsold and sitting at atablein the
banquet room of aHoliday Inn. Mom wasbeing honored for hav-
ingthemost profitableregion in theUnited States. | worealittle
suit and sat coloring in my coloring book. On stage, Vic Conant
and Earl Nightingale (fathersof motivational speaking) weretalk-
ing. Bythetimel wasateenager, | had heard Sir Edmund Hillary
(thefirst man to climb Mt. Everest), Zig Ziglar (another great mo-
tivational speaker), and many other famous speakerstalk about
how to manage and deal effectively with people. | never really
thought | was actively listening, but the information was obvi-
ously soakingin.

| spent sometimein college, broke a rough-water distance
record in swimming and then became a professional ski racer and
alifeguard. (I was paid to ski and surf full timefor 17 years.) Then
| happened to meet aman who was an accomplished professional
speaker and salestrainer. Heshowed mehistraining materials, and
as| read and discussed them with him, | realized, Hey, I know this
stuff. How come I feel so comfortable with this? | quickly realized that it
was because | @ grown up with thisinformation my entirelife.

Theman hired meto sl histraining and service. For six years,
| was the marketing, sales and set-up guy who listened to one of
thebest speakersand trainersin theautomobile, banking and real
estateindustries. Within acoupleweeks, | figured out that | could
learn an amazing amount if | identified and interviewed the top
producersin every successful organization with which weworked.
| took them to lunch, bought them coffee, and walked with them
on their way to meetings. | wasrespectful and attentive, and | took
thetreasure chest of information they gave me and began apply-
ingit. Soon, | wasdoing asmuch training as| wasdoing sdlling. |
eventually dissolved my businessrelationship with this man and
started acompany called International Training Solutions, Inc. It
wasimmediately successful, and with fiveother top salesand man-
agement professionals, wetrained Fortune500 companiesthrough-
out North and South America, Europeand Australia.

Then mylifechanged drastically. My wifeand | had two beau-
tiful children, born within two yearsof each another. Wedecided we

PauL H. WEBB WITH CYNTHIA TOBIAS
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INTRODUCTION: FASTEN YOUR SEATBELTS

both needed to betherefor them. So | stopped traveling, took a68
percent cut in pay, and went to work for threeyearsat alocal car deal-
ership in Southern California. Using my salestechniques, | quickly
proved myself on thefloor asalead salesman and wasrapidly pro-
moted to salesmanagement and then to Director of Training.

Asthekidsgot alittleolder, mywifeand | agreed that | should
return to being anational and international trainer. Onceagain |
hit theroad, though | made sureto set my weekendsasidefor my
family. Within a short time | realized that these sales programs
werebecoming very popular. Yet even though | wastraining sales-
peoplein many different industries and corporations, my heart,
far and away, was still in automobile sales. When | becamea certi-
fied trainer with theNational Automobile Dealership Association
(NADA), my management seminars were immediately rated as
some of themost effectivetraining ever offered in theindustry.

| believe a big part of my success comes from the fact that |
don®usetricks or flashy gimmicksto get folksto buy from me,
| don®haveto manipulateor pressurebuyersto successfully close
asale. | love sdling aimost anything, and | particularly love sell-
ing automobiles.

| also enjoy being able to teach people how to build genuine
trust in an industry that istraditionally distrusted by aimost every-
one. |l am proud to provein thisbook that you can be aperson of
honesty and integrity and achieveamazing success seling new and
pre-owned vehicles. And | am especially pleased to beableto share
techniqueswith you that will also apply to aimost every other as-
pect of your lifeNespecially your relationships with your family.
After all, every timeyou seetwo peopletalking, oneof them issdll-
ing and the other isbuyingNor not.

What 1@ present to you in this book are seven keys for how
you can better understand your customer® needs and turn that
knowledge into increased sales. These seven simple keys can for-
ever change the way you sdll, and, more importantly, they can
changetheway you live.

I know these are ambitious promises. But keep turning the
pages and you@ see how successin salesis possible, and in many

PauL H. WEBB WITH CYNTHIA TOBIAS
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ways, just around thecorner. Do morethan just dream about the
possibilities. Get in and fasten your seatbelt. You@e about to take
an amazing ride!

PauL H. WEBB WITH CYNTHIA TOBIAS
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KEY 1

UNDERSTAND WHY
YOU SELL CARS

How PassioN FOR SeELLING CARS

MAKES YOuU SUCCESSFUL

Michael Tjong was probably themost overqualified candidate |®e
ever interviewed for a car sales position at the large Ford dealer-
ship wherel worked. Michad had been thetop executivein thetoy
division of amajor retailer, but when his company was Qesized,O
he had suddenly found himself out of ajob. Heand hiswife had
two daughterswho wereabout to enter college, and Michad needed
to find a position where he could quickly earn ahigh income. In
theinterview process, heconvinced methat healwaysdid hisvery
best at everything heattempted. He said that hewaswilling to be
trained and work hard to succeed in the car business.

So, | hired Michael, and we began our training. During the
next 10 days, Michad realized just how much he could make by
using theproper training methodsand salestechniques. Heimme-
diately began to usewhat | taught him, and then hetook it astep
further. Michael decided to give himsdf adistinctivenamein the
business. Every time he sold a car, his customers would receive a
six-layer chocolate cakeat their homethenext day. On top of the
cakewaswritten, Orhank you, from Mustang Mike.OwWord quickly
spread, and hisloyal client base grew by leaps and bounds.

Within amatter of months, Michael wasthetop salesperson
in our dealership. Today, several yearslater, OMustang MikeQsthe
#1 Fleet Director in Southern Californiaat alargeFord dealership.
What started asaway to finance his daughters@ollege education

PauL H. WEBB WITH CYNTHIA TOBIAS
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becamealifelong passion, ameansfor him to personally succeed,
and a way in which he could return many blessings to the com-
munity that helped him attain his success.

THREE REASONS FOR SELLING CARS

There are probably as many reasons for selling cars asthere are
readersfor thisbook. Beforewego any further, however, let@take
a few minutes to figure out why so many of us have made the
choiceto get into automobilesales.

A JOB

Why are you selling cars? Areyou simply trying to providefor your
family until something better comesalong?If so, you@ein thecar
businessto havea job, a paycheck and aplaceto go to work every
day. Even if thisisyour only goal, when it comesto commission
sales, the more skills you develop, the better you can provide for
yourself and your family. Thisbook will giveyou quick, practical
strategiesfor making themost of your job: selling cars.

A CAREER

Maybeyou@ein thecar business becauseyou lovethechallenge of
meeting and exceeding sales expectations. Perhapsyou@eworking
toward management and want to gain as much job security as
possible. If so, selling carsisyour career, and you takeit very seri-
ously. You@ein it for thelong haul. Thisbook will giveyou some
new ideas and extremely effective ways to increase your income
and responsibilities.

A LIFESTYLE

Perhaps you envision your nameon adealership, picture dozens
of awards for breaking new sales records, dream of enjoying un-
limited income potential and look forward to giving back to the
community that has supported you in your business. If so, you
consider sdling carsyour lifestyle. Alifestylelikethisusually comes
at ahigh costNlong hours, too much time spent away from your

PauL H. WEBB WITH CYNTHIA TOBIAS
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family and an all-consuming focuson being the best car salesper-
son on Earth. Thisbook will show you how you can havethis sat-
isfying lifestylewhileactually spending the samenumber of hours
(or even fewer) working in salesthan you do on thejob or career
you haveright now.

Bi1G CHALLENGES

Therearemorechallengesfor you asasalesperson in theautomo-
bileindustry than ever before. With twenty-first century technol-
ogy, today® customers are knowledgeable and discriminating
consumerswho often know moreabout thecarsyou sell than you
do. By doing their homework on thelnternet, many have become
experts when it comesto what to buy, how to equip the vehicle
and what theactual priceshould be.

Becauseof this, you® need to havean extraedgeto becompet-
itivein your field. It won®be enough to just get by on whatever
knowledgeand training you can pick up from local sources. You®
need to subscribeto automobile magazines, attend car showsand
sign up for eectronicupdates. You® need effectiveand up-to-date
trainingmethodsand strategies. You® also need astrong sense of
who you areand why you®e chosen to sell automobilesinstead of
refrigerators. Your passion for thisindustry will help you succeed
beyond your wildest dreamsif you learn to blend that passion into
incredibly effective salestechniques. Thisbook will show you how.

Today, we@e way beyond the stereotypical car salesman who
wearsplaid polyester jacketsand usesdlick, manipulativetricksto
get peopleto buy carsthey don®really want. We@etalking about
professional men and women who truly love what they do and
who take thetime and energy to learn how to understand and
communicate in away that helpsther customers get what they
need and want. In arecent study, it was determined that a Qused
car salespersonOwas the least trusted profession in the country.
You can change that perception. You can spend your life doing
what you love the most and make a difference in the worldNby
sdling cars!

PauL H. WEBB WITH CYNTHIA TOBIAS
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Thisisno ordinary salesbook. Your choiceto sdl automobiles
hasled you to what you®e going to discover about yoursdf, your
customers and your decision to enter the world of automaobile
sales. Regardless of your credentials, education or experience, you
have the potential to use your personal resourcesto achievethe
dreamsand goalsyou havefor your lifeby being themost success-
ful salesperson you can be.

Y OUR CHOICE TO SELL AUTOMOBILES HAS
LED YOU TO WHAT YOoU®E GoING TO
DISCOVER ABOUT YOURSELF, YOUR

CUSTOMERS AND YOUR DECISION TO ENTER
THE WORLD OF AUTOMOBILE SALES.

PASSION AND COMMITMENT

When | wasthetraining and human resourcesdirector for alarge,
successful dealership in Southern California, | routinely went
through hugestacksof applicationsin an attempt to find thebest
candidatesfor our salesstaff. Oneday, | found an application that
intrigued me. Eric Witt wasonly 19, and hehad no salesexperience
at all. On paper heseemed avery unlikely candidate, but | decided
to at least interview him to try to find out why he had applied for
ajob for which hewas evidently not qualified.

In person, Eric was enthusiastic and friendly, and we had a
good conversation. When | asked him about what he had accom-
plished in life so far, he thought for a moment and then said,
Qwel, @ an Eagle Scout! OThat@impressive, asnot many people
achievethat status. But why did hewant to sell cars?

I took Ericout to thebusy street in front of thedealership and
asked him to start identifying carsthat drove past. He brightened
and immediately began to point out themakesand modelsof any
car | asked about. | was amazed. How did you get to know so

PauL H. WEBB WITH CYNTHIA TOBIAS
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much about cars?l asked him. Hetold methat hehad grown up
reading Car and Driver magazine and Motor Trend and that hehad
adad and grandpawho knew alot about carsand trucks. Q®eal-
ways loved cars,Ohe said. @ just want to work in a place where |
can bearound them.O

| hired Eric that day, and he rapidly became one of our top
salesmen. Several years later, he was promoted to management,
and within two yearsof that, hewaspromoted to desk manager at
oneof thelargest dealershipsin Southern California. Threeyears
later, he was promoted to director of financeNand all beforethe
age of 30. Ericisliving proof that passion and commitment can
make up for alack of experiencein thefield of automobile sales.

Regardless of theleve of passion you fed right now for sdlling
automobiles, by thetimeyou finish reading thisbook, you® be ex-
cited about the possibilitiesthat lay ahead of you. Whether you are
aseasoned professonal or havelittleor no experience, you® seeyour
dreams come trueNldreams for becoming a successful salesperson
who loveswhat you do and cares about the customersyou serve.

PauL H. WEBB WITH CYNTHIA TOBIAS
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KEY 2

DETERMINE WHAT
YOU BELIEVE

How TO TRANSFER YOUR BELIEF IN YOURSELF

AND YOUR ProbpucTt 1To CUSTOMERS

Tony® wife looked at him apologetically. @@n sorry that there
won®beanyoneyou know at theparty tonight,Cshesaid. QtGjust
abunch of corporatetypesfrom many divisions of the company.
| think youd probably betheonly car salesman there.O

Tony grinned. O think 1@ going to haveagreat timeGhe as-
sured her. @ alwayslook forward to meeting new people.O

Several hours later as they were getting ready for bed, Tony
emptied hispockets. Sarah looked at him in astonishment.

id you get all thosebusiness cardsfrom peopleat the party
tonight 0she asked.

Tony nodded. @ suredid. And they all got oneof mine. Seems
likethey all want to find acar salesman they actually likeand trust.
| got along great with the other guests. In fact, the best compli-
ment | got all night was the lady who said, Gou sure don® seem
like what |®e always pictured as the typical car salesman.CBhe®
comingin to seemetomorrow.O

Sarah shook her head and smiled. Orou(e still the same old
Tony who was voted most likely to succeed after you created the
campus newspaper that outsold thecity paper. You®@e always been
ableto convince peopleto trust you. No wonder you®e the top
salesman, no matter what you sal.O

QVell,0said Tony, O never sell anything unless | believe the
product will make people® lives better. | want to love what | do,
and do what | love.O

PauL H. WEBB WITH CYNTHIA TOBIAS
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A TRANSFER OF BELIEF

Tony is certainly a successful automobile salespersonNhe leads
his team in sales at the dealership every month. One of the
biggest reasons for hissuccessisthefact that hetruly loves his
job and believesin hisproduct. When anyoneasks Tony what he
does for aliving, hereplies, @ sdll the best cars you can buy at
thebest dealership youd ever find. | love my job! Can | show you
what |@ driving?OHis enthusiasm is genuine and contagious.
Even themost skeptical car buyer findshim hard to resist.

How proud areyou of the place where you work right now?
How passionate are you about what you@®e sdlling? How confi-
dent areyou at your dealership?!@ sureyou@efamiliar with the
saying, Ofou never get a second chance to make a first impres-
sion.OThat@especially truein thecar business. When acustomer
walks onto thelot and you go out to greet her, you need to be
ableto immediately transfer your enthusiasm about the prod-
uct and your belief in the dealership to the customer. You have
to convincethat person to buy acar from you. If you®enot con-
vinced that you sdll thebest product and work at the best deal-
ership, your customer will senseyour doubts, and the chance of
your selling acar to that person will begreatly reduced.

Through years of attending seminars and successfully sell-
ing all kinds of productsto thousands of people, my mother
captured thesecret art and science of selling. Shereduced theart
to asinglestatement: (sdllingisatransfer of belief.OWhat you,
thesalesperson, believeisthat thecustomer should pay acertain
amount of money for the product or service you represent.
When the customer believes the same thing, a sale has been
made. In order to sell something, you haveto transfer your be-
lief to the potential buyer.

For example, asaparent, | may believethat my kids should
clean their rooms. As an employee, | may believe that the boss
should givemearaise. However, no transaction will occur until
my kids or my boss share my belief. Now, when | actually con-
vincemy kidsto clean their rooms, or convince my bossto give
mearaise, that®asale.

PauL H. WEBB WITH CYNTHIA TOBIAS
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As| mentioned before, in every conversation, someoneissdll-
ing and someoneisbuyingNor not buying. | onceheard aspeaker
say, (Bdlling isthe oldest profession in the world.OWhen some-
onetried to correct him, hereminded him, Orou may think some-
thing eseistheoldest profession, but rememberNa sale had to

happen first.O

If you fedl apologetic about having to tell peoplethat you®e
asalesperson, you need to figure out whether you@e sdling the
right thing. If you®e going to succeed in sales, it@absolutely es-
sential that you fed confident about your product and your com-
pany. If you don®possess astrong belief, you can®transfer that

belief to your customers.

IF YOU FEEL APOLOGETIC ABOUT HAVING

TO TELL PEOPLE YOURE A SALESPERSON,

YOU NEED TO FIGURE OUT WHETHER
YOU@E SELLING THE RIGHT THING.

Thereareat least two areas of belief you must transfer in or-
der to completeasale: (1) belief in yoursdlf, and (2) belief in your

product or service. Let@look at each of these.

BELIEF IN YOURSELF

Sdf-esteem iscriticallyimportant in sales because customerscan
pick up on your positiveor negativefedingsabout yoursdf. They
can senseif you are confident in your abilities. When you fed
good about yoursdf, they@ begin to fed good about you aswell
and, in turn, they@® have positive feelings about themselves.
When customersbedievein you and fed good about themselves,

they aremorelikely to believein your product or service.
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The opposite is also true. If you feel bad about yourself or
doubt your abilities, youd transfer that negativebelief to your cus-
tomers. They will likely have negativefedings about you and your
product. In our story, Tony was successful because helet others
know how confident hewasin himsdf and what hedid for aliving.
If you@easked what you do for aliving and you say something such
as, aDh, | sdl carsdown at the ABC dealership,Oyou don®sound as
though you believeyou haveagreat job sdling agreat product.

Maybe you®e just getting started in sales. Or maybe you®e
been doing it so many yearsthat now you@etired of it. Maybeyou
just need aquick reminder of howto look and sound asconfident
asyou need to bein order to sdl effectively. [t@easy to find aplace
to begin. Start with your self-esteem. How do you do that? Well,
you haveto beievethat you@esuccessful and confident beforeyou
can transfer that belief to your customers. Here@one example.

Y OU HAVE TO BELIEVE THAT
YOU@E SUCCESSFUL AND CONFIDENT
BEFORE YOU CAN TRANSFER THAT
BELIEF TO YOUR CUSTOMERS.

| wasteachingaCPR classfor ski instructors. At theend of the
class, the participants had to takeatest to become certified. They
each got threechancesto passthetest, if theyneeded it, in order to
becomequalified. Most peoplepassed thefirst test on thefirst try.

A dynamic, young, single mother originally from Mexico had
enthusiastically participated all through theclass, and | knew she
wouldn® have any trouble getting her certification. On the first
test, however, sheonly got 62 percentNwhich meant shehad failed.
Shewasreally distressed and told me she@ always been terribleat
takingtests. | told her not to tell herself thatNshehad to convince
hersdf that shecould pass that test.
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After my quick pep talk, she smiled and took the second test.
But thistime, shegot 54 percent. We were going thewrong direc-
tion, and now therewasonly onechanceleft for her to passthetest.

Then | asked her aquestion that surprised her: @stheresome-
thing you@ereally good at?0

The woman frowned and thought hard. Then her face sud-
denly brightened. QWVell, @n areally good dancer,Oshe said shyly.
| was encouraged.

GCan you think of thelast timeyou really loved being ableto
dance?0

Shequickly nodded her head. @ won adance contest.O

Grloseyour eyes, get apictureand remember moredetails. Can
you seeyoursdlf that day?0

Shenodded.

QWhat color was your dress?0

Shesmiled. (Red,Gshesaid. Sheopened her eyesand had afar-
away look.

QWhat areyou thinking right now?0l asked.

QA thinking 1@n alot better dancer than you,Oshe replied
with agrin. | quietly sipped thethird test toward her. Thistime
she got a 90 percent. She brought a past experiencein which she
felt confident about hersdf into the present moment. You can do
thisaswell.

Think about atimein your lifewhen you experienced real suc-
cess. Maybe you excdlled in a sport. Maybe you achieved an aca-
demic award. Maybe you won a prize for doing something you
never thought you could do. Whatever it wasthat brought you sat-
isfaction in that accomplishment, takethat feding of successand
makeit part of you again. Writedown what you achieved. Carry it
around in your wallet. Let your mind dwell on how that achieve-
ment madeyou fedl. Think about the confidenceyou felt in your
abilitieswhen you succeeded. Do it right now beforeyou pick up
thephoneor talk to your next customer. You® seehow that belief
in yoursdf transfersto your clients.

Right beforel step on stageasaprofessional speaker, | want to
ensuremy own self-confidence. | think back to atimewhen | won
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aski race. |®e spent morethan 3,000 days of my life skiingin my
previouscareer, so when | step in front of an audience, | sayto my-
sdf, @@ thebest damn skier in thisroom.OThat givesmethesdlf-
confidenceto start my presentation.

W HATEVER IT WAS THAT BROUGHT YOU
SATISFACTION IN THAT ACCOMPLISHMENT,
TAKE THAT FEELING OF SUCCESS AND
MAKE IT PART OF YOU AGAIN.

BELIEF IN YOUR PRODUCT AND SERVICES

Afewyearsago, | taught afour-week salesseminar for acompany.
During thetraining, | enphasized to the salespeoplethat believ-
ingin their company®products and services was critical to them
being successful in thetheir organization. Therewere several par-
ticipantsin thetraining who seemed to lack passion and convic-
tion about what they weresdlling, so | really pressed them to either
get sold on their product or find another placeto work.

During thethird week of training, 18 people got up, walked
out, and quit. When thevice president of saleslater called me, |
haveto admit | wasalittlenervousabout what hisreaction would
be. Hequickly got to thepoint. Orhanksfor thekick in thepants, O
hesaid. QI 18 of those folks werein thewrong industry. We®e
all better off.O0

Oneof thehardest thingsyou® ever haveto doisto find out
what you really want in life. Since chances are pretty good that
you@ bespending agreat deal of your timeat work, what you de-
cide to do will become a huge part of who and what you are.
When you find work that fitsyour dreams, your beliefsand your
passion, it@ no longer workNit® an activity that enriches and
addsto your life. If you never find theright placeto be, work will
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alwaysjust be ajob, and you may spend therest of your daysin
frustration and bitterness.

Why areyou in thecar business?What aspectsof salesareyou
most passionate about?Do you look forward to going to work in
themorning?Areyou proud to tell peoplethat you@ea car sales-
person?In the earlier example, Tony couldn®wait to tell folks
what hedid for aliving. He was sold on his product and profes-
sion. Hisenthusiasm was contagious. He knew that he provided
everyone he met with information and opportunities to be as
happy about the vehicles they drove as hewas with hisown vehi-
cle. Hisbelief was genuine. Hetruly loved hiswork.

You may not be the type who likes to mingle at parties or
shout from thehousetops. However, if you®ein theright business,
your belief in your product or service will make you successful at
salesand moresatisfied with your life.

IF YOUBE IN THE RIGHT BUSINESS, YOUR
BELIEF IN YOUR PRODUCT OR SERVICE WILL
MAKE YOU SUCCESSFUL AT SALES AND
M ORE SATISFIED WITH YOUR LIFE.

TRANSFERRING YOUR BELIEF TO YOUR CUSTOMERS

So you believein yoursdf, you believein your product and you®@e
proud to beasales professional. Now you®@eready for somestrate-
giesthat will effectively transfer that confidenceand belief to your
customersNstrategies that will inspirethem and result in asale,
Let@start with thebasic concept at thefoundation of every sale.

UNCOVERING NEEDS
In sales, you provide products and services to satisfy your cus-

tomersQvantsand needs. In order to do that, you first haveto un-
cover their needs so that you can satisfy them. Often, customers
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won®know exactly what they need when it comesto your product
or service. Thereis, however, one need that you can always count
on:theneed to beright.

Think about it. People loveto hear that they areright. The
most common human need is not love or acceptance or physical
contactNit@knowing you@eright about something. If you don®
agreewith me, you just proved my point, becauseyou think you®@e
right. And that@the most common human need: ro be right!

Thisiswhat makesthethingsyou tell yoursdf so powerful.
Let@say you@etold yourself that Tuesday will beaslow salesday.
With amindset likethat, thechancesaregood that Tuesday will be
aslow salesday. Then you tell yoursdf, See? I was right. Or you tell
your boss “l can®makethreesalesin one dayNthat@too many.O
When you only come up with two sales at the end of the day, you
can say, O told you s0.0You@eright, again.

Think about what happens when you turn this around. You
tell yoursdlf, I am making three sales today. When you turn in that
third contract, it surefeelsgood to beright, doesn®it? Themore
you practice your bdief in yourself and your product, the more
you@ beright about your success.

TEACH AND TIE DOW N

Now you@eready for oneof themost effective salesmethods you®
ever use If you understand that thecustomer needsto beright, and
you then uncover aneed that you can satisfy, you@eon theroad to
making asale. [t@atwo-step process: first, you teach; second, you tie
down. You teach your customersto recognizetheir needs, and then
you tiedown (or reinforce) your ability to meet that need.

For example, you might teach your customers by saying, Orhis
minivan has front and rear airbags along with side airbags for
every passenger to protect them from an accident from almost any
angle. It@important to providethat kind of protection, don®you
think20By saying this, you teach your customersthefeature and
then reinforcewhat you taught by getting them to agreewith you.

You would then tie down or reinforce your ability to meet your
customersiheeds by saying something such as, &hen you buy this
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vehicle, you® be able to take advantage of the cash rebate. You®
savethousandsof dollarstoday and alot moreover thelongrun be-
cause of this car@level of fud efficiency. t@moreimportant than
ever to savemoney and gasthesedays, isn®it 20Every timecustomers
say yes, their desiregoes up and they get thechanceto beright.

By using aseriesof teaching statementsfollowed by tie-downs
that requirethe customer to say yes, you create adesire and need
in that customer to buy your product whilereinforcing hisor her
confidencein being right. With practice, thistechnique can be-
comeas natural to you as breathing. You® be amazed at how of-
ten your customers will agree with you and how quickly that
agreement will turn into acompleted sale.

BY USING A SERIES OF TEACHING
STATEMENTS FOLLOWED BY TIE-DOW NS
THAT REQUIRE THE CUSTOMER TO SAY
YES, YOU CREATE A DESIRE AND NEED

IN THAT CUSTOMER TO BUY YOUR

PRODUCT WHILE REINFORCING HIS OR HER
CONFIDENCE IN BEING RIGHT.

To hdp you start practicing theteach-and-tie-down technique,
writeout 10 statementsthat will teach your customersabout your
product or service. Then add an example of oneor two tie-downs
that lead the customer to say yes. Let me get you started with a
coupleof examples:

- Orhis GPS system actually adaptsto your patterns and
preferencesasyou useit, so you don®even haveto re-en-

ter adestinationNall you haveto do isjust say thename
of your destination. Pretty cool, huh?0
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- OrheBluetooth featurehasan easy step-by-step installa-
tion. If you change phones, there@ an easy process to
switch to thenew phone. That@great, isn®it20

Takeafew minutestoday and writedown your 10 statements
with at least one example of atie-down for each.

W N

I

0.

PRACTICE BEING POSITIVE

Your belief in yourself and your product, along with your enthu-

siasm about getting your customersto believethesamething, will

makeyou oneof thetop salespeoplein your profession and bring

you tremendous personal satisfaction. Practice being as positive
aspossiblein everything you say and do. When you@e tempted to

say something negative, stop and think how you could turn it

around in such away that it will actually reinforceathought or ac-

tion to accomplish your goal. For example, instead of saying, Orou

know how on long trips your legs can get numb and fall asleep?0
say, Orou can make long road trips, and because of the way this
seat isdesigned, youd arriverefreshed and relaxed.OYou can prac-

ticeon your family at homeaswell. Instead of saying, Orou@e not

watching television until that homework isdone,Csay, Gredl freeto
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watch TV assoon asyour homework isdone.OSamebottom lineN
just with a positive approach.

Onceyou@egot ahandleon thisin your personal life, you® be
surprised to find out how much easier it isto get your customers
to agree with what you tell them. The more you and your cus-
tomers agree, the more products and services you® sdll. [t@im-
portant to closethose sales, isn®it?
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KEY 3

ESTABLISH TRUST
AND RAPPORT

How 1o GeT PeorLE To Buy FrRoM YoOu

Without character and integrity, people will trust you once, and only once.

DiINO RoOssI

Theman was dressed casually, and helooked sharp. His hair was
neatly styled, his shoes were fashionable and his shirt and khaki
shorts were color-coordinated and wrinkle-free. | saw one of the
newer salesmen at thedealership greet him, and | overheard their
initial conversation.

@Bood morning, sir!Osaid the salesman. GHow areyou?0

GBreat, thank you,0said theman. GHey, | saw apictureon your
website of a beautiful silver Chrysler 300 with a special discount
price. | wonder if | could takealook at it?20

Q\bsolutdy! Let metell you alittlemore about that vehicle.O

| watched the expression on the customer® face change in-
stantly. Helooked confused.

Asthecar till available?Ohe asked.

Ores, sir, it sureisNand wait until | tell you about thenew pricel O

Thecustomer seemed frustrated.

QWhere@the car?OHe scanned thelot.

Now it wasthe salesman®turn to bealittlefrustrated.

Q@ showit to you in just amoment,Chesaid. QWhy don®you
step insideand 1@ go get thekeysand let you takealook at it.O

Thecustomer@facebrightened. GGood,Chesaid. O really want
to seeit.O
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It was a shaky start, and as the salesman and his customer
walked toward thecar, they both appeared just alittleon edgewith
each other. It could have been an entirely different story if the
salesman had understood what you are about to learn.

Thereisno greater compliment you can give your customers
than understanding them. When your customerswalk through the
door, pick up the phoneor send you an initial email inquiry, you
can quickly recognize how they want to betreated. At that point,
you can adapt your communication styleso that they understand
and processtheinformation you giveto them. Best of all, they will
know that what they want isyour top priority. They will understand
that you®@ewilling to listen and adapt to their needs.

THERE IS NO GREATER COMPLIMENT
YOU CAN GIVE YOUR CUSTOMERS

THAN UNDERSTANDING THEM.

RECOGNIZE YOUR OWN STRENGTHS

Although our brainsarehighly complex, there@no great mystery
in figuring out how we want othersto talk to usand give usin-
formation. Our minds have three distinct ways of remembering
information:

1. VisualNwhat we see and can picture
2. AuditoryNwhat we hear and say
3. KinestheticNwhat wefedl and do

Wehaveand useall threemeansof renemberinginformation.
They@elike puzzlepiecesNand they@enot all thesamesizein our
brains. Let@find out what your preferenceslook likebeforewetalk
about figuring out your customers(preferences. Take a few mo-
mentsto go through thefollowing checklist.
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VISUAL-AUDITORY-KINESTHETIC (VAK) CHECKLIST*

Name

Yes

Date

35

No

| am more interested in what | can see than in what
someone says.

| tend to doodle or draw while listening or learning.

| find it hard to concentrate if someone talks without
showing me anything.

| usually need to write things down if | want to
remember them.

| feel more confident when | know | look good.

| find it easier to remember faces than names.

| prefer watching someone else show me how to do a
task before | try it.

| am drawn to bright colors, glossy brochures and
well-designed websites.

I usually like to underline or highlight information in
books and materials.

| tend to evaluate others based largely on their
appearance.

TOTAL YES ANSWERS

Yes

No

| often repeat what | need to remember out loud to
myself or someone else.

| am often accused of giving long answers to short
questions.

I like talking through a problem that needs to be solved.

| often say words as I’m writing them.

| may interrupt others as they speak if a thought
occurs to me.

| often find myself repeating instructions out loud.

| have been accused of asking too many questions.
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Yes No
| usually prefer to explain a process than draw
a picture of it.
| prefer listening to books instead of reading them.
| tend to judge someone’s sincerity by the sound
of her voice.
TOTAL YES ANSWERS
Yes No

| need to take frequent breaks when working or
concentrating.

| often just jump in and do something rather than
watch someone else do it.

| tend to move quickly from one thing to the next.

| want books | read or movies | watch to be filled
with action.

It helps me to use my finger to point to words as |
read them.

I usually write notes in order to remember.

I almost always am compelled to move to the beat
of good music.

| like paper with big spaces to draw or write on.

| often become impatient with a long explanation.

| tend to evaluate a person by the way he or she
shakes hands with me.

TOTAL YES ANSWERS

* © 2008 Cynthia Ulrich Tobias and Paul Webb, based on research from Walter Barbe

and Raymond Swassing.

Thereare1l0itemsin each section of the VAK checklist, so you can
easily convert your yes answersinto percentages (for example, six
yes answers equal 60 percent). Now, look at your percentages for
each section. You probably haveat least two sectionsthat areclose

WHAT DOES IT MEAN?
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in percentages. You will probably have at least afew yes marksin
all three sections, and you may even have more than one section
that hasthesamenumber of yesresponses. No oneisjust onekind
of learner. There are all sorts of combinations of learning styles.
Remember, these are puzzle pieces, not categories or neat little
boxesinto which peopleare sorted.

NO ONE IS JUST ONE KIND OF
LEARNER. THERE ARE ALL SORTS OF
COMBINATIONS OF LEARNING STYLES.

REMEMBER, THESE ARE PUZZLE PIECES,
NOT CATEGORIES OR NEAT LITTLE BOXES
INTO WHICH PEOPLE ARE SORTED.

As you read the following explanations, you will most likely
identify at least alittlebit with all styles. Asyou learn about thedif-
ferent styles, youd also recognize the characteristics of many of
thepeopleyou know and love, aswell asyour customers. Thismay
help to explain why your communication with some of these peo-
plecan sometimes befrustrating.

Keep in mind that the way people learn is also the way they
buy. Understanding and adjusting to your customer®learning/
buying style will increase your ability to establish trust and rap-
port in ashort amount of time.

THE VISUAL LEARNER
If you placed the most yes marksin thefirst section, you tend to
be more visual when you®etrying to learn and remember infor-
mation. You®@e moreinterested in what you can seethan in what
someonetdlsyou. Thismeansthat you® much morelikelytore-
member what you heard if you look at a pictureor illustration
whileyou®elistening to whatever isbeing said.

On the other hand, when someonetells you something and
you have nothing to look at, you may forget what was said the
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moment you turn and walk away. The information went in one
ear, gained speed, and then went out the other. For instance, if
someone comes up to you and says, (Hi, | Steve,Oand then
shakes your hand and walks away, you will likely instantly forget
hisname. But if Seveiswearing anametag, thechancesof your re-
membering hisnamewill drastically increase.

Visual learnersare often accused of daydreaming. Their visual
mind isconstantlytryingto picturewhat isbeing said, and it may
not keep up with what the other person istelling them.

Asamorevisual learner, you@ benefit by making listsor writ-
ing notes about what you need to do. Even when you aren®writ-
ing something specific, you may find yoursdf doodling or drawing
on apiece of paper whileyou@elistening or thinking. Visual aids
areabig help to you, and you will beableto focusbetter and con-
centratemoreif you can look at ahandout, brochure, Power Point
or other visual aid. You may not bemuch of atalker, asyou prefer
to sit back and watch what@going on beforeyou decideto partic-
ipate. Even when it comesto expressing lovefor someone, you may
want towriteanoteor send acard rather than look that personin
theeyeand talk about your feelings.

Becauseyou can bedistracted by too much visual stimulation,
you tend to do best when you can work in an uncluttered and pleas-
ant workspace. Chances are good that you®@e drawn to folders, or-
ganizers and other itemsthat are appealing to look at and that
match your personality and surroundings. Your physical appear-
anceisalso important to you. Even if you don®wear themost fash-
ionable clothes, you®@e concerned about making sure your outfit
looksgood and that your overall appearanceisneat and attractive.

Becauseyou®@eamorevisual person, you also havean activelN
and sometimes overactiveNvisual imagination. Assoon assomeone
startstalkingto you, your mind getsamental image. It might not
betheimageyou weresupposed to get, but you definitely haveapic-
turein your head. Asyou sit and think about your mental picture,
you@elikelyto get further and further away from what the speaker
is actually trying to communicate to you. For instance, if you®e
driving by a cemetery and you seeasign that says Qemetery traf-
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fic,Oyou@egoingto bealittlesidetracked if you®@epicturing some-
thing from The Night of the Living Dead coming out through the
gates. Or, if you passalocal fast-food restaurant and the marquis
outside reads, ONow hiringNany crispy burrito 99¢,0you may be
wondering what that group of applicantswill look like.

THE AUDITORY LEARNER

If you placed the most yes marksin the second section, you tend
to be auditory when you®e trying to learn and remember infor-
mation. You usually learn best by hearingNbut not by hearing
other peopletalk to you. Rather, you learn best by hearing yourself
talk. Now that@awholenew ball game!

If you®e highly auditory, you probably talk alot morethan
you listen. In fact, until you hear your own voice talking about
something, you won®truly understand or remember what you®@e
trying to comprehend. You may find yoursdf frequentlyinterrupt-
ing and asking alot of questions, since your mind wants you to
talk assoon asyou think of something. Actually, you may need to
talk in order to think of something, so others may bealittle con-
fused when they hear you talk about what you haven®even thought
of yet! Nevertheless, when you hear yourself sayingthewords, the
ideas start to make senseto you.

As amore auditory learner, you need opportunities to talk
your way through problems or issues, and you can®concentrate
well if you haveto sit in silence for more than afew minutes. If
you®e given achanceto speak frequently, you don®haveto hold
on to your current thoughtswhileyou make room for new ones.
Onceyou®eheard yoursdlf discussan issue, youd remember what
you werethinking, and then you® be ableto moveon to the next
topic. You may not even realizethat you®etalking asmuch asyou
areNin fact, you might even think that you@etalking to yourself
when you®@e verbalizing out loud.

Asan auditory learner, you®e especially tuned in to the sound
of othersQoices, and it@hdpful if their voicesarepleasant and not
monotone. In fact, auditory folksloveto hear someonewho puts
feeling and emphasis on words as they speak: Orhis is a fabulous
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opportunity! |®@enever heard of such an amazing offer! OThesound
of wordsisimportant to you. You may read alittle slower than
othersNnot because you®e a poor reader, but smply because you
haveto actually hear the sound of each word in your mind asyou
go. You may also benefit by having some background music or
white noisewhileyou®@etrying to work or concentrate, aslong as
you et to decidewhat the noisewill be.

Because you®e auditory, you might be especially sensitive to
soundsand verbal distractions. When you werein school, you were
probably GhushedOmoreby auditory teachersthan anyonedseN
after all, they needed to talk! You may have been called a@hatter-
boxObecause of your tendency to talk about almost everything,
whether others wanted to listen or not. One good thing about
finding out you®@eauditoryNnow that you understand your verbal
natureisnormalNisthat you can remind your friendsand family
of theup side: They never haveto wonder what you@ethinking!

ONE GOOD THING ABOUT FINDING OUT
YOURE AUDITORY IS THAT YOU CAN
REMIND YOUR FRIENDS AND FAMILY OF
THE UP SIDE: THEY NEVER HAVE TO
W ONDER WHAT YOURE THINKING!

THE KINESTHETIC LEARNER

If you placed the most yesmarksin thethird section, you tend to
bemorekinestheticwhen you aretryingto learn and remember in-
formation. You concentrateand learn best when you can actually
do something, so you tend to stay in motion most of thetime. As
ahighlykinesthetic child, you might have been amongthosewho
were labeled OnyperactiveOat times because of your energy, your
movement and your restless and active nature. Even as an adult,
it@hard for you to sit still for any length of timewithout taking
at least ashort break.
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Your kinesthetic nature makesyou want to get your handson
stuff, touch it, messwith it and useit. [t@not enough to just see
apicture of something or hear someone talk about itNyou have
to seeit and touch it yourself. You liketo convert conceptsinto ac-
tion, experiment with ideasand manipulatethepieces of the puz-
Zle. Because you@e so active, you tend to bemorein tunewith your
own body, and you trust your @ut instinctOmorethan otherstrust
theirs. You®@equick to get asenseof things. You want to bein the
middle of the action so you can figure out what®going on. You
can certainly read, but don®enjoy it much if it takestoo long to
get theinformation or it doesn®involve action. Sometimes, you
may find yoursdf picking up abook just to flip through thepages.

You may distract others by your constant movement, even
though you don®mean to do it. You find yoursdf tapping your
foot, swinging your leg, banging a pencil on the deskNanything
that can keep you in motion. If you haveto sit in a chair, you do
better if it@onethat swivesor rollsor rocksor keepsyou moving
in someway. It will bealmost torturefor you to sit behind adesk
or beconfined to asmall spaceto work. You need moreroom, and
even the paperwork you fill out should have large spaces so you
won®haveto write small.

YOuU DO BETTER IF YOU CAN W ALK
AND TALK. THE W ORDS SINK IN WHILE
YOU(QE IN MOTION, AND YOU REMEMBER
BEST WHEN YOU TAKE SOME KIND OF

ACTION WHILE YOU@E LEARNING.

If you@etalking to aperson who insistsyou sit still and look at
him whileheis speaking, you@ealready in trouble. You do better if
you can walk and talk. Thewords sink in while you@ein motion,
and you remember best when you take somekind of action while
you®elearning. You may be perceived asbeingimpatientNusually
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because you@e anxiousto get doneand moveon to thenext task.
Long, tediousprojectsareunappealingto you, and if you@estuck
with doing one, the chances are good that someone will haveto
keep reminding you to stay on task. Your energy is a huge plus,
but learning to channel it productively may be achallenge!

RECOGNIZE AND ADJUST TO YOUR
CUSTOMER’S STRENGTHS

Now that you understand your own preferences for remember-
ing information, let@take another look at the story at the be-
ginning of this chapter. Notice that the prospective buyer who
cameto the dealership was sharply dressed and that the first
thing hesaid was, Q saw your ad . .. | wonder if | could takealook
at that car.OThe salesman received three clues immediately
about how his customer wanted to get informationN(his visual
appearance, @ saw,0Qake a lookQNeach of which indicated a
high visual preference.

However, instead of picking up on those cues, the salesman
said, Q.et metell you alittle more about that vehicleOThisisa
strong indication that the salesperson was an auditory learner.
The customer® confusion was understandableNhe was focused
on getting information visually, but what he got from the sales-
person was auditory. So the customer again asked to see the car,
but thesalesman insisted on telling him about theprice. It wasn®
until thesalesman said hewould get thekeysand let him Qakea
lookOthat the customer finally began to tunein. Hewas relieved
when heactually got to see the vehicle.

If this salesman had paid attention to how the customer
spoketo himin thebeginning, hewould havebeen ableto quickly
and effectively establish trust and rapportNand he also would
have drastically increased his chance for asale. When you adapt
your approach according to the VAK, you® bestunned at thedif-
ferenceit will makein thenumber of salesyou closeand thenum-
ber of customersyoud keep past thefirst transaction. You will see
yoursdlf making more money, hear yourself becoming more pos-
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itive and feel yourself becoming more confident as you use these
techniques.

Learning to recognize a customer®@visual, auditory or kines-
thetic preferenceisaseasy asreading thisbook. It won®takelong
for it to becomesecond natureto you. Let®look at someeasy ways
to spot which VAK stylea customer isshowing or telling you and
how you can quickly adjust theway in which you communicate.

RECOGNIZING AND ADAPTING TO THE
VISUAL CUSTOMER

One of the most obvious clues you can pick up on that will tell
you that you@edealing with morevisual customersisby thewords
they use. For example: Gee,Oicture,Opoint out,03how,OQriew,0
Qook.OHere are some common phrases you® hear visual cus-
tomersuse:

-Osawyourad...O

- O@liketolook at ...O

- QWhat colorsdoesthe car comein?0
- O wanted to seeif ...O

You can also identify visual folksasyou greet and begin toin-
teract with them by paying attention to thefollowing clues:

+ Visual learners will almost always be more interested in what
they see than in what you say. If their interest comes and
goes, you may find that they tunein and brighten up
when you show them thecar, abrochureor anything else
they can visibly experience.

+ They may bring a picture with them. |f they@e printed out an
onlinead or brought in amagazine picture, take a hint
and practiceamorevisual approach.

* They may zone out while you are talking if you are not show-
ing them anything. If you see their eyes wander as you@e
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talking, or if they seem to betuning out during your ex-
planation, give them something to look at or picturein
their mind.

* They may quickly forget what you just said. |f you just ex-
plained the options on the car, but two minutes later
they ask you the same question again, it@timeto show
them what you mean.

* Their appearance, even when dressed casually, will be neat, and
their outfit will match. 1f their hair is styled, their clothes
match in color and style, and it seemsasif they put some
thought into how they look, it@ usually a good indica-
tion of visual strengths.

Whether or not you areavisual learner, you can adapt to the
é visual customer through some easy and practical ways:

« Show them the vebicle as soon as possible. Talk alot less and
get right to avisual aid!

* Have a “brag book” or evidence manual with pictures, testimo-
nials and endorsements available for them to see. If the visual
customer hasto sit at your desk for afew minutes, have
your brag book available for them to browse. If you®e
sdling apre-owned car, have a packet with information
about thecar.

* Offer brochures or other promotional media. Not every visual
person will want to look at brochures and promotional
media, but always havethem within reach just in case.

» Put the visual customer in a clean, uncluttered space. You don®
want to havetoo much visual stimulation or havethem

distracted by a messy workspace. You want them to be
ableto focuson thecar they aregoing to buy.
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« Spark their imagination with descriptive language. Givethem
mental pictures they can easily remember and recall
later when they think about the vehicle (for instance,
(Picture yourself driving down the Coastal Highway
with thetop down . . .Q.

RECOGNIZING AND ADAPTING TO THE

AUDITORY CUSTOM ER

Auditory learnerstend to usewords such as Qdl,0Gisk,Oheard,O
Gaid,0C@xplain,OQliscuss,OQalk.OSome common phrases they@®
useincludethefollowing:

- @ heard you@etheoneswho can get methebest deal ...O
- @ want to talk to you about ...O

- GCould you tell memoreabout ...0

- Q waslistening to your ad last night and ...O

Listen for some of these cluesto help you identify the more
auditory people:

* They tend to ask a lot of questions. Sometimes they will ask
questionsto clarify information you gave them, but of-
ten they@ repeat or rephrasewhat you just told them. Ei-
ther way, realizethat it helpsthem processinformation
when they hear their own voice.

« They may frequently interrupt you. |t@almost impossiblefor
an auditory person to listen without interrupting. They
may often interrupt you with questions or comments.
They can®hold onto their thoughtsfor longwithout ver-
balizing them.

« They will often repeat what you say. 1t@not just to echo or
annoy youNhearing the sound of their own voice will
help them remember what was said.
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» They may give you long answers to short questions. 1t@ hard
to get the auditory person to answer yes or no because
they® betalking their way to the answer, even though
you may not want to hear them asthey think.

* They will usually talk through their thought process out loud.
Don®be surprised if auditory customers change their
mind several timesduringthethought process. If you in-
terrupt them beforethey reach their conclusion, you may
very well losethesale.

Even if you®@enot an auditory learner, thefollowing ideas can
help you adapt to customerswho are:

« Ask them questions. When you givethe auditory customer
achanceto givether opinion and you actually listen to
them, you@ gain their respect, and they@ automatically
likeyou better.

* Let them do most of the talking. Talk as little as possible.
Givethe auditory person plenty of opportunitiesto be
heard. If you talk asmuch asthey do, youd almost cer-
tainlylosethesale.

« Tell them about the vebicle. Beforeyou show them thecar or
take them for atest drive, be sureto ask them if they
would likeyou to givethem alittlemoreinformation. If
they say yes, let them ask questionsor makecommentsas
you giveyour explanation.

« If possible, give them an environment free of irritating noises.
Auditorylearnersareusually moresensitiveto noiseand
can be easily annoyed or distracted by sounds. Find a
quiet placewhen you discussthetransaction.

+ Use emphasis and emotion on certain words. Remember, the
auditory person will often judgeyou by theway you talk.
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Be genuindy enthusiastic. Practice putting emphasisin
your speech (for example, Orhisisan incredible vehiclel Q.

RECOGNIZING AND ADAPTING TO THE
KINESTHETIC CUSTOM ER

Kinesthetic learners are men and women of few words and lots of
action. When you hear them speak, you® hear them say wordssuch
as Oed ,0Qest drive,O@o,0Qouch base,OGdollow,00nove,0Qlo.O
Some of the common phrasesthey® useincludethefollowing:

- 0@ liketo test drivea...O
- (Couldwego...0

- How long will thistake?0
- (%0, in other words. ..O

Thefollowing clueswill help you spot kinesthetic customers:

* They usually are more restless and active. Most of them will
stay in constant motion, even when they@esitting down
or standing in the showroom talking to you. Some part
of their body will always be moving.

« They often move quickly from one thing to the next. They@e
looking for short explanations and quick progression.
Don®spend too much timeon any onething unlessthey
specifically ask you to do so.

* They may appear impatient while you’re getting to the point.
If they@e looking past you or at their watch, take the
hint and cut your speech or explanation short. Just get
to the point.

* They’re almost always eager to take some sort of action. Get them
tothetest driveassoon aspossible Don®keep them wait-

ing whileyou get the keysNtell them to meet you at the
vehicle so they can get their handson it right away.
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* They are focused on the bottom line. Answer their questions
asdirectly and briefly as possible. Don®embelish your
explanationsor ask them too many clarifying questions,
because they need to keegp moving. Ask the questions
duringthetest drive.

Even theleast kinesthetic salespeople can adapt to their rest-
less customers by practicing these strategies:

* Get them sitting in and touching the vebicle as soon as possible.
Again, cut to the chase. Ask them if they would liketo
follow you to thevehicleright away.

» Walk while you talk. Don®ask them to sit at your desk or
stay in one place while you show or tell them about the
vehicle. Get them moving and stay with them. They@ lis-
ten better whileyou®ewalking.

+ Get to the point quickly. You might even want to ask them,
o you want thelong version or the short version?0

* Provide a large, comfortable space for writing and filling out pa-
perwork. Don®makethem fill out lotsof formswith tiny
spaces and many questions. Offer to fill out as much of
theformsfor them asyou can. (An exception: Somedeal-
erships have a company policy that the customer must
completely fill out thecredit application.)

* Create a relaxed, friendly environment. They need to feel
comfortableand at home, so seewhat you can doto pro-
vide a non-threatening, informal environment. (For in-
stance, ask them, GCan | get you something to drink?
Would you like some popcorn?Q

Remember, most people are amix of at least two of the VAK
strengths, so as you raise your awareness of how your customers
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react to you, you® recognize waysto make them feel understood
and valued. In a short time, it will be easy to understand why
they@ always ask for you on return visitsto your showroom.

PauL H. WEBB WITH CYNTHIA TOBIAS

O



Best_SeI|ing_Book_Automotive_TX_6-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 50



Best_SeI|ing_Book_Automotive_TX_B-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 51

KEY 4

TALK SO PEOPLE
WILL LISTEN

How TO IDENTIFY THE WAY PEOPLE

THINK AND MAKE DECISIONS

Sarawas looking forward to her first appointment. Shewas con-
fident that shewasgoingto makeasalethat day. Her prospective
buyer had asked about one of her favorite SUVs, and Sara had a
fresh supply of thenewest brochuresand avideo screen with inter-
active choices of options and colorsto show the client. She had
her orag book,Owhich included photosand lettersfrom satisfied
customers, set out on atablefor her to view. That should take care of
her if she is a visual customer, shethought.

Shewas prepared to meet auditory needs as wellNshed spent
an hour the previous night studying the manufacturer@website,
reviewing literature on the vehicle and quizzing herself on the
specs and details so she could explain features and answer ques-
tions. In theevent her customer waskinesthetic, she@ comein an
hour early that morning to take one of the best-equipped models
for alittle spin. She@ made mental notes about every knob, but-
ton and featurethat an active, restlessdriver would find especially
appealing. Today, shewas definitely going to sell an SUV.

The intercom buzzed. (Bara, Barbara Gray, your 10 AM, is
here QAlready? Barbarawas 15 minutesearly. Sarastepped into the
showroom and shook hands with her customer. Barbara Gray is
obviously a no-nonsense person, Sarathought, and so far definitely
seemed to beavisual learner. Shewasdressed impeccably in abusi-
nesssuit, with just atouch of eegant jewery, and had a perfectly
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styled haircut. Sara had barely finished shaking her customer®
hand when Barbarapulled afilefolder full of neatly sorted papers
out of her thin leather briefcase.

O saw your ad this Sunday,OBarbara said, Go | decided to do
someresearch and find out moreabout thisSUV. Everything | saw
indicated that thisisthecar | want.O

(Breat! OSarasmiled and thought, Visual—and I already know she
wants this vebicle. She began her presentation.

Qet meshowyou ...0

Barbara quickly interrupted her.

Q®e printed out how | want the vehicle equipped, and at the
bottom | put theprice 1@ willing to pay.O

Sara was momentarily taken aback, and then decided she
would continueto match Barbara®@visual approach.

arbara, let me show you themodelswe haveon thelot ...O

Barbarainterrupted again.

Mo you have onethat@black cherry20she asked.

Sara hesitated. Q\ctually, we don®have onein that color at the
moment, but wecan sureget it for you. You might want to takealook
at acoupleof theother colorsNlyou may likeoneof thoseeven better.O

Barbaralooked puzzled.

QWhy?! already know | want the black cherry.O

Sara suddenly felt alittle less confident about selling acar to
Barbaratoday. Barbarawaslooking at theprintout shehad brought
and was frowning.

How long would it take to get the black cherry vehicle with
thislist of options20she asked.

Saratook thesheet and glanced at thelist. WowNBarbara doesn’t
look like the kind of person who would want a six-speed manual transmis-
sion, rock rails and a performance exhaust. I wonder who this is really for?
But she smiled and told herself, Okay, just think about how visual she
is and deal with it.

Barbara, if youd have a seat here, wed look through thislist
and 1@ highlight theitemswe can get right away.O

Barbarafrowned. On other words, you can®get that vehiclein
that color and sdll it to metoday?0
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Saratried to stay pleasant. Not today, but soon. I@ show
you...0

Barbara stood up abruptly. ONever mind. 1t@ obvious | can®
get what | want hereOShe spun around and walked out, leaving
Sara standing there. How rude! She thought. There was no way to
please her!

Actually, therewas. Although Sarawas accuratein her assess-
ment that Barbarawasavisual learner, and shecorrectly adjusted
her communication to match that style, she overlooked a critical
aspect of knowingwhat would motivateher customer to purchase
the vehicle that day. Sara didn®realize that Barbara Gray had a
black-and-white, detailed analytic mind. Sara was operating as a
big picture, global learner.

WHAT WAS MISSING?

In thelast chapter, you learned to recognize the ways your cus-
tomers need to receive theinformation you®e giving them in or-
der to tunein and understand what you®e saying. The visual,
auditory and kinesthetic strengthsin individuals can pinpoint
how they best takein information. But it@equally important for
you to understand how your customersOnindsareorganized and
how they make decisions about theinformation. Thisisnot just
aglimpseinto personality differences; it@ a way to understand
how each person@mind iswired asit processes and makes sense
of incoming information.

Even if you®@e an expert in VAK and can accurately recognize
and match your customersOlearning and buying styles, you®
quickly losetrust and rapport with them if you don®understand
howtheir mindsmakedecisionsabout theinformation. What you
are about to learn isapractical way to master a basic framework
for identifying and adjusting to your customersQearning stylesby
recognizing their decision process.

There are literally hundreds of personality tests, but what
you@e about to discover isone of theoldest and most reliablere-
search models for understanding how a person® mind works
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when it comesto interacting with information. Dr. Herman Wit-
kin, apsychologist who specialized in cognitive psychology, first
developed this method, and while we won® use his formal test
and evaluation methods, what you will learn isbased on years of
empirical research.

In anutshel, only about half of thepopulation wasborn pre-
wired to be more independent, logical and analytic thinkers. The
other half is geared toward the other end of the scaleNwith global
mindsthat are designed to look for the big picturefirst, to see
thingsin context and to recognizerelationships. Like VAK learn-
ing styles, global and analytic traits are puzzle pieces, and we all
have someof each. Most of uswill haveone piecesignificantly big-
ger than the other, but some of uswill havetraits amost evenly
split down themiddle.

Asyou completethefollowing checklist, you® need to choose
one answer over the other, even though you may want to choose
both. Most people come out with a definite preference for either
analytic or global, but it@not unusual for the difference between
thetwo to beonly oneor two points.

ANALYTIC/GLOBAL CHECKLIST

ANALYTIC GLOBAL
I | automatically listen for ¥ | listen for overall ideas
details. before details.
Y | prefer giving yes or no ¥ | like to explain my answers.
answers.
¥ | want to read the directions ¥ Just tell me what the
for myself. directions say.

| need directions that include I’m better with directions that

streets and numbers. include landmarks and signs.
¥ | like fact-based, objective ¥ Learning means more to me
learning. when it’s personalized.
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ANALYTIC GLOBAL

I | prefer a beginning, a middle I don’t mind starting at the
and an end, in that order. end or skipping steps.

¥ When | work on a team, I’'m When | work on a team, |
usually in charge. don’t need to be in charge.

¥ | need to focus on one thing I don’t mind doing several
at a time. things at once.

¥ | need to have a plan and | don’t mind just going with

know what to expect. the flow.
TOTAL ANALYTIC TOTAL GLOBAL
PREFERENCES PREFERENCES

* Based on theresearch of Herman A. Witkin. For more information, see The Way We
Work by CynthiaTobias. © CynthiaUlrich Tobias, Paul Webb Training.

Asyou review your responses, keep thefollowing pointsin mind:

- Aswementioned, there®no such thing asa(ureGstyleN
each of uswill haveboth analyticand global puzzle pieces
to someextent. Some of uswill bealmost evenly divided
between thetwo.

- All of uscan learn to adapt and adjust to the opposite
style, but theresearch clearly supportsthefact that we@e
born with natural inclinationsand strengths.

- Recognizing how your mind iswired when it comesto
taking in and processing information can help you un-
derstand how you think, make decisions and organize
what you know.

- There®no smartest or best style, but sometimesthesit-
uation and circumstances can makeonestylemorevalu-
ablethan theother.
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- t@more important to understand someone® behav-
ior than it isto simply fit him or her into a category.

- Weidentify our learning style not to find excuses, but
to havetoolsto understand and succeed.

Before we look at how this knowledge can help with your
customers, let@take alook at what you can learn about your-
salf. It will give you valuable insight into why you sell the way
you do and how you can communicate better with those who
don®think asyou do.

|Té M ORE IMPORTANT TO
UNDERSTAND SOM EONE@ BEHAVIOR
THAN IT IS TO SIMPLY FIT HIM OR
HER INTO A CATEGORY.

RECOGNIZE AND ADJUST TO YOUR
CUSTOMER’S DECISION-MAKING PROCESS

If you placed more checkmarksin theleft column, you®e prob-
ably moreof an analytic decision maker. It makesmoresenseto
you to deal with individual conceptsthan to tryto deal with the
big picture. It@not that you don®want thebig picture; it@just
that if you@egoingto understand it, you need to break it down
and understand it piece by piece. By contrast, if you had more
checksin theright-hand column, you@e probably more global.
You tend to look at the big picture first, figuring there@ no
point in finding detailsif you can®seewherethey( fit into the
whole picture,

Here@a quick overview of some of the differences between
the analytic and global learning styles. You may want to check
everything that appliesto you.
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ANALYTIC STRENGTHS

GLOBAL STRENGTHS

Focuses on details

Sees the big picture

Works independently

Cooperates in group efforts

Organizes

Finds things in unexpected places

Is consistent

Identifies many options

Does one thing at a time

Does several things at once

WHAT KEEPS THE
ANALYTIC HAPPY?

WHAT KEEPS THE
GLOBAL HAPPY?

Having a process ordered
step-by-step

Getting to the point without
the details

Being prepared

Being flexible

Knowing what to expect

Going with the flow

Keeping emotions separate
from facts

Feeling understood and
appreciated

Maintaining a sense of justice

Dealing with a sense of fairness

ANALYTIC FRUSTRATIONS

GLOBAL FRUSTRATIONS

Having opinion expressed
as fact

Having to explain yourself
analytically

Not understanding the purpose
of something

Not knowing the meaning
of something

Listening to an overview with
no details

Listening to details with
no overview

Dealing with generalities

Having to prove how you
know something

Getting excuses instead
of results

Not getting credit for effort
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Thosewho lean toward the analytic end of the scale are usu-
ally organized, tend to work best with ascheduleand liketo have
tasksthat can bedoneoneat atime. Selling automobiles offers
thesetypesof individualsmany opportunitiesto usetheir analytic
strengths. They@enaturally drawn to thesequential natureof pre-
senting and closing asale, and they liketo have a proven process
to follow. Their analytic mindsare constantly looking for waysto
improve almost anythingNand they often wonder why more peo-
plewon®listen to their suggestions (especially if they arean ana-
lyticauditory). After all, they@eput careful and deliberatethought
into virtually everything they do. They enjoy the problem-solving
process of identifying what acustomer needsand likefindingthe
vehiclein their inventory that will meet those needs.

Those who are more global also love matching the buyer to
theright car. However, for them it@not aproblem-solving process
asmuch asit isan art in finding the car that@meant to belong to
that particular buyerNalmost like the search for a new friend.
Globalsin auto salesusually enjoy their careersfor awholediffer-
ent set of reasonsthan their analytic counterparts. For globals, the
opportunityto interact with all kinds of peopleisoften themost
appealing aspect of the job. Most globals can talk to, and get to
know, just about anyone, and it mattersto them whether or not
they@eliked and valued by their customers. Most global salespeo-
plewill makeit a point to find out about their customerson a
morepersonal basis, and they@ewilling to sharemoreof their own
life story with kind and interested strangers. They seem to natu-
rally form networks and friendships and have an almost sixth
senseabout what peopleneed and like. Unfortunately, they@enot
alwaysappreciated by analytic buyers, who just want to get thejob
donein aprecise, orderly, relatively impersonal manner.

Let@think about Sara and her prospective buyer, Barbara.
Sara®ability to quickly recognize Barbara as avisual learner was
an asset, but Barbarawas also highly analytic. If Sarahad realized
that at thebeginning, shewould havebeen in amuch stronger po-
sition to closethetransaction. Therearesomeunmistakablesigns
given by both analyticand global styleswhen it comesto how they
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want to be treated and what will make the most senseto them.
Let@start by taking alook at afew easy-to-spot signals that will
usually indicate a customer® dominant learning style when it

38

comesto ther Decision Process (DP).

The More Analytic Customers...

The More Global Customers...

Are more focused on the task at
hand than pleasant conversation

Are usually interested in getting
to know who you are personally

Ask more specific questions and
seek to clarify your answers

Almost always have at least one
other person with them

Usually know what they want
and are not interested in looking
at other vehicles

Are almost always open to
looking at a variety of vehicles

Probably have researched and

Find themselves drawn to

read more about the vehicle than
you have

cars with extra options and
unusual features

Want you to know more about
them personally

Thechart you just read will help you identify how analytic or
global your buyer seemsto be. Now let@focuson what they will be
looking for in the person who actually sellsthem an automobile.

WHAT MOTIVATES THE ANALYTIC CUSTOMER?

Analytic customerswill be motivated to closethe salewith you if
they perceive you know what you are talking about and can back it up.
Always be honest about your level of familiarity with a particular
vehicle. You@ gain and keep their respect if you can at least quickly
find theinformation. (0@ not sureexactly what thegear ratio s,
but | know how we can find out.Q

Analyticswill bemotivated if you are specific when giving directions,
instructions or descriptions. For example, you could say, G\ccording to
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the latest tests by Consumer Reports, this engine will give you the
best performanceand gasmileagein itsclassN24 mpc on thehigh-
way and 19 in thecity.OThey@ want you to makesequential, step-by-
step presentations, SO be sure to have a definite beginning, middle
and end to your salespresentation. Theonly timeyou should leave
this path is when they clearly point in that direction. Often, it®
also helpful to let your analytic customers know up front that
you® begiving them a clear and organized presentation and that you
valuetheir timeand energy in thebuying process. For example, Ot
workswell to do thisin threesteps: first, |@ show you thecar and
answer any questions; then wed takeit for atest drive; and then
wed work out thefinancing arrangements.O

Analyticcustomerswill respond best when you give them specific
feedback. For example, Orhat@an excellent choiceNaGPSwill help
you savetimeand money when you®@ein unfamiliar cities OThey®
want you 1o keep your stories or examples objective and relevant, SO if
you have specific, personal experiencethat®@relevant to your buy-
ers@uestionsor discussion, offer it briefly and besureyou®@eclear
about how it relatesto them. For example, QVly spouseis Geight-
challenged,30 the adjustable pedals areimportant.O

Finally, analyticswill want you to state the purpose clearly, S0 get to
thepoint asquickly as possibleNit will kegp thetransaction moving
and giveyour customersareason to pay close attention. For exam-
ple, Weneed to haveyou fill out thisapplication so wecan quickly
put together someoptionsto get you into the car you want.O

WHAT MOTIVATES THE GLOBAL CUSTOMER?

Theglobal customer will be motivated to closethe salewith you
if you first give an overview and general idea of what you are going to say.
Leave the details for later and focus on inspiring them with the
ideaof owning thevehicle. For example, Orou@egoingto lovedriv-
ingthiscar! Thisisatop pick for comfort and appearance.O
Globalswill respond best if you encourageand accommodate
teamwork in thedecision-making process. Find waysto acknowl-
edgeyour customer®@need for reinforcement and agreement with
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their friends or family members. For example, Ofakethe car out
for adrive, and you folkssit in it asif you owned it.OThey@ like
their salesperson to demonstrate flexibility in all areas, so find as
many ways possible to avoid making them fedl asthough there
arealot of rulesto follow. Makesurethey know that it@all about
them and that you can tailor aimost anything to fit their needs
and preferences.

Global decision makerswill respond best if their car-buying
experience s personalized through stories and anecdotes. They® want
to know alittle more about you, so fed free to share a personal
experiencethat@relevant to their current situation. For example,
@ had atruck likethiswhen | graduated from college, and | moved
clear acrossthecountry. It wasthemost reliableonel could have
chosenNand | found so many new friendswho needed help mov-
ing! OBetter yet, whenever possible, givethem the opportunity to
shareapersonal story with you.

Keep in mind that globalswill want you to explain things more
than once and paraphrase whenever possible. Globals will almost al-
waysbelooking for thebig picture, so they may losetheir train of
thought as you®e explaining the details, and they® appreciate
your patiencewhen they ask you to repeat what you so clearly just
said. Start alot of your explanations with, On other words. . .O
They@ also appreciateit if you allow them ro patiently explain them-
selves. Remember that globals want you to know more about
them personallyNthey want you to know why this car isimpor-
tant to them and how it will make their lives better. The extra
timeyou taketo listen to their stories or explanationswill help
inspirether trust in you.

Finally, globals will respond well if you notice and appreciate
them as individuals. Compliments are important to globals, so be
sincere and take the timeto notice the small thingsNa unique
necklace, an attractive jacket, a well-told joke. Make sure they
know howimportant they areto you and your dealership and how
much you valuetheir decision to makeyou their salesperson. In
contrast, remember that analytic customersmay be suspicious of
your compliments, asthey will perceivethem as manipulation.
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DIFFERENCES BETWEEN ANALYTICS AND
GLOBALS AND THEIR DECISION PROCESS

Here@ another practical way to

summarize the contrast between

analyticcustomersand global customerswhen it comesto getting

them to buy avehiclefrom you.

HOW THEY WANT TO GET INFORMATION

ANALYTIC CUSTOMERS

GLOBAL CUSTOMERS

Give facts without fluff

Put facts in context with
personal examples and stories

Present ideas in sequential order

Be willing to sometimes let
questions or issues take you in
another direction

Give straight answers

Find a way to make it important
to them

Talk as little as possible

Spend some time getting to
know them

HOW THEY ARE

GOING TO LISTEN

ANALYTIC CUSTOMERS

GLOBAL CUSTOMERS

Need details

May interrupt with what seems
like irrelevant questions

Will pay attention to exactly
what you say

Will try to figure out what you
really mean

HOW THEY WIILL

MAKE A DECISION

ANALYTIC CUSTOMERS

GLOBAL CUSTOMERS

Will need time to think and
analyze

Will ask someone to verify or
reinforce what they should do

Will ask themselves questions
such as, Does it make sense? Is it
cost effective?

Will quickly decide how they
feel about it
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HOW DO YOU CHANGE THEIR MINDS?

ANALYTIC CUSTOMERS GLOBAL CUSTOMERS
Give brief, compelling evidence Tug at their hearts (“a 4 x4
(“a 4 x4 may cost a little more may not seem necessary now,
at first, but your resale value but it only takes one time when
will be higher with this type you can rescue someone or get
of vehicle”). out of a tough spot to make it

worth every penny”).

The most important item to remember at this point isthat
each person is a complex individual. You can®simply memorize
techniques and count on them to automatically work. With prac-
tice, you® get better and better at quickly recognizing the signals
your customers give you about how their minds work. But even
when you figurethat out, therewill still bemore puzzle pieces. For
instance, there® a difference between an analytic person who is
highly auditory and an analytic person who ismorevisual. They
both want you to beorganized and objective; however, auditory an-
alytics may talk so much that you® think they®@e global! Kines-
thetic globals may be easy to spot, but visual globals may not talk
enough in thebeginning to giveyou aclear pictureof who they are.

In theend, your best tool for identifying and adjusting to your
customer@stylewill beyour powers of observation and your listen-
ing skills. Pay attention to what your customerslook like, howthey
act and what they say. Listen to how they phrase their questions,
what they ask questionsabout and how they answer your questions.

IN THE END, YOUR BEST TOOL FOR
IDENTIFYING AND ADJUSTING TO
YOUR CUSTOM ER@ STYLE WILL BE
YOUR POW ERS OF OBSERVATION
AND YOUR LISTENING SKILLS.
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Remember, thisisonetimewhen the Golden Rule (Do unto
others as you would have them do unto youQ doesn®work. If
you@e talking to your customers the same way you would want
them to talk to youNand they@ebusy doing the samethingNyou®
missagreat opportunity to reach them in away that they® actu-
allylisten toyou. On theother hand, when you tunein and adjust
your communication to match theirs, you givethem awonderful
gift: thegift of being understood.

In the next chapter, we@ begin to walk you through specific
proven methodsfor selling an automobileand giveyou incredibly
effective strategiesfor closing thetransaction. Asyou learn to ap-
ply these strategies, by far your most powerful tool will be your
ability to accurately recognize and adjust to your individual cus-
tomer@learning and communicating styles.
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FOLLOW THE ROAD
TO THE SALE

How To PROSPECT AND INCREASE YOUR SALES

The approach always changes; the technique never changes. Thebasictech-
niques for successfully closing a sale are fairly consistent across
theindustry, and every dealership hasits own unique version of
Qheroad to the saleOFor this reason, everything you®e read in
thisbook so far will only enhancewhat your individual dealership
teachesyou about how to closethetransaction.

Whether you®e been in salesfor alongtimeor arejust start-
ing asales career, chancesaregood that you®@ealready read at |east
afew bookson how to navigate the well-traveled road to making
asale. In this chapter, however, you@ find a few new twists and
turnsand some freshly blazed trailsthat can lead you to extraor-
dinary success. It@not just that youd learn new techniques; you@
also be able to adjust your approach so that you can communi-
cate information to your customersin the way their minds are
designed to understand it. That, in the end, will get you to your
destination moreswiftly and surely than you can even imagine.

Hereistheroadmap we@efound to bethemost successful in
helping the customersfind the process so appealing and satisfy-
ing that they come back to your dealership whenever they want
another car.

STEP 1: PROSPECTING

Beforeyou start your journey, takesometimeto gather your prospects
and decidewho you want to takewith you to thedestination. The
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area of prospecting should always be your first stop. If new hires
usejust 20 percent of thefollowing prospecting techniquesduring
their first three months, they can sell 18 to 20 cars without ever
taking an up (acustomer who walksonto thelot). Let@talk about
thevarious prospective methods.

CONTACT TODAY® UPS TODAY

Most salespeoplewill call today@upsthenext day. You need to be
on adifferent path. Call them back the same day! Research states
that every day you wait to contact today@potential customers, you
will lose 25 percent of their interest in you and in thetransaction.
In other words, without contact, five days later your customers
won® even remember who you are. Procrastination is a strong
temptation, and if you wait until the next day to do your follow-
up, thenamesand faceswill begin to fadefrom your mind. So, be-
foreyou go homeat theend of your day, taketimeto contact each
of that day®@ups.

RESEARCH STATES THAT EVERY
DAY YOU WAIT TO CONTACT TODAYQ®
POTENTIAL CUSTOMERS, YOU W ILL LOSE
25 PERCENT OF THEIR INTEREST IN
YOU AND IN THE TRANSACTION.

Therecommended method of following up on prospectsisto
send them atext or an email and then call them shortly afterward.
You® need to keep careful notesabout each customer you talk to
so you® remember to communicate with them in the way that
makesthe most senseto them and adjust your follow-up accord-
ingtother preferred styleof VAK and DP. When you do this, keep
thefollowing in mind:

« Visual Customers. |If you dealt with customers you recog-
nized ashighly visual, themessageyou send to them will
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be the most effective way to get their attention after

they@eleft your dealership. If you follow that up with a
phonecall, remember to usevisual wordsin the conver-

sation: @ have something |@ really liketo show you . . .O
or, @ loveto haveyou cometakealook at . ..O

+ Auditory Customers. If your customersweremoreauditory,
you may want to skip thevisual approach altogether and
jump right to the phone call. Let them do more of the
talking. When you interact with them, use words audi-
tory learnerstunein to, such as, Quisten, 1@ loveto tell
you moreabout . ..Oor, @ wanted toask you ... O

« Kinesthetic Customers. Kinesthetic customers will likely
beimpatient with any form of follow-up you use, so cut
right to the chase. These customers will likely throw
away any message longer than two sentences. A phone
call may be nothing more than an annoying interrup-
tion to them, unlessyou get right to the point and use
kinesthetic words: QVe had a car come in that youd
loveto drive. . .Oor, Q.et@get together for aquick cup
of coffee and pencil in some numbers with regard to
that car you love...O

Regardless of your customer® VAK and DP, there are a few
basic guidelinesthat will help you, the salesperson, bemore suc-
cessful when you pick up thetelephone and contact those pros-
pective customers.

« Always say the name of the dealership first on outbound calls.
For example, say, GHi, Mrs. Jones, thisisABC Motors. My
name is Paul Webb.OIf you say, GHi, my name is Paul
from ABC Motors,Gthe customer@brain will start spin-
ning, thinking, Paul? Paul who? And they® missthename
of thedealership entirely. That@whyit@so important to
say thename of thedealership first.
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* Never sary, “Have I caught you at a bad time?” \WWhen you ask
that question, you®@ejust given the prospective customer
the opportunity to say yesand end thecall.

» Suggest only positive outcomes. For example, say, Ofou came
in earlier today and took atest drive. 1@ liketo talk to
you about it. Isthisagood time200r, GHavel caught you
at agood time?0

» Ask a friendly question, without pressure. Say, CBometimes
customerswill have a question they forgot to ask when
doing atest drive. 1@ calling to make sure all of your
questionswereanswered. Can | help you with anything?0
This gives you a good reason for calling and communi-
catesthat you have agenuinedesireto beof service.

When a customer comesin for thefirst time, you have a 20
percent chance of sdlling them an automobile. When they come
back the second time, your opportunity to get a sale goes up to 60
percent. That®@why follow-up isso important.

CONTACT YESTERDAY® UPS

For this method, follow the same procedures we just outlined.
Now you® be making your second contact with each customer. If
you sent amessageyesterday, follow it up with aphonecall today.
If you madeaphonecall yesterday, follow it up with amessage or
another phonecall today.

PULL THE OW NER FILES
Surveysindicatethat the best way to get peopleinto adealership
isto pull the owner files and contact customers from the past.
When following thismethod, pull thefiles of the customerswho
purchased vehiclesin thisorder:

1. Threeyearsago (largest group)
2. Four years ago (second largest category)
3. Two yearsago
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Asyou can see, thehighest percentageof peoplecomeback tothe
dealership to buy another car in threeyears, the next highest in four
years, and thenext highest in two years. Contacting customersin this
order will provide the best opportunity for you to get customersto
comeback in and do businesswith you again. Asyou go through the
filesof customerswho purchased automobilesfrom you in the past,
you will be prospecting to ssewho may beready to buy another car.

When you call, it@likely you will get more voicemail messages
than live contacts, so plan in advance the message you will leave in
order to get aperson to actually call you back. HereQoneof theall-
time best messagesto leave on a prospective customer@voice mail:

Mr. Jones, thisis ABC Motorscalling, and my nameis Paul.
It@about your car. Pleasecall meat . . .

Themajority of customerswill call you back becausethey@eun-
surewhat theissuewith their car might beand why you would call.
When they call you back, here®@a good phone script to use:

Mr. Jones, our records show that you purchased/leased your
car three years ago. Are you aware that with some of our
new programs, we can get you into a [more dependable,
safer, higher performanceNadjust to theprofileof thecus-
tomer by their present car@maturity] car. |@ liketo invite
you in to introduce our new programs. What time would
be best for you?

CONTACT ORPHAN CLIENTS

Another good sourceof prospectsis@rphan dients.OThesearecus-
tomerswhose salesperson no longer worksat your dealership. When
you get in touch with theseindividuals, usethisapproach:

Great news, Mr. Jones, |@e been assigned to your account!
Mr. Smith no longer works here, so |1®e taken over his

clients. Areyou in the market for a new vehicle? Do you
know anybody who is?
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CONTACT ®MECLINED SERVICEOCUSTOM ERS

Ask your servicedirector for alist of customerswho haveturned down
having service done on ther vehicle over thelast three months. Call
thecustomer and makethem an offer they may find easy to accept:

Hdlo, Mr. Jones, thisisthe ABC Motor Company. My name
isPaul Webb, and | understand you declined somework on
your vehicle recently. We arereally in need of some good
quality used cars, and we may be able to absorb some of that
repair cost and get you into anewer vehicle.

DO A BERVICE DRIVEO

At least 60 to 80 people usethe service department of an average
dealership each day. They begin to lineup early in themorning be-
foretheservicedepartment opens, which providesyou with agolden
opportunity. If your dealership doesn®already assign asalesperson
tothat early morning shift, taketheinitiativeand assign yoursdf to
that position. Bethefirst salesperson there aspeoplearrive. Bring
out refreshments, exchange friendly conversation or even ride on
the courtesy van and talk to people. Thisaone can give you three
to fiveextraupsaday. Here®agood approach to usewhen talking
to these prospective customers:

Mr. Jones, do you understand you can takethat investment
you@emakingin your car today and put it toward thedown
payment on anew car?

The service advisors will not bethreatened by this approachN
when you takethecar in on atrade, theservicedepartment getsthe
reconditioning, and everyonewins.

USE THE SHOTGUN APPROACH

Here@another great way to usetheservicedepartment for prospect-
ing. Imagineit@the afternoon and people are sitting in the wait-
ing room of the service department watching television. You walk
in, hold up aset of keys, and say:
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Hey, folksNanyone want to go for atest drivein abrand
new car?

It@afunny kind of GhotgunOapproach, but often someone
will say, Oreah, @ go.OTaking that volunteer on thetest drivewill
allowyou to start building rapport. Now you®eon theroad to hav-
ing another customer.

TRY THE BIO APPROACH

For this approach, you@ need to create a one-page format for your
rioOso the customer can takeaquick look. List itemssuch asyour
personal affiliations, theschoolsyou attended, your military service,
your associations and memberships, and put a photo on the page.
Then walk into thewaiting room of the servicedepartment and say:

Hi, folks! | just want to introduce myself. @ Paul Webb,
and here@my bio.

Besureto useadisclaimer on thebottom of thebio that states,
Qf you®@e currently working with another salesperson, please note
that thisisnot asolicitation for your business.OOften, someone
will look at your bio and find somethingthey havein common with
you. Grranklin High School?1 went to Franklin! OThe possibilities
will surpriseyou!

USE OFF-SITE PROMOTIONS

You can generateagreat deal of interest in your favorite vehicle by
taking it out to the public. For example, you might take another
salesperson with you (so that the vehicleis never left unattended)
and driveanew car to agolf tournament, local mall or other loca-
tion. Or you might takeapickup truck and put it in front of ahome
improvement storeon aSaturday morning for acouplehours. Peo-
ple will come by, and you can show them how the truck holds
sheetrock or other materials. You could even bring awhed to spin
for giveawaysNnot for thetruck, but for an oil change, atirerota-
tion or another serviceregularly provided by your dealership. Have
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everyoneregister for adrawing to beheld at noon or at 5 PM. (Be
sureto check with management or your city regarding any neces-
sary permission or official permitsfor doing theevent.) Thisalso
provides agood source of obtaining valuable contact data.

CONDUCT A SEMINAR

Goto areal estate company, abank or other place of businessand
tell thepeopleworking therethat you teach ashort, practical com-
munications seminar for free. Get an invitation, and then teach
the employees the VAK and communication techniques you®e
learned in this book. When you®e done with your 30- to 45-
minutepresentation, tell everyone, By theway, | work at the ABC
dealership. If you ever have any transportation needs, 1@ your
contact. Here® my card.ORemember that people would much
rather buy a car from an acquaintancethan acomplete stranger.

DO BUSINESS-TO-BUSINESS SELLING

In some countries, it& common to find dealers sdling their cars
door to door. Although that isn®an accepted practicein North
America, thebasic concept of businessto-businesssalescan bring
you someworthwhileresults. For example, gointo alargegrocery
storeand tell themanager:

|@e been assigned to your business. We®e offering your
employeesaspecial no-hasslepurchaseprogram with our
dealership. Could | put a quarter-page ad in your com-
pany newsletter to announcethis?Or could we put an an-
nouncement up next to your timeclock?

Then, each month go to thestoreand changethecolor or look
of theflier to keep it fresh and interesting to theemployees (see ap-
pendix B for asampleflier).

Another good approach isto ask the manager this:

Do you have managersOneetings?| teach short, practical
communicationsseminars, and | @ liketo offer afreesem-
inar to you.
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Again, briefly teach the communication techniques of VAK.
At theend of the free seminar, givethem aflier. What@the pur-
poseof this?Thesameasin thelast strategy: Peoplewould much
rather buy a car from an acquaintance than from a complete
stranger. Now you arethat acquaintance.

CONTACT SERVICE ORGANIZATIONS
Contact the service clubsin your community such asthe Rotary
Club, TheKiwanis Club, the Chamber of Commerceand so forth.
Offer to provideacommunications program to them or join theor-
ganization or find other waysto reach out and establish rapport.

DO A FEW COLD CALLS
Thisisoneof theoldest salestechniquesof all and can still bethe
most effective when it comesto getting new customers. Whether
you lovetheidea of cold calling or loatheit, there are some pain-
lessand proven scriptsfor both incoming and outgoing cold sales
callsthat you can easily follow (see appendix A).

STEP 2: MEET AND GREET

Many people dread the idea of driving into the parking lot of a
dealership and facing a pushy salesperson. They may even be
braced for the stereotype of the dlick, fast-talking salesperson
they@e pictured from moviesand television. With afew basictech-
nigues, you can establish apositivefirst impression and immedi-
ately begin to build trust and rapport with every customer.

BEFORE THE MEET AND GREET
Beforeyou begin your shift or meet your first customer, you need
to set up and plan your day. You need to prioritize your activities
for maximum return on theinvestment of your time. Specifically,
you need to bedoing oneof threethings:

1. Following up with a customer
2. Looking for acustomer
3. Working with a customer
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When you do one of thesethreethings, you@e working. 1f you
don®, you@ewasting your timeand thedealer@time.

Beforeyou talk to thefirst prospect or customer, takethetime
to review your to-do list on your CRM (Customer Relations Man-
ager) or other softwaretoolsat your dealership. Next, get out and
walk thelot. Get familiar with the selection of cars your dealer-
ship offersand get excited about theonesthat areready for you to
sdll. You need to know where each car islocated before you greet
acustomer. Your customersneed you to befamiliar with your in-
ventory and excited about what you haveto offer.

In addition, you need to believethat you®e going to sell some
carsthat day, so don®let thetest drivewith acustomer bethefirst
timeyou@einsidethat car. Driveit first yoursdlf. It may takeawhile
to drive all the cars on thelot, but once you catch up, you® only
need to drivetheonesthat areadded to theinventory each day.

Y OUR CUSTOMERS NEED YOU
TO BE FAMILIAR WITH YOUR INVENTORY
AND EXCITED ABOUT WHAT YOU
HAVE TO OFFER.

DURING THE MEET AND GREET

Most businesses have their employees answer telephones with a
greeting that includesthe phrase, How can | help you?OPeople®
brainstakewordsliterally and human beings can only act on the
information they@e given. So when customers hear, GHow can |
help you?they may bethinking, Well, ifyou don’t know how you can
help me, how do | know? So instead, make a label to put on your
phoneand practiceusing the phrasethat hashad highly success-
ful resultsall over the country:

Thisis[your name]. 1@ happy to help you.
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Whether your initial contact with customersis over thetele-
phone or on thelot, this phrase will allow you to start building
their confidencein you right away. Thecustomer feelsrelieved. At
last, they think, someone who can help me! You®e just committed
yoursdlf to helping that person, and you®ealso taken thefirst step
toward establishing trust and rapport with them.

Asyou go out to greet acustomer on thelot, beprofessionally
dressed, stateyour name, and then usethe same phrase:

Good morning, my name is [your name]. |@ happy to
help you.

From themoment you first seeyour customer, you need to be
awareof howthat customer perceivesyou. [t@not hard to pick up
on obvious cluesNand you®e undoubtedly accustomed to those
customerswho arewary of being pressured with aslick salespitch.
Consumerstoday aremoreeducated, moreawareand moreguarded
about fending off sales pitches.

You may not realizehow important themoresubtle cluescan
be. Match your customer@pace and mood with your own conver-
sation and actions. If the customer appears slow and deliberate,
be surethat you slow down a bit as you speak. If your customer
seemsto bein ahurry, speed up your conversation rate and skip
thesmall talk and chit-chat. Begenuinely interested in peopleand
listen to what they@esaying. Remember that it@important to take
note of how the person issaying something. It isyour first chance
to pick up on thevisual, auditory and kinesthetic signalsthat can
help you put customersat ease and establish trust and rapport.

BE GENUINELY INTERESTED IN PEOPLE
AND LISTEN TO WHAT THEY®E SAYING.
REMEMBER THAT IT@ IMPORTANT
TO TAKE NOTE OF HOW THE PERSON
IS SAYING SOMETHING.
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Now that you®emadeapositivefirst impression, you@eready
to move forward and sell your customersthe vehiclethat®@going
to bejust what they need.
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GO WHERE

THE CUSTOME

_<

WANTS TO GO

How To AsK THE RIGHT QUESTIONS

AND CLOSE THE SALE

Wouldn®it beniceif everyonethought theway you do?It would
certainly makelife easier, and your road to the sale would defi-
nitely be smoother! If you resist the temptation to simply do
what fitsyour comfort zoneand pay moreattention to the way
your customerswant to proceed, you@ sell morevehicles. Some
customers may ask you questions to get more information
about specific vehiclesright away. Others may want you to di-
rect them and givethem someadvice. In this chapter, wed talk
about theright questions to ask to determine what the cus-

tomer needsin avehicle.

Sometimes customerswill waveyou away, telling you they@e
Qust looking®and making it clear they don®want you around.
Step back, but never walk more than five or six cars away. Al-
though leaving customers completely unattended would be
poor service, you don®want them to feel pressured. Let them
know that you® be close by to answer any questions by saying
something such as, @@ beright over there. Just look in my di-
rection, and 1@ comeright over to answer any questions you
have.Olf the customer doesn®ask you to come back, approach

them again in afew minutes anyway.
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As soon as you go out and greet the customer, pull out a
notepad (alwayscarry apad and pen) and makenotesasyou get in-
formation from them. Bepolite and professional, not apologetic.
The customer knows you want to sdll a carNafter all, they didn®
cometo thedealership to buy produce. Say that you want to write
down their contact information for your recordsand to keep track
of what they®@e looking for. Always keep your focus on the cus-
tomers and not on your notepad. Let them recognize that what
they say isimportant to you.

Thisisthetimewhen you really need to makeafriend of your
customers. You must establish trust and rapport so they@ realize
it@much more effectiveto have you asaguide through this pro-
cess than it is for them to walk around alone from sticker to
sticker. Your smileand sinceredesireto find out what they need
and want will makethe answersto the questions you®e about to
ask them much more meaningful. It will also move you more
quickly to closing the saleNland opening ardationship.

THE INSIDE INTERVIEW

The Inside Interview (which must be approved by management
staff) will create rapport faster and help you identify the cus-
tomersCheeds. When customers go from sticker to sticker on the
lot, they have atendency to become confused. In addition, when
greeting customers standing on thelot looking at a car, you may
encounter more aggressive people who just ask one question:
QWhat @your best price?Just givemeyour best price.OYou haven®
even said hello yet!

Many customersareunder theimpression that when they buy
acar from thedealership they haveto fight with someone, so they
will already have a defensive posture when dealing with you. For
thisreason, the best responseto their question is, OThat@agreat
selection. Wehaveawidevariety of vehicles spread out around our
dealership and the back lot. Why don®we go inside, and 1@ ask
you a couple of quick questionsthat can save you timeand help
you find the vehiclethat meetsyour needs. Fair enough?0
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When you do thiswith conviction, eight out of 10 of these
QoughenedOcustomers will come inside. Two will not, and you
don®want to arguewith theseindividuals. Stay on thelot and an-
swer their questions, or walk away if they@efeding pressuredNbut
stay attentive.

The processis simple. Let@ say you greet a customer on the
lot, he or she shows interest in acar, and you go on atest drive.
When you get back to the dealership and invitethe customer in-
side, heor shewill often beafraid to do so. On theother hand, if
you invitethecustomer insideright at thegreeting, that customer
will know he or sheisn®going insideto buy a car. You@e ableto
sit down, get theperson abottleof water, find out what hisor her
needs are, ask some questions and then takethe customer to the
correct vehicle, which eiminatestheconfusion of going sticker to
sticker. Now when you go on atest driveand comeback, your cus-
tomer will go back in asecond timebecauseheor shewas comfort-
ablebeing therethefirst time.

STEP 3: QUESTIONING AND LISTENING

Thereistruly an art to asking theright questions when it comes
to finding out what it isthat will convince your customers that
you havethe car they want and need. If you simply pepper a per-
son with questions, you® be seen as a high-pressure salesperson.
If you don®ask enough questions, you may bewasting your time
in trying to get the person to buy acar he or she never wanted in
thefirst place. However, if you spend sometime and master the
art of questioning, you will be amazed at the success you® have
with even themost reluctant buyer.

Therearetwo typesof questionsyou need to usewith your cus-
tomers: (1) discovery questions (these can be both broad and nar-
row), and (2) creativequestions. We discusseach of thesein turn.

BROAD DISCOVERY QUESTIONS
Alwaysstart with abroad discovery question, or what sometraining
programs call pen questions.OOnNe of the best broad discovery
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questionsto ask first isthis one: QVhat do you fedl isimportant
in avehicle?2DIf thecustomer replies, @ee, | don®know,Oyou can
then switch to narrower questions; G\reyou looking for acar or a
truck?200sthevehiclefor businessor pleasure?Z0o you liketwo-
door or four-door?0

As you ask your broad discovery questions, avoid using the
word QvhyOwhenever possible (for example, QVvhy did you buy this
typeof car you@eusing asatrade-inZ00Why do you want to buy a
new carX). Asking why tends to be perceived as a challenge and
makesthecustomer fed defensive. Wordsor phrasessuch asow,0
Qdl me,OQvhat Oand QvhenOwork much better for putting cus-
tomersat easeand engaging them in a conversation.

From thestart, you want your customersto talk fredyNwhich
meansyou need to ask broad discovery questionsthat havelonger
answers. For example, you can ask, GHow did you chooseto pur-
chase this type of vehicle you®e using as a trade-in?20QVhat do
you feel isimportant in a vehicle?Olf you already know you®e
dealing with more auditory customers, the more you let them
talk, the more they@ like you. On the other hand, if your cus-
tomers seem shy or reluctant to do much talking, asking broad
discovery questionswill only makethem fedl asif you®e pressur-
ing them into thesale.

Onceyou ask thebroad discovery questions, it@timeto switch
to the narrow discovery questions.

NARROW DISCOVERY QUESTIONS
Narrow discovery questionsdirect the conversation and help quiet
customers give you moreinformation without feeling pressured.
For example, id you choose our dealership because you live
nearby or work close by2ONo matter which answer the customers
choose, they@ejust confirmed that they®@echosen your dealership.
Discovery questionscan help you gather important informa-
tion from customers. Jot down notes on your notepad as cus-
tomersanswer your questions. You want to makesureyou get it
right, and you also want to remember what your customers say
they want.
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When you arefinished asking narrow discovery questions and
thecustomer seemslessinterested, it istimeto moveon to amore
advanced form of questioning: creative questions.

CREATIVE QUESTIONS

Creativequestionsareessentially just what you learned in key 2Nthe
Qeach and tiedownCGclosing technique. It@atwo-step process. First
you make a statement that teaches customers about your product
or service, and then you ask them for agreement. For example:

- QWhen customerspurchaseavehiclefrom me, they®e com-
fortable with the sales process. [t@important for you to
feel comfortablewhen you buy acar, isn®it?20

- riving with side airbags sure makes it safer for your
passengers. [t@important to haveasafevehicle, wouldn®
you agree?0

Thequestionsyou ask aredesigned to get ayesresponsefrom
your customers. Every timethey say yesto your questionNno mat-
ter what thequestion isNtheir desirefor the car goes up.

If you haven®doneso yet, thisisagreat placeto writedown 10
creative questions you can use for your teach-and-tie-down tech-
nique (see page 30).

LISTENING SKILLS

Now that you have asked the correct questions, you need to show
your customers that you®e actively listening to their responses.
Therearefivewaysto do this:

1. Repeat what your customer says. If he or she says, 0@
likeacar with moreroom,Oyou say, @noreroom,Otake
out your notepad, and write down those exact words.

2. Writedown what your customer says. Thisway, you are

suretoremember it later, and it will show that you value
what your customer is saying.
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3. Rephraseyour customer@questionsin away that gets
thedialog going. For example, ask, GHow important is
moreroom to you?0

4. Nod your head, make eye contact, and say, wh-huh.O
Thisletscustomersknow you seethem and hear them.

5. Ask for darification. For example, ask, GHow would you
describe @oreroom@dAgain, makesureyou don®use
theword QvhyNuse how.O

REINFORCING AND COMPLIMENTING
Earlier in thisbook, wediscussed themost important human need:
TO BE RIGHT! Peopleloveto beright, and by agreeing with them
you validate their decision. This, in turn, confirms their choiceN
and makes them right. For example, if the customer says, @ want
four doors,Oyou say, GBreat choice, becausethat way it@going to
beeasier getting peoplein and out of thecar.Of acustomer comes
in and asks for atruck that has a full-sized bed, you say, GBreat!
That way, you® haveplenty of room to carry avariety of materials.O
Insidethecustomer@brain, heor sheisthinking, I knew I was right!
When workersbuild ahouse, they pour cement into troughsin
theground called Gootings.OHowever, beforethey pour thecement
in, they put in bars. The bars are called @e-barsO(reinforcing bars).
What do thosebarsadd to thefoundation?Strength. You makeyour
customersfed asif they@eright by reinforcingther decisionswhen-
ever possible. When you do so, you strengthen thereationship.

YOU MAKE YOUR CUSTOMERS FEEL
As IF THEY®E RIGHT BY REINFORCING

THEIR DECISIONS WHENEVER POSSIBLE.

Reinforcing also involves the art of complimenting your cus-
tomers. Instead of saying Ghice shirtCor Mnicetie,Ccompliment the
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person, not the thing: Ofou look great in that shirtOor, Gou look
great in that tie OWhen you start your complimentswith theword
Qou,Opeoplewill respond to you more positively.

When it comesto your customers, thereareseveral areasin which
complimenting them comesnaturally. Theseincludecomplimenting
their choicesabout thevehicle, complimenting their children, com-
plimentingther patiencein thecar-buying process, and compliment-
ing the research they®e donein sdecting a car. When you reinforce
and compliment customers, you add strength to therelationship
you@e building and put yourself on theroad to making asale.

STEP 4: PRESENTATION

When you arepresenting the product you@esdling, follow thissuc-
cessful formula:

1. Createor uncover aneed.
2. Satisfy aneed.
3. Closeaneed.

We®e already covered how to create or uncover aneed through
your gregting, questioning and listening skills, so in this section we®
discusshow you can satisfy the customerseedsasyou present your
product. Before we move on, however, let@review whereyou are:

- You®e prospected and have brought acustomer into the
dealership.

- You®e concluded your meet and greet.

- You®e performed your insideinterview.

- You®e asked enough questions to determine what your
customer wants and needs.

- You®e listened to your customer, using the five steps to
activelistening.

- You®ereinforced your customer®@choices.

- You®e figured out which vehicle should bejust right for
him or her.
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- You know your inventory and wherethe car islocated.

- You®e excited because you found the car.

- You@®e enthusiastic because you have a strong belief in
your productsand service.

- You know your customer will lovethevehicle.

- You will now get thecarNpreferablyin four minutesor less.

THE TEST DRIVE

Let@say you@efound thecar that@thebest fit for your customer®
needs and wants and you®e driven it up to the door so heor she
can get acloser look. At thispoint, you never want to ask, Do you
want to go for atest drive?0If you@eestablished trust and rapport
with your customer and you®e paid attention to the VAK and DP
signals he or she has given you, now isthetimeto help the cus-
tomer understand that thiscar istheoneheor sheneedsto drive
home. Do awalk-around with the customer and point out features
you bdievewill interest him or her themost.

If thisisanew car, thecustomer will almost alwayslook at the
sticker first. Point out theaspectsof thevehiclethat thecustomer
has already told you areimportant (remember your notepad). If
you®esdling apre-owned vehicle, youd need to do amoregeneric
presentation in your walk-around, supplemented by an informa-
tion packet that@been placed in thevehicle (seethedetailson page
119). Remember that you®e already seen and driven thiscarNand
you know what it hasto offer.

When you show, explain or present thecar to customers, you@
introduceit most effectively if you match your presentation to
their VAK learning style. For example:

Visual: Q et@takeacloser look.O

Auditory: Qet@talk about it.O

Kinesthetic: Q et@seehow thisfeds.O

Before you begin the test drive, make a mental note about

where the customer® potential trade-in is parked, as this will be
important to know on your return.
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For thetest drive, alwaysdrivethe car off thelot yoursaf. Go
to apre-determined areaNaparkinglot or other chosen locationN
open all thedoors, and present the vehicle. Emphasize the cus-
tomer@ areas of concern that you uncovered during your inside
interview (and only thoseareas, to prevent overselling). Beforeyou
do thedriver switch, moveall themirrors and the seat out of ad-
justment so that when thecustomer getsin, heor shewill need to
adjust everything. Thiswill get thecustomer familiar with thecar.
When you®e sitting in the back seat of the vehicle, carry a laser
pen and point to different features on the dash without leaning
over the person@shoulder.

Always havecustomerstakeapre-determined test-driveroute,
and havethem drive around it twice. Why isthisimportant? The
first timearound, customersarebecoming familiar with theroad,
theturnsand so forth. Having them drive around a second time
will allow them to become familiar with the car. (Thistechnique
alone can get you two extra car salesamonth!). After you return
to thedealership, alwayshavecustomerspark their vehiclenext to
thecar they drove. Thisisimportant because peoplebuy with their
eyes. Haveyou ever purchased apair of shoes, and when thesales-
person went to put thenew shoesin thebox, you said, ONo, put the
old onesin theboxNI@ wear the new onesC? The same phenome-
non happenswith anew and old car.

Asthetest drivecomesto an end, usethe VAK approach again:

Visual: O@e got something great to showyou .. . wait un-
til you seethis. ..let@goinsideand look . . . follow me.O

Auditory: Qet@go insideand talk . .. wait until you hear
this...you@goingtolovehowthissounds. ..followmeO

Kinesthetic: @@ show you thenumbers. .. explain things
in detail ... so youd fed comfortable. .. follow me.O

Thetraditional Gollow meOstatement adjusted for VAK will
get you morewrite-ups. Onestudent actually reported 100 percent
morewrite-upswhen using thekinesthetictransition statement.
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When you bring customers back inside, pay attention to what
you®e observed about their DP style. Analytics usually want to
know alot moredetailsabout thecar. If they@ealso visual, they may
want brochuresand pictures. Auditory analyticsusually want to ask
you questions. Make your responses enthusiastic but not phony,
and keep your answersbrief so they can continuedoing alot of the
talking. Be careful not to interrupt or finish their sentences, even
though they will frequently do that to you. Analyticswho aremore
kinesthetic may need morefacts, and they® want you to quickly get
to the bottom line. They® probably want to know about seat ad-
justments, trunk space, button placement, and so forth.

Globals are usually not too concerned about details. They@
be getting an overall fedl for the car, and if you®e succeeded in
building trust and rapport, they® likely ask your opinion about
the car and whether or not it seemsright for them. Globals who
arealso visual will bemoreinfluenced by uniquegadgets, features
and thecolor of both theinterior and exterior of thecar. Thecolor
and luxury-typefeatureswill beespeciallyimportant to them. Au-
ditory globalswill respond better if you ask them what they think
of thecar and givethem achanceto hear themsdvesthink through
what they want to do. Globals who are more kinesthetic need to
get excited about the car by touching stuff, sitting in different
spots, and being asked, M oesthisfed likeyour car?0

Visual Auditory Kinesthetic

PRESENTING THE NUMBERS

After you have presented the product through the test drive,
you@®e ready to make a presentation of the numbers and what it
will take for your customer to buy the car. At this point, it@im-
portant for you to get the customer back inside, so you might
want to say something such as, @ollow meinside and wed go
over some numbers, okay?0
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Remember to adjust for your customer@VAK and DP style. If
the customer is kinesthetic, the action of following you in may
sound appealing. If they®@e visual, however, a better statement
might be, @ have something to show you insideNso let@go in to-
gether and look.OYour auditory customerswill often respond bet-
ter to you if you say, @ have something great to tell youNwait until
you hear how easy it@going to beto get thiscar!O

Onceyou get thecustomer back insdethedealership, begin the
process of going over the numbers. Each dealership hasadifferent
processfor actually doing thisstep, and you®emost likely received
specifictraining for doing it. So let®just takealook at someof the
genera principlesfor thiscritical step on theroad to thesale!

Start your overview by looking at the manufacturer® sug-
gested retail price (M SRP). MSRPisbased on supply and demand.
(Notethat somecarswill sell up to $125,000 over MSRP.) Thecus-
tomer usually knowswhat theinvoiceisif heor shehasresearched
theasking priceon theInternet. The presentation of numbersin-
cludesfour dements, which areoften called Orhe Four Square®

Monthly payment Trade in value

Down payment Actual cost of car
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Most dealershipshavea piece of paper or form that addresses
thesefour elements. In addition, most dealershipswill teach that
you need to start the process by getting agreement with the cus-
tomer on oneof the squares. According to the customer and his
or her hot buttons, that® the square where you should begin.
Thereare many variations, but the simplest thingto doisto get
agreement with thecustomer on theitem that isthemost impor-
tant to him or her.

For most customers, themost important squareisthemonthly
payment. Second in importanceisusually how much they@egoing
to get for their trade-in. Thethird most important issueisusually
the down payment, and the fourth concern isthe actual cost of
thecar. Again, check with your dealership on how they want you
to present thenumbersto prospective customers.

STEP 5: CLOSING TECHNIQUES

Instead of viewing the end of the transaction as closing the sale,
treat it asopening ardationship with afuture customer. Because
theaverage customer will purchase 17 carsin alifetime (anew-car
customer every 4.5 years and a pre-owned-car customer every 26
months), opening arelationship is along-term commitment for
top professionalsin the automotive industry. For the sake of fa-
miliarity, we® still refer to this step as @losing,Obut remember
that it@all about opening arelationship and keeping a customer
for life.

Thereareat least 50 different types of closing techniquestha
areused intheautomobileindustry. Herearefive of themost suc-
cessful methods.

ALTERNATE CHOICE CLOSE
In thisclosingtechnique, you give customerstwo optionsand ask

which they prefer:

Q\ould you likethetwo-door or thefour-door?0
Mo you want thered or theblue?d
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One of the all-time best training manuals for the alternate
choicecloseis Green Eggs and Ham by Dr. Seuss. If you haven®read
it in awhile, pick up acopy and takealook at it from anew perspec-
tive. Sam-1-Am triesto sdll green eggsand ham 16 different timesN
and in theend, it works. Persistence and alternate choice pays off!

3M (ME, MACHINE, MONEY) CLOSE

Thiscan bean effective closewhen the customer has said no and
iswalking out the door. Ask the customer whether hisor her re-
fusal to buy the car is caused by one of the three MsNGneOthe
OGnachineOor GnoneyQ®

Me: Qsit something | did?0

Machine: Qsthere something about the car or dealership?

Money: Osthere something about the cost of thecar,
thetradein, themonthly payment plan?0

When you get down to thereal reason (which isoften money),
say, Bive me a couple more minutes and | will seewhat | can do
about ...Gand then usethereason the customer hasgiven for why
he or sheisleaving. Onetop sales professional used this money
close when his client hesitated over paying $84 more on the
monthly payment: Orou®e going to like this car more than you
like your $84 amonth.OThe customer sat back and said, Orou@®e
right. 1@ takeit.O

ASSUMPTIVE CLOSE

If you®efollowed thestepsin thisbook, you®ekept track on your
notepad of what the customer has listed as his or her require-
ments and what features are most appealing to him or her. Now
turn thenotebook around so thecustomer can seeit and say, G\s
you can see, we®e met all your requirements. Obviously, you®e
found your vehicle! OThen stop talking and let the customer re-
spond. Thistechnique is especially effective with the analytic,
auditory customer!
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PUPPY DOG (RECIPROCITY) CLOSE

How did they sell dogs years ago? They let people take the dog
home for the weekend. The sameistrue for your customersNthe
moretimethey spend with the car, the more they@® want to keep
it. Some car dealers will let customerstake the car homefor the
weekend or will at least give them alonger test drive. This ap-
proach isespecialy effectivefor globals, who loveto get approval
and show thevehicleto their friendsand family.

SHARP ANGLE CLOSE

With thisapproach, you ask customersif they would buy the car
if you wereableto meet their demandson aparticular item. For ex-
ample, Of | could get thecar in blue, would you . . . 200f | added
thisfeature, would you ... 20Although thiscloseisoften used too
frequently and too soon, if you®e spent two or three hours with
the customer and you®e established trust and rapport, you®e
earned theright to useit.

STEP 6: HANDLING CUSTOMER ATTITUDES

You may be more familiar with the word bjectionsOthan the
word Qittitudes.OCustomers can have alot of different reactions
to your presentation of productsand services. Herearefour major
classificationsfor dealing with the most common attitudes:

1. Skepticism (O doubt youQ

2. Indifference (O don®need itQ

3. Objections (whether valid or not)
4. Acceptance (thevehicleissold)

SKEPTICISM
If thecustomer doubtsthat you can do what you say you can do,
or the product can do what you claim it can do, offer proof in a
1-2-3 sequence:

1. Tell thecustomer you®@e sold. (Remember that the cus-
tomer buys yox, S0 transfer your belief.)
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2. Offer proof.
3. Explain that iswhy you®e sold on the product.

Asan example, if the customer says, @ don®think this car will
get 32 mpc,Oyou can usethe 1-2-3 step asfollows:

1. vl 1@ confident it does!O

2. Here@ what [Federal Highway Reports/other cus-
tomers/ car magazines/ JD. Power and Associates| say
about thiscar.O

3. Orhat@why 1@ so confident it gets 32 mpc.O

INDIFFERENCE

Let@assumethe customer claims he or she has no need of afea-
tureon thecar. For example, thecustomer might say, Orhecar has
atowing packagethat | don®need; take $695 off thepriceand | @
buy it.Oln such acase, use your teach-and-tie-down approach:

Although you may not tow anything, atowing packagein-
cludesalarger radiator and alarger crankcase with more
0il so thecar will run smoother and moreefficientlyin all
weather conditions. As aresult, youd save money on re-
pair and maintenance. 1t®@ important for you to save
money on maintenance, isn®it?

When the customer saysyesto your question, it@an implied
yesfor buyingthevehicleat thestated price. Remember, every time
thecustomer saysyes, hisor her desirefor the product goesup.

OBJECTIONS

Therearetwo typesof objections: valid and invalid. With thefirst
type, the customer has a valid concern about something associ-
ated with thecar. An example of avalid objection would be a state-
ment such as, Ot coststoo much.OShowing empathy isthefastest
way to overcome thistype of objection. You can then handle a
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customer@valid objection by always getting back to the benefit:
what will thevehicledo for thecustomer?

A simple and effectivetool for showing empathyisto usethe
fed/felt/found (FFF) formula. Virtually all trainers teach this
method of overcoming objections, and it works especially well for
kinesthetic customers: @ know how you feel. Other customersalso
feltthat way until they found that . . . [statethebenefit] OAgain, use
the teach-and-tie-down approach: (Bpending a little more for a
quality product saves money on repairs. It@ important to save
money in thelong run, isn®it?20

What about the other VAK styles?For visual customers, usea
statement such asthis: @ see what you mean. Others customers
also viewed it that way until they saw the benefit of . . . [statethe
benefit].OFor auditory customers, say, @ hear what you@e saying.
Other customersalso said that until they heard about the benefit of
[statethebenefit] .. .QIf you adjust to your customer@VAK, you®d
beamazed at thedifferenceit will makein your sales.

The other type of objection is the invalid objection, where the
customer has received wrong information about some aspect of
thecar. An exampleof an invalid objection isastatement such as, @
can®buy this car because it won®tow 6,000 pounds.OTo coun-
teract thisobjection, simply state, Orhere seemsto besomemisun-
derstanding. In reality, the car can tow up to 8,100 pounds.O

Remember, adjusting to thecustomer®attitudesisthequick-
est way to overcome objections.

ACCEPTANCE
If at any point during your presentation you detect agreement or
get abuying signalNclose immediately.

Acceptanceisan attitudeto which all sales and management
co-workers should be sensitive. You may detect agreement at any
point during your two-way conversation, and regardless of how
you feel about your progress, you should always recognizeit asa
signal to cross sdl, suggest services, do aclose or trial close and
ask for approval. Do so immediately, for failureat thisstagecan re-
sult in your client becoming confused, which will only makeyour
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job more difficult when you haveto lead him or her back to the
suggestion again.

Auditory salespeople have a tendency to talk past the sale. For
example, let@ assume on atest drive, that the salesperson over-
hearsawifesay to her husband, Honey, thisisthe perfect vehicle
for us.OShould thesalesperson at thispoint say, Q.et meshow you
the trunk2ZONONthe immediate responseis, Gbreat, folks! Let®
go back to thedealership and wrap thisup.O

Again, remember that if the customer givesyou abuying sig-
nal, you should do acloseor trial closeNand do so immediately.

Note
1. Each dealership isspecificabout howthenumbersshould bepresented, and therearehuge
variations from company to company, so this section isintended asjust abrief overview
of thewrite-up. Check with your manager for the exact processin your dealership.
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KEY 7

START YOUR
ENGINES

A 2B-DAay AcTioON PLAN
FOR INCREASING THE "STicK FacTor’

Haveyou ever bought abluecar you thought wasunique, onlyto see
many similar blue cars driving down theroad? Thisis a matter of
heightened perception. Those blue cars were on theroad all the
time, but you didn®focuson them until you bought one. Thisbook
isalot likethebluecarNonceyou realizewhat to look for, you® see
thingsyou never saw before, even though they werethereall along.
By usingthefollowing review, you® beableto increasethe Gtick
factorOfor what you@ejust learned so that the concepts and tech-
niqueswill stay with you from now on. Our suggestion isthat you
focus on one concept or technique from the book each day for 28
days. When you get to theend of that time, you might want to start
over and do it again. Soon it will become second natureto you.

DAY 1L TRANSFER YOUR BELIEF (KEY 2)

Think about atimein your lifewhen you experienced real success.
Write it down on a piece of paper and put it in your wallet. Let
your mind dwell on how that achievement madeyou fed. Trans-
fer that fedling of successand accomplishment to thetimeswhen
you@eworking with your customers.

DAY 2: UNCOVER NEEDS (KEY 2)
Remember, the greatest human need isthe need to be right! What
you tell yoursdlf is powerfulNyou can changeyour wholemindset.
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Tell yoursdf what you®e going to accomplish, and you@ beright!
You becomewhat you think about most.

DAY 3: TEACH AND TIE DOWN (KEY 2)

Writedown at least five statementsthat will teach your customers
about your product and services, and then add an exampleof oneor
two tiedowns that will lead your customer to say yes. Remember,
the more often you can get the customer to say yes, the more you
will createin that customer thedesireand need to buy your product.

DAY 4: VISUAL CUSTOMERS (KEY 3)

Practiceusing visual languageand strategieswith your customers.
Listen for words such as Ghow,03eeCand Gook.OM ake or update
your brag book or evidence manual.

DAY 5: AUDITORY CUSTOMERS (KEY 3)

Practice using auditory language and strategies with your cus-
tomers. Listen for words such as Gsk,0Qalk,O0istenGand Gay.O
Find the areawhere you can talk to your customersthat hasthe
fewest auditory soundsand distractions.

DAY 6: KINESTHETIC CUSTOMERS (KEY 3)
Practice using words such as @lo,0@j0,0QakeOand Qirive.Olden-
tify the featuresin several of your carsthat would especially ap-
peal to thekinesthetic customer.

DAY 7: ANALYTIC CUSTOMERS (KEY 4)

Review analytic preferences and behaviorsNfocusing on details,
being organized, and having a specific purpose. Remember what
motivates the analytic customer. Be sure you know what you®e
talking about and be specific when you talk about your product.
Make sequential step-by-step instructions and keep your stories
and examples objective and relevant.

DAY 8: GLOBAL CUSTOMERS (KEY 4)
Review global preferences and behaviorsNseeing the big picture,
goingwith theflow, and working asateam. Remember what mo-
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tivatestheglobal customer. Givean overview, personalizethebuying
experience, paraphrase whenever possibleand value and appreciate
theperson asan individual.

DAY 9: TODAY® AND YESTERDAY® UPS (KEY 5)

Contact today®@ ups. Adjust your follow-up to the customer® VAK
styleNisend anote, createavideo dlip, makeaphonecall, or do aquick
check-back. Remember when you makeacall to alwayssay thename
of your dealership first, and then your name. Say, Havel caught you
at agood time?0Contact yesterday®upsand do the samething.

DAY 10: OW NER FILES (KEY 5)
Go through your dealership@owner files. Start with customerswho
purchased vehiclesthreeyearsago, then four yearsago, and then two
years ago. When you leave a voicemail, makeit short and friendly:
Mr. bones, thisis ABC Motors calling, and my nameis John Doe.
It@about your car. Pleasecall meat ...O

DAY 11 ORPHAN CLIENTS (KEY 5)

Look up orphan clients. When you makeyour call, say, G5reat news,
Mr. Jones, |®ebeen assigned to your account! Mr. Smith hasmoved
on, so |@etaken over hisclients. Areyou in themarket for anew ve-
hicle?Do you know anyonewho is20

DAY 12: CUSTOMERS W HO DECLINED SERVICE
(KEY 5)

Concentrate on those customers who have declined service. When
you make your call, say, Hello, Mr. Jones, thisisthe ABC Motor
Company. My nameis John Doe, and | understand you declined
some work on your vehicle recently. We®e really in need of some
good quality used cars, and we may be able to absorb some of that re-
pair cost and get you into anewer vehicleO

DAY 13: SERVICE DRIVE (KEY 5)

Bethefirst salesperson to arrive. Bring refreshmentsout to thefolks
in linewaiting for the service baysto open. Exchange friendly con-
versation and talk to prospective customers.
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DAY 14: SHOTGUN AND BIO APPROACH (KEY 5)
Practicethe shotgun approach. Walk into your dealership@service
department waiting room and hold up aset of keys. Say, ey folks!
Anyone want to go for atest drivein a new car?0Also practicethe
bio approach. Use a one-page format for your rZsumZso the cus-
tomer can see at a glancethe schools you attended, your military
service, a photo of you and so forth. Walk into the service waiting
room and say, (Hi, everyone! | just want to introducemysdf ...O

DAY 15: OFF-SITE PROMOTIONS (KEY 5)

With another salesperson, take a vehicle to a home-improvement
store, amall or other busy public places. Hold adrawing, talk about
thevehicle, and look for new customers.

DAY 16: SEMINARS (KEY 5)

Offer to teach abrief communicationsseminar for local businesses
or community servicegroupsand share VAK. At theend of the ses-
sion, leave your business card and let the business or group know
you@etheir contact if they have any need for anew or used vehicle.
Remember that people would much rather buy a car from an ac-
quaintancethan acompletestranger.

DAY 17: BUSINESS-TO-BUSINESS (KEY 5)

Go to local businesses and say, @®e been assigned to your business.
We@e offering your employeesaspecial no-hassiepurchaseprogram
with our dealership. Could | provideyou with aquarter-pagead or
an articlefor your company newsletter to announcethis?Or put an
announcement up next to your time clock20

DAY 18: COLD CALLS (KEY 5)

Practice using the phone scriptsin appendix A and make a mini-
mum of 10 to 15 cold callstoday.

DAY 19: MEET AND GREET (KEY 5)

Work on making agood first impression. Remember to introduce
yoursalf by saying, G5ood morning, my nameis [your name]. @
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happy to help you.OMatch your customer® pace and mood with
your own conversation and actions.

DAY 20: GO WHERE THE CUSTOMER W ANTS

TO GO (KEY 6)

Make sureyou always have anotepad and pen with you when you
talk to customers. Write down what the customers say they want.
Smileand expressyour sinceredesireto help them find what they
need and what will makethem happy. Remember, you®e not just
focusing on closing adeal but also on opening arelationship. Your
goal isto keep those customersfor life.

DAY 21 BROAD DISCOVERY QUESTIONS (KEY 6)
When talkingwith customers, alwaysstart with broad or open dis-
covery questions: QVhat do you think isimportant in a vehicle?0
Substitutetheword owCfor theword QvhyOwhenever possible:
(How did you chooseto purchaseyour current vehicle?0

DAY 22: NARROW DISCOVERY QUESTIONS

(KEY 6)

Narrow discovery questionsdirect theconversation and help quiet
customers give you moreinformation without fegling pressured.
id you choose our dealership becauseyou live or work closeto
here?0Be sure you®e jotting down notes on your pad as the cus-
tomersanswer your questions. You alwayswant to make sureyou
get what they said right, and you also want to remember what they
said they want.

DAY 23: CREATIVE QUESTIONS (KEY 6)

Writedown several different creative questionsyou can use when
speaking with customers. Remember that thisis atwo-step pro-
cess. First you makeastatement, and then you ask questionsthat
confirm thecustomer isin agreement with you. For example, you
could say, QVhen customers purchase a vehicle from me, they@e
comfortablewith the sales process. It@important for you to fedl
comfortable when you buy acar, isn®it200r, Mriving with side
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airbags sure makesit safer for your passengers. It@important to
have a safe vehicle, don®you think20

DAY 24: REINFORCE AND COMPLIMENT (KEY 6)
A big part of reinforcing isthe art of complimenting your cus-
tomers. Remember, don®comment on something they are wear-
ingNicetiedNbut instead say, Orou look great in that tie OStart
your complimentswith theword QouGso that peoplewill respond
to you morepositively. When it comesto your customers, practice
complimenting them on things such astheir vehicle, their chil-
dren, their patiencein the car-buying process and the research
they@edone.

DAY 25: THE TEST DRIVE (KEY 6)

Do awalk-around with your customersand point out features of
thecar that you believewill interest them themost. Point out the
aspects of the vehiclethey®e already told you areimportant. (Re-
member your notepad?) When you show, explain or present the
car to the customer, youd introduce it most effectively if you
match it with customersQ/AK learning style:

- Visual: Qet@takeacloser look.O

- Auditory: Qet@talk about someof thefeaturesof thiscar.O

- Kinesthetic: Q. et@walk over to the car so you can seehow
it fedds.O

Alwayshavecustomerstakeapre-determined test driveroute, and
havethem go around theroutetwice. After they return, havethe
customers park the vehicle next to their potential tradein. (Re-
member the analogy about the shoes: If you®e buying new shoes,
you don®want to wear the old oneshome.)

DAY 26: PRESENTING THE NUMBERS (KEY 6)
Practiceusing Orhe Four Square.QLook at (1) thecost of car, (2) the

down payment required, (3) the monthly payment amount, and
(4) thetrade-in allowance.
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DAY 27: CLOSING THE SALE AND OPENING A
RELATIONSHIP (KEY 6)

Practiceusingthetop fivemost effectiveclosingtechniques: (1) al-
ternate choice close, (2) 3M close, (3) assumptive close, (4) puppy
dog close, and (5) sharp angleclose.

DAY 28: CUSTOMER ATTITUDES (KEY 6)
Practice dealing with the most common customer attitudesin a
positivemanner:

1. Skepticism: @ doubt it.O

2. Indifference: @ don®need it.0

3 Objections(valid or invalid)

4. Acceptance (the customer purchasesthevehicle).

List thethree objectionsyou hear most frequently and then write
responsesthat addressthat attitude and objection.

WRAPPING UP

In two or three sentences, describe how these new skillswill help
you besuccessful in sales.
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How will you know these new skillsareworking?

Now that you understand the techniques for becoming a better
salesperson, | look forward to hearing about your successes. You
will succeed as you apply these strategies. Please writeto me and
tell me how you applied the techniques. |@ visual, so an email
works better than a phone callNshare your success story at my
email address: Paul @NVebbVT.com.
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APPENDIX A

ADVANCED
AUTOMOTIVE
-l EPHONE SKILLS

ONLINE VIRTUAL TRAINING MANUAL

Note: Thisportion of thebook isthevirtual training manual for
the Webb Online Interactive Virtual Training System. Member-
shipsare available at www.WebbVT.com.

Good telephone manners, likeall good manners, areareflection
of your respect for the other person. For this reason, before an-
swering your first telephone call, it is a good idea to focus on
somefundamental telegphonetechniques. Thefollowing skillswill
applytotalkingwith peopleon thetelephone, or in person, or in
any circumstance. The basic rules involve being prompt, polite,
helpful, courteousNand human. Think of the telephone as the
front door to your business. Your customerswill judge you and
your organization by the welcome they receive and the warm,
friendly attitude you convey.

WHEN YOU RECEIVE A TELEPHONE CALL

Hereareafew basic stepsthat you should follow when you answer
atdephonecall.
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1 BE PREPARED TO ANSW ER

Makesure pencils, pens, message padsand calendarsareon hand
beforeyou pick up thetelephone. Be mentally prepared to handle
thecall and block out all distractionsin your environment so you
can concentrate on your customer.

2. ANSWER PROMPTLY

Quick servicewill help build areputation of efficiency for you and
your company in your customer®@mind. So when someoneiscall-
ing, answer promptly and with asmile.

3. IDENTIFY YOURSELF

It ismore professional if you always answer the telephone with
both your first and last name. It getsthe conversation off to agood
start and helpspersonalizethecall. For example, GGood morning,
Bob Jones, |@ happy to help youOor, GHello, ABC Motors, Bob
Jones speaking, |@ happy to help youOis far better than just,
(HelloOor, CBales, please hold . . . [click].Olf you are working a
switchboard, agood way to start the conversation isto say, GABC
Motors, thisis Bob Jones, how may | direct you call 20

4, CALL THE PERSON BY NAME

Get the customer@name at the beginning of thecall. In fact, the
four most important wordson thecall will be, GCertainly, and your
name?OWritethe person@name down and useit throughout the
conversation. For business calls, use the person®@last name (Mr.
Smith, Mrs. Jones). This courtesy displays respect for your cus-
tomer and communicatesyour businesslikemanner. If customers
want to be addressed by their first name, they will give you per-
mission to do so.

5. TAKE ACTION

Alwaystake a course of action when you answer aphonecall. For
example, you could say, @nemoment, Mr. Jones, |@ connect you
with Bob, our truck specialist . . .Gor, @@ beglad to help you with
that, Mr. Jones, please tell me about your . . .Oor, How did you
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cometo call our dealership, Mr. Jones?ONow you®@e on your way
to helping customersin acourteousand professional manner.
Cut out thefollowing script and tapeit to your phone:

“Good morning,
this is [dealership name].
I’m happy to help you.”
[Customer response. |
“Certainly, and your name?”

GUIDELINES FOR INCOMING CALLS

Hereisastep-by-step walkthrough of howto addressyour customers
and respond to various questions and concernsthey might raise.

1. CBales department, thisis [your name], 1@ happy to
help you.O

Customer: “Do you have any . . . ?”

2. QCertainly. And your name?0

Customer Response A: Your Response:
“Bob Harrison.” QBreat, Mr. Harrison.
What information can |
get for you about our ... g

Customer Response B: Your Response:

“Why do you need my Q understand, [sir or

name?” ma@m]. What informa-
tion can | get for you
about our ... 20

PauL H. WEBB WITH CYNTHIA TOBIAS

O



Best_SeI|ing_Book_Automotive_TX_B-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 106

1068 BEsST SELLING BOoOK FOR AUTOMOTIVE SALES PROFESSIONALS

Customer: “I have some questions about your pre-owned/
new cars . . .” (Customer asks questions such as how many miles
a car has, what colors it comes in, and so forth.)

3. Q et meseewhat@available. .. Gor, Q et meget that in-
formation for you . . . please hold for amoment and
|@ check.O

(Customer is placed on hold for about 8 to 10 seconds.)
4. Orhank you for holding.O

(Provide an answer to the customer’s question, and then ask
the next follow-up question.)

5. o you mind if | ask you aquick question?What dse
do you fed isimportantinan ... 20
(Allow the customer to answer. Switch to narrow questions if
he or she isn’t giving you the proper information you need. For
example, “Do you prefer dark or light colors?” Next, address
the customer’s concerns—2-door or 4-door, manual or auto,
4-cylinder or V-6, cloth or leather—and make a list of the cus-

tomer’s needs. Conclude by verifying the information.)

QBreat. So, if | understand what you®e saying, you
want ...0

(Repeat the list and ask for confirmation.)
Qsthat right?0

(Repeat the list of you customer’s needs—and be sure not to
change the order.)

Customer: “Yes, that is correct.”
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6. Trial Close: GBreat. |@ liketo inviteyou to thedealer-
ship to look at/discuss/check out [vary according to
VAK] the[product].O

(At this point, you will want to use one of the following options
to adjust for the tempo and response of your client.)

Option A (customer with quick tempo)

Qet@get together at 3:40 PM, okay?0

(Set appointments on the 10/20/40/50 “parts” of the hours on
the clock, as this will create more of an impact and a sense of ur-
gency in the mind of the customer. Proceed to step 7.)

Option B (customer with slow tempo)

QWhen isthe earliest we can get together20

(Ask for the appointment and give choices. If the customer calls
in the morning, offer an afternoon or evening appointment—
TODAY! If the customer calls in the afternoon, offer a late af-
ternoon or evening appointment—TODAY! If you have to set
an appointment the next day or later, confirm by FAX or email
IMMEDIATELY. Proceed to step 7.)

Option C (customers who say no to an appointment)

| want to thank you for calling. Wewould really liketo
help you find what you are looking for. What can we
do to earn your business?0

(Note that this is a LAST RESORT. If the customer still says
no, end the call. Otherwise, proceed to step 7.)
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7. QVonderful! Do you have a pencil ? Please write down
[repeat the date and time]. When you enter thedealership,
havethereceptionist pageme, and |@® meet you in the
showroom. Okay?0

Customer: “Sure.”

8. OMr. Harrison, would you pleasespell your last name?0
Customer: “H-a-r-r-i-s-o-n.”

9. G\nd your number?0

(Make sure when you ask this question that you do so using a
“tone down” voice inflection. When you ask, “And your num-
ber?” with a rise in your tonality, your customers will perceive
it as a “weak question;” when you ask it using a flat or even
tonality, they will perceive it as a statement. This is why you
want to use a tone down inflection, so your customers will per-

ceive you are making a command.)
Customer: 805-555-1234
10. ABreat. Pleasewritedown thisinformation . ..O

(Provide the appointment time, date, your name, location of
dealership and directions [if needed)].)

11. QPlease remember, | work by appointment.O

(Close by thanking the customer for being able to talk with him

or her.)

12. Orhank you very much. | look forward to seeing you
on [date] at [time].O
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GUIDELINES FOR OUTGOING CALLS

Hereisabasic step-by-step walkthrough of how to conduct vari-
ousoutgoing callsthat you maketo clientsor prospectiveclients.

GENERAL POINTS WHEN MAKING A CALL
1. Verify the name of the person to whom you are speaking.

2. Take the “curse” off the call. Say something such as, Mr./Mrs.
Jones, did | interrupt anything importantor, Mid | inter-
rupt anything important, Mr./Mrs. Jones?0

(Don’t change the words. Say the person’s name first or last.)

3. Introduce your company and yourself. Remember to state your
company namefirst and then your name. For example, Orhis
is[dealership name], and my nameis[your name].O

4.  Givethe reason for your call. For example, for acustomer relations
program; to update records; to introduce new programs for
purchasing or leasing a vehicle, for a service follow up; for a
purchasefollow up; for afloor follow up; for aphoneinquires
follow up; to prospect auto publications, past clients, local
businesshuman r&murcedepartmmt@directors and so forth.

SECTION . MAKING COLD CALLS
Calls to Potential Clients: Customer Agrees to Talk

You: Customer:

Hello, isMrs. onesthere?d | “Yes, this is Mrs. Jones.”

Mrs. bones, havel interrupted | “No. What’s this all about?”
anything important 20

Orhisis ABC Motorscalling,
and my nameis[your name].
Thereason for mycall is...O
(Refer to specific script in section 2.)
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Calls to Potential Clients: Customer Doesn’t Agree to Talk

You: Customer:

Helo, isMrs. onesthereXd | “Yes, this is Mrs. Jones.”

OMrs. Jones, havel interrupted | “Yes. I’m eating dinner.”
anything important?0

(Please excuse the call ma@m.
My nameis[first nameonly].
You haveagreat evening.

Thanksvery much.Q(Hang up.)

Calls to Past Clients: Customer Agrees to Talk

You: Customer:

Hdlo, isMrs. onesthereXd | “Yes, this is Mrs. Jones.”

Mrs. Jones, have | interrupted | “No. What's this all about?”
anythingimportant?0

QBreat. Thereason for my call
is. . .Q(Refer to specific script in
section 2.)

Calls to Past Clients: Customer Doesn’t Agree to Talk

You: Customer:

Helo,isMrs. onesthere?) | “Yes, this is Mrs. Jones.”

Mrs. Jones, thisis ABC Mo- “Yes. It’s not a good time
torscalling and my nameis to talk.”

[your name]. Havel inter-
rupted anything important?0

Q see. When would be a better
timefor meto cal you?Sorry for
theinterruption. | will call you
at [dateand/or time customer
gave]. Thank you. Goodbye.O
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SECTION 2: STATING THE REASON FOR YOUR
CALL (OPTIONAL)

Script A

Q seeherethat you camein for servicetheother day, and 1@ calling
to makesureeverythingwastaken careof to your complete satisfac-
tion. Was everything taken care of on your visit?Wereally careabout
our customers, and wewant to makesureeverythingisright.Q(Han-
dle the customer’s concerns, and confirm action if needed. Thank the person
for his or ber time and log for a call back in two weeks. Ask for a referral.)

Script B

O seeherethat you camein for servicetheother day and you@edriv-
ing a[year, modd, typeof vehiclg]. Isthat right?You know, right now
we@e really hurting for quality pre-owned [year, mode, type], and
theused car market isso strong that my manager has given meap-
proval to giveabove-market valuefor your typeof vehicle. 1@ liketo
invite you down for afree appraisal with the intention of buying
your vehicleQ(Go to Section 4, “Appointment and Confirmation.”)

Script C

Q\reyou awarethat if you purchased your vehiclemorethan three
years ago, we have some great purchase and leasing programsthat
could save you hundreds each month on your payments? And get
you in asafer and more reliable vehicle?0(Go to Section 4, “Appoint-
ment and Confirmation.”)

SECTION 3: GENERAL BENEFIT STATEMENT
Preliminary Considerations

Qualify: Arethey still using the product you sold them, or
what arethey using?

Sell: Arethey interested in anewer product?

General Benefit Statement
QABC Motorshasanew program that we@eintroducing through-
out the[location] for purchasing or leasing cars and trucks. We
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customizeapackagefor your specific needs, and |@ wondering if
you®e ever considered driving a [newer/ safer/ morereliable/ more
comfortable/ more affordablel exciting] vehicle?0

Customer Response A: “Yes,” “Maybe,” “Could Be,” “I Don’t Know”
1. QBreat. What type of vehicle do you fed would work the best

for you?0

(Start writing information down on a clean pad or sheet of paper.)

QBreat. What featureswould you liketo purchaseon that type
of vehicle?

(Make a list.)

(%0, if | understand what you®e saying, you want a[repeat list
of needs and wants]. Isthat right?0

Now, if | can find you avehiclethat [repeat list of needsand
wantsg], isthat what you want20

(Go to Section 4, “Appointment and Confirmation.)

Customer Response B: “No,” “Not Today,” “Not Interested,” “Don’t
Bother Me with This”

1. QWe®e been able to save our customers a lot of money on

transportation, and | think you@ agreethat saving moneyin
today@uncertain timesisimportant, don®you?

(If you get the customer’s interest, proceed to section 4, “Appoint-
ment and Confirmation.” If you get a second no, go with the fol-
lowing ending.)

Orhank you very much. You have a great day. If you know
anyonethat needstransportation, please send him or her to

see me at ABC Motors. My name is [your name]. Thanks.
Goodbye.O
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SECTION 4: APPOINTMENT AND CONFIRMATION

Closing Script

1. QBreat, weshow our vehiclesby appointment. After seeing that
[car/ SUV/truck] you@einterested in, | @ explain al thedetails
of our programs.O

2. Qet® get together [today/this afternoon/this evening/this
week], okay? Say, at [give appointment time].O

3. (Breat. Do you haveapencil?Pleasewritedown my name|[give
your name].O(Also give your address and directions if needed. )

4. QNhen you enter the showroom, tell the receptionist that
you havean appointment with [repeat your name], and she@
page me.O

5. Orhank you very much for your timeand interest. 1@ seeyou
at [time/date].O
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APPENDIX B

INCOMING CALL
SCRIPT

Thefollowing isageneral summary of theincoming call script that
you should use when answering telephone calls from customers or
prospective customers. Copy this script and post it near your tele-
phonefor easy reference.

1
2.
3.

10.

11.
12.
13.
14.

CBales Department, thisis [your name]. 1@ happy to help you.O
QCertainly, and your name?0

QBreat, [repeat customer’s namf].WhaI inf’ormation can | get for you
about our [repeat customer@inquiry] 20

Qet meseewhat@availableOor, Q.et meget that information for
you. Hold for amoment and 1@ check.O

Orhanksfor hol dj ng, [customer’s name] Q(Provide an answer to the cus-
tomer’s question.) @0 you mind if | ask you aquick question?What
else do you fed ’is important in a[ask a question related to the cus-
tomer’s inquiry] 70

GBreat. So,if | understand what you@esaying, you want . . Qrepeat
what the customer has listed.) Qsthat right20

Now, If | can get you [repeat the list], isthat what you want20
GBrest. 1@ liketoinviteyou to thedealership to check out the give
name of product].O

Qet@get together at [give date and time], okay?0

QWonderful, do you have a pencil? Please write down [repeat date
and time). Whm you enter thedealership, havethereoeptionist page
me, and 10 meet you in the showroom. Okay?0

QCustomer’ name], would you please spell your last name?0

Q\nd your number (tone down)

Pleaseremember . .. | work by appointment.O

Ohank you very much. | look forward to seeing you on/at [give date
and time].O

PauL H. WEBB WITH CYNTHIA TOBIAS

O



Best_SeI|ing_Book_Automotive_TX_6-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 116



Best_SeI|ing_Book_Automotive_TX_G-11-13_Lay0Lt@‘ﬂ1/13 11:57 AM Page 117

APPENDIX C

SAMPLE H.YER

Great News!!
***%* TO ALL CO-WORKERS * *=*

Great Selection on Vehicles

I’ve been assigned to your company!
My name is [insert name], and I’m the sales and leasing specialist at

[Company Name]

Discover Why BUSINESS-TO-BUSINESS Customers Love the Easy
Shopping Experience that Gets Results.

OWN A NEW CAR OR TRUCK TODAY!
Did you know that [Company Name] has:

"" A HUGE Selection of Vehicles

*" An Award-winning Service Department
More than 80 Models to Choose From
A Great Selection of Pre-owned Vehicles
Great Leasing/Financing Programs

[Insert Your Name Here]

Sales and Leasing Specialist
Come in to see me now and find your dream vehicle . . .
Or make an appointment to suit your busy schedule—today!
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APPENDIX D

PRE-OWNED
VEHICLE
INFORMATION
PACKET

Any pre-owned vehiclein your inventory, whether certified or non-
certified, should have a packet in the car, not at the manager®desk
(purchasing apresentation folder at alocal officesupply workswell
for this). Having this packet available is especially important for
your visual and kinesthetic customers, aswell asyour analytic cus-
tomerswho placealot of credibility on documentation. Besurethat
you have as many of thefollowing itemsin the packet as possible:

- Original MSRP sticker (obtain acopy of thisonline)

- Car Fax or Car Proof

- Arepair order (if applicable)

- A certified checklist (if applicable)

- Threeto four pagesfrom theoriginal brochure (available
online)

- Trademagazinearticles (if available)

- Third-party endorsements(such as Cars.com or Edmunds.com)

Note that implementing this process alone will increase up to 25 percent
of the profits in your dealership!
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PAUL WEBB

Paul H. Webb is a principal of Paul Webb Sales Training and
WebbVTNboth divisionsof International Training Solutions, Inc.,
acompany whoseclientsrangefrom service professionalsto vehi-
clemanufacturersand national associations. Since 1988, Paul has
provided training and consulting to leading private and publicly
owned corporationsand haspresented asakeynote speaker to nu-

merous conventions, seminars and associations.

Paul Webb®uniquetraining approach combines an interac-
tiveand Quide discoveryOlearning process with timed-tested ef-
fective sales and management techniques. Heuses humor in his
presentations (After all, when they@e laughing, they@e listening.
When they listen, they learn!). A licensed NLP Master Trainer
since 1999, Paul Webb isan internationally recognized expert in
thefield of neuro-linguistic programming and usesthisscienceas
thefoundation for histraining programs. Through Paul®@train-
ing techniques, hetransfersinformation and focus learning to
hisaudienceto create an environment that helpsthem find the
motivation in themsdvesto achievetheir greatest businessgoalsN

increasing sales and multiplying profitsl!

For more opportunitiesto train with Paul Webb Training, go to:

www.WebbVT.com
and preview al our Training System.
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CYNTHIA ULRICH TOBIAS

Cynthia Tobiasreceived her Master@Degreein Education from Seat-
tlePacific University. Her successful background includesmorethan
25 years of business ownership, eight years of teaching high schoal,
and six yearsin law enforcement. Sheisthebestsdling author of nine
books, afeatured guest on radio and television, and apopular presen-
ter for business, government agencies, churchesand schoolsthrough-
out the US and the world. Cynthiaisthe mother of twin sons who
haverecently graduated from college. Sheand her husband livein the
Seattle, Washington area.

For moreinformation on Cynthia Tobiasand
AppLe Street, LLC (Applied Learning Styles) contact her at:

Apple St. LLC

PO Box 23162
Federal Way, WA 98093
(253) 988-4120
email: ctapplest @gmail.com
Website: CynthiaTobias.com
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“What is selling? Create a Need, Satisfy a Need,
Close a Need.”—Paul Webb

Learn the most advanced techniques to help you become
the number one best in selling.

When it comes to developing a top-tier sales organization, Paul’s energy, deep
knowledge of our marketplace, and measurable success has made him a go-to
for Cars.com. His book is a must-read for every auto sales professional looking
to take their sales to the next level.

Cars.Com
Mitch Golub, President

Paul Webb possesses a profound instinct for the basics of the industry as well
as an unusual sensitivity to its nuances and subtleties. He is brilliant, daring
and provides his seminar attendees a life-expanding experience of human
nature, business and social skills. In short, he is a treasure.

VAuto, Live Market View
Dale Pollak, Founder

Paul Webb is without question the best automotive sales trainer | have ever
heard. We have used him in various capacities over the years and the dealer
community has totally bought into his training abilities.

National Independent Automobile Dealers Association
Michael Linn, CEO

Paul Webb’s new book builds on his unsurpassed knowledge of the intricacies
of the used car market and where it’s going in the future. There are so many
profit-improving gems in this book that the reader’s biggest challenge will be
in deciding which ones to go after first.

AutoTrader.com
Chip Perry, President and CEO

For more than 43 years, Street Smart— PA L LWEBB

Paul Webb Training and Webb Virtual R S A S | AN &
Training (divisions of L.T.S., Inc.) have
helped dealerships turn strategy into ISBN 978-0-9888256-1-1
results through the power of their people.
; e 90000
Paul’s training programs enable com-
panies around the world to generate
measurable results in critical areas of
= customer service, sales effectiveness, and
leadership development. Paul is married to Candace and
has two children, Harrison and Madeline. They live in 9 780988 825611
San Clemente, California. Printed in the U.S.A.
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